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Message 
 

I am extremely pleased to learn that the Department of commerce is 

organizing an International conference on “Recent trend in Digital Marketing in 

the Global Business” on 24 th Feb‟ 2017. 

 
Today the world of Computers is fast changing so that every day newer 

and more effective ways of finding solutions to technical and managerial 

problems are emerging. As an academic institution a College can include in its 

curriculum only a limited area of these trends.  

 
A Conference of this kind can bring in experts in the fields who experience 

the effects of these changes, who would be able to share these valuable experience 

with our students. This would inspire the students to keep updating their 

knowledge of the applications of Computer technology so that they prove 

themselves effective in the job‟s they enter into. 

 
This too happen during the GOLDEN JUBILEE YEAR Celebration (1967-

2017).  I Congratulate the HOD and the faculty members of Commerce 

department for organizing the FIRST International Conference in our College 

History. 

 
I wish the Conference a Grand Success. 

 

        Shri.S.K.JAGANNATHAN 

Secretary 
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Message 

In the twenty first century Information Technology advances in super 

computers, reproductions, and networks which create a new window into the 

natural world, making high and computational experimentation as essential tool 

for path-breaking scientific discoveries. This emerging data world forms a base 

structure for the new generation of people to build a super structure with latest 

trends and to maintain close links with the electronics software, automotive and 

creative industries. Courses in this field anticipate national and international 

employment trends and providing students with excellent job prospects on 

graduation. 
 

The department of commerce has been proved it‟s substance by organizing 

last year one national conference and other development programs and delighted 

indeed that the department is organizing a International Conference on “ Recent 

Trend in Digital Marketing in the Global Business”. 
 

I am sure that the conference will focus on the recent trends and advances 

in the field of communication and digital marketing in the global business and 

their application in the concerned field. It will provide a platform of learning, 

sharing of innovative idea and use of technology to all participants. I congratulate 

the Head of the Department and the convener of this conference  

Prof. T.K.Ravichandran and the Staff Members of the Department of the 

commerce in the conduct of International conference and wish that their academic 

endeavors may be crowned with success. 

 
Best Wishes. 

     
        Dr.L.P.RAMALINGAM 

Principal 

 





 

 

 
Prof. T.K.Ravichandran 

Head & Co-ordinator (SF Courses),  

Department of Commerce (CA), 
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Message 

 

The first standard norm for a successful treatise is to pick the right topic, on 

this “Recent Trend in the digital marketing in the global business”. This is a very 

famous hotspot which is very recently speaked by our honourable Prime Minister 

of India, Shri Narendra Modi. Innovative may well be the most important 

educational issue of the day. In 2017, things exists in a world radically different 

from existing before. Digital marketing have played a critical role in a worldwide 

changes that have occurred in the last few decades. The world wide web provides 

a volume of information‟s and learning resources which is imaginable. Most 

recently social networking, collaborative work and play spaces, blogs, and 

publications places for creative products, are being extensively used by children 

and adults. 

 
This confidence proceeding book is a compendium of the discussion, 

sharing and interaction of the papers and the contents are purely their own views 

based on their knowledge, intake and initiations grabbed and experienced 

empirically and orally based on reading. 

 
I place on record my heartfelt thanks to the Management and Principal for 

giving us permission to conduct this International Conference. 

 
My heartfelt thanks and hearty congratulations to all the Professors, 

Industrialist, Research scholars, and students friends and well wishers who have 

contributed their paper and efforts with full commitment and conjunctions to 

make this publications meaningful and successful with knowledge value. 

 
 

        Prof. T.K.Ravichandran 

         Head & Convener  





 

 

PREFACE 

 
Companies are modifying their marketing strategies to optimize their 

online presence and reach their customers. They are building websites, 

advertising on social media, sending personalized email offers as well as 

producing and promoting a lot of content. 

 
Digital marketing is a vital part of any marketing plan. Jobs are being 

created that will be added to the key roles in marketing departments and 

agencies. Digital marketing allows for a more authentic and human experience for 

customers. 

 
Digital Marketing is a career field that did not exist ten year ago, but is 

becoming a vital part of the marketing industry.  

 
Our honorable Prime Minister Shri. Narendra Modi has initiated India to 

go Digital. In this connection the Department of Commerce has decided to 

conduct an International Conference on “Digital Marketing” to give awareness to 

the Student community and all. The Conference has been conducted at Sourashtra 

College, Madurai on Feb‟ 24, 2017. More than 40 authors have presented their 

papers in the conference. 

 
The conference had a very sound discussion on the theme and important 

suggestion have been about successful application of Digital marketing. We hope 

that the persons who are in service industries shall find this Conference 

proceedings very useful in the Development of their respective business. 

 

 

Date: February 2017      Organizing Committee 

Department of Commerce (SF) 

Sourashtra College, Madurai 
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Abstract 

 The disruption effect of demonetization also have other dimensions. The banking system for instance has 
been severely disrupted. For one thing the constant flip flop on rules and stringent restrictions on people’s 
access to their own accounts have undermined the confidence of the public in the banking system riding on 
the ware of demonetization, its weight behind the technology mobilizing numerous departments for this 
purpose and lending its advertisement powers to the industry. If only he was aware of the ground reality. 
The economy has slowed and the worst affected are the poor casual labour and villagers who survive on cash. 
Even after certain months there are still restrictions on withdrawing one’s own money. It is interesting to 
note that there are some in the government who admit that “all deposited money is not white”. Several IT 
raids across the country have revealed the presence of unaccounted money. Therefore one of the very 
important aspects of demonetization, namely a “surgical operation” against black money has been far from 
achieved, we need tax reforms and transparency in large scale financial dealings. Curbing a culture of bride 
giving needs more than just demonetization to achieve the objective of clean governance and transparent 
dealings. 
Keywords: Demonetization, Digital, Marketing, Government etc.,  

 
Introduction 

 The centre‘s demonetization move has hurt private consumption and impacted 

sectors such as real estate, automobiles and FMCG, which in turn has altered the 

economy. New digital technologies enable greater integration and flexibility, allowing 

employees to have a greater share of voice and the ability to create their own work 

experiences. In the near future, such technologies will redefine how Human resources 

professionals function.  

 The digital enterprise helps them find out more about the people who work for them, 

or want to work for them. Hence, like good marketers, future ready HR professionals 

should understand their brand/ employee value proposition, target audience frame of 

reference and use digital marketing tools and techniques like employee social advocacy 

tools to disrupt the status quo.  

 By enabling Hr professionals to find where expertise is hidden in their organization, 

the digital enterprise bridges the gap between subject matter experts and the teams across 

the organization that need their expertise. 

 Furthermore digital technologies help HR professionals be proactive instead of 

reactive. For instance, social listening and analytics can help HR professionals track 

employee satisfaction and intervene when problems are still small. At HCL technologies, 

we have leveraged digital technology in integrating marketing and HR practices.  

 
  

INDIA FROM DEMONETISATION TO DIGITALIZATION 
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Currency in Indian  

 The powers that be in India have done a full flip. From trying to encourage people to 

use more currency notes, they are now trying to incentives them to use less. Now that the 

dust has settled on demonetization. It‘s a good time to go back in history paper currency 

may be intrinsic to our lives now, but it was once an alien concept in India. 

 Currency paper took many forms before we settled on the system we have today. The 

official issue of paper currency came into effect in 1861 through the paper currency act, 

currency was restricted, for the first forty years of their existence the government notes, 

though always of growing importance, took a very minor place in the currency system of 

the country. This was partly due to an arrangement, now in gradual course of abolition, 

by which for the purposes of paper currency India has been divided up in effect into 

several separate countries. In 1903, rs.5 notes were universalized everywhere in India 

except Burma. This is restriction was removed in 1909. In 1910. Rs.10 and Rs.50 notes 

were universalized, and in 1911, Rs.100 notes. And thus were born the Indian currency 

notes that we know today.  

 
Access with Magnetic Cards 

 Cards in king in India, more than half of the population does not have a card to the 

formal banking system and only a small percentage of the population were credit or debit 

cards the average number of card transactions per habitant is a mere 6.7 compared to 

china (14.4), Brazil (54.8) and the UK (201.7) ,according to a recent RBI report.  

 Only 15% of online or point sale transaction take place using credit or debit cards. 

This compares with the 88% that the cards to withdraw cash at ATMs. The immediate 

and short term effect is quite different, the sudden removal of cash and restriction an 

supply will adversely hit everyone who depends on cash to conduct day-to day activities. 

People have already stopped spending money for fear of running out of it. 

 Local shops, buses and tax‘s that operate on cash have experienced a drop in 

customers. Business in the informal economy could suddenly no longer operate. It is very 

hard to gauge the impact of sudden contraction of informal/black money on a formal 

economy. It most of the informal money is resting an cash or gold and not being 

circulated then demonetization will have minimal impact on money supply. But it is 

otherwise, and black money circulation was greater, than it will significantly impact 

money supply within the economy. For the greater good, demonetization must be a 

success and a rise in a cashless economy will need to fill any void left by lack of cash. 

 
Digital Media 

 For million of people, smart phones act as the gateway to access the digital world. 

SMEs as well as large SMEs enterprises have been exploiting this trend and generating 

revenue by offering products and services through digital media. However to exploit this 

opportunity and for sustainability should under go a digital transformation of their 

business. They should rediscover their business processes, digitally complemented by 

advanced analytical platform. Then we can watch demonetization turn into digitalization. 
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Disruption Lingo 

 Farmers have dumped vegetables by the road wide for the want of a remunerative 

price, migrant workers have returned home after losing their jobs. Street vendors are 

struggling with a slump in demand. And of house, may peoples have died while waiting 

in quiet outside banks or committed suicide after unsuccessful attempts to get cash from 

the bank. 

 
Security Features 

 After demonetization FICN counterfeiters have focused on Rs.2000 notes. They have 

not been fully successful, but they are beginning to copy a few features‖ 

 
Economic Divide Created 

 The economic lockdown will continue to hurt the poor, farmers and workers the 

most. Since the exercise of demonstration now complete, it is the government 

responsibility to release all data about the amount of cash deposited, black money 

unearthed and the number of new notes pumped into the system. 

 
Demand Hit 

 The sector specific immediate effects of demonetization have been mostly negative 

demand has taken a hit, whether it is in automobiles, motorcycles, real estate or 

construction. However the basic demand for housing is not going to disappear. Once the 

availability of cash is normalized there will again be demand for loans, especially in the 

market for housing. So many company declined in net profit by 5.23% to 977crore for the 

third quarter ended Dec 2016 due to demonetization. The company registered a net profit 

of 1031 crore in the same period last year. Its standalone net profit was 4.73 per cent 

lower at 925 crore as against 971 crore in the year ago period. During the bajaj auto 

turnover decreased by 7.44% to 5673 crore as against 6127 crore. ―with good monsoon 

and seventh pay commission, motorcycle industry was expected to record a healthy 

growth. However, post demonetization, the industry for motorcycles and commercial 

vehicles declined 16% and 32% respectively‖. 

 
Economic Survey  

 The economic survey for 2016-17 doesn‘t include the traditional detailed review of the 

year gone by budget presentation being advanced to February from the last working day. 

This review is expected to be completed by June and would take a fresh look at the 

impact of demonetization, on the basis of more data that comes in over the next four-five 

months. 

  ―with the budget and survey dates being advanced, it makes less sense to review the 

year based on data for just two quarters. We will do this later and you will have a full-

blown, backward looking review‖. 

 The survey recommends fast, demand driven remonetisation, further tax reforms, 

including bringing land and real estate under the ambit of the goods and services tax, and 

reducing tax rates and stamp duties. It cautions against tax authorities turning 
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overzealous. It flags the risks that benefit and the U.S. election result pose to the world 

economic order, and to India‘s economy. The prospect of ―shifts in the direction of 

isolationism and natives could threaten the global market for goods, services and labour. 

The survey conservatively projects growth for the coming fiscal at 6.75%-7.5% with a 

caveat that lingering effects from demonetization, oil prices and the possible rise of trade 

protectionism could jeopardize the forecast. 

 The state government would in its budget announce steps to safeguard small vendors 

and traders from the impact of demonetization after examining the measures expected to 

be announced in the union budget.  

 
Natural Disasters 

 Demonetization high value notes and the people were still suffering and could not 

withdraw their hard earned money from their bank accounts. Nearly so were people self 

employed or daily wage workers in the country, and about 15 crore people were 

labourers who depended on the day‘s wage to eke our living. All these people had been 

put to untold misery, and adding the problem faced by farmers were worse. The majority 

of disabled people continue to be inconvenienced by the banks. The situations is 

especially grim in rural areas and post the demonetization announcement. 

 
Review of Investment 

 The benefit of demonetization and ways of running investment sprit were among the 

major issues. This issues relating to the Indian economy and different sectors of Indian 

Industry. The entire assembly of leaders had unanimously welcomed the move towards 

corruption free industry to promote digital transaction and to have a black- money free 

economy. It will help wider tax base and reduce inflation. 

 
Reduce Corruption Difficult 

 On demonetization and its impact, cannot get the corrupt money right away because 

the money has already been invested in real estate, gold and other things. Such a move, 

however, ―will make future corruption more difficult‖. ―Black money and corruption had 

been slowly eating into the country‘s economy. 

 
Right to Information Act 

 The revenue bank of India that query cannot be answered under the right to 

information act as it does not come under the definition of information under the 

transparency law. The query was also sent to the prime minister‘s office and the finance 

ministry but it remained unanswered. 

 
Financial Inclusion  

 Financial Inclusion is a distant dream for disabled people who face harassment from 

financial institutions across the country. Banks and companies that offers insurance 

policies are not yet ready to accept disable people as respected clients. The demonization 

move has further aggravated the problem, in the current environment, the government 
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has proposed that these should be separate queues for persons with disabilities and for 

senior citizens, but the reality is starkly different. In many rural areas, it a visually 

impaired person with low vision walks into a bank to open an account, most banks don‘t 

comply. These person insist to say by bank, to be open a joint bank account with a person 

with sight. If a person who is deaf visits a bank for availing the benefit of a scheme or 

services. 

 
Negative Speculation on Demonetisation 

 There was an overestimation about the impact of demonetization are revised 

estimates of subsidies are now available an they show a much tighter compression than 

was provided for in the budget estimates. 

 
GDP Growth Rate 

 The GDP numbers are definitely a surprise, but a pleasant surprise, Since the CSO has 

not revised downward the annual estimate we can expect that there should not be further 

changes on account of demonetization. The numbers are vindication that demonetization 

did not have a major impact on the economy they looked at all the numbers at their 

disposal and have come out with their estimate.  

 

 2014-15 2015-16 2016-17* 2016-17** 

GDP growth 7.2 7.9 7.1 7.1 

GVA growth 6.9 7.8 7.0 6.7 

Services growth 9.5 9.8 8.8 7.9 

Industry growth 6.9 8.2 5.2 5.8 

Agriculture growth -0.3 0.8 4.1 4.4 

 

 First advance Estimates ** Second advance estimates. 

Central Statistics Office have not factored in the adverse impact of demonetization, 

including losses in jobs and production. The government should address the real 

problems and stop its ‗propagandists‘ from ‗premature celebrations and misplaced 

euphoria‘. Remain in denial to further their narrow political agendas for short term 

benefits and are not addressing the real issues. Third quarter was substantially 

impacted by the demonetization. It admittedly had led to a squeeze of currency. The 

GDP number belies exaggerated claims by many that the rural sector was in distress 

and shows that agriculture growth was at a record high. Remonetisation is up 

substantially, and its combination with economic resilience has shown some signs of a 

return of growth. Therefore our government expect that in the future quarter, this 

figure itself will grow further.  

 
Levied Tax 

 After demonization tax will be first levied on any unaccountable cash found in 

possession of people. 
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Union Budget for Tax Payers 

 The government is very serious about black money. We are quite that the post 

demonetization, there is a legitimate expectation of this class of people to reduce their 

burden of taxation. Also an argument is made that if a nominal rate of taxation is kept for 

lower slab, many more people will prefer to come will prefer to come within the tax net. 

Demonetization will be credit positive for India as it is likely to reduce tax avoidance and 

corruption. Besides, it our country remains resilient to economic disruption and the worst 

of the liquidity crunch has passed, which should support a rebound in consumption and 

investment. Looking a head, we expect remonetisation to;; continue at a similar pace. We 

continue to believe that in the medium term demonetization will strengthen india‘s 

institutional framework by redacting tax avoidance and corruption. It should also result 

in efficiency gains through greater formalization of economic and financial activity, 

which would help broaden the tax base and expand usage of the financial system all this 

would be credit positive for the sovereign. The old notes are deposited into the banking 

system, legitimism previously undeclared incomes and wealth, the benefits to the 

government related to higher future tax collection will accrue from measures aimed at 

leveraging the information obtained when notes were deposited. 

 
Control Black Money 

 Our government is very serious about black money. We are quite concerned that the 

proportion of direct tax in the total tax kitty is very low. There is a very high amount of 

tax evasion and it is only for this reason that all these measures to stop the future flow of 

black money in terms of changes for methods of political funding, the proposal to put a 

cap of Rs. 3 lakhs for cash transactions, putting a cap of Rs.10000 for business 

expenditure. For a trust also, we are saying they can only accept donations of up to 

Rs.2000 in cash. All these are some of the measures to prevent the future flows of black 

money.  

 
Post Demonestisation 

 One big reason for the slowdown post demonetization is that it came in at a time. 

When the spending cycles should have started which have now slowed down on account 

of the shortage of survey do, which has affected quite a few industries especially 

consumer goods, automobiles, real estate, FMCH goods and textiles.  

 Household consumption have been affected by demonetization, therefore there will 

be a push back on the overall growth of industry. Evidence is mounting of the disruptive 

effect of the recent move to renew currency notes, known as demonetization.  

 In the global financial services major activity data across manufacturing and services 

as well as consumption and investment have clearly taken a hit. The economic growth is 

expected to normalize gradually towards the 7 percent level on the way to becoming a 

transparent economy as demonetization has hit black marketers. Photographers play 

their trade on the Ghats here, however, they are finding it hard to male a living. While 

tourist have cut down on their expenses due to shortage of cash, the usual crowd to the 
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Ghats this season has also visible gone down. The RBI added that chests operating in a 

district should maintain the proportion on a weakly average basis. 

 The stated objectives of the demonetization effort in 1978 were more or less the same 

as what prime minister announced on nov,8,2016 not counting the subsequent steady 

change in the government message from eliminating black money to moving towards a 

less cash economy. 

 The demonetization of high denomination bank notes was a step primarily aimed at 

controlling illegal transactions, It is a part of a series of measures which government has 

taken and is determined to take against anti-social elements. 

 While the differing scales of the economy and relative prevalence of high value 

currency notes ensure that there can be no comparison between the demonetization effort 

undertaken in Nov, 2016, and the similar exercise conducted in 1978, some of the 

economic conditions prevalent at that time were indeed quite similar to what exist now. 

 The poor state of private investment in the economy at the moment. Back in 1978, 

there is also an urgent need to increase individual and corporate savings if increased 

investment expenditure is to take place without any adverse pressures on prices. This 

would require greater simplicity in the lifestyle of those individuals who can save, and a 

greater efficiency and a reduction in inessential expenditure on the part of corporations.  

 This sounds quite similar to the current situation. Where private investment is 

languishing and the government is encouraging people to put their money in banks.  

 The sounds quite similar to the current situation, where private investment is 

languishing and the government is encouraging people to put their money in banks. The 

government had in 1974 enacted the compulsory deposit scheme act which mandated 

that all those earning more than Rs.15000 a year would compulsorily have to deposit a 

certain percentage of that amount in banks. 

 In 1978 budget denoted increased these limits significantly in a drive to force people 

to save. So, those earning between 15000 and 25000 would have to deposit 41% of their 

income, up from the previous 4%. Those earning between 25001 and 35000 would have to 

deposit 11% between 35001 and 70000, 12% and those earning more than 70000would be 

have to deposit 15%.. The demonetization exercise of 2016 has basically been a 

compulsory deposit scheme, with the government forcing people to place their cash in 

banks and setting curbs on how much they can withdraw. While increasing financial 

savings is desirable, the sudden influx of funds is causing problems for banks, according 

to economist and bankers. 

 
Swelling Bank Deposits 

 Already bank deposits post-demonetization have swelled and banks are finding it 

difficult to deploy these resources as here is no demand. Unless there is a policy initiative 

to boost demand, it would actually become a burden‖. The lack of demand was a 

problem even had recognized at the time. One method he had employed to increase 

private investment was to encourage people to buy equity stake in new companies so as 

to provide them with the funds to investment further. In order to stimulate such 
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investment. I propose to give a deduction in the computation of taxable income of 50% of 

the amount invested in equity shares of new industrial companies. The maximum 

investment in a year qualifying for this deduction will be limited to Rs.10000. While this 

would entail a loss to the exchequer, the then finance minister candidly said that he 

would cheerfully accept a much larger loss if it results in stimulating larger investment. 

The current government too could may be consider taking a similar view, accepting 

losses to itself in an effort to stimulate private investment. This could work in the current 

scenario, where there is a need to encourage equity investment. But this must also be 

accompanied by suitable policy measures to reduce the cost of borrowing for companies. 

 
Conclusion 

 Demonetization is began for largely benefit of the corporate world. But even the 

government of the time would not have been so immune to see the hardship being 

caused by disruption. The political opposition should come up with practical solutions, 

something it has unfortunately failed to do so far. 

 The availability of digitalization take-up amongst SME‘s as well as large enterprises 

and all tiers of society, is now very important. Digitalization should make services faster, 

cheaper and more accessible to people and business along with making them formal and 

accountable. Thus diminishing the need for an informal sector. The impact of 

demonetization is still felt in the automotive industry. However, the impact is slowly 

phasing out as the currency in circulation is returning to normal OEMs with better 

performing new launches continue to grow. 

 You wait and watch we will only gain from demonetization. The demonetization 

exercise may have ensured extra money in the government‘s cotters as its statement have 

proffered. Demonetization has not affected the wealthy. The pain is being borne by the 

poor. Instead of flagging of such expensive, there must be focus on stronger laws, 

ensuring fruitful working of parliament and even conscription. A code of conduct and 

ethics for all political leaders and those in government service should be implemented 

with sincerity. 
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Abstract 

 Travel and Tourism has been an integral part of Indian Culture and Tradition. Tourism Industry is the 
most vibrant tertiary in India. It emerges as a creator of jobs across national and regional economies. WTTC 
I WEFA research show that Travel & Tourism generated, directly and indirectly, more than 11.7% of GDP 
and nearly 238 million jobs in the worldwide economy. These figures are forecasted to total 11.7% and 255 
million respectively in 2010. Jobs generated by Travel & Tourism are spread across the economy- in retail, 
construction, manufacturing and telecommunications, as well as directly in Travel & Tourism companies. 
These jobs employ a large proportion of women, minorities and young people; are predominantly in small 
and medium sized companies; and offer good training and transferability. Tourism can also be one of the 
most effective drivers for the development of regional economies. These patens apply to both developed and 
emerging economies. It acts as one of the socio - economic tools for sustainable developments of many 
nations. In addition, it wonderfully works to present nature, culture and heritage of nations. If carefully 
managed, Tourism can be used to attain the goal of all states that is to eliminate poverty. The paper also 
explores that how the State of Tamilnadu has been contributes for tremendous growth of Tourism in India. 
There are recently many events that have taken place, which are big catalyst for promoting tourism in the 
state and to the country like Chennai open Tennis, Indian Super League football tournament, 20/20 IPL 
cricket matches, common wealth games, and cultural performances like slangainaatham which is performing 
by South Cultural Zone of India etc. so It will prosper to great heights and standards in tourism growth for 
the upcoming years.  
Key words: Travel and Tourism, promotion, economic growth. 

 
Introduction 

 Tourism Industry in India is one of the most lucrative industries in the country and 

contributes substantially to foreign exchange earned. In fact during 2010, four million 

tourists visited India and spent US $8.9 billion, thus making India one of the major global 

tourist destinations. Augmented tourism in India has created jobs in a variety of 

associated sectors, both directly and indirectly. Tourism is one of the success stories of the 

20th century and is concerned more with the satisfaction of individual rather than with 

the scientific and technological achievements. Almost 20 million people are now working 

in India‘s Tourism Industry. India‘s tourism is thriving, owing to a huge flow in both 

business and leisure travel by foreign and domestic tourists and is expected to generate 

approximately US$ 275.5 billion by 2018.  Tourism has been a major social phenomenon, 

which is motivated by the natural urge of every human being for new experience, 

adventure, education and entertainment. The motivations for tourism also include social, 

religious and business interest. Tourism and leisure are perhaps the two nicest things in 

modern society, which helps to promote peaceful co-existence, pleasure of the individual 

TOURISM AND SUSTAINABLE ECONOMIC GROWTH – AN OVER  

VIEW OF TAMIL NADU 
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and well being of the general public. It is a smokeless industry and it has its own direct 

and indirect effect on economy which regarded as effective instrument of economic 

development with understanding of social, cultural and political life of the society, which 

leads to a healthier global understanding. The importance of tourism as an instrument for 

economic development and employment generation, mainly in remote and backward 

areas, has been well documented the world over. In tourism, the product from a 

destination view point is a combination of various elements or components, some of 

which are tangible and some are intangible. The only open path for the organization in 

this case would be to let somebody know itself about the consumer needs, expectations, 

and attitudes of mind, likes and dislikes in order to put together and constantly build up 

the tourism products. Tourism products have to be consumer oriented. This implies that, 

we can no longer sell what we produce; we have to produce what consumers consider as 

their needs. The selling focuses on the needs of seller, marketing focuses on the needs of 

the buyer. The real tourist product is therefore, usually composite whether the customer 

buys it in packaged form or assembles it himself. 

 
Tourism Products of Tamilnadu 

 Tamilnadu is a state in the central tract at the extreme southeast corner of the Indian 

Peninsula. One of the four Dravidian states of India, it has had more than 4000 years of 

continuous cultural history. Tamilnadu has some of the most remarkable Temple 

architecture in the country, and a living tradition of music, dance, folk arts and fine arts. 

Tamilnadu is well removed for its temple towns and heritage sites, hill stations, 

waterfalls, national parks, local cuisine and fabulous and scenic beauty. Tamilnadu has a 

social, cultural and natural environment, which needs to be preserved. It is this 

environment that is valued the most by the fastest growing segment of the tourism and 

travel market, the upper end international tourist. Tamilnadu has the best of what a 

perceptive international tourist can hope for in terms of natural attractions, social and 

cultural environment, physical quality of life and so on. Tamilnadu Tourism 

development corporation is a state Government public sector undertaking of the 

Government of Tamilnadu, Tourism in the state is promoted by the tamilnadu Tourism 

Development Corporation. Tamilnadu is a year round Tourist destination, and the 

industry is the largest in the Country. Tamilnadu has been entrusted with the promotion 

of tourism and development of tourist related infrastructure. The state boasts the largest 

tourism industry in India with an annual growth rate of 16% in 2015, the number of 

domestic arrivals was at 327.6 million making the state the most popular tourist 

destination in the country, and foreign arrivals amounted to 4.65 million, the highest in 

the country, making it the most popular state for tourism in the country. Tamilnadu GDP 

$150 billion is the second largest economy of the country and tourism is one of the main 

sources of its revenue.  The Government of Tamilnadu declared tourism as an industry in 

1986. But the primary responsibility of developing the basic infrastructure essential for 

industrial growth was somehow left unfulfilled. Tourism is the fastest growing Industry 

in Tamilnadu. Tourism needs to be marketed, just as any other products indeed more so, 
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because it is an industry in which the customer still has an immense variety of choice. 

However, the marketing of tourism is not same as that of marketing of consumer goods, 

and there for it should be bear in mind the major differences by those who market the 

tourism products, for a successful promotion of the images of tourist places. We, 

therefore, need to re-orient ourselves in our outlook and strategy to promote sustainable 

and eco-friendly tourism. 

 
Key Practice to Promote Tourism Successfully 

 1. Market Research: Tours should be planned and packaged after a well planned 

market research. It reveals what tours are and what would be in demand. Historical 

trends are also a good gauge for future purpose. A good package should contain most 

acceptable products and contains those products which actually need the segment of 

market. 

 2. New Product Development: It is the prime objective of the provider to identify and 

introduce new products/tours. It is also advisable to introduce lesser known areas and 

create new demands and interests and make them more attractive. Do not pack too much 

places and too much products in a single package. 

 3. Time Effect: The new tour products should be made at proper time and tours have 

an appropriate time, season and place to promote depending on the habits of customers 

their holiday patterns and the type of a tour. National behavior show that the people 

from England plan their next holidays around December. The pattern of arrival of 

tourists may vary from place to place and from time to time. Hence, it is to be learned in 

advance and launch those products in time for getting maximum result. Select the best 

dates and season, during which to concentrate on a coordinated group of offering and 

provide a good selection for the customers.  

 4. Proper Mix: The tour organization must make acquainted itself fully with 

components of each tour, the services and attractions offered and must personally and 

critically experience what the tour has to offer. He must personally known the 

contractors, their competence and examine the equipment to be used by them and have a 

full awareness of the quality and reputation of the personnel who deal with the tour 

groups.  

 5. Segmentation: The tour operator should familiarize with market segments having 

potential for sale of the tours. A prudent tour operator must act with personal 

knowledge, prosperity, enthusiasm and purposefulness, to satisfy the needs of the 

tourists.  

 6. Marketing Plan: Professionally formulated marketing plan should follow 

thoroughly and dynamically.  

 7. Marketing tools: For marketing and promoting tour packages, appropriate 

marketing tools should be preferred and implemented. Newsletters, brochures, slides, 

CDs, DVDs, films, show cards, websites etc can be used in popularizing tour packages. 

The tourism is highly competitive business where more than 125 countries are engaged in 

attracting tourists. Tamilnadu has to be marketed as an important tourist destination. An 

image building exercise has to be carried out to connect the erroneous impressions. The 
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projection of Tamilnadua‘s vastness and a wide variety of tourist attractions would be a 

challenge to our marketing effort. 
 

Highlights of Tamilnadu Tourism 

The followings are the scope and highlights of Tamilnadu Tourism. 

 Helping to preserve, retain and enrich our cultural heritages 

 Increase in International trade 

 Taking more innovative promotional measures for Tourism 

 Offering more Tourism related education 

 Multi –socio cultural activities 

 Growth in Hotel industry 

 Focusing rural Tourism 

 Motivating private sectors such as Tour operators to attract more Tourists 

 Create awareness about importance of Tourism to the general public.  

 
Conclusion 

 Tourism is a major driver of economic growth globally. India‘s tourism industry is 

experiencing a strong period of growth, driven by the growing Indian middle class, 

growth in the high spending foreign tourist and coordinated government campaigns to 

promote tourism. For developing the state like Tamilnadu which is one of the path of 

modern economic growth through structural information of the economy, tourism is the 

right vehicle. The Government has realized the massive potential of tourism which is 

now balanced to become the major industry in Tamilnadu. The economists, professionals 

and experts in this field believe that tourism will become the core industry of Tamilnadu. 

Let us hope the Tamilnadu tourism will have massive impact and will be a remarkable 

development by the year 2020.  
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Abstract 

 Social media has revolutionalised the ways of communication and sharing information and interests. 
The study finds that the social media is most widely used in information source for perceived convenience, 
effectiveness and perceived credibility. Also, the social media reviews and opinions affect the purchase 
decision process. Companies have started using social media to influence the youth knowing that purchasing 
decisions of youth is greatly influenced by social media 
Keywords: Social Media, Consumer, Communication, Word of Mouth 

 
Introduction 

 Social media has revolutionalised the ways of communication and sharing 

information and interests. In the last ten years, the online world has changed 

dramatically. Thanks to the invention of social media, young men and women now 

exchange ideas, feelings, personal information, pictures and videos. However, every day, 

many students are spending countless hours immersed in social media, such as Facebook, 

MySpace etc. It has helped students to develop important knowledge and social skills, 

and to be active citizens who create and share content. At present, whether social media 

is favorable or unfavorable, many students utilize these sites on a daily basis. As social 

media sites continue to grow in popularity it is our belief that technology is a vital part of 

today‘s student success equation. The advent of this media led to the growth of social 

media users in Bangalore City. Most of the people are buying product or services through 

social media. It plays a significant role to influence the purchase decision of students in 

Bangalore City. The major intention of social media is to communicate. Hence, it can be 

said that social media is not a new or alien concept. People were communicating even 

before communication tools were invented. Discussions have always existed but the 

speed to which the connections happened changed eventually which gave rise to social 

media platforms.  

 
Review of Literature 

1)  Leerapong and Mardjo(2013) examine the factors that influence their online 

purchase decision through online social network, particularly Facebook. The 

customers ranked in order of importance relative advantage, trust, perceived risk, 

compatibility as the factors that encouraged or discouraged them from purchasing 

product through Facebook.  

IMPACT OF SOCIAL MEDIA ON PURCHASE DECISION OF COLLEGE 

STUDENTS WITH SPECIAL REFERENCE TO BANGALORE CITY” 
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2)  Sharma and Rehman (2012) find that positive or negative information about a 

product or a brand available on the Social Media has significant overall influence 

on consumers purchase behaviour. The customers spread positive word of mouth 

through social media. 

 
Statement of the Problem 

 The advent of social media has grown tremendously today. The intensity of student 

using social media is becoming more day by day. More number of internet and social 

media users has raised importance and interest on the relevance of study in this regard. 

Companies have started using social media to influence the youth knowing that 

purchasing decisions of youth is greatly influenced by it. Hence the research study is 

entitled as “Impact of Social Media on Purchase Decision of College Students with 

Special Reference to Bangalore City” 

 
Objective of the Study 

1)  To know the usual habit of college students towards social media. 

2)  To identify the most preferred social media to influence purchase decision 

 
Scope of the Study 

 Bangalore City was considered as the study area. 

 

Hypothesis  

1)  HO: There is no significant relationship between age and purpose of use of social 

media  

  H1: There is significant relationship between age and purpose of use of social 

media  

2)  HO: There is no significant relationship between educational qualification and use 

of social media as an information tool for purchase 

  H1: There is significant relationship between educational qualification and use of 

social media as an information tool for purchase. 
 

Operational Definitions 

1) Social Media 

 Social media is a group on internet-based applications that build on the ideological 

and technological foundations of Web2.0, and that allow the creation and exchange of 

user-generated content. 

2) Purchase Decision 

While evaluating the alternative products or brands, the consumer develops likes 

and dislikes about the alternatives. The positive intention of the consumer about a 

particular product is the main factor that leads to purchase decision. 

3) Consumer 

An individual who buys products or services for personal use and not for 

manufacture or resale. A consumer is someone who can make the decision whether or not 

to purchase an item 

http://www.investorwords.com/636/buy.html
http://www.investorwords.com/3874/product.html
http://www.investorwords.com/6664/service.html
http://www.investorwords.com/10610/personal.html
http://www.investorwords.com/6640/resale.html
http://www.investorwords.com/10256/make.html
http://www.investorwords.com/19281/decision.html
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4) Online Shopping 

Online shopping is a form of electronic commerce which allows consumers to 

directly buy goods or services from a seller over the Internet using a web browser. 

Consumers can buy a huge variety of items from online stores, and just about anything 

can be purchased from companies that provide their products online. Books, clothing, 

household appliances, toys, hardware, software, and health insurance are just some of the 

hundreds of products consumers can buy from an online store. 

 
Research Methodology 

a) Type of Research 

 Exploratory Research is taken into consider for the research work.  

b) Sample Size 

The sample size is restricted to 100 Students from four colleges.  

c) Collection of Data 

A Structured Questionnaire was used for collecting primary data. Books, journals, 

articles and websites were used for collecting secondary data. 

d) Sample Design 

 The study adopts a Stratified Random Sampling method for sample selection. The 

Bangalore City was selected for this study, four colleges were taken into consider. From 

each college twenty five students were selected at random by way of simple random 

sampling method. 

e) Analysis of Data 

Tools that are to be used for analysis are correlation analysis, Likert scale analysis, 

tables and graphs. As the time given for the study was less, extensive the data collection 

was not possible in depth. There is chance of bias since the respondents were unwilling to 

give correct details. 

 
Plan of Analysis 

The analysis was done keeping objectives in the mind. 

1)  The study revealed that all the students are aware of the concept social media. The 

growth of social media has made tremendously impact on the students.  

 

 
   (Source: Primary Source) 

https://en.wikipedia.org/wiki/Electronic_commerce
https://en.wikipedia.org/wiki/Service_(economics)
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/Web_browser
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2) Mostly preferred social media by the students are: 

 
    (Source: Primary Source) 

 

Table showing the Liker’s Scale used for analyzing level of agreement with 

reference to social media 

Statements Strongly  
Agree 

Agree Not sure Disagree Strongly  
Disagree 

I am frequent user of Social Media 55 38 5 2 0 
Social media has altered the way in 
 which I communicate with friends 

36 50 13 1 0 

Social media has increased my use 
of online information 

54 39 6 1 0 

The availability of social media has 
 made me more informed about 
brands when making purchasing 
decisions 

47 42 10 1 0 

I am more likely to respond to 
marketing messages communicated 
via social media than more 
traditional formats such as 
television and radio 

29 35 24 10 2 

(Source: Primary Source) 

Testing of Hypothesis 

1) Age and Purpose to Access Social Media 

To test the relationship between age and purpose to access social media  

X Y 

55 72 

42 54 

2 66 

1 1 

 
Here  X=Age,  

  Y= Purpose to access social media  
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  Correlation Test result = 0.571875 

 That shows there is relationship between age and purpose of access social media. 

Therefore we reject null hypothesis and accept alternative hypothesis. 

 
2) Education Qualification and Use of Social Media 

To test the relationship between education qualification and use of social media as 

an information tool for purchase. 

X Y 

85 82 

15 18 

 
Here  X= Education qualification,  

  Y= Social Media – Information tool for purchase.  

 Correlation Test result = 1 

 That shows there is relationship between educational qualification and use of social 

media as an information tool for purchase. Therefore we reject null hypothesis and accept 

alternative hypothesis. 

 
Summary of Findings 

1)  Female respondent i.e. 60 are major users of the social media websites for the 

purchasing of goods. 

2)  Major respondents belong to the age group of 15 to 20 years. 

3)  It is surprise to know that all the students are aware of the concept social media 

i.e.100 percent. 

4)  Majority of the students is aware about the types of social media like Facebook  

(88 respondents), YouTube (84 respondents), Instagram (54 respondents). And 

students have an account in Facebook also i.e. 70 respondents. 

5)  Students spend on social media websites more than 2 hours a day  

(49 respondents) that shows how much influence of social media on their 

purchase behavior. 

6)  As per analysis came to know that students use social media for the purpose to 

connect with family, friends (72 respondents) and gather information about the 

products which are available in the market(66 respondents). 

7)  YouTube (90 respondents) is the major social media used by the students followed 

by Facebook (81 respondents), Google+ (57 respondents) 

8)  82 respondents use social media as source of information tool for purchasing 

consumer goods. 

9)  55 students strongly agree that there frequent user of social media. 

10) Social media has altered the way in which their communicate with friends – 50 

respondents have agreed on this statement. 

11)  54 respondents strongly agree that social media has increased to assess the online 

information. 
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Conclusion 

 Social media has revolutionaries the ways of communication and sharing information 

and interests. The research deals with a survey on the usage of the social media 

networking in the domain of youth. This study has proven that there is an increasing 

trend in the usage of social media among the youth. The study finds that the social media 

is most widely used in information source for perceived convenience, effectiveness and 

perceived credibility. Also, the social media reviews and opinions affect the purchase 

decision process. 

 Students are more affected by the social media advertisement so positive and ethical 

advertisement should be provided through the media. Trust is an important factor 

influence the sales, so social media advertisement should be more reliable and ethical. 

Preloaded advertisement should be made avoidable at any point of time. Efficiency of 

low and regulations regards social media advertisement must be increase. Government 

should provide more awareness about low or regulations to control unnecessary social 

media advertisement. 
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Abstract 

 In the traditional form of public administration, service delivery is encircled with paper based long 
procedures that makes the citizen dissatisfied with the services because of several problems such as delay in 
the service, corruption and offices are centrally located. In order to provide better services to the citizen 
Bangladesh government has taken the initiatives to make services available through online. In this regard, 
government has established national web portal, combining and making all government official websites 
interactive. General people now can submit their applications through online to get necessary public 
services. Government breaks the rigid boundary between government offices and citizen and reaches to the 
people so that they can get public services from their houses. This paradigm shift from traditional public 
administration to e-governance brings changes in service delivery. It minimizes time, costs, corruption and 
omits middle man culture and ultimately makes people happy. This paper utilizes qualitative approach to 
examine the process, benefits of recent innovations initiated by the democratic government and analyze the 
people’s perceptions. It is found that utilizing the e-government infrastructure Bangladesh government has 
reached to the people and provided services at their doorsteps by establishing the national web portal through 
which citizen can access their useful services. Regarding the public services related to health service, 
education service, bill payment of necessary services, income tax payment, trade license, land records, 
agricultural issues, law and order service are now easily enjoyed from the house through internet. However, 
the faster speed of customer demand in getting all services cannot be addressed with the limited IT 
infrastructure, unskilled manpower, limited electricity supply which should be solved as quickly as possible 
by emphasizing and initiating new programs. Findings show that government should think the intended 
and unintended consequences of materializing some initiatives and take necessary steps before intensifying 
the problem and making people unhappy with the services that have already been provided. 
Keywords: Public Administration, Public Service, E-government, Web Portal, Bangladesh 

 
Introduction 

 The philosophy of new public services centers the values and service of business to be 

provided to the citizen that goes beyond the old public administration and one step 

ahead of new public administration. In the field of public administration the twenty-first 

century is viewed as the citizen-centric time for providing better services in numerous 

ways where public service will change the dimension. The Egalitarian government has 

the Endeavour to bring good to people, society and country as a whole for which every 

government acclimates public policies, undertakes programmes and welfare projects with 

an objective to satisfy citizen by providing services to them. The more customer-oriented 

programs bring more benefits and satisfaction. Moving from the old paradigm of public 

services confined in official settings to virtual offices, services are made available for the 

citizen at their convenient points by setting and changing mechanisms such as virtual 

E-GOVERNMENT IN SERVICE DELIVERY AND CITIZEN’S 

SATISFACTION: A CASE STUDY ON PUBLIC SECTORS IN BANGLADESH 
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office, decentralization, public-private initiatives. The technological development has 

made radical change in this regard along with other public administration concepts. 

 In line with the changes happened in the public service globally Bangladesh 

government has taken initiatives for providing better services to the citizen. The 

government has emphasized on establishing e-government mechanism in government 

sector sticking to the election manifest. Moreover, weaknesses of traditional public 

service delivery that is time-consuming, long procedure, lack of transparency hinder 

providing services to the citizen in a timely and quality manner. E-governance is treated 

as an effective mechanism to meet the citizen demand since it has the capacity to create 

new methods and avenues for participation in government, minimizing gaps, building 

together citizens through internet, hassle-free businesses, providing faster and better 

communication, increasing competition. Due to e-governance, citizens transact 

themselves, it reduces cost, minimizes third-party contact. Moreover, they can get 

government services at their doorsteps in an efficient and cost-effective manner.  

The ultimate outcome of this innovation is people‘s satisfaction that leads to happiness. 

There are many reasons to undertake these initiatives of which benefits are to be 

evaluated. This paper has an attempt to find out the significance of undertaking 

government projects for the citizens as well as examine people‘s response. 

 
Methodology 

 This paper employs the qualitative approach on the basis of data collected from the 

secondary sources of data. Various reports, government publications, published articles 

in the print media and journal are the major sources. This paper analyses various issues 

on various public services provided by the government. It covers education sectors, land 

related service, agriculture issues, law and order, health service etc. It mainly follows the 

document analysis based on available secondary resources iterative to e-government, 

public services, service strategies and tools, relevant laws and expectations of citizen. 

Online resources are the major sources of data collection techniques. 

 
Recent Innovations in the Public Service in Bangladesh 

 Before 2009 the Sheikh Hasina government comes to power, the government had been 

maintaining the traditional way to providing service to citizen. People used to the 

government offices for their problems to be solved. The service area covers related to law 

and order, land litigation, judiciary, education information, postal communication, 

government allocation for the local government bodies and so on. For each and every 

issue people had to travel to district or capital city even for just getting primary 

information. The Sheikh Hasina government has taken the initiative to minimize the 

people‘s hazards so that they can available necessary information and services from their 

house or nearest places. Keeping this in mind government planned and implemented a 

program titled ‗Access to Information (A2I)‘ to bring the services to their doorsteps. 
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 It is a revolution in information technology (IT) area in Bangladesh that whole 

Bangladesh is connected through internet with all sorts information available online. All 

7 divisions, 64 districts, 487 sub-districts, 4550 unions and 55 Ministries & divisions,  

251 attached departments are inter and intra connected linking through the national web-

portal of Bangladesh. National web portal is the portal that is specially designed binding 

all necessary together in a uniform way so citizen can easily get any information about 

government services from one point. All government offices like ministries, departments 

and other subordinate offices have websites with available necessary information. Some 

websites are interactive for providing services to the citizens. People can collect any 

necessary information from the website, can apply for intended services and can get reply 

though email as well which eservices were beyond imagination few years back. In spite 

of limitations and obstacles of traditional bureaucracy and traditional system of public 

administration, government has brought tremendous success in this sector. However, 

centralized policy of the government i.e. maintaining technical and financial support 

from the Prime Minister‘s Office (PMO) has materialized this project. National web-portal 

frequently renamed as National e-portal has made life easy for citizen by providing all 

necessary information and services. Few years back it was impossible to get information 

available in the internet. The Right to Information (RTI) Act 2009 has played a vital role in 

developing those resourceful websites. 

 
The Process and Mechanism Followed to Provide Better Services to the Citizen of 

Bangladesh 

 The radical shift from the paper based service procedures to e-government is the 

prime issue for providing services at the doorsteps of the citizen of Bangladesh. Since 

District Administration popularly known as DC office (Deputy Commissioner) is the 

main public service providing center for the government with a historical time of more 

than two hundred years. There are as many as 37 types of necessary services are provided 

from this point regarding control and supervision of revenue, maintenance of public 

order and security, license and certificates, land acquisitions, census, relief and 

rehabilitation, social welfare, pension matters, education and public examinations, public 

complaints and enquiries. DC office is the coordinator for local government systems 

actively maintained by its subordinate offices at Upazilla level. It is a mammoth task of 

provide several services to the huge population of the particular districts, the country as 

whole, services were used to provide labor intensive time consuming paper services. The 

vital reasons related to inflexibility, corruption, delays above all demand from the citizen 

forced to change the service delivery system for which the District e-Service Centre has 

been established with an ICT facilitated one-stop service point in order for improving the 

accessibility and transparency of public service delivery system at the district. It was 

designed to achieve the following objectives related to public service delivery: 

 Ensure service delivery at the lowest possible time, and if possible, promptly 

 Uphold citizens‘ Rights to Information through extensive information flow 

 Save time and labor when processing services 
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 Increase the number of clients served through digitization of all information and 

services 

 Reduce corruption and increase accountability of government officials by 

ensuring better flow of information and more transparent processes. 

 
Citizen’s Response and Recommendations Provided for Further Solution 

 The several advantages achieved through utilization of public resources established 

across country at the door steps of citizen have encouraged citizen to enjoy the public 

services more effectively. It has created the platform to get services within minimum time 

and facing less problems. Citizen across the country has made critical comments on the 

services provided through web portal and e-centers. People who suffered from the delay, 

corruptions, mis behaviour of government officials; have made comments regarding the 

recent developments of the government regarding services provided through e-service 

centre: 

 It is very good job..we don‘t need to go office 100 km from our home to collect one 

single land related documents. Now we can apply in our union, and can get copy. I don‘t 

need to spend to travel, not need to spend more money. No hazardous. Etc. when we 

went to land office, many people come to us, ask to give extra money, problems and 

problems. 

 Interesting it is fantastic progress and good service that government provided. We 

don‘t need to the particular university far from here… I went when I got chance. it save 

me much. I am from poor family. I cannot spend for travelling. For this initiative, I also 

got my certificate from the shop in the rural area. I just printed it off. That‘s all.  

 Besides benefits, people place several recommendations for the better services as well. 

Research findings that the following suggestions are required for the citizens. 

 a) Setting Village Information Centre: All necessary information should be provided 

through village Info Centers as majority of people live in rural area the situation in the 

villages is worse than that in the city. Village information centres can be a solution to 

provide necessary information. 

 b) Mobile based complaint center: It is revolutionary change in Bangladesh that 

about 80 percent people are now currently using mobile for their day to communication. 

Establishing online mobile phone based complaint center can be used as a strong tool to 

provide service to the mass people and develop further. 

 c) Awareness Programs: Arranging more TV programs to make citizen aware of 

every necessary issue regarding the socio economic development that covers 

development programs like agricultural program, health care, education, gender issue 

etc. and let people know which type of services they can get and where these services are 

available. 

 d) Weather Forecast through Mobile: As Bangladesh has agriculture based economy, 

farmers and villagers should know weather forecast through mobile phones. It can be 

used to broadcast weather forecast in times of national emergency and natural disasters 

so that they take measures to minimize the consequences. 
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 e) Circulating labor laws and information regarding overseas working: About 8 

million 

 f) Bangladeshi expatriates are currently working across world whose most of them 

are semi-skilled and unskilled labour. They should know all necessary information about 

the rules and regulations. Promoting labour policies and laws in mass communication 

channels because most of the day labourers are not aware about their rights due to 

illiteracy. Radio and television can be used to inform and aware them about their rights. 

 g) Extension of service area: Submission of utility bills through SMS should be 

extended as payment of utility bill is a hassle and time consuming for general people. It 

wastes important working hours. Broader ICT delivery channels, like SMS, web etc can 

be used to pay the utility bills. 

 h) Establishing IT infrastructure: Internet which could decrease the educational 

expenses because internet can be used to deliver education to every corner of the country. 

Distance learning should be strengthened as our infrastructure for formal education is 

still lacking in resources. Bangladesh still lacks of electrify and government could not 

meet the demand. In that case, it might be provided urgently to get the benefit from the 

IT resources. 

 i) Disability-friendly IT resources: Making disability-friendly software which is still 

underestimated in our country. Government should take some steps so that other 

organization can be influenced from this. In this regard, Government can develop read 

out software to teach the blind people. 

 
Conclusion 

 Utilizing the e-government infrastructure Bangladesh government has reached to the 

people and provided services at their doorsteps by establishing the national web portal 

through which citizen can access their useful services. It was viewed that empowerment 

of people, transparency and accountability, human resource development, poverty 

alleviation and economic growth would be ensured as people would receive better, faster 

public services and have access to all kinds of public information if Digital Bangladesh is 

established. Regarding the public services related to health service, education service, bill 

payment of necessary service, income tax payment, trade licence, land records, 

agricultural issues, law and order service are now easily enjoyed from the house through 

internet. However, the faster speed of customer demand in getting all services cannot be 

addressed with the limited IT infrastructure, unskilled manpower, limited electricity 

supply which should be solved as quickly as possible by emphasizing and initiating new 

programs. Government should think the intended and unintended consequences of 

materializing some initiatives and take necessary steps before intensifying the problem 

and making people unhappy with the services that have already been provided. 

Public offices in Bangladesh should also consider the various degree of resistance to 

change at organizational, group and individual levels and initiate organizational 

development at three levels to reduce the resistance and to proliferate forces for change 

for innovations which will ultimate lead to sustainability and effectiveness. 
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Abstract 

 In today’s competitive world, firms are selling goods and services through a variety of direct and 
indirect channels. Mass advertising is not nearly as effective as it was, so marketers are exploring new forms 
of communication, such as experimental and viral marketing. Viral marketing is online marketing technique 
which involves creating an infectious excitement about a product so that people pass on information about it 
through emails, social networking sites, blogs and any form of online network. Viral marketing takes 
advantage of networks of influence among customers to inexpensively achieve large changes in behaviour. 
It’s been estimated that a successful viral campaign can have 500-1000 times more impact than a non-viral 
campaign. Viral marketing, when successful, results in exponential growth. It definitely has a place in the 
business world today but as the name tells that this form of marketing can spread in uncontrolled way with 
has negative side effects also. Although there are some evidences on the usefulness of viral marketing from 
the marketers’ perspective but little is known about dark zone of viral. Here, both positive and negative 
aspects of viral marketing are explored. 

 
Introduction 

 Viral marketing, viral advertising, or marketing buzz are buzzwords referring to 

marketing techniques that use pre-existing social networking services and other 

technologies to try to produce increases in brand awareness or to achieve other marketing 

objectives (such as product sales) through self-replicating viral processes, analogous to 

the spread of viruses or computer viruses (cf. Internet memes and memetics). It can be 

delivered by word of mouth or enhanced by the network effects of the Internet and 

mobile networks. Viral advertising is personal and, while coming from an identified 

sponsor, it does not mean businesses pay for its distribution. Most of the well-known 

viral ads circulating online are ads paid by a sponsor company, launched either on their 

own platform (company webpage or social media profile) or on social media websites 

such as YouTube. Consumers receive the page link from a social media network or copy 

the entire ad from a website and pass it along through email or posting it on a blog, 

webpage or social media profile. Viral marketing may take the form of video clips, 

interactive Flash games, advergames, eBooks, brandable software, images, text messages, 

email messages, or web pages. The most commonly utilized transmission vehicles for 

viral messages include: pass-along based, incentive based, trendy based, and undercover 

based. However, the creative nature of viral marketing enables an "endless amount of 

potential forms and vehicles the messages can utilize for transmission", including mobile 

devices. The ultimate goal of marketers interested in creating successful viral marketing 

programs is to create viral messages that appeal to individuals with high social 

networking potential (SNP) and that have a high probability of being presented and 

VIRAL MARKETING: A RETROSPECTIVE APPROACH 
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spread by these individuals and their competitors in their communications with others in 

a short period of time. The term "VRL marketing" has also been used pejoratively to refer 

to stealth marketing campaigns—marketing strategies that advertise a product to people 

without them knowing they are being marketed to. 

 
Definition of Viral Marketing 

 The term ‗Viral Marketing‘ describes the phenomenon by which consumers mutually 

share and spread marketing relevant information initially sent out deliberately by 

markets to stimulate and capitalize on word-of-mouth behaviour Viral marketing is 

viewed by some as word-of-mouth advertising in which customers tell other customers 

about products and services identifies the broader definition of viral marketing as any 

strategy that encourages individuals to pass on a marketing message to others, creating 

potential growth in the message‘s exposure and influence. He continues that, as with 

viruses, such strategies take advantage of rapid multiplication to explode the message to 

thousands and millions. Further define it as ‗electronic word-of-mouth‘ whereby some 

form of marketing message related to a company, brand, or product is transmitted in an 

exponentially growing way, often through the use of social media applications.‖ 

 
Internet and Viral Marketing 

 One of the key benefits of using email marketing is its speed of application. It's very 

easy to put together and the entire broadcast can be sent in a matter of minutes. This is 

particularly useful if you have an urgent bulletin to send out or a special offer that needs 

immediate attention. People respond quicker to emails too, so you have a clearer idea of 

which offers work much sooner than if you were using traditional direct marketing 

methods. With Internet advertising catching on in India, viral marketing, too, is making 

progress. It relies on spreading the buzz through a self-sustaining word-of-mouth 

strategy. Once a viral is released, it will most likely spread itself without the marketer's 

constant backing. Provided it is interesting enough, instant replication is guaranteed. 

Instant communication channels on the Internet ensure that the message travels from one 

social circle to another. Off the Internet, viral marketing has been referred to as "word-of-

mouth," "creating a buzz," "leveraging the media," "network marketing." But on the 

Internet, for better or worse, it's called "viral marketing". Viral Marketing or Viral 

Advertising is an advertising technique used on the Internet to put one's product or 

service in front of viewers. This medium is used in diverse ways to reach as many people 

as possible, sometimes in a deceptive way, not directly promoting the product but piggy 

backing on other forms of well publicized sites that offer popular themes or fads. The 

medium that carries your marketing message must be easy to transfer and replicate: e-

mail, website, graphic, software download. These viral commercials often take the form 

of funny video clips, or interactive Flash games, images, and even text. Viral marketing 

works famously on the Internet because instant communication has become so easy and 

inexpensive. Viral Marketing is really a sneaky way to advertise your business. Getting 

people to advertise your business for you at their own expense is awesome. Many large 

corporations are prospering due to viral marketing there are many success stories about 
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some of our well-known companies like Hotmail and Amazon, just to name a few. These 

were among the first well-known companies to utilize viral marketing strategies and it 

paid off big time for them. The most difficult task for any company is to acquire and 

retain a large customer base. Through the use of the internet and the effects of e-mail 

advertising, the business-to-consumer (B2C) efforts have a greater impact than many 

other tools of marketing. 

 
Viral Marketing Ethicality 

 With use of viral marketing, ethical considerations play a key role. The prime concern 

is of spam. What initially began as people forwarding interesting or pertinent emails to 

their friends, turned into companies manipulating mail servers to transmit their messages 

to mass, uninterested audiences. Thus, the result became known as spamming or 

unsolicited emailing. Another threat that viral marketing poses is a person‘s right to 

privacy. As consumers gradually make an increasing number of business transactions 

online, the amount of personal information transferred through online mechanisms 

greatly increases. Though there is legislation being created to protect consumers‘ right to 

privacy online, it is still being fashioned, and in the meantime, consumers need to take 

control and protect their own privacy. Furthermore, trust is a major factor at play when it 

comes to consumers feeling comfortable making purchases online. The positive aspects of 

viral marketing can also turn into negatives over the time. Effective viral marketing 

campaigns can sometimes be easily mimicked by competitors because the plans usually 

don‘t require expensive resources to launch. Therefore, in certain circumstances, 

companies‘ viral marketing strategies do not provide them a sustainable competitive 

advantage. 

 
Concept and Benefits of Viral Marketing 

 The viral marketing concept and its examples suggest that marketers can continue to 

use the power of interpersonal networks to promote a product or service. This form of 

customer-to-customer communication is an effective means of transforming electronic 

communication networks into influencing networks. Viral marketing exploits existing 

social networks by encouraging customers to share product information with their friend. 

 It is evident that the viral nature of the Internet means that a negative comment about 

the company can spread faster than a fire in a matchbox and it is always very difficult to 

undo the damage done. According to a Mind comet Corporation white paper, the 

Internet has radically changed the concept of word-of-mouth. The term ‗Viral marketing‘ 

was coined by venture capitalist Steve Jurvetson in 1997 and was used to describe 

Hotmail‘s email practice of appending advertising of themselves to outgoing user mail. 

The assumption is that if such an advertisement reaches ‗susceptible‘ users, the same 

users will become ‗infected‘ (i.e., sign up for an account) and then go on to infect other 

susceptible users. 

 However, indicates that the viral marketing concept enables consumers to spread 

information on-line or through other digital media, which challenges traditional 

marketing practices. Viral marking has begun to replace what was traditionally referred 
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to as word-of-mouth. The key driver in viral marketing is the effectiveness of unsolicited, 

electronic referrals to create awareness, trigger interest, and generate sales or product 

adoption. According to Dobele, successful viral marketing campaigns are comprised of 

an engaging message that involves imagination, fun and intrigue, encourages ease of use 

and visibility, targets credible sources, and leverages combinations of technology. 

 
Key Problems with Viral Marketing 

 1. Brand Control: The problem with viral marketing is that you have no control over 

your branding. You don't know ahead of time whom an individual is going to contact. As 

a result, many of your messages may end up with people outside the target audience. 

Moreover, in some cases, individuals may modify the message or add something to it. 

This leads to variability in how your brand is perceived, something you don't want. 

 2. Uncharted Growth: Viral marketing can lead to unanticipated growth paths. For 

example, Hotmail is now one of the leading email providers in India. It is not clear if it 

expected that or even wanted that. However, many individuals started emailing friends 

in India who emailed many more. Such growth paths may lead to abrupt changes in 

strategic direction, which can be problematic. 

 3. Lack of Measurement: You can't always track who received the emails and what 

they did with them. In many cases, it may not be possible to tell if people who adopted 

your service did so because of your viral marketing technique or otherwise. So it's 

difficult to track and measure. Compare this with techniques such as banner advertising, 

where measurement is now an advanced science. 

 4. Spam Threats: Finally, if done poorly, viral marketing can lead to large-scale spam 

issues. Consider a company that pays individuals to email their friends to convince them 

to buy one of its products. In this case, the individual who receives the email had only 

given the friend permission to send email of a personal nature. The one friend's receiving 

an unsolicited commercial email can weaken his or her relationship with the person who 

sent it. This can lead to the recipient of the email dropping a friend and becoming angry 

with the marketer for sending an unsolicited message. Flames may result, leading to 

damage to the advertiser's reputation. In some cases, individuals who want to earn more 

money simply go out and spam people. This can be problematic for your company 

image. Companies planning to implement viral marketing programs must carefully 

consider these problems and devise plans to overcome them. Certainly, viral marketing 

must be part of a comprehensive marketing strategy. But relying on viral marketing to do 

all the marketing grunt-work may be placing too much stock in the latest fad. 

 
Barriers to Viral Marketing 

 Viral marketing depends on a high pass-along rate from person to person. If a large 

percentage of recipients forward something to a large number of friends, the overall 

growth snowballs very quickly. If the pass-along numbers get too low, the overall growth 

quickly fizzles. 

 Size: If viral content is a video clip or streaming video, it may be too large for the 

recipient to receive. 
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 Media Format: A viral marketing campaign will be unsuccessful if the message is 

in a format that most people can't use; for example if particular software is needed 

that is not widely used, then people will not be able to open or view the message.  

 E-mail attachment: Many people receive viral marketing messages while at the 

office, and company anti-virus software or firewalls can prevent people from 

receiving or viewing such attachments.  

 Cumbersome Referral Mechanism: For a viral marketing campaign to be 

successful, it must be easy to use. For example, if the promotion is some sort of 

game or contest, then asking for referrals should be an option immediately after 

the game, not as a condition to play.  

 Sabotage: Especially in the case of Undercover style marketing campaigns, the 

discovery of the marketing nature of a popular campaign may cause the same 

social networks to inform people of the commercial intent of the meme, and 

promote a formal or informal boycott of the company or product in question. 

 At the same time, a marketer would not like a viral campaign to grow into an 

uncontrolled flu. It is important to monitor the spread and have a fair idea as to where it 

is heading. A successful viral marketing campaign can sometimes be hard to control. 

 
Insights on How to Execute a Viral Marketing Campaign Most Effectively 

1.  Offer an incentive 

 Viral marketing works best when a valuable and tangible incentive is offered, 

encouraging individuals to forward an email message to their friends. However, 

marketers should cap the incentive to a specific quantity to avoid spam-like distribution 

of the message -- for example, offering an incentive of 20 percent off referrers' next 

purchase if they forward the message to five friends. Open-ended incentives, such as 

offering some money credit for every five friends referred, can end up causing a marketer 

customer service, financial, and privacy-related problems. 

2.  Don't consider the referral an opt-in 

 When a customer refers a friend, the referral should not be considered an opt-in. A 

name and email address volunteered by a person's friend does not constitute an opt-in by 

the individual, so the data should be deleted immediately after the referral email is sent. 

Verbiage should be included in the referral email asking if the individual would like to 

receive future mailings, allowing her to opt in if she wishes. 

3.  Personalize the referral email 

 Response rates increase dramatically when users can see that a message is coming 

from a friend, so it is best to personalize the email message to show that it's coming from 

a recognizable source. The subject line is the key component in a viral marketing email, 

because it can immediately identify the email as friendly. 

4.  Track and analyze the results 

 As with any marketing campaign, tracking the results and optimizing performance 

over time is absolutely necessary. Thankfully, sophisticated email marketers can track 

insightful and actionable data that can be used to evaluate performance. Important 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

Page | 30                                 Shanlax International Journal of Commerce 

metrics to analyze are pass-along, click-through, and conversion rates. Marketers should 

separate the click-through and conversion rates by original customers from referrals and 

evaluate their respective performances. These metrics will alert a marketer to which 

offers and customers drive the highest ROI. 

5.  Continually promote friendly referrals: 

 Marketers who want to have their messages frequently forwarded should place a 

viral marketing offer in every relevant outgoing email message. Viral marketing makes 

for a great one-time campaign, but it can also be a very effective tool for continuing to 

broaden the reach of your marketing messages over time. 

 
Conclusion 

 "Viral marketing is catching on in India. It can work very well here because, as a 

society, we are far more connected than some others. Families and friends meet one 

another more often. In some other societies, certain things may be considered an 

intrusion but not here. This can be harnessed by the marketers". The model is not 

lightning fast but eventually the perpetrator (marketer) gets results. Costs incurred are 

radically less than those on conventional promotions. A viral can be pure text, animated, 

a film or in any other form so long as it is snappy, interesting and grabs attention. This 

can work very well for short-term promotions and offers. At the same time, a marketer 

would not like a viral campaign to grow into an uncontrolled flu. It is important to 

monitor the spread and have a fair idea as to where it is heading. A successful viral 

marketing campaign can sometimes be hard to control. With this approach, warm market 

normally gives a better response since the sender's name is recognized as a person they 

know and trust, so mail will not end up in the thrash bin un-opened and un-read. Most 

important of all, think of unique ways to build viral marketing techniques into the future 

marketing programs. Programs that carry a strong viral marketing component give much 

more traffic for the investment than straight advertising. 
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Abstract 

 Information technology has transformed the way people work. Electronic commerce has unleashed yet 
another revolution which is changing the way businesses buy and sell products and services. The internet 
gave another boost to e-commerce. Internet marketing or online marketing refers to advertising and 
marketing efforts that use the Web and email to drive direct sales via electronic commerce.  
 Snapdeal an online market place wants to be India’s first profitable e-commerce company and its largest 
mobile commerce company. This suggests that mobile will be a big driver in future. Others are eBay, 
Flipkart and Amazon. There are problems in online trading from the point of view of providers and 
consumers. The biggest problem is cybercrime and absence of protection of personal data. The online retail 
companies have problem of profitability and absence of sustainable development. 
Keywords: Electronic Commerce, Online Market, Social Media Marketing. 
 
Introduction 

 Information technology has transformed the way people work. Electronic commerce 

has unleashed yet another revolution which is changing the way businesses buy and sell 

products and services. After the e-commerce Framework was announced by the U.S. 

government in 1997- at the time when internet was allowed to be used by commercial 

organizations. It was the US Government‘s announcement that all federal purchases 

would be made paperless that gave an impetus to this new way of conducting trade and 

commerce. The internet gave another boost to e-commerce. Internet marketing or online 

marketing refers to advertising and marketing efforts that use the Web and email to drive 

direct sales via electronic commerce, in addition to sales leads from Web sites or emails. 

Internet marketing and online advertising efforts are typically used in conjunction with 

traditional types of advertising like radio, television, newspapers and magazines. 

 
Specialized Areas of Internet Marketing are as Follows 

 Internet marketing can also be broken down into more specialized areas such as 

Web marketing, email marketing and social media marketing: 

 Web marketing includes e-commerce Web sites, affiliate marketing Web sites, 

promotional or informative Web sites, online advertising on search engines, and 

organic search engine results via search engine optimization (SEO) 

 Email marketing involves both advertising and promotional marketing efforts via 

e-mail messages to current and prospective customers 

 Social media marketing involves both advertising and marketing (including viral 

marketing) efforts via social networking sites like Facebook, Twitter, YouTube 

and Digg. 

‘ONLINE MARKETING - CHALLENGES IN FUTURE’ 
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 Online marketing is growing rapidly in international and local market in India. 

The Indian ecommerce market is seeing a surge in the growth. 

 
Objectives of the Study 

 To review the present status of online trading in retailing in India. 

 To identify the problems in online trading in retailing from the point of view of 

providers and consumers. 

 To provide suggestions to popularize online trading and increase the profitability 

of online retail companies in India. 

 
Indian Scenario 

 Leading Indian online retailers including Snapdeal and Fashion portal Myntra, 

expect to turn profitable in next two years signalling a seismic shift in an industry 

where so far growth has been pursued at the expense of the bottom line. 

Snapdeal, an online market place wants to be India‘s first profitable e-commerce 

company and its largest mobile commerce company. This suggests that mobile 

will be a big driver in future. This company expects to reach about Rs.6220 cr. in 

gross merchandise sales by the next financial year. 

 Flipkart is an Indian e-commerce company founded in 2007. It is considered as an 

e-commerce company that made online shopping popular in India. It deals with 

selling of variety of items, started with books and now home and kitchen 

appliances, mobile phones, digital cameras, watches, clothing and others. Flipkart 

India, the wholesale cash-and-carry entity of the online retail firm reported a loss. 

However the company claims that their business is growing at 100% annually. 

The sales target for 2015 is to reach $ 1 billion or about Rs. 6200 cr. Now, it is 

making good business and. sees $1 billion sales. It is a reply to U.S. online giant 

Amazon. It is really an achievement in country‘s exploding e-commerce market. It 

is expected to reach the e-merchandise retailing sale at$14 billion by 2018 and $60 

billion by 2023. 

 
Global Scenario 

 Amazon, the world‘s largest online retailer has never been profitable since its 

inception. The mission was to use the internet to transform book buying into the fastest, 

easiest and the most enjoyable shopping experience possible. 

 The eBay website proclaims that it is the word‘s online marketplace enabling trade on 

a local, national and international basis with a diverse and passionate community of 

individual and small businesses. It offers an online platform where millions of items are 

traded each day. These are few examples of emerging online marketing companies. 

 
Problems in Online Trading with View Point of Companies 

 Following are the problems faced by companies adopting online trading in retailing. 

 The world is used to conducting business and commerce on signed paper 

documents. Electronic documents and messages, without familiar signatures and 
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marks have changed the scene and trade wants to be assured that the electronic 

world is safe. The e-commerce system must therefore offer at least the same level 

of reliability as that which obtains in the paper world. Thus the companies should 

work with maximum reliability. 

 The legal issues of e-commerce have generated tremendous interest among 

technologists, traders and legal experts. The Indian parliament passed the 

Information Technology Act in 2000. The legal requirement is to establish the 

authenticity of an electronic document or message. This includes integrity, 

confidentiality and non-repudiation of origin and receipt of electronic document 

in case of dispute. 

 In e-commerce, there is a concern that in the absence of proper controls, it is 

relatively easy to change the electronic record. Proper controls need to be enforced 

in e-commerce transactions. 

 Major legal issues foe e-commerce are raised through the provision of services like 

Online Marketing, 

 Online retailing e.g. ordering of products and services, financial services such as 

banking and trading of services, Online publishing, Exchange of electronic messages and 

documents EDI, electronic filing, remote employee access, electronic transactions and 

Online contract formation. The common problems are legal problems in trademarks and 

domain names. The company takes a domain name from the registry in its name. Unlike 

the traditional commercial world where different companies may have the same 

trademark in different products and services, in cyberspace, only one name can be 

assigned as Name.com. Thus, the company which registers its name for the domain name 

eliminates all others from using that name in the cyberspace. The other issue is 

copyrights. Copyright was developed in the printed world to protect the economic 

interests of the creative writers. However, the copyright law protects only the expression 

of an idea and not the idea itself. Another issue is jurisdiction. The term jurisdiction refers 

to court‘s ability to hear to a particular case. Internet communications know no 

geographical boundaries, whereas jurisdiction under traditional legislation incorporates a 

notion of territoriality. Different laws are applicable under different jurisdictions. A 

number of questions which are vital to the legality of commerce in cyberspace have 

arisen. 

 Leading Indian online retailers feel the pressure from risk capital investors and 

growing consolidation in an industry where the leaders are outpacing the 

laggards is forcing online retailers to identify newer revenue streams and cut 

down on costs. 

 Most of these retailers feel that the profitability depends on the scale of 

operations. They also feel that they have to make a choice between sales at any 

cost or sustainable growth. 

 The break even period is more up to 6-7 years. 
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Problems with Point of View of Consumers 

 With the internet making inroads into almost all facets of everyday life, not only 
business information, but a large amount of personal information too is now 
digitized and stored on computers connected to the internet. Systems connected to 
internet are potential targets for destruction or tampering of data stored in them. 
There is a danger of cyber-attacks. 

 There are challenges of hacking which means hackers can deface websites and 
steal valuable data from systems. Phishing is another challenge which refers to 
creation of e-mail messages referencing web pages that are replicas of existing 
sites to make users believe that they are authentic sites 

 Internet users are likely to face more privacy threats as marketers aggressively 
employ invasive tools to collect information. Marketers who were earlier 
scratching the surface of social media marketing are now peeling back the layers 
for understanding people and their behaviour on the internet. 

 
Suggestions 

 Small e-commerce companies should look towards marketing activities in malls 
and initiatives on the digital media which can be done for prolonged duration and 
is more sustainable. 

 Marketers should be smart enough to draw a line between mapping and stalking 
which can turn away a consumer forever. 

 Opting for cheaper and measurable digital campaigns instead of expensive 
traditional advertisements. 

 Increasing viability of e-commerce. 

 Online retailers have to build large volume of business to ensure profitability It 
will also help them to amortize technology and marketing cost. 

 Consumer education and protection of their privacy. 

 Efficient services like in time delivery and convenient payment. 

 Several online retailers are hawking a range of personal accessories, home decor 
and utility items that are branded with images and logos of mainline political 
parties. E.g. NaMo and Aam Admi. They should grab the opportunities like 
election to promote their products. 

 Online cash back websites like cashkaro, penniful are becoming popular among 
online shoppers. There is a big scope but customers should be careful about 
website‘s authenticity. 

 
Conclusions 
 Online trading is here to stay and will be extensively used in future. Leading online 
retail traders are finding out the ways to retain profitability and long term sustainable 
development. Globally also the challenges are similar in nature. Indian entrepreneurs 
said this latest focus on business fundamentals points to growing maturity of the local 
market. In past, everyone was looking at who the leaders will be. Now the market leaders 
are emerging and no one doubts the viability of e-commerce. 
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Abstract 

 In the past few years, the internet and e-commerce business activities have become one of the fastest 
growing technologies that playing a significant role in the daily life of human being. Today, E- marketing is 
one of the most emerging technology in IT and E-Commerce sector. E-marketing is also referred to as 
Internet marketing (IM), online marketing or web-marketing, means using the internet to market and sell 
goods and services. E- Marketing helps to find out the right audience to whom goods and services are to be 
provided by the business organizations. It consists of all processes and activities with the purposes of 
attracting, finding, winning and retaining customers. The scope of E- Marketing is deemed to be broad in 
scope it does not only use to promote marketing over the internet but also helps in marketing as well through 
e-mail and wireless media. Here we analyzed to find out the opportunities and challenges of Internet 
marketing in India. 
Keyword: Internet Marketing, Online, Consumers, Marketing, Challenges 

 
Introduction 

 Due to globalization, not only nations are coming closer to each other but also 

different sector undergoes into significant changes. And marketing sector is also affected 

by this and experiencing so many changes continuously. To sell our product through 

internet or digital media is known as E- marketing. Types and size of business 

organization affects marketing traditionally but in today‘s scenario, digital technology is 

a valuable addition. E- Marketing is also known as web marketing and online marketing. 

E- Marketing helps to find out the right audience to whom goods and services are to be 

provided by the business organizations. It consists of all processes and activities with the 

purposes of attracting, finding, winning and retaining customers. Creative use of internet 

technology is made by using various multimedia, text, graphics etc. with different 

languages to create catchy advertisements, forms, e-shop where product can be 

promoted, viewed and sold. The scope of E- Marketing is deemed to be broad in scope it 

does not only use to promote marketing over the internet but also helps in marketing as 

well through e-mail and wireless media. E-marketing also joins technical and creative 

aspects of the Internet, including: development, design, advertisement and sales. Use of 

websites are made by e-marketing in combination with online promotional techniques 

such as social medial marketing, search marketing (SEM), interactive online ads, e-mail 

marketing, online directories, viral marketing, affiliate marketing and so on. E- Marketing 

also includes product display, advertisement consisting of graphics videos and audio 

with text, 3D product view, product navigation, basket selection, checkout and payments. 

A STUDY OF INTERNET MARKETING IN INDIA:   

CHALLENGES AND OPPORTUNITIES 
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The digital technologies used as communication and delivery mediums within the scope 

of e-marketing which include: 

 
Internet Media i.e., Websites and E-Mail  

Digital Media i.e., Wireless, Mobile, Cable and Satellite 

In most of the business models, this form of marketing is equally applicable: 

• E-commerce — Direct sales of goods to the mass consumers/customers as well as 

to the business customers.  

• Publishing Services — where advertisement are sold 

• Lead-based websites — like policy bazaar, where sales leads are generated and 

sold to either by the third party or used in house to convert them into sales 

through appropriate channel suitable for it. 

• Affiliate marketing — a referral marketing strategy where reward is given to the 

referring product company or website which refers about product or services to 

the other friends, relative or in nutshell other potential customer or target 

customers. 

 E-marketing is a cost effective tool where customization becomes very easy and 

affordable along with very less marketing efforts. Various methods are used by the 

advertiser i.e., pay per play pay per click, pay per impression or pay per action. In this 

way marketers can able to determine that which message is good appealing and which 

message is not so effective. It helps to provide a large variety of high quality product in 

less time at reasonable rate. Customer‘s familiarity with the latest innovation both in 

digital technology as well financial and legal domain is required by E- marketing. In this 

way, its appeal is limited because requirement of High speed Internet connections is there 

and also further complications are faced like customers are not able to touch, taste or 

smell the things and also fear about security in online payments over different websites. 

 
Definition 

 ―Internet Marketing or E-Marketing is the process of promoting a brand, products or 

services over the Internet. Its broad scope includes email marketing, electronic customer 

relationship management and any promotional activities that are done via wireless 

media.‖ ―E-marketing means using digital technologies to help sell your goods or 

services. These technologies are a valuable complement to traditional marketing methods 

whatever the size of your company or your business model.‖ 

 
Need of the Study 

 India will likely see the golden period of the Internet sector between 2013 to 2018 with 

incredible growth opportunities and secular growth adoption for E-Commerce, Internet 

Advertising, Social Media, Search, Online Content, and Services relating to E-Commerce 

and Internet Advertising. As we all know, India has a long way to go in the world of 

Digital Marketing as more and more Indians are spending time on the internet as 

compared to China and US. 
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Objective 

 In this paper we focus on the study of E-Marketing and online behavior of consumers. 

They also provide an incentive to focus on critical areas and formulate strategies to help 

achieve intended objectives. 

 To review the present status of online trading in retailing in India.  

 To identify the problems in online trading in retailing from the point of view of 

providers and consumers.  

 To provide suggestions to popularize online trading and increase the profitability 

of online retail companies in India.  

 
Types of Internet Marketing 

 There are several types of internet marketing, some which work alone, others which 

work in conjunction with others. Here is some types of internet marketing: 

 

 
 
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.  

 
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  

 Sharing: Turn your buyers into salesmen  

 Measuring: Track ROI in social  

 
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  
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 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 up coming products.  

 
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 ―earn 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.  

 
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  

 
Networking  

 A business model in which 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  

 Easy to run  

 
Importance of Internet Marketing 

 Below are some of the reasons why it is absolutely important for any business to 

invest in online marketing for their brands. 

a.  Cost effective  

 IM (internet marketing) is one of the best cost effective ways of advertising because 

marketing products on the internet is less expensive in comparison to physical marketing 

due to short chain of middlemen in online marketing as well as less expenses on the 

physical outlet of the showrooms and the use of marketing articles or social media in 
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establishing an online presence is minimal and you don‘t have to incur cost of rental 

property and its maintenance because you will not have to purchase stocks in bulk for 

display in a store. 

b.  Convenient  

 Internet marketing enables to provide 24*7 services without worrying about the 

opening and closing hours of a physical store. It‘s also convenient for your customers 

because they can browse your online store at any time and from any place worldwide 

and place their orders at their own convenient time.  

c.  Increase website traffic  

 The use of articles or social media as a marketing strategy will help to increase traffic 

to a business website. The more people visiting the site the more likelihood to closing 

with more sells and generating more interests of people in the products. 

d.  One-to-one Marketing  

 Internet marketing overcomes barriers of distance is overcome by internet marketing 

because you can sell goods in any parts of the world without setting up a local outlet over 

there, thus the scope of target market becomes very wide. However if you want to sell the 

product or services internationally you will have to use localization services to ensure 

that your products are suitable for local markets and comply with local business rules 

and regulations. Localization of services include translation and product modification 

which reflect the differences in local market.  

e.  Improves customer seller relationship  

 Better platform to build relationships with customers to increase customer retention 

level is provided by internet. For example when a customer has purchased a product, 

first step to begin the relationship by sending a follow up e-mail to confirm the 

transaction and then thank the customer. You can also invite the potential customers to 

give product reviews on your website regarding the existing product and this will help to 

build a sense of community. 

f.  Personalization  

 By building a profile of their purchasing history and preferences, internet marketing 

will help a business to personalize offers for customers. You can do this by tracking the 

product information and web pages that helps to prospect, visit and make targeted offers 

which reflect their interests. 

g.  Increases sales  

 Internet marketing will increase your sales because it provides the consumers 

opportunity to purchase the products online rather than physically going to a place or 

sending an order form by mail. This will increase the impulse rate of purchasing power 

resulting in an increase of revenue for business organizations and an excellent return on 

their investments. 

h.  Always available to consumers  

 Using internet marketing techniques businesses can give their consumers a 24 hour 

outlet for finding the products they want, in physical outlets shopping is done in only 

normal working hours which impact the work schedule and lifestyle of the customers.  
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i.  Better conversion rate  

 If you have a website of your business organization, then your customers are only 

few clicks away from completing a purchase from your website. Unlike other media, e-

marketing is seamless, which require people to get up and make a phone call, post a letter 

or go to a shop. 

 
Unique Challenges of E- Marketing and the Ways to Overcome Them 

 Since late 1990s, there is a boom in the use of internet. Hence, so many web-based 

companies have been starting up every day. What more is available? What are the new 

opportunities for growth? , is expanding the reach and capabilities of the cyberspace. But 

for all these some problems are faced by these industries which are unique in itself. 

Special set of challenges are faced by these web-based industries. In this article, we have 

taken a look at those and their possible solutions. 

1.  Marketing integration  

 Multiple channels are employed by the sales efforts which are online and offline, e.g. 

email advertising, social networking, outbound call handling and so on. The problem 

faced with these is that they are supposed to serve a concrete and measurable goal as part 

of an integrated campaign even though they are often handled as different parts of the 

work. So to coordinate all marketing efforts must be a priority. Alongside the traditional 

campaign, e-marketing should be done and should not be tacked at the end of the 

business plan. 

2.  Security and privacy 

 Most people do not completely trust Web companies and, thus, they hesitate about 

offering information about themselves on the cyberspace. When companies that collect 

data are exposed to scammers and spammers, this is especially true. To adopt a sound 

policy and implement a fool-proof security measure, it becomes imperative for  

e-businesses. In a particular Encryption systems are a tool that online companies should 

seriously consider investing in. 

3. Impersonal service 

 Electronic methods of providing customer service are used by businesses which are 

operating online, such as posting and emailing info on the website to answer possible 

user questions. Sometimes customers perceived this to as just too impersonal or uncaring. 

Merchants must develop efficient checkout procedures for selling goods via the Web, for 

addressing this problem. Hiring call handling services is also taken into consideration, so 

that customers can talk to real people when they have inquiries about problems that need 

instant answer. 

4.  Improving brand awareness  

 A big challenge for companies is that: primarily use the Internet to sell their products 

and services (tangible and intangible products). This is because, online adverts can be 

shut off by users unlike traditional advertising, (such as television, radio, billboard, and 

print) in which the campaign's message can be reinforced and repeatedly introduced to 

consumers at the marketers' will. So the challenge faced by web companies is to be more 

innovative in terms of advertisement. 
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Other Challenges Are As Follows 

1. Dealing with the IT Department 

 There is a circle of IT vs. marketing for a long time. But, it's a time to understand that 

we need to be partner with our IT friends to implement our marketing programs more 

efficiently. In simple sense, we need them and they need us or we can say that both 

complement each other. 

2. Continuing Education 

 Constant learning is needed by the marketers of 21st Century. It is said that 

knowledge in marketing comes with an expiration date and continues professional 

development is a necessity for up gradation. Take a class, get a certification, read a book, 

attend a seminar or conference whatever works for you, but keep learning. 

3. Bad Marketing 

 Anyone can call themselves a web designer, marketer, consultant, SEO expert and so 

on. Poorly created and executed marketing programs degraded our profession and also 

create mistrust among clients, marketers and other related parties. By doing marketing in 

a right time or way helps you to tip the scale in favor of our own profession which helps 

in long run survival. 

4. Lack of Trust 

 In general, identity theft, Spam, intrusive advertising and technological glitches have 

left many mistrusting of marketing. You are either part of the problem or part of the 

solution, you have to decide it. 

5. Know-It-Alls 

 Nobody is able to fully understand all aspects of marketing. There is simply too much 

to know, and whatever you do to know is changing at supersonic speed. If you are going 

to be an expert, you will have to get specialization in one aspect of e-marketing. 

6. Ethical Practices  

 An unprecedented mass of un-ethical businesses has been spawned by the Internet. 

There have always been scam regarding bottom feeders and artists, but the Internet 

seems to have brought them out in epic numbers. Make sure that your own practices are 

squeaky clean and try to educate your customers about some of the pitfalls of e-

commerce. 

7. Corporate Culture  

 In many companies every department "owns" the website and no department "owns" 

the website. Websites should belong to marketing, not finance/operations/ IT or legal. 

When the committee doesn't have a clue, it is difficult to produce good marketing by 

committee. Collaboration is an important in this situation and your associates should 

provide 100% input for this, but marketing should make the final decisions. 

8. International Commerce  

 The Internet has made possible to provide products and services available around the 

world as close to customers and their living room (or wherever they have their 

computer). Unprecedented revenue flows in and out of foreign countries is allowed by 

this new world channel and that impact could eventually have a dramatic effect on our 
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domestic economy. We have a lot in common with people of other countries in term of 

culture and traditions, but there are some differences as well which is known as Unity In 

Diversity. Understanding is the key for good international commerce as well as relations. 

9. Intellectual Property  

 It has never been easier to steal someone else's hard work. Everyday everything from 

music to software, movies and images are lifted from the Internet. This is a bad thing. 

10. Customer Expectations 

 Never before customers had expected too much. Managing your customer 

expectations is vital to marketers, because if you don't know your competitors will, you 

are not able to survive in long run in the market. Without customers you will not have a 

business because customer is treated as a king of market, so take the time to get to know 

them, treat them with due care and respect, and in the same way you want to be treated 

as a customer. 

 
Conclusion 

 E-marketing also offers businesses the opportunity to garner data about their 

consumer bаse to an extent that has till now been very difficult to achieve via traditional 

mаrketing methods. The development of internet mаrketing and social media advertising 

has led to examples of businesses in recent yeаrs that аppeаr to little more than categories 

and filter information relating to products and services on the Internet, taking а small cut 

from any transaction that may occur as а result.  

 In the next few yeаrs, online mаrketing in India will strengthen even further. 

However, long-standing sustainability directly depends on factors like changes in the 

market, innovations and interactivity by market players. Owing to increased penetration 

of credit cards‘ and easy access of computing witnessed а promising growth. Moreover, 

bargain-hunting consumers are latching on this trend as Internet retailers are known to 

offer products at special discounted prices compared to store-based retailers. Consumers 

in the country can now truly expect а well streamlined, efficient and world-class 

shopping experience supported by the best technology. 
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Abstract 

 This paper analyzes the notion of Digital marketing in India and its challenges. Information technology 
has malformed the way people work. Electronic commerce is an another revolution which is changing the 
tactic in which businesses buy and sell products and services. The internet has given a helping hand to e-
commerce. Digital marketing, which is also called online or internet marketing, involves the use of 
interactive, virtual spaces for the sake of promoting and selling goods and services. In fact, new 
synchronous, internet-based communication expertise had contributed to the restructuration of major 
economic sectors including marketing. Today most of the people talk about digital marketing is defining 
businesses and creating new opportunities, in this article the author tries to bring to light some of the issues 
and challenges of digital marketing.  
Keywords: Digital, goods. 

 
Introduction 

 Digital marketing is any form of marketing done through the internet. It is a collective 

name for marketing activity carried out online, as opposed to traditional marketing 

through print media, live promotions, TV and radio advertisement. It is also known as 

Online Marketing, Internet Marketing or Web Marketing. 

There are some facts of Digital Marketing: 

 Internet reaches 29 million Indian households 

 Over 4 in 5 are ‗daily‘ users. Daily users base grew faster, at 33% 

 9 out of 10 ‗home‘ and ‗office‘ based online Indians log on to the net ‗daily‘ 

 Net surfing is among top 3 favorite ‗ indoor entertainment‘ for 3 out of 4 of them 

 9 out of 10 of them (86%) use social media sites. 

 Digital marketing has a huge potential in India. There are mainly two categories of 

digital marketing, namely the push marketing and pull marketing, In pull marketing, the 

onus is on the customer to explore different available product/services. In push 

marketing, the business houses push their products to the customer.  

 Digital marketing provides various channels for both the push and pull marketing. 

There are various channels of digital marketing. This may be by sending promotional 

information to customers or prospective customers through emails, spreading awareness 

through blogging, podcasting, video streaming, search engine marketing, social media, 

sms marketing, application based mobile marketing, etc. There is no dearth of options 

available to choose the channel of communication. Markets are getting globalized to 

digital marketing, e-commerce based business are flourishing. Digital marketing is 

everywhere. No industry is untouched by the disruptive digital marketing. Be it 

A STUDY ON ISSUES AND CHALLENGES OF DIGITAL MARKETING 
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Business-to-Business or Business-to-Customer or Customer-to-Customer, today 

everything is being sold through digital channels. Digital marketing is a growing field 

across sectors today. While it comes with a plethora of opportunities, there are also 

challenges that must be overcome in order to fully harness the capabilities of this 

opportunity. The article talks about some of the most prominent challenges that business 

face when they align their business strategy with digital marketing. 

 
Objectives of the Study 

1. To know the importance of digital marketing.  

2. To identify the Hindrances in the path of digital marketing. 

3. To analyze the factors influencing the digital marketing.  

4. To study the Government scheme for digital marketing.  

5. To offer useful suggestions in the light Findings. 

 
Importance of Digital Marketing 

 The world is rapidly shifting from analogue to digital. People are consuming more 

and more digital content on a daily basis on mobile phones, laptops, desktop computers 

at work, and more – and companies that have not yet recognized this in their marketing 

strategies need to adapt fast. 

 Digital marketing is important, because it is not only a rapidly growing force in the 

current marketing playing field, it is set to be the future of marketing, and it seems likely 

that digital media will soon replace more traditional forms altogether. 

 The facts are that digital methods of communication and marketing are faster, more 

versatile, practical and streamlined, Once the technology became available we began 

quickly moving into the digital age. The good news is that digital offers just as much 

potential to marketers as it does to consumers. 

 Digital marketing is infinitely more affordable than traditional offline marketing 

methods. We can quickly view customer response rates and measures the success of 

marketing campaign in real-time and enable to plan more effectively for the next one. 

 
Hindrances of Digital Marketing 

Lack of Awareness 

 Lack of clarity or familiarity around the purpose, role and connections between 

different digital marketing disciplines and how to apply them. 

Unclear Targeting 

 An Unclear understanding of target market and their exact needs at each stage of the 

customer journey. 

Fear, Uncertainty & Doubt 

 Embracing new and evolving marketing techniques is often accompanied by some 

element of fear, uncertainty and doubt that can stall progress and success. 

The Complexity factor 

 The concern that digital marketing will add an extra layer of complexity to existing 

marketing needs, including more platforms, channels and activities to manage. 
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Technology & resource gaps 

 Gaps in technological capabilities or general lack of resources can prevent supporting 

a contemporary marketing strategy. 

The Cost deterrent 

 Increasing total marketing budget or the cost of investment in new activities. 

The Paralysis of choice 

 The abundance of digital marketing disciplines, channels and platforms can be a 

confusing and overwhelming challenge.  

 
Government Schemes 

 Current Indian Prime Minister Mr. Narendra Modi led the foundation of Campaign 

for Digital India stand in the country. Government has launched 23 new programs to 

empower Indians with Internet and Technology 

1. Launch of National Centre of Geo-Informatics 

2. Launch of e-payments Portal 

3. Launch Olabs for Schools 

4. Launch of Information security Education and Awareness (ISEA) Phase-II 

5. All Indian BPO Promotion Scheme 

6. North East Business Process Outsourcing Promotion Scheme 

7. Transfer of Technology for ―ICT Centre on Tactile Graphics‖ at IIT Delhi 

8. Announcement of Setting up of NIC Data Center at Bhubaneswar 

9. Initiating emplacement for private cloud services providers 

10. Digital Locker Mobile App 

11. Transfer of Text to speech Technology in 9 Indian Languages 

12. Digital India Newsletter- English || 7 Digital India Newsletter-Hindi 

13. Special Manpower Development Program for chips to system Design 

14. Launch of ISEA phase 2 programme 

15. Announcement of setting up of News STPI Centres 

16. ToT ― ICT Centre on Tactile Graphics‖ at IIT Delhi (PH) 

17. ToT Digital Programmable hearing Aid(DPHA) 

18. Cyber Security 

19. Dedication of 10 lakh connections with Next generation Network (NGN) capacity 

 
Macroeconomic Factors Influencing Digital Marketing Growth 

 Constant Contact is an online digital marketing and social media engagement service. 

They focus primary on small business, and they provide services ranging from e-mail and 

marketing events to social media campaigns. Their annual revenue has increased at a rate 

of 37% between 2007 and 2012. Although they have seen a recent decline in this increase, 

they have found great success within this niche. It is believed that their recent decline in 

growth can be attributed to the recent increase in online services in direct competition 

with constant Contact. The dramatic growth in revenue for this company can be 

attributed to a number of macroeconomic factors. These factors have changed the way 

companies view marketing and what they are choosing to spend their money on. 
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Stronger Overall Economy 

 As the economy strengthens, companies are spending more on marketing activities. 

This is particularly true for small businesses looking to scale their operation during a 

period of potential growth. Approximately 90% of Constant Contacts revenue comes 

from U.S.-based companies, so the overall economic conditions within the U.S. arguably 

have a direct impact on the growth or decline of the company. 
 

Increase in Social Networking 

 The increase in social networking also justifies spending money on social media 

marketing from a business-owner standpoint. According to eMarketer.com, the average 

amount of time consumers is spending on socio media websites id increasing 

dramatically. From 2010 to 2013, the amount of time people spend on social media 

websites has increased from 17.5% to 28.8%.For companies, this translates to higher page 

views and increasing conversion rates is marked correctly. 
 

Big Data Tools 

 The increased use of bid data and analytic tools, like Facebook Insights and Google 

Analytics allows small businesses to see the direct and ongoing affects of marketing 

activities on their website traffic. This increases the demand for targeted marketing 

campaigns, which leads to the utilization of companies. 
 

Challenges of Digital Marketing 

Identifying the Channels Which Fit the Business Requirements  

 While each channel has its own reach, advantages and richness, there are associated 

costs with each of them. Every business has a fixed marketing budget and thus need to 

invest wisely so as to maximize its returns. The problem is how to choose. No One wants 

to miss the bus. specially with the emerging social media marketing, companies are not 

sure which one of would work for their business at the optimal cost. 
 

Capability of Digital Marketing to Break the Business 

 While companies create many avenues of customer interactions, sometimes 

Customer-to-Business and lately, Customer-to-Customer, they need to understand that 

the product quality, customer support become the more important as one wrong word 

can break the business. Even more competitors may get into unethical practices and 

malign the business. 
 

No Perfect Metrics to Evaluate the Effectiveness of Digital Marketing 

 While Businesses are aware of the need to spend on digital avenues, they are not 

aware of how to measure which channel works best for their industry, for their business. 

Thus it is really a subjective judgment made by business houses and may not be perfect. 
 

Digital Does not Translate Into Completely Doing Away with Brick and Mortar Stores 

First of all, not all things can be sold online. While most businesses can use digital 

marketing for creating brand awareness, this does not necessarily translate into sales. We 

cannot expect people to buy high value items online. At the same time, People still like to 
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feel certain products before purchasing. While customers may make buying decision 

online, they still prefer to go to a physical store to buy. Thus digital marketing cost is over 

and above the usual costs incurred and do not act as substitute. Businesses need to 

maintain both the traditional and digital channels of marketing and sales and this is 

additional cost. 
 

Digital Marketing has Low Entry Barriers 

 Businesses based on e-commerce are seen as low entry barrier setups. But, what is 

low entry for one person is also low entry for the other; this effectively means that 

competition is fierce for digital based businesses. Customer loyalty is low online. Since 

customers do not have any personal interaction with the sellers, the switching rate is 

much higher for digital businesses compared to the traditional businesses. 
 

Businesses Need to Align their digital Marketing Efforts with the Traditional Ones 

  Simply marketing through a plethora of channels would not serve the purpose. 

Businesses need to structure their marketing campaigns to reap the maximum benefits. 

Customer expectations are at all time high. They need and appreciate customized 

products, customized buying recommendations, personalized attention even digitally. 

This has to be done at the right frequency. 
 

Digital Marketing can Result in Internal Process Re-Organization Need 

 As the reach of digital marketing, businesses find out that their current processes and 

database models are not designed to support the new needs of the businesses. Thus, a 

fundamental reorganization of internal processes and systems is called for. These 

requirements can be a huge cost and result in severe downtimes and thus need to be 

handled with a good amount of discretion and after evaluation.  
 

Conclusion 

 While digital marketing is necessary and literally, no business survives without it, it 

incurs huge cost, changes everyday and presents the problem of plenty. Marketers need 

to be prompt to identify what would work for them in the short run as well as in the long 

run, and work in tandem with the other organization functions to effectively use the 

channel of digital marketing. The challenge if overcome will help each business to 

differentiate and grow as a leader in its industry. 
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Abstract 

 Emotional intelligence for leadership can consist of these five attributes: self-awareness, self-
management, empathy, relationship management, and effective communication. . This idea was launched in 
two 1990 scientific articles by Peter Salovey and myself. Daniel Goleman’s successful popularization of 
those early articles on emotional intelligence, and the related work of many other scientists, led to a great 
deal of popular discussion of the idea. Emotions such as happiness, sadness, anger, and fear refer to feelings 
that signal information about relationships. Leaders who react from their emotions without filtering them 
can severely damage relationships and increase mistrust amongst their staff. People are often aware of that, 
but still have the need to feel heard. Emotionally intelligent leaders hear their staff and by doing so are able 
to connect with them on a deeper level. Favorably, several studies have provided a synthesis of effective 
leadership. leaders with high levels of EI tend to be more knowledgeable and display positive emotions in the 
workplace.  
Keywords: staff, emotions, intelligence etc.,  

 
Introduction 

 Emotional information plays a critical role in our working lives since the relationships 

we form are governed by rules of behavior – of cooperation and dominance, among 

others – that are triggered by our emotions. Being able to understand this information, 

and its impact on personnel and the organization, is what makes an individual, at least in 

part, emotionally intelligent. Business leaders who can ―embrace the emotional side of an 

organization will infuse strength and meaning into management structures, and bring 

them to life.‖Emotional intelligence is widely known to be a key component of effective 

leadership. The ability to be perceptively in tune with yourself and your emotions, as 

well as having sound situational awareness can be a powerful tool for leading a team. 

The act of knowing, understanding, and responding to emotions, overcoming stress in 

the moment, and being aware of how your words and actions affect others, is described 

as emotional intelligence. Emotional intelligence for leadership can consist of these five 

attributes: self-awareness, self-management, empathy, relationship management, and 

effective communication. Effective leadership is most important for every leaders to lead 

the organization into success. 

 
The Concept of Emotional Intelligence 

 Before the 1990s, EI had been an overlooked part of human nature – recognized 

intuitively sometimes, but not examined according to rigorous, scientific criteria. The new 

scientific idea behind EI is that human beings process emotional information; they 

ROLE OF EMOTIONAL INTELLIGENCE IN LEADERSHIP 

EFFECTIVENESS 
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comprehend and utilize emotional information about social relationships. This idea was 

launched in two 1990 scientific articles by Peter Salovey and myself. Daniel Goleman‘s 

successful popularization of those early articles on emotional intelligence, and the related 

work of many other scientists, led to a great deal of popular discussion of the idea. This 

popular notion of EI as anything but IQ has created a new management fad. 

Unfortunately, the faddish appeal of emotional intelligence has encouraged many people 

engaged in otherwise legitimate business consultation to include a wide variety of 

approaches and concepts under the umbrella emotional intelligence. 

 We believe in a definition of EI that has been developed after many years of scientific 

study and real-world experience. To explain our definition, it helps to begin with the two 

terms that make it up. The terms-emotion and intelligence have specific, generally agreed 

upon scientific meanings that indicate the possible ways they can be used together. 

Emotions such as happiness, sadness, anger, and fear refer to feelings that signal 

information about relationships. For example, happiness signals harmonious 

relationships, whereas fear signals being threatened. Intelligence refers to the capacity to 

carry out abstract reasoning, recognize patterns, and compare and contrast. 

 Emotional intelligence, then, refers to the capacity to understand and explain 

emotions, on the one hand, and of emotions to enhance thought, on the other. Emotional 

intelligence in the workplace: A case study the capacity to reason with and about emotion 

is frequently important in management and leadership.  

 
The Following are Important Reasons Why Leaders Should Cultivate their Emotional 

Intelligence 

 1. Self-Awareness-Leaders with emotional intelligence are self-aware and able to 

recognize emotions as they happen. This is a vital skill for leaders, as it helps them obtain 

a clear understanding of their strengths and weaknesses without any obstruction. In 

addition, great leaders are able to perceive emotions as they arise in response to an action 

or situation. As a result, they are able better able to address problems and handle any 

future complications. 

 2. Emotional Management-The prior skill gives leaders the ability to stay aware of 

their feelings. The next step is learning how to manage those emotions. Leaders with high 

emotional intelligence are able to regulate themselves and stay in control. These 

individuals are unlikely to rush headlong into hasty decisions or let their anger take over 

their behavior. It is vital that individuals in managerial positions keep their emotions in 

check, as it will help them stay in a respected position. 

 3. Effective Communication-What is the benefit of emotional awareness and 

management if you are unable to clearly express your thoughts? Luckily, individuals 

with emotional intelligence also have the skill of effective communication. They are able 

to clearly convey directions and know what to say in order to inspire and motivate 

others. An important skill for leaders, communication can be a deciding factor in whether 

the team listens or not. 
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 4. Social Awareness-Leaders with emotional intelligence are well tuned to the 

emotions of others and are able to pick up on what is going on around them. They are 

able to sympathize with others by putting themselves in the employee‘s shoes and giving 

helpful feedback. This is a critical skill for leaders, who work closely to inspire and 

motivate a team. If the leader is unable to empathize with their employees, he or she will 

surely find it difficult to obtain respect or loyalty. 

 5. Conflict Resolution-In the workplace, there‘s always the risk that emerging 

conflicts can threaten or disrupt efficiency and productivity. However, leaders with 

emotional intelligence are equipped to handle conflicts and provide resolution. With this 

skill, leaders can quickly placate any disagreements that arise between employees, 

customers, and other parties. In conjunction with the above skills, leaders can use their 

emotional intelligence to develop a more effective workplace. 

 
Five Factors that are Crucial for Emotionally Intelligent Leadership 

 1. Self-Awareness-The basis of any degree of emotional intelligence is awareness of 

our own emotions, what causes them, and how we react to them. Leaders who are more 

aware are able to develop skills that will help them manage their own emotions, allowing 

them to respond more effectively to situations that come up. Instead of reacting to their 

emotions, they are able to engage their thinking capacity to come up with better 

decisions. Leaders who react from their emotions without filtering them can severely 

damage relationships and increase mistrust amongst their staff. 

 2. Awareness of Others-The more self-awareness that leaders have, the higher will 

be their awareness of the emotions of others around them. Having an awareness of 

emotions, how they are created, and how they influence people will allow them to not 

take emotions of others, such as anger, personally. Less likely to jump to conclusions or 

judgment, they are more likely to get to the root of the issue and the cause of strong 

emotional reactions of others. 

 3. Listening Skills-Most people fall into the habit of thinking of a response, while 

others are speaking instead of actively listening. Emotionally strong leaders avoid that 

trap, realizing that they need to understand not only the content of what others are 

saying, but also pick up the feelings behind the words that are being spoken. The 

emotions behind the words are often more important than the words spoken. It is only 

when those emotions are acknowledged that people feel that they are being heard. Often 

complaints are about situations that leaders can do little to change. People are often 

aware of that, but still have the need to feel heard. Emotionally intelligent leaders hear 

their staff and by doing so are able to connect with them on a deeper level. 

 4. Awareness of Emotional Atmosphere-Effective leaders are not only aware of 

what is going on with their people in one-to-one conversations, they are able to pick up 

the mood and feelings of their work environment. Tuned in emotionally, they are aware 

of the many factors that can influence the feelings of their employees. Fear of job loss, 

losing coworkers due to death or injury, rumors of financial problems in the organization, 

and various other factors are common in every workplace and affect the emotional well-
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being of staff. Feeling that leaders understand their situation and care about their staff 

will increase trust, loyalty, and performance from them. It is important that leaders are 

able to stay tuned in to the emotions of their workplace and effectively communicate that 

to their people. 

 5. Ability to Anticipate Reactions and Respond Effectively-Emotionally 

intelligent leaders are able to anticipate how their people are likely to react to situations 

and don‘t wait until after the damage is done to respond. If they are aware that bad news 

is coming, such as anticipated layoffs, business closures, and other events, they do what 

they can to openly to respond to them before they happen. 

 
The Most Important Traits of Leadership with Emotional Intelligence 

 1.High Self-Awareness-A starting point for emotional intelligence is high self-

awareness -- your understanding of your own strengths and weaknesses and how you 

come across to others. Emotionally intelligent leaders must sense how others respond to 

their leadership by listening and reading nonverbal signs. Over time, you monitor 

feedback from others in assessing your best attributes as a leader. A charismatic leader, 

for example, recognizes this style as his strength and uses it to motivate employees 

toward shared goals. 

 2.Empathy Toward Employees-American psychologist Daniel Goleman, who -- the 

website Mind Tools explains -- helped popularize the emotional intelligence concept, 

noted that empathy is a core quality of emotional intelligence. Empathy is your 

understanding of the situations, position and feelings of others. Autocratic leaders 

sometimes struggle with empathy because they don't naturally listen to subordinate 

input. As a coach or participative leader, you may have more natural inclination to 

monitor employee concerns. When employees feel like you recognize them as people, 

have concern for their personal and professional challenges, and want to work with them 

to resolve conflicts, you typically garner more respect as a manager. 

 3.Accountability and Motivation- Goleman also noted the importance of self-

motivation and the motivation of others. As a leader, you normally must demonstrate 

accountability for your decisions, actions and mistakes to gain trust of workers. When 

you set a bar of high accountability, it is typically easier for you to hold your employees 

to higher standards of performance. With collaborative employee, department and 

company goals and a culture of accountability you can optimize production. 

 4.Communication and Conflict-Resolution- Goleman says that social skills are 

prominent in emotional intelligence. More specifically, emotionally intelligent people 

understand the value of articulate and persuasive verbal communication, as well as the 

importance of intentional listening. Leaders must also negotiate conflicts with employees 

and sometimes mediate conflicts between employees or within work groups. Effective 

conflict-resolution is often a separating factor between high-performing and average 

organizations. As a leader, you must promote open, honest exchanges of perspectives, 

and goal-based decisions. 
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Conclusion 

 Emotions play a significant role in the field of leadership. When an individual knows 

how to use emotions intelligently, the individual can achieve success in the workplace. 

Good use of emotions has been a requirement for effective leadership, which is crucial in 

a rapidly changing industry. Emotional Intelligence (EI) has been identified as an 

important element needed for effective leadership. To examine the effects of EI in 

effective leadership, it is essential to identify the nature of effective leadership. It is a 

difficult task, as many leadership theories and leadership approaches present different 

empirical findings about effective leadership. Favorably, several studies have provided a 

synthesis of effective leadership. leaders with high levels of EI tend to be more 

knowledgeable and display positive emotions in the workplace. On the other hand, those 

leaders with undesirable dispositions had negative effects on their subordinates, such as 

feelings of anger, insecurity, frustration and stress. As such, to ensure that the workplace 

is productive and positive, leaders must carefully consider the effect of their mood and 

disposition on their subordinates. A leader must have all the qualities of leadership with 

emotional intelligence to handle or manage their subordinates effectively and for taking 

effective decision to perform their role successfully in an organization. 
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Abstract 

 With the popularization of internet, agricultural e-commerce has become a new business model. 
Electronic commerce increases the flow rate of both sides of the transaction, improves the transparency of the 
market, and reduces the negative effect caused by asymmetric information. In this paper, we make an 
empirical analysis of online marketing strategy for agricultural supply chain, especially in economic terms. 
The result shows that product quality, variety, freshness, safety and price are important factors that affect 
customer satisfaction. And the distribution speed, convenience, customer service which related to the 
logistics service will also influence customer satisfaction. At the same time, we find that there are some 
shortcomings of the e-commerce supply chain in procurement, logistics, warehousing, and information 
management. In order to solve these problems, we put forward some improvement measures.  
Keywords: Agricultural Supply Chain, E-commerce, Regional Economy, Marketing Strategy  

 
Introduction 

 In recent years, the rapid rise of e-commerce industry in our country, home 

appliances digital, shoes, bags of clothing and even travel tickets are able to quickly and 

easily complete the transaction through the electronic commerce platform. Along with 

the people of electricity supplier of agricultural products accepted gradually 

strengthened, each big electric business platform have opened a fresh plate, by increasing 

fruit, meat, aquatic products, eggs, frozen and the category of goods, enrich and perfect 

the platform of varieties of goods, attract the eyes of customers 

 Because consumers have a daily demand for vegetables and meat, resulting in the 

conversion rate is much higher than the general merchandise, consumers in the purchase 

of fresh agricultural products can also drive the sales of other products. Fresh agricultural 

products in the business have brought new ideas, but also to consumers with benefits, so 

that consumers can avoid geographical restrictions, the purchase of agricultural products 

to the right. The emergence of e-commerce in agricultural products makes the 

competition between fresh retail market and e-commerce platform increasingly fierce, in 

order to deal with this situation, most e-commerce platforms have established their own 

agricultural supply chain 

 To the more well-known fresh e-commerce platform originally life network, for 

example, their fresh agricultural products supply chain around its own fresh e-commerce 

platform, buyer, production and processing, simple packaging, logistics, transportation, 

warehousing, processing and distribution, sales and other links connected into a whole. 

The supply chain will be a functional network of farmers, agricultural products 

processing plants, electronic commerce platform and the user. Such a supply chain 

network is far more than the agricultural supply chain, eliminating the need for the 

middle of the process of distribution costs, but also to make the product more 

competitive. However, due to the fresh agricultural products supply chain has just 

AGRICULTURE SECTOR IN DIGITAL MARKETING 
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started, there are still many problems to be solved in the process of operation. Due to the 

shortage of supply chain, consumers are very difficult to enjoy the quality products and 

services, product quality is poor, the supply chain is slow, and the product price 

advantage is not prominent 

 Existing business platform for the sale of fresh agricultural product prices high, fewer 

species, usually to organic, green and other gimmicks sold high priced fresh, the fresh 

agricultural product electronic commerce highbrow, difficult and farmers' markets and 

super competition. Agricultural products e-commerce supply chain has many problems 

in practice. For example, the purchase of subjective consciousness is strong, the channel 

level, the logistics service is not required, the inventory is poor, the inventory strategy is 

optimized, the information is not smooth, and consumers are not satisfied. The rise of e-

commerce has brought new changes to China's fresh agricultural products market, fresh 

agricultural products e-commerce has begun to develop. As an emerging industry, the 

supply chain of fresh agricultural products is still more need to be improved. This thesis 

takes the consumer as the main body, studies the satisfaction degree of consumers on the 

terminal product of the fresh agricultural products, and analyzes and optimizes the 

supply chain.  

 
Literature Review 

1. Agricultural Supply Chain 

 For the concept of supply chain, many experts and scholars have different definitions. 

Stevens earlier proposed the definition of supply chain, he believes that supply chain is a 

system of raw material producers, processing factories, logistics and distribution and 

customer connection, in this system, the raw materials, goods, etc. from the supplier 

down the supply chain flows to the hands of customers, and information is the supply 

chain of the two party two-way flow 

 The supply chain of agricultural products is the supply chain management in the field 

of agriculture, the procurement, processing, warehousing, distribution, sales and other 

links into a whole, the supply chain management of all aspects of the operation to control, 

to get the optimal operation mode, improve the added value of agricultural products. The 

supply chain of agricultural products strengthens the industrial chain of agricultural 

products, and also solves the problems of low efficiency and low competitiveness in the 

industry, and can effectively improve the comprehensive competitiveness of agricultural 

products in China  

 The supply chain of agricultural products in the domestic and foreign academic 

community has been a high value, the major research institutions and scholars have 

carried out their research. In the world, the research on the supply chain of agricultural 

products is generally concentrated in reducing the cost of food safety, improving the 

quality of agricultural products, quality management and so on. Many foreign 

organizations have carried out research on it, and published research results and 

experience, to improve the corresponding speed and operating efficiency of agricultural 

products supply chain. Domestic academic research on the supply chain of agricultural 
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products has a late start, and there is still a big gap between the hardware facilities and 

the developed countries, so the research on the supply chain of agricultural products is 

very low  

 According to the literature research, we find that we can manage the customer 

demand by using the demand chain management, classify and use this information to 

design the supply chain. Demand management can bring about the supply chain of fresh 

agricultural products e-commerce: demand information can coordinate each member in 

the supply chain, and create more value by studying the demand information  

 In the supply chain of fresh agricultural products, consumer demand management 

should be introduced in the process of purchasing, inventory, sales, and distribution and 

so on. To determine the impact of consumer demand is the primary task of demand 

management, consumers in the use of fresh agricultural products e-commerce platform 

will be influenced by many factors: the number of goods, type, price, fresh goods, e-

commerce platform, the degree of competition, and so on. Consumer demand survey can 

be International Journal of Security and the following ways, through the fresh 

agricultural products e-commerce platform customer information, investigate the best 

selling category, seasonal influence, consumer personal preference, consumer credit and 

other information; fresh agricultural products e-commerce platform for consumers to 

sample survey, analysis of consumer demand changes; carry out the target population of 

random sample survey, identify consumer groups and shopping habits.  

 
2. E-commerce Marketing 

 Agricultural products e-commerce gradually becomes a new business model with the 

increasing popularity of the Internet. Electronic commerce increases the flow speed of 

transaction information, improve the transparency of the market, reduces the information 

asymmetry caused by adverse; electronic commerce can directly to do from the farm to 

the consumer the transfer and decreasing the high logistics cost of agricultural products; 

e-commerce can effectively broaden the sales channels of agricultural products, eliminate 

caused by time and space constraints, to break the regional difference of market 

segmentation  

1. At present our country still lacks a unified agricultural information network 

platform, which leads to the lack of balance between supply and demand of 

agricultural products, and the high cost of market monitoring and management. 

In addition, the storage, transportation, processing and sale of agricultural 

products, product loss, high cost, and these reasons lead to the high cost of 

agricultural products, consumer‘s burden. Fresh agricultural products e-

commerce to improve the degree of industrialization of agriculture, increase the 

agricultural market, reduce the cost of agricultural products sales, increase the 

income of farmers, is an advanced business operation mode 

2. The main purpose of agricultural e-commerce supply chain is to develop an 

electronic information system, so that consumers can buy agricultural products 

directly and effectively, it is equivalent to a special information service site, can 
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provide technical support and service for agricultural products enterprises, and 

each part can form a dynamic supply chain. The supply chain of agricultural 

products can also be made into a system, which is composed of the interaction 

and mutual dependence of the organic whole, with a specific function. E-

commerce supply chain of agricultural products should consider the market 

supply and demand information for procurement, contract, agricultural 

production, delivery, delivery, service  

3. It is a network structure of supply chain. The sharing of agricultural information 

in the supply chain of e-commerce can further control the cost of agricultural 

logistics, optimize the agricultural production and improve the overall 

competitiveness of agriculture in China. Agricultural e-commerce platform can 

choose the right way according to their needs. When the platform needs long-term 

planning and decision-making, the forecasting method is usually more than three 

years, can provide enough time for fresh agricultural products e-commerce 

platform, the platform needs to adjust the medium term forecasting; when the 

platform needs to plan for short-term business procurement, short-term 

forecasting can use the short-term data, and the platform's procurement and 

management to make more practical forecast 

4. Fresh agricultural products e-commerce platform based on the forecast results to 

develop the supply chain procurement operation plan, the product line can be a 

full range of adjustment, so as to meet consumer demand.  

 
Research Design 

1. Research Variables 

 Studies have shown that supply chain terminal goods can show the running status of 

supply chain, a good operation of the supply chain, the terminal product will become the 

high quality and low price; the poor functioning of the supply chain, the end product will 

appear high prices, poor quality, etc., competitiveness is relatively low. And customer 

satisfaction can reflect the quality of supply chain terminal products: if the consumer 

satisfaction is high, International Journal of Security and it shows that the supply chain 

terminal products have advantages in all aspects, if the other hand, it is difficult to obtain 

the supply chain terminal products market. This study analyzes the operation of the 

supply chain through the investigation of consumer satisfaction, and also provides the 

possibility for the supply chain optimization from the consumer satisfaction. Based on the 

research of domestic famous fresh e-commerce platform, the customer satisfaction and 

the factors affecting the satisfaction degree of the supply chain terminal products of fresh 

e-commerce are analyzed.  

 After field operations research, we can find that the consumer is most concerned 

about the quality of the product and the price, followed by the supply chain distribution 

of the speed, accuracy, convenience and other factors. In addition, consumers in the 

network consumption will be subject to customer service and online store decoration. To 

further the above attributes, and the relevant experts to consult, and ultimately determine 
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the attributes of a sudden: product quality, product variety, product freshness, product 

safety, price competitiveness, distribution of the speed, distribution of convenience, 

customer service, and shop environment.  

 
2. Questionnaire 

 Survey questionnaire sent to the object of the consumer, the consumer experience of 

fresh e-commerce platform, and is about to try fresh e-commerce consumers, survey 

through the interview, the network questionnaire and other forms of questionnaire, a 

total of 1050 questionnaires were issued, and 880 valid questionnaires, the effective rate 

of 83.81%. From the questionnaire of personal information can be seen, the women were 

surveyed more than men, the total number of survey 60.2%, education level is generally 

high, there is a university and higher education survey of the total of 18, the respondents 

aged between 35 to 86.4% years old, accounting for 68.2% of the total number of 

employees, the total number of 52.3%. Descriptive analysis of the impact factors of the 

questionnaire, the results are shown in table 1. Can be seen, these data suggest that 

consumers of fresh e-commerce supply chain terminal product satisfaction are not high. 

Among them, in addition to the price competitiveness is 3.61 high, product quality, 

product variety, product freshness, delivery speed, convenience, customer service, shop 

decoration are between 3 to 3.5 points, while the product safety score is lowest, only 2.81 

points. Overall, the larger the standard deviation, the consumer for the fresh e - 

commerce supply chain to provide the end of the property of the terminal is not 

consistent.  

 
3.Agricultural Products Logistics Platform 

 The main purpose of agricultural e-commerce supply chain is to develop an electronic 

information system, so that consumers can buy agricultural products directly and 

effectively, it is equivalent to a special information service site, can provide technical 

support and service International Journal of Security and agricultural products 

enterprises, and each part can form a dynamic supply chain. The supply chain of 

agricultural products can also be made into a system, which is composed of the 

interaction and mutual dependence of the organic whole, with a specific function. E-

commerce supply chain of agricultural products through the market supply and demand 

information for procurement, contract, agricultural production, delivery, delivery, 

service, etc., is a network structure of supply chain. The sharing of agricultural 

information in the supply chain of e-commerce can further control the cost of agricultural 

logistics, optimize the agricultural production and improve the overall competitiveness of 

agriculture in China. Agricultural products e-commerce supply chain operation at this 

stage, the main need to pay attention to the following points:  

1. Grasp the consumer demand: consumer demand in the agricultural e-commerce 

supply chain needs to be extremely seriously. Consumers in the electronic 

commerce operation process, a lot of electronic commerce enterprises because of 

the lack of a breakdown of the consumer into the operating difficulties. Only to 

consumer segmentation, the target consumers for differentiated services, in order 
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to meet the needs of consumers in e-commerce supply chain of agricultural 

products.  

2. The combination of management value: the most powerful means of competition 

in the supply chain of agricultural products is to improve the management ability 

and share information with the partners. A successful e-commerce supply chain of 

agricultural products not only need to understand the advantages of their own 

products, understand the direct needs of consumers, but also need to understand 

the mutual needs of partners. In the supply chain of agricultural products, 

enterprises and their partners need to understand their target market needs and 

their respective functions, so as to be able to trust each other, to ensure that 

information and data in the supply chain is fast and efficient transmission.  

3. Complex things processing power: the supply chain of electronic commerce is 

flexible, sometimes there are individual enterprises temporarily out of the supply 

chain, the supply chain, product change to improve the situation, which makes 

the supply chain becomes more complex. The changing product business can 

create more opportunities to succeed in the changing supply chain structure. The 

members of the supply chain of agricultural products e-commerce must adapt to 

the changing business environment and complex business environment, and can 

respond to the change of supply chain.  

4. To achieve standardization: a healthy and efficient agricultural e-commerce 

supply chain requires smooth connectivity, a high degree of trust and cooperation 

between enterprises. Information can be passed through the protocol or standard 

of supply chain, so as to realize the speed and accuracy of information 

transmission. At the same time, each individual in the supply chain needs to 

maintain the same level of operation speed and efficiency cannot appear a large 

gap, so as to ensure the smooth operation of supply chain. The idea of combined 

inventory management is applied to the e-commerce supply chain of fresh 

agricultural products, and the inventory management is the combination of 

supply chain, and the model of the electronic business supply chain inventory of 

fresh agricultural products. Joint inventory for synchronous operation of supply 

chain provides premise condition, reduce the bullwhip phenomenon, it has 

provided the condition for zero inventory management.  

 
Empirical Analysis 

1.  Factor Analysis 

 From previous studies, the consumer's satisfaction degree of fresh e-commerce 

shopping should be influenced by the factors, and the description of the analysis of the 

side evidence of this conjecture. Descriptive analysis showed that the degree of the total 

satisfaction of the property is indeed affected, and now, the relationship between the 

above variables and the degree of the effect of the various attributes of the degree of 

satisfaction. Factor analysis of the data obtained from the questionnaire survey, the 

Bartlett and KMO values were 0 and 0.778, respectively, which indicated that the sample 
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is suitable for the analysis of the factors. From the total variance explained, from the table 

3 can be found, the first two factors of the characteristic value is greater than 1, explained 

71.970% of the variance, the more appropriate to extract two factors.  

 It can be found that all nine variables have at least one factor of the load of more than 

0.5, the other is the factor load matrix after the maximum orthogonal rotation, table 4 for 

analysis, the component value is greater than 0.5 of the factor combined into a common 

factor. We rename the variables of each factor. The first factor includes five Farmers 

Supplier Agricultural product processing center E-commerce platform Consumer 

International Journal of Security and such as product quality, product variety, product 

freshness, product safety and price competitiveness. It is easy to see that these five 

variables are related to the product itself. The second factors include the delivery speed, 

convenience, customer service, and store decoration, which are related to the services that 

consumers enjoy. Therefore, second public factors can be named as additional service 

satisfaction of goods.  

 
2. Regression Analysis 

 We assume the product satisfaction (f1) and the added service satisfaction (f2) as the 

independent variable, the consumer's overall satisfaction as the dependent variable (S) 

regression analysis. Using SPSS software for analysis, the regression equation is well 

performed, and the regression of the equation and its coefficient is obvious, the 

probability of the product satisfaction and the satisfaction of the attached service is less 

than 0.05. 

 The results of regression analysis showed that the two factors had significant positive 

effect on consumer purchase intention. By the formula, consumer satisfaction of goods 

can affect the overall purchase intention of consumers, and the satisfaction degree of 

customer satisfaction also has a certain influence on the overall purchase intention of 

consumers. Through the analysis of the questionnaire data, we can know: the operation 

of the supply chain of fresh agricultural products in our country still needs to be 

strengthened, and the consumer has not enjoyed a good product and service, which 

needs to be improved.  

 
Conclusion 

 In this paper, we make the research of consumer's satisfaction in the terminal product 

of the fresh agricultural products; the research puts forward the existing problems of the 

electronic commerce supply chain of fresh agricultural products, and optimizes the 

existing problems. In this paper, we can draw these conclusions: the actual operation of 

the supply chain of fresh agricultural products is not satisfactory, the overall 

competitiveness of the goods is not outstanding, the supply chain response efficiency is 

low, and service level needs to be improved. Through analysis, it is found that consumers 

are not satisfied with the supply chain supply chain for fresh agricultural products. The 

reason is that the supply chain of fresh agricultural products is not satisfactory. 

According to these problems, some improving measures are put forward.  
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Abstract 

  Internet has made a significant contribution to our lifestyles on account of its abundance and diversity 
of information. Its penetration is rising markedly in India which has fuelled the growth of e-marketing in the 
economy. Addresses one of the fundamental issues of e-marketing: how to attract and win over the consumer 
in the highly competitive Internet market place. Online shopping or e-shopping is a form of electronic 
commerce which allows consumers to directly buy goods or services from a seller over the Internet using a 
web browser. The study focuses on online shoppers’ references and problems on various online shopping 
marketers. Questionnaire was used to collect the primary data. The study area is restricted only in Madurai 
City with a sample size of 100 respondents. 
Key Words: Online shopping, Madurai online shoppers, E- marketing, Internet Shopping, Buying   
Behaviour 

 
Introduction 

 Anything that customer‘s purchases affects environment by means of delivery, 

whether they have the product shipped at home or drive to a brick and mortar store 

(supermarket). In earlier days people used to go to different shops before purchasing as 

they didn't have a great deal of easy access to information on products. Due to the 

development of World Wide Web it has now become easy to access the products 

available worldwide without wasting time, money and other resources apart from 

helping environment. Centre for Energy and Climate Solutions suggests that we can 

protect land and save energy by shopping online. 

 
Online Shopping 

 Online shopping or e-shopping is a form of electronic commerce which allows 

consumers to directly buy goods or services from a seller over the Internet using a web 

browser. Alternative names are: e-web-store, e-shop, e-store, Internet shop, web-shop, 

web-store, online store, online storefront and virtual store. Mobile commerce (or m-

commerce) describes purchasing from an online retailer's mobile optimized online site or 

app. English entrepreneur Michael Aldrich invented online shopping in 1979. His system 

connected a modified domestic TV to a real-time transaction processing computer via a 

domestic telephone line. n March 1980 he went on to Iaunch Redifon's Office Revolution, 

which allowed consumers, customers, agents, distributors, suppliers and service 

companies to be connected on-line to the corporate systems and allow business 

transactions to be completed electronically in real-time. Online shopping portals are 

witnessing a whopping 200% growth in the sale of electronic items every year. This is 

A STUDY ON CONSUMER BUYING BEHAVIOUR ON ONLINE WITH 

SPECIAL REFERENCE TO MADURAI CITY 
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driven by the demands like mobile phones, iPods and MP3 players not only from metros 

but also from small cities. Apparels and accessories (30%) emerged as the second biggest 

product category after consumer electronics (34%) and is expected to become bigger than 

consumer electronics this year. Other popular searched categories include books (15%), 

beauty & personal care (10%), home & furnishings (6%), baby products (2%) and 

healthcare (3%).Fitness equipment like treadmills and lifestyle items like sunglasses are a 

big hit among Punjabis. Some Online Shopping portals in India are www. 

Homeshop18.com, www.flipkart.com, www.yebhi.com, www.myntra.com.American 

online retail giant Amazon.com has also made an entry into the Indian market in 2016 

with Junglee.com, an online shopping site powered by the $ 68 billion company. 

 
Objective of the Study 

 The main objective of the study is to discover the order of preference given by the 

online buyers for different online websites and assess the most frequently buying product 

through online shopping. 

 
Tools for Analysis 

 In the present stand, the percentage like analysis is used to find out and analysis the 

various important variables opinion factor, of the respondents. The chi - square test 

analysis is used to find out the relationship between two variables. Percentage analysis is 

used to find out the difference between two variables. 

1.  Percentages analysis 

2.  Chi - square test  

3.  Garrett‘s ranking technique 

 
Socio Economic Profile of the Respondents 

Sex of the Respondents 

 Sex of the respondents has been identified as one of the important Earning factors in 

Gender to. Hence, the researcher has collected the information regarding gender for 

using Online Purchase and the same is presented in Table 1 for further analysis. 

 
Table 1 Classification on the basis of Sex 

Sex Number of Respondents Percentage 
Male 

Female 
64 
36 

64 
36 

Total 100 100 
      Source: Primary Data 

 It is clear from Table 1 that out of 100 respondents, taken for this study 64 

respondents are males. The remaining 36 respondents are female. Therefore, it is 

concluded that majority of the consumer are males.  

Age of the Respondents 

 Age of the respondents is another important influencing factor in using Online. 

Hence, the researcher has collected the information regarding the age of the customers 

and the same is given is Table 2 for further analysis. 
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Table 2 Classification on the Basis of Age 

Age Number of Respondents Percentage 
Less than 30 years 
30 - 40 years 
40 - 50 years 
More than 50 years 

37 
25 
18 
20 

37 
25 
18 
20 

Total 100 100 
    Source: Primary Data 

 Table 2 and reveal that of the 100 respondents taken for the study, 37 per cent the 

respondents are less than 30 years and 25 per cent in the age group of 30 - 40 years. 18 per 

cent of the respondents belong to the age group of 40 - 50 years. While the remaining  

20 per cent are more than 50 years of age. Therefore, it is concluded that the majority 

consumers are in the age group of less than 30 years. 

 
Marital Status of the Respondents 

 Marital status of the respondents is another important influencing factor in using the 

Online. Hence, the researcher has collected the information regarding the marital status 

of customer and the same is given in Table 3 for further analysis. 

 
Table 3 Classification on the basis of Marital Status 

Marital Status Number of Respondents Percentage 
Married 

Unmarried 
66 
34 

66 
34 

Total 100 100 
  Source: Primary Data 

 It is clear from Table 3 that out of 100 respondents, 66 respondents are married and 

the remaining 34 respondents are unmarried. Therefore, it is concluded that majority of 

the customer are married. 

 
Education of the Respondents 

 Education of the respondents is another important influencing factor. Hence, the 

researcher has collected information regarding educational background of the 

respondents and the same is given in Table 3.4 for further analysis. 

 

Table: 4 Classification on the basis of Education 

Education Number of Respondents Percentage 
Upto school level 
Under graduate 
Post graduates 
Any others 

14 
53 
23 
10 

14 
53 
23 
10 

Total 100 100 
    Source: Primary Data 

 It is clear from Table 4 that 14 out of 100 respondents have studied upto school level, 

while 53 respondents up to under graduate level. 23 respondents are post graduates and 
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the remaining 10 belong to any other categories. Therefore it is concluded that majority of 

the customers are undergraduates. 

 
Occupation of the Respondents 

 Occupation of the respondents is yet another important influencing factor. Hence, the 

researcher has collected the information regarding the occupation of customers and the 

same is given in the table 5 for further analysis. 

 
Table 5 Classification on the basis of Occupation 

Occupation Number of Respondents Percentage 
Business 
Employedin 
Government 
Employed in Private 
Professional 
Others 

30 
13 
24 
15 
18 

30 
13 
24 
15 
18 

Total 100 100 
  Source: Primary Data 

 It is clear from Table 5 that 30 per cent of total respondents are in business while  

13 per cent are employed in government and 24 per cent in private companies. 15 per cent 

of the respondents are professionals which remaining 18 per cent of the respondents 

belong to the other categories. Therefore, it is concluded that majority of the consumers 

belong to the Business category. 

 
Monthly Income of the Respondents 

 Monthly income of the respondents is the main important influencing factor for using 

Online. Hence, the researcher has collected the information regarding monthly income of 

consumers and the same is given in Table 6 for further analysis. 

 
Table 6 Classification on the basis of Monthly Income 

Monthly Family Income Number of Respondents percentage 
Up to Rs. 5,000 
Rs. 5,000 - Rs. 10,000 
Rs. 10,000 - Rs. 15,000 
Above Rs. 15,000 

15 
30 
22 
33 

10 
52 
24 
14 

Total 100 100 
  Source: Primary Data 

 It is clear from Table 6 that out of 100 respondents, 15 per cent have a monthly income 

of Rs. upto 5,000 and 30 per cent earn between of Rs.5,000 and Rs. 10,000 and 22 per cent 

of the respondents have a monthly income of Rs. 10,000 to Rs. 15,000. The remaining  

33 per cent of the respondents have a monthly family income of above 15,000. Therefore, 

it is concluded that the majority of the consumer have a monthly family income of above  

Rs. 15,000. 
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Size of the Family 

 The number of members in the family of the respondents is an important influencing 

factor in Family Size. Hence, the researcher has collected the information regarding the 

number of family members and the same is given in Table 7 for further analysis.  

 
Table 7 Classification on the basis of Family Members 

Number of family members Number of Respondents Percentages 
Up to 3 

3-5 
Above 5 

35 
40 
25 

35 
40 
25 

Total 100 100 
     Source: Primary Data 

  It is clear from Table 7 reveals that, out of 100 families of respondents, 35 have just 3 

members, where, there are 3 to 5 members in the families of 40 respondents, 25 

respondents have a family of more than 5 members. Therefore, it is concluded that the 

families of 3 - 5 members. 

 
Chi - Square Test 

 The chi - square (X2) test is one of the simplest and most widely used non - parametric 

statistical tools. The symbol X2 is the Greek letter chi. The X2 test was first used by Karl 

Pearson in the year 1900. The quantity X2 describes the magnitude of the discrepancy 

between theory and observation. It is defined and calculated with the following formula: 

(O - E)2 

x2 = ∑ E 

Where O refers to the observed frequencies and E refers to the expected frequencies. 

 
Analysis of Buying Behaviour 

Age of the Respondent 

 Age of the respondent is an important factor, which influences the level of 

satisfaction. For this purpose the null hypothesis that the age of the respondents does not 

influence their attitude towards the Online Using has been framed. 

 
Table 8 Age of the Respondents and Using Online 

Level of Involvement 
 

Age 

Number of Respondents  
Total Low Medium High 

Less than 30 18 60 9 87 
30-40 0 24 6 30 
40-50 6 6 9 21 
More than 50 3 9 0 12 

Total 27 99 24 150 
 Source: Primary Data 

 In order find out the relationship between age and level of satisfaction the researcher 

has applied the chi - square test and the result is presented below; 
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Degrees of Freedom    : 6 

Table value of chi - square at 5% level  : 12.592 

Calculated value of chi – Square   : 4.423 

 As the calculated value of chi - square is more than the table value the null hypothesis 

that the age of the respondent does not influence their attitude towards the Using Online. 

Therefore, it is concluded that the age of the respondent influence their attitude towards 

the Online Using and Online purchase. 

 
Educational Qualification of the Respondents 

 Educational qualification of the respondents is an important factor which influences 

the level of satisfaction. For this purpose the null hypothesis, that the educational 

qualification of the respondents does not influence their attitude towards the Online 

usage. 

 
Table 9 Educational Qualification of the Respondents and Online Usage 

Level of Involvement 
 

Education 

Number of Respondents 
 

Total Low Medium High 

Up to school level 6 15 3 34 
UG 9 42 12 63 
PG 9 36 9 54 
Any other 3 6 - 9 

Total 27 99 24 100 
 Source: Primary Data 

 In order to find out the relationship between the educational qualification and the 

level of satisfaction the researcher has applied the chi - square test and the result is 

presented below: 

Degrees of freedom     : 6  

Table value of chi - square at 5% level  : 12.592 

Calculated value of chi - square   : 4.423 

 As the calculated value of chi - square is less than the table value the null hypothesis 

that the educational qualification of the respondents does not influence in Online 

Purchase is accepted. Therefore, it is concluded that the educational qualification of the 

respondents does not influence their attitude towards the Online Usage. 

 
Garet’s Ranking Techniques 

Online Preference for the Online Websites 

 
Table: 10 Weighted average ranking for order of preference for the Online Websites 

 Total Total Score Was Rank 

Amazon. In 100 1632 8.16 1 

Flipkart.com 100 1447 7.24 3 

Snapdeal.com 100 1465 7.33 2 

Paytm.com 100 1104 5,52 4 

EBay. In 100 1098 5.49 5 
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Jabong.com 100 900 4.95 6 

Myntra.com 100 877 4.39 8 

Shopclues.com 100 806 4.01 10 

Pepperfry.com 100 813 4.07 9 

Googlife.com 100 887 4.44 7 

Source: Primary Data     WAS: Weighted Average Score 

 The above table shows that online buyers preference of different online shopping 

websites. Amazon. In online shopping websites is the most preferred online shopping 

website in the study area with the mean score of 8.16. Snapdeal.com got second ranking 

in consumers‘ preference, Flipkart.com occupy third rank with the mean score of 7.24, 

Paytm.com secured fifth rank, Goodlife.com secured fifth rank and Shopclues.com 

secured tenth rank. 

 
Online Preference for the Products 

 
Table: 11 Weighted Average Ranking for Order of Preference for the Products 

 Total Total Score WAS Rank 

Electronic products 100 1735 8.68 1 

Clothes 100 1203 6.02 5 

Music softwars 100 1011 5.06 10 

Books 100 1159 5,08 7 

Cosmetics 100 1267 6.34 2 

Jewellery 100 1204 6.02 4 

Gifts 100 1099 5.50 8 

House wares 100 1080 5.40 9 

Tickets 100 1183 5.92 6 

Food items 100 1254 6.27 3 

Source: Primary Data    WAS: Weighted Average Score 

 The above table shows that Electronic products are mostly preferred by the online 

buyers with the total score of 1735 and mean score of 8.60, the second preference goes to 

Cosmetic & jewellery with the total score of 1267 and mean score of 6.34 followed by 

Food section, gift products, cloths, and tickets got third, fourth and fifth rank respectively 

and the last ranks goes to Music Software with the total score of 1011 and mean score of 

5.06. 

 
Conclusion 

 Majority of e-user are using e-marketing based on their requirement, although with 

less frequency. The consumers buy through e-Marketing because of saving in transaction 

time, easy of finding products online, easy to comparison, door step delivery and 

convenience in payment. People have hesitations in using e-services due to security 

concerns, lack of physical approach towards product offered, delays in product delivery 

along with price & quality concerns. More-over people are more resistant to change & not 

easily adaptable to newer te chnology. With respect to the satisfaction level, majority 

respondents were partial satisfied with different dimensions of Online transaction done 

in the past except after sales support. 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

Page | 70                                 Shanlax International Journal of Commerce 

 
Reference 

1. Dubrovski, D. (2001). The role of consumer satisfaction in achieving business 

excellence. Total Quality Management. Adrita Goswami et.al, Customer 

Satisfaction towards Online Shopping with Special  

2. Ahn, T., Ryu, S., Han, I. (2004). The Impact of the Online and Offline Features on 

the User Acceptance of Internet Shopping Mall. Electronic Commerce Research 

and Applications, 3 (4), 405-420. 

3. Syed Shah Alam, Norjaya Mohd. Yasin (2010) Journal of Marketing Development 

and Competitiveness 5(1), 71-78 

4. Al Kailani, M., & Kumar, R. (2011). Investigating Uncertainty Avoidance and 

perceived Risk for Impacting Internet Buying: A Study in Three National 

Cultures. International Journal of Business and Management, 6(5), 76-92. 

5. Reference to Teenage Group of Jorhat Town Paripex - Indian Journal of Research, 

Vol:3, Issue: 4, May 2013, pp-239-241. 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

                    Sourashtra College, Madurai Page | 71  DMG 2017 

 

 

 
Mrs. V.Parameswari 

Ph. D, Research Scholar in Commerce, Sri GVG Visalakshi College for Women, Udumalpet 
 

Dr.N.Lakshmi 

Associate Professor of Commerce, Sri GVG Visalakshi College for Women, Udumalpet 

 
Abstract 
 Intra day trader refers to a stock trader who opens and closes a position in a security, currencies and 
commodities in the same trading day. Traders who participate in intra-day trading are also called as “Day 
traders”. The objective of the study is to investigate the trading preference of 50individual day traders of 
Pollachiare selected using convenient sampling technique. The analysis is based on the primary data collected 
through questionnaire. The data are analysed using Percentage analysis and Chi-Square test. The study reveals 
that out of 50 sample individual day traders 27 day traders prefer to trade on equity. The Chi Square test infers 
that there exist no association between gender, age with the level of trading preference on equity of the sample 
individual day traders. 
Keywords: Equity, Individual day traders, Trading Preferences 

 
Introduction 

 Capital market plays a vital role in promoting and existing the savings through 

channelize into effective investments. Thus capital market will highly contribute towards 

speedy economic growth and development .The Indian capital market has come a long way 

from trading under the Banyan tree to internet trading. Various trading option (equity, 

derivatives, currencies and commodities) are available in the capital market and an investor 

or a trader should choose the right products based upon the needs, skill and time for active 

trading. Equity is a volatile instrument. It is an appropriate avenue for a trader who is 

prepared to take risks in order to generate higher returns. The trends in equity market are 

reflected in the movement of the equity indices and the volume of the trading activity. 

During 2015-16, Indian equity markets remained mild mainly on account of the uncertainty 

in global equity markets in August 2015.Based on duration of stock holding, the different 

types of stock trading can be classified as Day trading, Short term trading, Medium trading 

and Long term trading. Day trading refers to buying and selling of securities within the 

same trading day such that all positions will be closed before the market close of the trading 

day. In Intraday Trading the trader can sell shares within seconds, minutes and hours and 

all the shares bought with the Intra-day option should be sold 30 minutes prior to the 

closing time. The intra-day is continues to grow and represents a sizeable portion of trading 

volume. The increasing accessibility of convenient trading there are many opportunities for 

intra- day traders. The intra-day trading trends in the market during June 2014, Sensex 

recorded an intraday high of 25,725.1 on June 11, 2014 and an intraday low of 24,270.0 on 

June 02, 2014. 

 
 
 

A STUDY ON INDIVIDUAL DAY TRADERS TRADING PREFERENCES 
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Review of Literature 

 Petra Halling (2008) had examined day traders characteristics and equity day trading 

performance using data from an Austrian discount broker from January 2001 to July 

2007. It was observed that, 16708 investors in the sample out of 22776 (73%) trade in 

equity. Education plays a role explore investment performance of equity day traders. It 

was observed that degree holders achieve 81% on average over a day trading and non-

academic generate 78% day trading It was also revealed that, net performance become 

positive which indicating that men were more aware of the impact of transaction cost on 

performance. 

 Wei-Yu-Kuo (2012) had examined individual day traders level of confidence and trading 

performance based on the data from October 8, 2007 to September 30,2008.The analysis 

had identified that, individual day traders were more cautious and less overconfident 

than institutional day traders in long position. Overconfidence of the individual day 

trader becomes hazardous in losing trader and winning trader. Trading experience has a 

direct impact on number of trades while less impact on earnings. 

 Robin K.Chou (2015) investigated investment strategies of individual day traders in the 

Taiwan Index Futures market, along with their impact on market liquidity and volatility. 

The results indicated that a tendency among most individual day traders to behave as 

irrational contrarian traders and most individual day traders provide market liquidity 

by reducing the bid‐ask spread, temporary price volatility, and the temporal price 

impacts. It was concluded that, day trading destabilizes the market, exacerbating market 

volatility. 

 
Statement of the Problem  

 Due to advances in computer and communication technology , coming together on 

internet are destroy geographical boundaries and expand the trading very transparent to the 

day trader across the nation boundaries. Attention to detail market data reflect some of the 

complex trading behaviour on trading decisions. The volatility in the market in recent 

years is seen a positive for day traders. The day traders can take trading decisions in terms 

of preference, safety, profitability, risk, time etc. The traders preference may differ based on 

demographic variables, psychology variables etc. Every trader must know their unique 

profile, risk and make trading decision. So, the present study is made an attempt to find out 

the trading preference of individual day traders. 

 
Objectives of the Study 

 To assess the demographic factors of the individual day traders. 

 To find out the trading preferences of the individual day traders. 

 
Hypothesis of the Study 

 There is no significant association between gender and the level of trading preference 

on equity. 

 There is no significant association between age and the level of trading preference on 

equity. 
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Research Design 

Sampling area Pollachi 

Sampling unit Individual day traders 

Sample size 50 

Sampling method Convenient 

Source of data Primary data -Questionnaire 

Analysis Techniques Percentage analysis, Chi square test 

 
Findings of the Study 

 
Table No 1 Distribution of Demographic Factors of the Sample Individual Day Traders 

S.No Demographic Variables Category Frequency(N=50) Percentage 

1. Gender 
Male 43 90 

Female 7 10 

2. Age 

Below 25 8 24 

26-40 12 16 

41-65 28 54 

Above 66 2 6 

3. Marital Status 
Married 38 76 

Unmarried 12 24 

4. Educational Qualification 

Up to HSC 9 18 

Under Graduate 25 50 

Post Graduate 13 26 

Others 3 6 

5. Occupation 

Employee 20 40 

Business 13 28 

Professional 4 6 

Agriculturist 4 10 

Student 2 4 

Retired 5 8 

Housewife 2 4 

6. Annual Income 

Below Rs.250000 23 44 

Rs.250001-
Rs.500000 

17 40 

Rs.500000-
Rs1000000 

8 12 

Above Rs.1000000 2 4 

Source: Primary data  

 It is found that the gender -wise classification of the day traders out of 50 day traders 43 

are male and 7 are female. Majority of the day traders are male. The age-wise classification 

of the day traders reveals that 8 belong to the age-group of below 25 years, 12 day traders 

are belong to the age-group of 26-40 years, 28 are belong to the age -group 41-65 years and 2 

day traders are belong to the age group of above 66 years. Majority of the day traders belong 

to the age group of 41-65 years. 38 individual day trader are married and 9 are unmarried. 

Majority of the day traders are married. Out of 50 sample day traders 9 day traders 

education level with upto Higher Secondary School, 25 are under graduate,13 are post 

graduate and 3 are had their education level like diploma, etc.,. Majority of the day traders 
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are under graduate. Out of 50 Sample day traders 20 are employee, 13 are business, 4 are 

professional and agriculturist respectively, 2 are student, 5 are retired and 2 are housewife. 

Majority of the day traders are employee.23 day traders are earning annual income below 

Rs.250000, 17 earns an annual income of Rs.250001-Rs.50000, 8 earns an annual income of 

Rs.500000-Rs.1000000 and 2 earns an annual income are Above Rs.1000000. Majority of the 

day traders annual income are below Rs.250000. 

 
Table No 2 Distribution of Trading Preference of the Sample Individual Day Traders 

Trading option No. of Respondents (N=50) Percentage 

Equity 27 54 

Derivative 10 20 

Currency 5 10 

Commodity 8 16 

Level of Preference on Equity No. Of Respondents (N=50) Percentage 

Very high 27 54 

High 12 24 

Neutral 6 12 

Low 3 6 

Very Low 2 4 

Source: Primary data 

 
Table No.3: Gender and Level of Trading Preference on Equity 

Variable 
Level of Preferences 

Total 
Very High High Neutral Low Very Low 

Gender 
Male 15 13 10 1 4 43 

Female 3 1 1 1 1 7 

Total 18 14 11 2 5 50 

Hypothesis: There is no significant association between gender and the level of preference 

Level of significance :  5% 

Degree of freedom  : 4 

Calculated value : 3.17 

Table value  : 9.49 

 Since the calculated value is lesser than table value at 5% level, accept the hypothesis. 

Thus the Chi square test infers that gender is not significantly associated with the level of 

preference on equity for the individual day traders.  

 
Table No 4 Age and Level of Trading Preference on Equity 

Hypothesis: There is no significant association between age and the level of preference. 

Level of significance :  5% 

Variable 
Level of Preferences Total 

 Very High High Neutral Low Very Low 

Age 

Below 25 4 2 1 1 0 8 

26-40 5 3 2 1 1 12 

41-65 10 10 6 0 2 28 

Above 66 1 1 0 0 0 2 

Total 24 16 9 2 3 50 
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Degree of freedom : 12 

Calculated value  : 5.68 

Table value  : 21.03 

 Since the calculated value is lesser than table value at 5% level, accept the hypothesis. 

Thus the Chi square test infers that age is not significantly associated with the level of 

preference on equity for the individual day traders.  

 
Limitations of the Study  

 The study is confined to Pollachi town only. 

 The study is confined to individual day traders only. 

 The study is limited to 50 individual day traders. 

 
Suggestions 

 Induce more number of female day traders to take part in intra-day trading. Improve the 

level of preference of the day traders with regard to various avenues of the market. It is 

found that most of the day traders are of age group of 41-65 and majority are employees it 

will take into consideration by the institutions dealing in the market and attract more of 

them to trade in intra-day trading 

 
Conclusion 

 The study is an attempt to find out the individual day traders trading preference on 

equity. The study reveals that out of 50 sample individual day traders 27 day traders prefer 

to trade on equity. To conclude that the gender, age is not associate with the level of trading 

preference on equity of the sample individual day traders. The trading behaviour of day 

trader depend mainly on preference, awareness and knowledge. Further an comparative 

research can be taken to understand the trading preference of the individual day traders, 

institutional day traders and foreign day traders. 
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Abstract 
 One of the major challenges which banks face is streamlining the HR in the face of the rapid changes in the 
economy, and market conditions. There is already a crisis of talent. This study mainly focuses on the behavioral 
competencies of the employees and its contributions to the growth of the bank. In this context of constant 
transformation and quest for excellence these banks have to have a multipronged strategy to survive in the 
market. One of the most interesting areas of development would naturally be to start from within the Banks by 
improving the quality of workforce. To find the conclusion with the application of statistics tools are applied for 
in this paper. This study tries to probe a very important dynamic aspect of human nature i.e emotions and its 
management in the workplace context. 
Keywords: Organization, Banks, Employee, etc., 

 
Introduction  

 In a Business Environment that is extremely volatile, banks are always searching for 

answers and means to create a workforce with competencies that will make them globally 

competitive. In the Indian Banking scenario a huge expansion is taking place particularly in 

the private sector banks. Expansion is taking place in multiple moves; one is there is physical 

expansion; distribution, increased number of branches, automated teller machine (ATM), 

network. But importantly, there is another expansion which is taking place is that the 

product in the service range of the private sector banks is becoming bigger, more complex 

and more relevant to the dynamic economy in which we are today. One of the major 

challenges which banks face is streamlining the HR in the face of the rapid changes in the 

economy, and market conditions. There is already a crisis of talent. This study mainly 

focuses on the behavioral competencies of the employees and its contributions to the growth 

of the bank. 

 
Organizational Climate  

 Climate can be defined as the ‗incumbents perceptions of the events, practices 

procedures and kinds of behavior that get rewarded supported and expected in a setting‗ 

(Schneider1990; pg.384). The climate of an organization refers to those aspects of the 

environment that are consciously perceived by the organizational members (Am strong 

2003). In short it refers to how members of the organization perceive it as they go about their 

daily business. Reichers and Schneider (1990.pg.22) defined organizational climate as shared 

perceptions of the way things are around here‗. 

 

IMPACT OF EMOTIONAL INTELLIGENCE ON ORGANIZATIONAL 

CLIMATE AND ORGANIZATIONAL CITIZENSHIP BEHAVIOR  

IN PRIVATE SECTOR BANKS 
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Organizational Citizenship Behavior 

 Organizational citizenship behavior (OCB) has become a major construct in the fields of 

the psychology and management and received a great deal of attention in the literature 

(Bateman and Organ, 1983). Organizational citizenship behavior ―represents individual 

behavior that is discretionary, not directly or explicitly recognized by the formal reward 

system, and in the aggregate promotes the efficient and effective functioning of the 

organization‖ (Organ, 1988, p. 4). Most of the studies examining the structure of OCB have 

agreed that it is a multidimensional concept (e.g. Graham, 1989; Moorman and Blakely, 1995; 

Organ, 1988; Podsakoff et al., 1990). Graham (1989), for example, proposed a four-dimension 

model of OCB consisting of: interpersonal helping, individual initiative, personal industry, 

and loyal boosterism. 1995). 

 
Private Banks in India 

 It is well documented in economic literature that financial development makes 

fundamental contributions to economic growth. Private Banks are one of the main 

participants of the financial system in India. Past experiences also provide sample support to 

this fact. In theory it goes back to Schumpeter (1911) who argued that well functioning 

banks are able to identify innovative entrepreneurs that allow funds being channeled to the 

most promising investment projects. Indian banking has worked up to the competitive 

dynamics and is addressing the relevant issues to take the multifarious challenges of 

globalization. These private banks are futuristic and proactive players who are constantly 

reorienting their strategies to bring about total systemic transformation. In this context of 

constant transformation and quest for excellence these banks have to have a multipronged 

strategy to survive in the market. One of the most interesting areas of development would 

naturally be to start from within the Banks by improving the quality of workforce. This 

study tries to probe a very important dynamic aspect of human nature i.e emotions and its 

management in the workplace context. 

 
Establishment of Modern Banks 

 Due to the advent of the East India company, the indigenous banking declined in the 

18th century. The first joint stock bank—the Hindustan Bank—was established in 1770 by 

the Alexander and company at Calcutta but it was liquidated in 1832. The Bengal Bank was 

established in 1785 and the General Bank of India in 1786. Both the banks, however, failed by 

1791. The first Presidency bank was established in Calcutta in 1806 in the name of Bank of 

Calcutta and was renamed as the Bank of Bengal in 1809. The other two Banks—the Bank of 

Bombay and the Bank of Madras —were established in 1840 and 1843 respectively. Most of 

the government business was done by these banks. In 1865, the Allahabad bank was 

established under European Management. The Commercial Bank, established in 1881, was 

the first purely Indian Bank. It was followed by the Punjab National Bank in 1894 and the 

people‗s Bank in 1901. In addition to this, a few banks like the Bank of India (in 1906), the 

Indian Bank (in 1907), the Bank of Baroda (in 1908). The Central Bank of India (in 1911),were 

also established by the Indians. In the early 1990‗s, the then Narsimha Rao government 

embarked on a policy of liberalization licensing a small number of private banks. These 
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came to be known as New Generation tech-savvy banks, and included Global Trust Bank 

(the first of such new generation banks to be set up), which later amalgamated with Oriental 

Bank of Commerce, Axis Bank(earlier as UTI Bank), ICICI and HDFC. This move, along with 

the rapid growth in the economy of India revitalized the banking sector in India, which has 

seen rapid growth with strong contribution from all the three sectors of banks, namely, 

government banks, private banks and foreign banks. 

 
Review of Literature 

 Sanjay Kumar Singh (2009) meta-analyzes available research findings on Emotional 

Intelligence to develop a framework to be used by industry practitioners in the paper 

Leveraging Emotional Intelligence for managing Executive‗s Job Stress: A Framework.‗  

Kavita Singh (2008) discusses the link between Emotional Intelligence and Work place 

Effectiveness in an article by the same title. Mamta Mohapatra and Abhinav Gupta (2010) 

explore the relationship between Emotional Intelligence , Work Values and Internal Locus of 

Control among working executives taking the case of Indian public Sector organization in 

their work Relationship of Emotional Intelligence with Work Values & Internal Locus of 

Control: A Study of Managers in a Public Sector Organization.‗ Findings of this study 

suggest a high correlation between work-values and all factors of Emotional Intelligence. 

The study also shows that executives internal locus of control has a significant correlation 

with factors such as managing emotions in self, social skills and utilizing emotions. In the 

article Emotionally Intelligent Managers & Transformational Leadership Styles‗ Omar Bin 

Sayeed & Meera Shanker (2009) examines multivariate relationships between Emotional 

Intelligence and Transformational Leadership dimensions. The canonical correlation 

between Emotional Intelligence and Transformational leadership dimensions revealed 

significant relationships. The paper Emotional Intelligence & Managerial Effectiveness: Role 

of Rational Emotive behavior Nivedita Srivastava & Sreekumar K.Nair (2010) undertakes an 

empirical study to see the influence of emotional Intelligence and rational emotive behavior 

on managerial effectiveness.  

 
Objective of the Study 

1. To explore the impact of Emotional Intelligence on Organizational Climate.  

2. To investigate the impact of Emotional Intelligence on Organizational Citizenship 

Behavior  

3. To scrutinize the relationship between Organizational Climate and Organizational 

Citizenship Behavior.  

 
Research Gap  

 There is no study connecting the three organizational variables - Emotional intelligence 

(EI), organizational Climate (OC) and Organizational citizenship behavior (OCB) - together. 

There is a huge research gap in this area and therefore this research attempts to cover that by 

understanding the relation between employee Emotional Intelligence (EI) and 

Organizational Climate (OC) and Organizational citizenship behavior (OCB). 
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Data Analysis 

 Data Analysis was done using the SPSS software. The chi square test, Anova T test 

correlation, regression and multiple regression analysis was used to find the relationship 

between the variables of Emotional Intelligence, Organizational Climate and Organizational 

Citizenship behavior. 

 
Data Acquisition  

 Data Acquisition is through Primary and Secondary sources. The Primary Sources of 

Data Collection are the Questionnaire and the In Depth Interviews. The Secondary Sources 

of Information are from Annual Reports, Company Manuals and brochures, Articles, 

Internet Sources, books, periodicals, guides and directories, Journal and Newspaper. 

 
Hypothesis  

 H0: There is no relationship between demographic variables (age) of the employee and 

Emotional Intelligence 

 H1: There is a relationship between demographic variables (age) of the employee and 

Emotional Intelligence Exploring the relation between age and Emotional Intelligence can 

provide some useful thought provoking insights. 

 Hypothesis: H0: Organizational Climate has no impact upon Organizational Citizenship 

Behavior. 

 H1: Organizational Climate has a strong positive impact upon Organizational 

Citizenship Behavior. 

 
Tools of Data Collection 

Personal Interview Method 

 The personal Interview was conducted both in a structured and unstructured format and 

was used for the exploratory research, problem definition, Questionnaire designing, and 

interpretation of the qualitative research outcomes. 

 
Limitations of the Research 

 Since the sample has been totally taken from the Private Indian banks cultural variations 

could occur across different countries. Differences in values, attitudes, motivations and 

perceptions could give different results. This study is focused mainly on Private Banks and 

can be replicated across several industries to get a more holistic picture of the influence of 

Emotional Intelligence on the Organizational Climate and consequently its impact on 

Organizational Citizenship Behavior. Public Sector Banks as well as Foreign Banks too were 

not considered in this study. 

 
Demographic Variables & Emotional Intelligence 

Age and Emotional Intelligence 

Hypothesis Testing 

 H0: There is no relationship between demographic variables (age) of the employee and 

Emotional Intelligence 
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 H1: There is a relationship between demographic variables (age) of the employee and 

Emotional Intelligence Exploring the relation between age and Emotional Intelligence can 

provide some useful thought provoking insights. 

 
Table Showing the Descriptive Statistics of Age and Emotional Intelligence 

 

 
N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 
Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Below 

25 
175 3.23 1.015 .077 3.08 3.39 1 5 

26-35 211 3.27 .848 .058 3.16 3.39 1 5 

36-45 197 3.24 .808 .058 3.13 3.36 1 5 

Above 

45 
119 3.36 .849 .078 3.20 3.51 1 5 

Total 702 3.27 .881 .033 3.20 3.33 1 5 

 The mean Emotional Intelligence inferred from the descriptive statistics in Table 4.04 

shows that there is not much Difference in the Emotional Intelligence because of Age The 

mean values are 3.23 for employees below 25, 3.27 for employees between 26-35, 3.24 for 

employees between the age group of 36-45 and 3.27 for those above 45years. 

 
ANOVA – Relation between Age and Emotional Intelligence 

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.250 3 .417 .535 .658 

Within Groups 543.307 698 .778   

Total 544.556 701    

 The Anova conducted on 702 (2 did not respond) samples who responded shows that 

the calculated p value is .658 which is more than the level of significance .05. Hence we 

accept the null hypothesis and reject the alternate hypothesis. 

 
Inference 

 There is no difference in Emotional Intelligence due to differences in age. 

 
Organizational Climate and Organizational Citizenship Behavior 

Introduction  

 Private Banks which face severe competition have to create a conducive work 

environment to agument the employee productivity. This is possible only through a 

committed talented workforce that is ready to give more than their role demands. Employee 

development, Employee Engagement and fostering and encouraging Organizational 

Citizenship Behavior is the means through which the Banks can create the extra advantage 

to be ahead in the race. The loyalty, initiative of the internal customers i.e the employees is 

an area that should be of prime importance to any modern Bank. 
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 Organizational Citizenship Behavior is discretionary in nature sometimes not recognized 

by the formal reward system and not a part of the formal job requirement. It however acts as 

lubricant for the entire organizational system to function smoothly and efficiently. The 

impact of Organizational Citizenship Behavior on organizational output at both group and 

individual levels has been empirically established. Since it is an established fact that 

Organizational Citizenship Behavior affects efficiency and productivity it would be 

desirable to study the factors that affect Organizational Citizenship Behavior. 

 
Impact of Organizational Climate upon Organizational Citizenship Behavior 

 Hypothesis: H0: Organizational Climate has no impact upon Organizational Citizenship 

Behavior. 

 H1: Organizational Climate has a strong positive impact upon Organizational 

Citizenship Behavior. This shows that good Organizational Climate is an important 

condition for employees to exhibit positive Organizational Citizenship Behavior This shows 

that good Organizational Climate is an important condition for employees to exhibit positive 

Organizational Citizenship Behavior. 

 
Organizational climate (OC)* organizational citizenship behavior (OCB) 

 
OCB  

lo ocb hi ocb Total 

OC 
Poor OC 

Count 184 28 212 

 

% within oc 86.8% 13.2% 100.0% 

Good OC Count 10 482 492 

 

% within oc 2.0% 98.0% 100.0% 

Total 
Count 194 510 704 

% within oc 27.6% 72.4% 100.0% 

 
Chi-Square Tests (OC & OCB) 

 Value df 
Asymp. Sig. 

(2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 533.191a 1 .000   

Continuity Correction 528.954 1 .000   

Likelihood Ratio 565.710 1 .000   

Fisher's Exact Test    .000 .000 

Linear-by-Linear Association 532.434 1 .000   

N of Valid Cases 704     

 The Chi square value is also significant as can be seen in the table as the p values are less 

than .05. 

 Inference Drawn: Accept Alternate hypothesis that Organizational Climate has strong 

positive impact upon Organizational Citizenship Behavior. The regression equation derived 

shows the impact level. 
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Conclusion 

 Today‗s Banks operate in an increasingly uncertain and tumultuous global market 

economy that requires employees to demonstrate complex and multidimensional thinking, 

requiring traditional analytic or linear thinking skills, as well as more nonlinear modes such 

as intuition, insight, emotional assessments, creative thinking, and perceptual flexibility. 

 This study looks into one such nonlinear behavioral skill i.e. Emotional Intelligence, a 

recent addition to Organizational Literature. An attempt has been made to understand the 

impact of Emotional Intelligence on Organizational Climate and the resulting impact it has 

on the final outcome Organizational Citizenship Behavior and its relevance to Private Sector 

Banks. 
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Abstract  
 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 way in which digital marketing has developed since the 1990s and 2000s has changed the way brands and 
businesses utilize technology and digital marketing for their marketing. Digital marketing campaigns are 
becoming more prevalent as well as efficient, as digital platforms are increasingly incorporated into marketing 
plans and everyday life, and as people use digital devices instead of going to physical shops. Digital marketing 
techniques such as search engine optimization (SEO), search engine marketing(SEM), content marketing, 
influencer marketing, content automation, campaign marketing, data-driven marketing and e-commerce 
marketing, social media marketing, social media optimization, e-mail direct marketing, display advertising, e–
books, optical disks and games, are becoming more and more common in our advancing technology. In fact, this 
extends to non-Internet channels that provide digital media, such as mobile phones (SMS and MMS), callback 
and on-hold mobile ring tones. 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 
media growth is estimated at 4.5 trillion online ads served annually with digital media spend at 48% growth in 
2010. An increasing portion of advertising stems from businesses employing Online Behavioural Advertising 
(OBA) to tailor advertising for internet users, but OBA raises concern of consumer privacy and data protection. 
In this paper we find for Non-Linear Marketing Approach, Use in Digital Era, Brand Awareness, Latest 
Development and Strategies, Advantages and Limitations 
Keywords: Marketing, Strategy, Social Media 

 
Introduction 

Digital marketing seems to be in a constant 

state of flux. With new marketing platforms 

emerging seemingly every day, it‘s a challenge 

for marketers just to keep up with the latest up-

and-coming social networks to stay ahead of the 

curve, let alone stay on top of the emerging 

echnologies and strategies that promise to make 

your marketing more targeted than ever. Solely 

internet-based retailers are also entering the 

market, and some are establishing 

corresponding store-based outlets to provide 

personal services, professional help, and tangible experiences with their products. This leads 

to the idea of "endless aisle" within the retail space, as retailers can lead consumers to 

SURVEY ON RECENT TREND IN DIGITAL MARKETING 

https://en.wikipedia.org/wiki/Umbrella_term
https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/Display_advertising
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purchasing products online that fit their needs without having to carry the inventory within 

the physical location of the store. 

 
Non-Linear Marketing Approach 

In an ever more complex retail environment, 

customer engagement is essential but also 

challenging. Retailers must shift from a linear 

marketing approach of one-way communication 

to a value exchange model in which there is a 

two-way mutual dialogue and benefit-sharing 

between provider and consumer. Exchanges are 

more non-linear, free flowing and both one-to-

many or one-on-one. The spread of information 

and awareness can occur across numerous 

channels such as the blogosphere, YouTube, Facebook, Instagram, Snapchat, Pinterest, and a 

wide variety of other platforms. Online communities and social networks allow individuals 

to easily become creators of their own content and publicly publish their opinions, 

experiences, thoughts and feelings about many topics and products, hyper-accelerating the 

diffusion of information. The Nielsen Global Connected Commerce Survey conducted 

interviews in 26 countries to observe how consumers are using the Internet to make 

shopping decisions in stores and online. They reported that due to the internet and e-

commerce, shoppers are increasingly looking to purchase internationally, with over 50% in 

the study who purchased online in the last six months stating they bought from an overseas 

retailer. Using an omni-channel strategy is becoming increasingly important for enterprises 

to adapt to the changing expectations of consumers who are wanting ever-more 

sophisticated offerings throughout the purchasing journey, in which the internet is 

becoming an essential component. Retailers are increasingly focusing on their online 

presence, including online shops that operate alongside existing store-based outlets. An 

omni-channel approach not only benefits consumers but also benefits business bottom line 

as research suggests that customers spend more than double when purchasing through an 

omni-channel retailer as opposed to a single-channel retailer, and are often more loyal. This 

could be due to the ease of purchase and the wider availability of products in an omni-

channel approach. Customers are often researching online and then buying in stores and 

also browsing in stores and then searching for other options online. Online customer 

research into products is particularly popular for higher-priced items as well as consumable 

goods like groceries and make up. Consumers are increasingly using the internet to look up 

product information, compare prices and search for deals and promotions. 

 
Use in Digital Era 

There are a number of ways brands can use 

digital marketing to benefit their marketing 

efforts. The use of digital marketing in the digital 

era not only allows for brands to market their 

products and services but also allows for online 

customer support through 24/7 services to make 
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customer feel supported and valued. The use of social media interaction allows brands to 

receive both positive and negative feedback from their customers as well as determining 

what media platforms work well for them and has become an increased advantage for 

brands and businesses. It is now common for consumers to post feedback online through 

social media sources, blogs and websites feedback on their experience with a product or 

brand. It has become increasingly popular for businesses to utilize and encourage these 

conversations through their social media channels to have direct contact with the customers 

and manage the feedback they receive 

appropriately. 

Word of mouth communications and 

peer-to-peer dialogue often have a greater 

effect on customers, since they are not sent 

directly from the company and are 

therefore not planned. Customers are more 

likely to trust other customers‘ experiences. 

It is increasingly advantageous for companies to utilise social media platforms to connect 

with their customers and create these dialogues and discussions. The potential reach of 

social media is indicated by the fact that in 2015, each month the Facebook app had more 

than 126 million average unique users and YouTube had over 97 million average unique 

users. 

 
Brand Awareness 

1. Ease of Access 

 A key objective is engaging digital 

marketing customers and allowing them to 

interact with the brand through servicing 

and delivery of digital media. Information is 

easy to access at a fast rate through the use 

of digital communications. Users with access 

to the Internet can use many digital 

mediums, such as Facebook, YouTube, 

Forums, and Email etc. Through Digital communications it creates a Multi-communication 

channel where information can be quickly exchanged around the world by anyone without 

any regard to whom they are. Social segregation plays no part through social mediums due 

to lack of face to face communication and information being wide spread instead to a 

selective audience. This interactive nature allows consumers create conversation in which 

the targeted audience is able to ask questions about the brand and get familiar with it which 

traditional forms of Marketing may not offer.  

2. Competitive Advantage 

 By using Internet platforms, businesses can create competitive advantage through 

various means. To reach the maximum potential of digital marketing, firms use social media 

as its main tool to create a channel of information. Through this a business can create a 
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system in which they are able to pinpoint behavioral patterns of clients and feedback on 

their needs.[23] This means of content has shown to have a larger impingement on those who 

have a long-standing relationship with the firm and with consumers who are relatively 

active social media users. Relative to this, creating a social media page will further increase 

relation quality between new consumers and existing consumers as well as consistent brand 

reinforcement therefore improving brand awareness resulting in a possible rise for 

consumers up the Brand Awareness Pyramid. Although there may be inconstancy with 

product images; maintaining a successful social media presence requires a business to be 

consistent in interactions through creating a two way feed of information; firms consider 

their content based on the feedback received through this channel, this is a result of the 

environment being dynamic due to the global nature of the internet. Effective use of digital 

marketing can result in relatively lowered costs in relation to traditional means of 

marketing; Lowered external service costs, advertising costs, promotion costs, processing 

costs, interface design costs and control costs. 

3. Effectiveness 

 Brand awareness has been proven to work with more effectiveness in countries that are 

high in uncertainty avoidance, also these countries that have uncertainty avoidance; social 

media marketing works effectively. Yet brands must be careful not to be excessive on the use 

of this type of marketing, as well as solely relying on it as it may have implications that 

could negatively harness their image. Brands that represent themselves in an 

anthropomorphizing manner are more likely to succeed in situations where a brand is 

marketing to this demographic. "Since social media use can enhance the knowledge of the 

brand and thus decrease the uncertainty, it is possible that people with high uncertainty 

avoidance, such as the French, will particularly appreciate the high social media interaction 

with an anthropomorphized brand." Moreover, digital platform provides an ease to the 

brand and its customers to interact directly and exchange their motives virtually. 

 
Latest Development and Strategies 

One of the major changes that occurred in traditional 

marketing was the "emergence of digital marketing" 

(Patrutiu Baltes, Loredana, 2015), this led to the reinvention 

of marketing strategies in order to adapt to this major 

change in traditional marketing (Patrutiu Baltes, Loredana, 

2015). As digital marketing is dependen on technology 

 which is ever-evolving and fast-changing, the same features 

should be expected from digital marketing developments 

and strategies. This portion is an attempt to qualify or 

segregate the notable highlights existing and being used as of press time.  

1. Segmentation: more focus has been placed on segmentation within digital marketing, in 

order to target specific markets in both business-to-business and business-to-consumer 

sectors. 

https://en.wikipedia.org/wiki/Digital_marketing#cite_note-23
https://en.wikipedia.org/wiki/Technology
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2. Influencer marketing: Important nodes are identified within related communities, 

known as influencers. This is becoming an important concept in digital targeting. It is 

possible to reach influencers via paid advertising, such as Facebook Advertising or 

Google Adwords campaigns, or through sophisticated sCRM (social customer 

relationship management) software, such as SAP C4C, Microsoft Dynamics, Sage CRM 

and Salesforce CRM. Many universities now focus, at Masters level, on engagement 

strategies for influencers. 

 To summarize, Pull digital marketing is characterized by consumers actively seeking 

marketing content while Push digital marketing occurs when marketers send messages 

without that content being actively sought by the recipients. 

1. Online behavioral advertising is the practice of collecting information about a user's 

online activity over time, "on a particular device and across different, unrelated websites, 

in order to deliver advertisements tailored to that user's interests and preferences  

2. Collaborative Environment: A collaborative environment can be set up between the 

organization, the technology service provider, and the digital agencies to optimize effort, 

resource sharing, reusability and communications. Additionally, organizations are 

inviting their customers to help them better understand how to service them. This source 

of data is called User Generated Content. Much of this is acquired via company websites 

where the organization invites people to share ideas that are then evaluated by other 

users of the site. The most popular ideas are evaluated and implemented in some form. 

Using this method of acquiring data and developing new products can foster the 

organizations relationship with their customer as well as spawn ideas that would 

otherwise be overlooked. UGC is low-cost advertising as it is directly from the 

consumers and can save advertising costs for the organization. 

3. Data-driven advertising: Users generate a lot of data in every step they take on the path 

of customer journey and Brands can now use that data to activate their known audience 

with data-driven programmatic media buying. Without exposing customers' privacy, 

users' Data can be collected from digital channels (e.g.: when customer visits a website, 

reads an e-mail, or launches and interact with brand's mobile app), brands can also 

collect data from real world customer interactions, such as brick and mortar stores visits 

and from CRM and Sales engines datasets. Also known as People-based marketing or 

addressable media, Data-driven advertising is empowering brands to find their loyal 

customers in their audience and deliver in real time a much more personal 

communication, highly relevant to each customer‘s moment and actions.  

 An important consideration today while deciding on a strategy is that the digital tools 

have democratized the promotional landscape. 

1. Remarketing: Remarketing plays a major role in digital marketing. This tactic allows 

marketers to publish targeted ads in front of an interest category or a defined audience, 

generally called searchers in web speaks, they have either searched for particular 

products or services or visited a website for some purpose. 

2. Game advertising: Game ads are advertisements that exist within computer or video 

games. One of the most common examples of in-game advertising is billboards 
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appearing in sports games. In-game ads also might appear as brand-name products like 

guns, cars, or clothing that exist as gaming status symbols. 

 The new digital era has enabled brands to selectively target their customers that may 

potentially be interested in their brand or based on previous browsing interests. Businesses 

can now use social media to select the age range, location, gender and interests of whom 

they would like their targeted post to be seen by. Furthermore, based on a customer's recent 

search history they can be ‗followed‘ on the internet so they see advertisements from similar 

brands, products and services, This allows businesses to target the specific customers that 

they know and feel will most benefit from their product or service, something that had 

limited capabilities up until the digital era. 

 
Advantages and Limitations 

The whole idea of digital marketing can be a very important aspect in the overall 

communication between the consumer and the organization. This is due to digital marketing 

being able to reach vast numbers of potential consumers at one time. 

 Another advantage of digital marketing is that consumers are exposed to the brand and 

the product that is being advertised directly. To clarify the advertisement is easy to access as 

well it can be accessed any time any place. 

 However, with digital marketing there are some setbacks to this type of strategy. One 

major setback that is identified is that Digital marketing is highly dependent on the internet. 

This can be considered as a setback because the internet may not be accessible in certain 

areas or consumers may have poor internet connection. As well as digital marketing being 

highly dependent on the Internet is that it is subject to a lot of clutter, so it marketers may 

find it hard to make their advertisements stand out, as well as get consumers to start 

conversations about an organizations brand image or products. As digital marketing 

continues to grow and develop, brands take great advantage of using technology and the 

Internet as a successful way to communicate with its clients and allows them to increase the 

reach of who they can interact with and how they go about doing so, There are however 

disadvantages that are not commonly looked into due to how much a business relies on it. It 

is important for marketers to take into consideration both advantages and disadvantages of 

digital marketing when considering their marketing strategy and business goals. 

 An advantage of digital marketing is that the reach is so large that there are no 

limitations on the geographical reach it can have. This allows companies to become 

international and expand their customer reach to other countries other than the country it is 

based or originates from. As mentioned earlier, technology and the internet allows for 24 

hours a day, 7 days a week service for customers as well as enabling them to shop online at 

any hour of that day or night, not just when the shops are over and across the whole world. 

This is a huge advantage for retailers to utilise it and direct customers from the store to its 

online store. It has also opened up an opportunity for companies to only be online based 

rather than having an outlet or store due to the popularity and capabilities of digital 

marketing. Another advantage is that digital marketing is easy to be measured allowing 
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businesses to know the reach that their marketing is making, whether the digital marketing 

is working or not and the amount of activity and conversation that is involved. 

 With brands using the Internet space to reach their target customers; digital marketing 

has become a beneficial career option as well. At present, companies are more into hiring 

individuals familiar in implementing digital marketing strategies and this has led the stream 

to become a preferred choice amongst individuals inspiring institutes to come up and offer 

professional courses in Digital Marketing. A disadvantage of digital advertising is the large 

amount of competing goods and services that are also using the same digital marketing 

strategies. For example, when someone searches for a specific product from a specific 

company online, if a similar company uses targeted advertising online then they can appear 

on the customer's home page, allowing the customer to look at alternative options for a 

cheaper price or better quality of the same product or a quicker way of finding what they 

want online. 

 Some companies can be portrayed by customers negatively as some consumers lack trust 

online due to the amount of advertising that appears on websites and social media that can 

be considered frauds. This can affect their image and reputation and make them out to look 

like a dishonest brand. Another disadvantage is that even an individual or small group of 

people can harm image of an established brand. For instance Dopplegnager is a term that is 

used to disapprove an image about a certain brand that is spread by anti-brand activists, 

bloggers, and opinion leaders.  

 The word Doppelganger is a combination of two German words Doppel (double) 

and Ganger (walker), thus it means double walker or as in English it is said alter ego. 

Generally brand creates images for itself to emotionally appeal to their customers. However 

some would disagree with this image and make alterations to this image and present in 

funny or cynical way, hence distorting the brand image, hence creating a Doppelganger 

image, blog or content (Rindfleisch, 2016).  

 Two other practical limitations can be seen in the case of digital marketing. One, digital 

marketing is useful for specific categories of products, meaning only consumer goods can be 

propagated through digital channels. Industrial goods and pharmaceutical products cannot 

be marketed through digital channels. Secondly, digital marketing disseminates only the 

information to the prospects most of whom do not have the purchasing authority/power. 

And hence the reflection of digital marketing into real sales volume is skeptical. 

 
Conclusion 

 As a digital marketing virtuoso, one can talk to their customers via cell phones, excite 

their imagination with digital display masterpieces, delve into their psyches through search 

engine optimization (SEO) research, and intrigue them with email marketing that speaks to 

their own particular interests. Change is at the core of digital marketing, and undoubtedly 

one of the most challenging things about digital marketing is the rate at which tools and 

platforms adapt.  
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Abstract 
 Digital marketing campaigns are becoming more prevalent as well as efficient, as digital platforms are 
increasingly incorporated into marketing plans and everyday life and as people use digital devices instead of 
going to physical shops. The digital channel is used for promoting product and services and to reach consumers 
is called digital marketing. Technologies need to be opened and integration-ready, with more and more services 
in digital marketing 
Keywords: Technologies, brands, marketing, etc., 

 
Introduction  

Digital marketing means integrated communication made with customers using Digital 

Technologies. 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 way in which digital 

marketing has developed 

since the 1990s and 2000s has 

changed the way brands and 

businesses utilize technology 

and digital marketing for their 

marketing. Digital marketing 

campaigns are becoming more prevalent as well as efficient, as digital platforms are 

increasingly incorporated into marketing plans and everyday life and as people use digital 

devices instead of going to physical shops. Digital media growth is estimated at 4.5 trillion 

online ads served annually with digital media spend at 48% growth in 2010. An increasing 

portion of advertising stems from businesses employing Online Behavioral Advertising 

(OBA) to tailor advertising for internet users, but OBA raises concern of consumer privacy 

and data protection. This study identified the student‘s attitude towards digital marketing of 

goods and services 

 
Objectives 

1. To study the opinions of students about digital marketing and services. 

2. To present the findings of the study. 

3. To provide valuable suggestions. 

Sampling Design 

 Respondents were selected by using convenient sampling method. Questionnaire was 

prepared and responses collected from 100 respondents for the study purpose. 

A STUDY ON STUDENT’S ATTITUDE TOWARDS DIGITAL  

MARKETING AND ITS SERVICES 

https://en.wikipedia.org/wiki/Umbrella_term
https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/Display_advertising
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Analysis of the Study 

 The collected data were tabulated and analyzed. The results were presented in 

percentage. 

 
Table 1 Awareness about Digital Marketing 

Sl. No. Mode of Awareness No. of Respondents Percentage 

1. Television 14 14 

2. Radio 11 11 

3. News Paper 12 12 

4. Magazines 6 6 

5. Face book 30 30 

6. Internet 22 22 

7. Others 5 5 

 Total 100 100 

Source: Primary data 

 Table 1 reveals that the respondents got awareness about digital marketing through face 

book (30%), is the maximum. Next to face book, they knew about digital marketing only 

through internet. 

  

 
 

Table 2 Duration of Usage 

Sl. No. Duration No. of respondents Percentage 

1. Daily 10 10 

2. Weekly 13 13 

3. Monthly 22 22 

4 Only on occasions 55 55 

 Total 100 100 

Source: Primary data 

 It is inferred from table 2 Most of the respondents use the digital marketing services only 

on occasions (55%).This stands first and monthly usage stands in the second place. 
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Table 3 Details of Purchase 

Sl. No. Type of products No. of Respondents Percentage 

1. Books 28 28 

2. Electronic gazettes 52 52 

3. House hold appliances 12 12 

4. Others 8 8 

 Total 100 100 

 Source: Primary data 

 Table 3 shows that most of the respondents are preferred to buy the electronic gazettes 
(52%) through digital marketing next follows purchase of books (28%). 
 

 
 

Table 4 Opinion about Digital Marketing 

Sl. No. Opinion No. of Respondents Percentage 

1. Believe in digital marketing 21 21 

2. Helps to gain Knowledge & Skill 10 10 

3. Maintenance of secrecy 9 9 

4. 
Fastest way of marketing any 
products 

46 46 

5. 
Future business depends on digital 
marketing 

14 14 

 Total 100 100 

Source: Primary data 
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 Table 4 presents the various opinions about digital marketing and its services, in that the 

opinion ―Fastest way of marketing any products‖ stands first (46%). Respondents believe 

that future business depends on digital marketing (14%). 

 
Findings of the Study 

1. Respondents got awareness about digital marketing through face book (30%), is the 

maximum. 

2. Most of the respondents use the digital marketing services only on occasions (55%) 

3. The respondents are preferred to buy the electronic gazettes (52%) through digital 

marketing 

4. The various opinion about digital marketing and its services, in that the opinion 

―Fastest way of marketing any products‖ stands first (46%). Respondents believe that 

future business depends on digital marketing (14%). 

 
Uses of Digital Marketing 

 The whole idea of digital marketing can be a very important aspect in the overall 

communication between the consumer and the organization.  

 Digital marketing continues to grow and develop, brands take great advantage of 

using technology and the internet as a successful way to communicate 

 Digital marketing is that the reach is so large that there are no limitations on the 

geographical reach it can have. 

 Digital marketing is easy to be measured allowing businesses to know the reach that 

their marketing is making 

 Encouraging existing customers to switch to self-service technologies 

 
Drawback 

 Digital marketing is highly dependent on the internet. This can be considered as a 

setback because the internet may not be accessible in certain areas or consumers may 

have poor internet connection. 

 Digital marketing being highly dependent on the Internet is that it is subject to a lot 

of confusion 

 The marketers may find it hard to make their advertisements 

 
Suggestions 

 To motivate the usage of digital marketing and its services to the customers, the 

researcher suggests the following suggestions, 

1. The discount can be provided to the customers based on the age and profession. 

2. At least a part the amount collected by selling goods and services through digital 

marketing, should be given to the Government development projects.  
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Abstract 
 Digital marketing involves promoting products and services using various digital channels to reach 
consumers at the right time through their preferred channel. Digital Marketing facility opens several new 
golden opportunities to market out different kinds of goods & services of various industries. Local businesses 
can be easily converted into global by just developing and hosting website into the web servers. Any business 
can pick up an appropriate e-Marketing business model from the list of B2B, B2C, and C2C etc. e-Marketing 
also referred to as digital marketing, i-marketing, web-marketing, online marketing or internet marketing is the 
marketing of goods & services or services over the Internet. Digital marketing is the promotion of products or 
brands via one or more forms of electronic media and differs from traditional marketing in that it involves the 
use of channels and methods that enable an organization to analyze marketing campaigns and understand what 
is working and what isn’t – typically in real time. As Indian consumers turned to the Internet to tap into this 
explosion, Internet commerce has become an important business initiative. Organizations have become more 
serious about their Internet operations witnessing a sharp rise in online retailing activity. In this article the 
digital marketing is explained in nutshell with Indian and Tamil Nadu context, pros, cons and recent trends in 
digital marketing 
Key Words: Digital marketing, types of online marketing, biggest digital marketing, trends, Challenges, 
Advantages and disadvantages  

 
Introduction  

 The continuous and rapid revolution in the advancement of modern era has made every 

thing so comfortable for everyone and that is the reason why most of the people have fancy 

to use Internet because of its reliability, speed and performance. Along with message 

delivering through e-mail, seeking information through searching and browsing, a lot of 

people are using Internet for online shopping or e-commerce, which has evolved the field of 

Internet marketing and internet marketing experts have found a proficient way to find their 

potential customers. The term ―Internet marketing‖ also referred to as i-marketing, web 

marketing, online-marketing or e-Marketing, is the marketing of products or services over 

the Internet 

 Digital Marketing is the marketing of products or services over the Internet & it ties 

together creative and technical aspects of the Internet, including design, development, 

advertising and sale. 

 Digital marketing is used by companies selling goods and services directly to consumers 

as well as those who operate on a business to business model.  

 
Types of Online Marketing 

Types of online marketing are  

 Email Marketing  

 Blogging 

 Pay per click (PPC) marketing,  

DIGITAL MARKETING – AN OVERVIEW 
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 Social media marketing,  

 Digital Marketing 

 Viral Marketing 

 Email marketing is promoting products through the use of email. 

 Blogging as an ardent marketing tool has really blossomed in the last some years. 

Businesses, companies and even superstar now use blogging system for huge 

promotion 

 PPC 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 ―earn‖ those visits organically. Search engine advertising is one of the 

most popular forms of PPC. 

 Social media is very popular right now and it‘s only getting more popular. 

 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. 

 a method of marketing whereby consumers are encouraged to share information 

about a company's goods or services via the Internet. 

 
India’s Best Digital Marketing Companies 

 These marketers own brands that permeate every second of daily lives and who 

dominate spends in the country. And they've been ranked by a panel consisting of people 

from marketing companies and various marketing communications firms. So without 

further ado, here's a list of some of India's most innovative, visible, biggest and best 

marketing companies.  

 

Rank Company Name 

1 Vodafone 

2 Bharti Airtel 

3 Hindustan Unilever 

4 Cadbury 

5 Coca-Cola India 

 
Challenges of Digital Marketing 

 50% of companies use digital marketing, but don‘t have any firm strategies or plans in 

mind. No one advertising firm can rightly claim to have conquered the art of marketing in 

the digital age, and they probably never will. The Internet is constantly changing at a 

lightning-fast rate, so it can be hard to keep up with the latest consumer trends. Here are 

some of the biggest challenges facing of digital marketing in recent years.  

 
Meeting Consumer Expectations 

 Consumer-generated content can travel faster than ever before, and it‘s also highly 

influential in consumer decision-making: 80% of people say they do extensive online 

research before making a big purchasing decision, while nearly half 46% say they rely on 
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social media to do so. It‘s not just about knowing what consumers want, like, or need right 

now it‘s about anticipating trends and demands.  

 
Getting Consistent Results 

 Another 14% of digital marketers said their biggest issue in staying afloat of the 

advertising agency world is driving consistently successful campaigns that produce 

measurable outcome results, such as leads or revenue. Local businesses particularly need to 

focus on building local results.  

 
Multimedia Channels 

 Another of the most-cited challenges was the widening proliferation of channels across 

earned, owned, and paid media, say 13% of digital marketers. There are so many pages on 

the Internet that simply owning a website won‘t get anywhere. We also need to engage in 

paid content promotion as well as generate social sharing and word-of-mouth. Just like 

traditional business, it‘s the customers themselves who can often give you the best kind of 

promotions 

 
In Context of Tamilnadu  

 The major IT Hubs are almost all over India. Tamilnadu and Karnataka were the most 

wired states of India with the maximum number of towns from where from e Commerce 

originates. The survey results about Tamilnadu stood 3rd place in online shopping in 

Tamilnadu. 

 

State Ranking Rank 

1 Maharashtra 

2 Delhi 

3 Tamilnadu 

4 Rajasthan 

5 Karnataka 

 
Concepts of Digital Marketing 

 Digital marketing is considered as most innovative medium for businesses to promote 

their products or services targeting global market. The online marketing is worth of billion 

dollars and its growing at faster pace. Many leading business has experienced massive boost 

in this sales and productivity by integrating effective digital marketing strategy. In this 

competitive online market, strong online presence is mandatory for every business 

organizations. However, there are several challenges as well; the most important thing is to 

find effective digital marketing strategy that works for your business. 

 
Advantages 

 One to one approach 

 Cater to specific interests 

 Different content by choice 

 Geo- marketing 
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 Relatively inexpensive 

 Global business 

 Measuring statistics is easy 

 Accountability 

 
Disadvantages 

 Illegal or unethical practices 

 Physical demonstration and needs to be tangible 

 Transparency 

 Cost of Hardware 

 
Findings and Suggestions 

 Increase cost efficiencies and maximize return on investment 

 Enhance digital marketing decision making through better analytics. 

 Ensure faster and effective customer reach for promotions and campaigns. 

 Enable reusability of digital assets to reduce costs. 

 Seamlessly deliver marketing initiatives with flexible and scalable solutions. 

 Facilitate mapping of right channels across right geographies for the right products 

and services.  

 The valuable findings and suggestions is based on the integrated digital marketing 

services can help the organization.  

 
Conclusions 

Today customers are looking for relevant and consistent information across digital 

channels that cater to their needs-medical and scientific information, research updates, 

product information, industry and organization updates, campaign and so on. 

Organizations are struggling to effectively engage customers across digital touch points and 

deliver consistent brand messaging. As part of the integrated digital marketing strategy, 

digital channel is  

 Define comprehensive multi-channel marketing strategy to adopt various online and 

offline channels. 

 Adopt globally accepted flexible model to incorporate technology initiatives like Big 

Data, high performance computing, cloud services and customer engagement 

models like e Commerce, mobile services, etc., 
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Introduction 

 Information and Communication Technology (ICT) has the potential to revolutionize 

Indian agriculture in terms of raising crop productivity and profitability per unit area and 

resources. By June, 2014, rural India had about 122.4 million [68.32%] households with 

mobiles exhibiting mobile connectivity has become a basic service in rural areas. Rural 

mobile subscriber base is growing twice as faster compared to urban subscriber base. As of 

March 2015, the national teledensity was 79% and rural teledensity 46.5%. Telecom Policy 

aims to increase rural teledensity to 60% by 2017 and 100% by 2020. Study of the IAMAI 

revealed 80% using it for communications, 67% for online services, 65% for e-commerce and 

60% for social networking. Mobile phones can be effectively utilized for purposes including 

generating, processing, transmitting, disseminating, sorting, archiving and retrieving critical 

information and data relating to agriculture. Mobile phones are omnipresent and cost 

effective means to revolutionize agriculture in India. Several apps are now available and 

many more can be developed to meet farmers‘ following specific needsIndia has been 

experiencing the increase in the production of food grains particularly after the introduction 

of new agricultural strategy (i.e., Green Revolution) in agricultural practices. Annual growth 

rate of 2.08 per cent was recorded during 1970s. Annual growth rate of 3.5 per cent in food 

grains in 1980s is the hallmark of the green revolution that enabled India to become self 

sufficient in food grains and even a marginal exporter. 

 The decade of 1990s could not maintain this pace and annual growth rate has fallen to 

1.7 per cent which is just about equal to annual population growth. Total production of food 

grains has increased from 176.39 million tonnes in 1990-91 to 233.9 million tonnes in 2008-09. 

With the increase in size of population and increase in income, the demand for food grains is 

likely to rise in near future. As per the latest estimate it is found that by 2017, the demand for 

food grains is likely to rise at the rate of 2.6 per cent. If the country can maintain 4 per cent 

growth rate in agricultural production then after meeting its domestic demand, the country 

can export the surplus amount of food grains to the foreign countries in which it has 

favorable position. 

 
Diversification of Agriculture 

 Agriculture is not only meeting the demand for food grains but also other needs of 

development. In recent years, agricultural sector has been diversified to produce commercial 

crops and horticultural crops viz., fruits, vegetables, spices, cashew, areca nut, coconut and 

floricultural products like flowers, orchids etc. dairy and other animal husbandry products. 

The demand for these products has also been increasing. Liberalization of the economy has 

RECENT TREND IN DIGITAL MARKETING IN  

AGRICULTURAL BUSINESS 

http://indiamicrofinance.com/india-can-earn-much-more-from-online-gambling.html
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created ample scope for the development of agricultural sector both in terms of increased 

production and trade. 

 
Increasing Trend in Horticultural Output 

 The diversity of physiographic, climate and soil characteristics enables India to grow a 

large variety of horticultural crops which includes fruits, vegetables, spices, cashew-nut, 

coconut, cocoa, areca-nut, root and tuber crops, medicinal and aromatic plants etc. India is 

the largest producer of fruits, and second largest producer of vegetables. Total production of 

fruits has increased from 29.0 million tonnes in 1990-91 to 63.5 million tonnes in 2007- 08. 

Total production of vegetables has increased from 67.29 million tonnes in 1994-95 to 125.9 

million tonnes in 2007-08. India is the largest producer of cashew. Total production of 

cashew has increased from 3.7 lakh tonnes in 1991-92 to 6.0 lakh tonnes in 2003-04. With the 

increase in the production of fruits, vegetables and other horticultural products, the value of 

exports of these products is also increasing. Total value of exports of fruits, vegetables and 

pulses has increased from Rs. 216 crore in 1990-91 to Rs. 5,650 crore in 2015-16. Thus 

horticultural exports of the country contribute nearly 25 per cent of the total agricultural 

exports. 

 
Increase in Floricultural Output 

 Presently about 31,000 hectares of land spread over Karnataka, Tamil Nadu, Andhra 

Pradesh and West Bengal are under flower production. Since the inception of liberalisation, 

commercial farming of floricultural activities has been increasing gradually. The demand for 

Indian cut flower is increasing continuously in the international market. 

 
Free Trade 

 Liberalization has removed all restrictions on the movement of agricultural produce 

within the country. This has facilitated expansion of trade in agricultural products, 

especially of food grains. 

 
Agricultural Exports 

 Another important emerging trend of agriculture under liberalization is the increasing 

volume of agricultural exports and its increasing prospects in near future under the WTO 

regime. India is favorably placed in respect of agricultural exports as the agricultural sector 

is subjected to low import content, low cost of labour, favorable climatic conditions, and low 

unit cost of inputs. 

 
Food Processing 

 Economic liberalization has made ample scope for the development and expansion of 

food processing industry in India. Fruits and vegetables being perishable in nature are 

facing a huge loss worth Rs. 3,000 crore every year. In order to prevent such loss, the 

National Horticulture Board is making necessary steps for providing infrastructure and for 

the packaging, storage and transportation of horticultural products. The production of 

processed fruits and vegetables are providing huge number of employment and improving 
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agricultural productivity by raising the prospects of agricultural exports. The Government is 

also offering necessary incentives by exempting the industry from excise duty. Agricultural 

sector is experiencing a growing trend in the volume of its investment during the post-

liberalisation period. But the volume of public sector investment in the agricultural sector is 

declining. Table 1 shows the trend of public and private sector investment in agriculture. 

 The Table 1 reveals that total volume of investment made in agricultural sector of the 

country at 1980-81 prices has declined from Rs. 4,636 crore in 1980-81 to Rs. 4,594 crore in 

1990-91 and then subsequently increased to Rs. 6,999 crore in 1996-97. During this period the 

share of public sector investment which was 38.7 per cent in 1980-81 gradually declined to 

25.1 per cent in 1990-91 and then subsequently to 16.2 per cent in 1996-97, i.e. from Rs. 1,796 

crore in 1980-81 to Rs. 1,154 crore in 1990-91 and then to Rs. 1,132 crore in 1996-97.  

 
Table 1 Gross Capital Formation in Agriculture   

(Rs. in Coroe) 

 
  
 The good news is that new digital technologies now make it possible to collect and 

leverage huge amounts of critical data at minimal costs—thus making a farm‘s field 

operations more insight driven, and potentially more productive and efficient. The 

agriculture ecosystem is already starting to invest in these digital technologies. The total 

market size for digital-based services, known as ―precision agriculture,‖ is expected to grow 

at a CAGR of 12.2 percent between 2014 and 2020 to reach $4.55 billion.4 Greater use of 

http://cdn.yourarticlelibrary.com/wp-content/uploads/2015/07/image29.png
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precision agriculture services is vital to not only improving a farm‘s financial performance, 

but also to meet the food needs of an expanding population. 

 
Digitalized Crop Solution 

 Many farms around the world—particularly those in emerging markets—are small, 

comprising only a few acres. These smallholder farmers continue to follow traditional 

farming practices because they lack access to knowledge about current practices. Living in 

remote areas of the world, struggling to nurture crops on tiny plots of poor land, they 

overuse macro fertilizers and miss the benefits they could gain from micro-fertilizers 

appropriate for their crops and soil. They also lack a scientific understanding of pest life 

cycles, and thus often experience crop failure when a preventable infection or infestation 

arises. Agro-input companies have the products—including fertilizer, seeds and pesticides—

to help these farmers grow healthier, more abundant crops.  

 
Conclusion 

 However, these companies are challenged to reach smallholder farmers with the 

products and product advice they need. Without access to meaningful market information, 

these companies struggle to develop aggregate demand forecasts needed to drive costs out 

of the supply chain and maximize sales. A mobile application on the field agent‘s hand-held 

device is the hub for connecting the farmer to the agro-input company with a steady stream 

of information and advice for improving crop yield throughout a season. 
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Abstract 
 Communication has made the world a global village. For our business there should be a mechanism which 
keeps our customers informed about our new services and that too irrespective of their location as well as their 
availability on a particular place at anytime. This paper introduces several new concepts that lay the conceptual 
foundation for thinking about next-generation marketing based on ubiquitous networks. U-commerce, is 
predicated on the characteristics of network ubiquity, universality, uniqueness, and unison. It is proposed that 
the keys to managing network-driven firms are the concepts of u-space and attention analysis. The implications 
for next-generation marketing in the u-space are explored, with a research agenda identified for scholars and 
managerial implications recognized for practitioners. 
Key words: e commerce, m commerce, u commerce 

 
Introduction 

 Ubiquitous Commerce also known as U-Commerce, refers to a variety of goods and/or 

services. Sometimes, it is used to refer to the wireless, continuous communication and 

exchange of data and information between and among retailers, customers, and systems 

(e.g., applications) regardless of location, devices used, or time of day. 

 According to Richard T. Watson the next generation of commerce referred to as 

Ubiquitous Commerce (or U-Commerce) includes four major features: 

 Ubiquitous represents the ability to be connect at any time and in any place as well as 

the integration of human-computer interaction into most devices and processes, e.g. 

household objects. 

 Uniqueness stands for the unique identification of each customer or user regarding 

his identity, current context, needs and location resulting in an individual service. 

 Universal is related to everyone‘s devices which can be used multifunctional and as 

well as universal –you will always be connected no matter of your place. 

 Unison constitutes the data integration across applications and devices to provide 

users consistent and fully access to required information independent of device and 

location. The term unison also relates to fully synchronised devices at any time. 

 U-Commerce is described as the evolution of E-Commerce and M-Commerce also 

combining the areas of V-commerce, (voice commerce) Television-Commerce (T-

Commerce) as well as Silent-Commerce (S-Commerce). 

 
Short comings of E Commerce 

1.  Indian customers return much of the merchandise they purchase online. 

 Ecommerce in India has many first time buyers. This means that they have not yet made 

up their mind about what to expect from ecommerce websites. As a result, buyers 

sometimes fall prey to hard sell. But by the time the product is delivered, they demonstrate 

E-COMMERCE M-COMMERCE U-COMMERCE  

(PAST PRESENT FUTURE) – A STUDY 
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remorse and return the goods. Though consumer remorse is a global problem, it is all the 

more prevalent in a country like India, where much of the growth comes from new buyers. 

Returns are expensive for ecommerce players, as reverse logistics presents unique 

challenges. This becomes all the more complex in cross-border ecommerce. 

2.  Cash on delivery is the preferred payment mode. 

 Low credit card penetration and low trust in online transactions has led to cash on 

delivery being the preferred payment option in India. Unlike electronic payments, manual 

cash collection is laborious, risky, and expensive. 

3.  Payment gateways have a high failure rate. 

 As if the preference for cash on delivery was not bad enough, Indian payment gateways 

have an unusually high failure rate by global standards. Ecommerce companies using Indian 

payment gateways are losing out on business, as several customers do not reattempt 

payment after a transaction fails. 

4.  Internet penetration is low. 

 Internet penetration in India is still a small fraction of what you would find in several 

western countries. On top of that, the quality of connectivity is poor in several regions. But 

both these problems are fast disappearing. The day is not far when connectivity issues 

would not feature in a list of challenges to ecommerce in India. 

5.  Feature phones still rule the roost. 

 Though the total number of mobile phone users in India is very high, a significant 

majority still use feature phones, not smart phones. So, for all practical purposes this 

consumer group is unable to make ecommerce purchases on the move. Though we are still a 

couple of years away from the scales tipping in favour of smart phones, the rapid 

downward spiral in the price of entry-level smart phones is an encouraging sign. I expect 

that the next few quarters will witness announcements of new smart phones in India at the 

$30-40 price point. That should spur growth in smart phone ownership. 

6.  Postal addresses are not standardized. 

 If you place an online order in India, you will quite likely get a call from the logistics 

company to ask you about your exact location. Clearly your address is not enough. This is 

because there is little standardization in the way postal addresses are written. Last mile 

issues add to ecommerce logistics problems. 

7. Logistics is a problem in thousands of Indian towns. 

 The logistics challenge in India is not just about the lack of standardization in postal 

addresses. Given the large size of the country, there are thousands of towns that are not 

easily accessible. Metropolitan cities and other major urban centers have a fairly robust 

logistics infrastructure. But since the real charm of the Indian market lies in its large 

population, absence of seamless access to a significant proportion of prospective customers 

is a dampener. The problem with logistics is compounded by the fact that cash on delivery is 

the preferred payment option in India. International logistics providers, private Indian 

companies, and the government-owned postal services are making a valiant effort to solve 

the logistics problem. If someone could convert the sheer size of the problem into an 
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opportunity, we might soon hear of a great success story coming out of the Indian logistics 

industry. 

8.  Overfunded competitors are driving up cost of customer acquisition. 

 The vibrancy in the Indian start up ecosystem over the past couple of years has 

channelled a lot of investment into the ecommerce sector. The long-term prospects for 

ecommerce companies are so exciting that some investors are willing to spend irrationally 

high amounts of money to acquire market share today. Naturally the Indian consumer is 

spoiled for choice. However, this trend has reversed as investors are getting worried about 

slipping further down a slippery slope, and I expect more rational behaviour in 2014. 

 

Limitations of m Commerce 

1. Evolution of Devices  

Hardware manufacturers are constantly coming out with faster & better smart phones. 

The new versions of the different OS are also getting smarter by the day. Store owners 

need to keep up with the pace of this evolution to makes the best out of these hardware 

and software updates. This ensures their apps don‘t fall behind in the race. 

2.  Fragmentation of Device  

Mobile hardware industry is highly fragmented especially when we talk of Android 

powered devices. The challenge lies in developing apps that offer great experience to 

entry-end smart phone users and yet don‘t deny high-end phone users the experience 

derived from the best features available on this phone. Getting the balance right is the 

biggest challenge. 

3. Payment Solutions  

At its nascent stage, most  Commerce solutions would offer only a handful of payment 

options to their customers. But with the proliferation of mobile wallets it has become a 

big challenge to ensure customers keep enjoying a wide range of payment options. 

Without this, it is practically impossible to bring down cart abandonments. 

4. Simplifying Buying Experience  

M Commerce is crowded and there are dozens of similar stores that are selling the same 

products. With discounts drying up and prices stabilizing between stores, the key to 

success lies in simplifying buying experience. With your competitors pulling out every 

trick from their hat you need to constantly think of out-of-the-box solutions to stay 

ahead of the competition. 

 

Ubiquitous Commerce (U-Commerce) 

 1. The ultimate form of e-commerce and m-commerce in an ‗anytime, anywhere‘ fashion. 

It involves the use of ubiquitous networks to support personalized and uninterrupted 

communications and transactions at a level of value that far exceeds traditional commerce 

 2. The use of ubiquitous networks to support personalized and uninterrupted 

communications and transactions between a firm and its various stakeholders to provide a 

level of value over, above, and beyond traditional commerce. It is the combination of 

electronic, wireless/mobile, television, voice, and silent commerce.  
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Security and Privacy Issues in Ubiquitous Commerce 

 Consumers concerns in the u-commerce application mainly from two aspects: (1) fear 

that they will continue to be tracked; (2) worried that their private information will be 

spreaded and illegal used. Therefore, security and privacy concerns arise and demand extra 

attention for the organization to be adopting u -commerce. 

 
1. Security  

In the ubiquitous commerce environment, since services are provided via any device 

anywhere at any time, it is more exposed to security breaches compared with the 

physically secured and controlled environments. 

2. Authentication 

This is a process by which one entity verifies the identity of another which can be person 

or program. The authentication process can be done in three ways: something that a user 

knows such as password and log in name, something that a user has such as a Personal 

Identification Number (PIN) and something that is naturally unique to a user such as 

finger print, voice or face. 

3. Authorization 

This is the process that ensures that a person has the right to access certain resources. A 

user will not be allowed to access any resources without knowing the attributes of such 

user. Users can have access rights to resources if the 

authority to do something is not within their reach. 

4. Privacy 

It is defined as ―the moral right of individuals to be left alone, free from surveillance or 

interference from other individuals or organizations, including the state‖ . There are 

several reasons for privacy protection:  

 Privacy empowers people to control information about themselves;  

 Privacy is the right to be left alone;  

 Privacy is related to dignity in the reciprocal obligations of disclosure between parties;  

 Privacy can be used as an agent to regulate and control information collection and use. 

Privacy concerns are considerably higher in u-commerce than in other types of commerce 

(e.g., ecommerce or m-commerce) for the following reasons:  

a) advancements in ubiquitous technologies (such as sensor networks and location 

awareness technologies) have increased the amount of customers‟ personal data that 

is available; 

b) the introduction of perceptual and biometric interfaces of certain u-commerce 

applications allows third parties to identify users; and  

c) u -commerce will require the tracking or collection of users‟ everyday activities in 

order to provide personalized services  

Conclusion  

Increasing penetration of computers and networking technologies in private and 

business environment is leading to the increasing awareness on private information security 

issue. An individual is, by on-line shopping, on-line payments or on-line learning, leaving 

behind digital traces (signs). This is generating useful information on an individual‘s activity 

and life. Awareness of different information gathering ways is increasing worries on privacy 
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issues. U-commerce has heritage of the benefits and threats coming from e-commerce and 

m-commerce. Personalization benefits and privacy damage threats are creating so called 

―privatization-privacy paradox‖ that in u-commerce environment represents main obstacle 

but also main driver for future u-commerce systems development.  
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Abstract 
 Marketing that makes use of electronic devices (computers) such as personal computers, smart phones, cell 
phones, tablets and game consoles to engage with customers. Digital marketing applies technologies or platforms 
such as websites, e-mail, apps (classic and mobile) and social networks. Nowadays, the concept of It marketing 
has expanded and brought more opportunities for companies to approach their customers. In the past, the 
Internet was only used as a tool to contact customers, part of direct marketing. Nowadays, the Internet, 
particularly websites has been becoming a popular media for any firms to introduce their products and services. 
Keywords: Marketing, Customer, Awareness, advertising. 

 
Introduction 

 Digital marketing is becoming a hot topic in every business sector, and gradually plays a 

truly important role in any company‘s multi-channel marketing strategy. It uses the Internet 

to deliver promotional marketing messages to consumers. It includes email marketing, 

search engine marketing, social media marketing, many types of display advertising 

including web banner advertising), and mobile advertising. Digital marketing uses 

internet to deliver promotional marketing messages to consumers. Media has 

undergone an extensive phase of development in the last ten years. Marketers were 

previously focusing on promoting their product/service through traditional 

mediums like TV, Radio, Newspapers, however, now the future of marketers 

appears to be digital as technology has become an important part of daily lives. 

Digital marketing is the art and science of selling products and/or services over 

digital networks, such as the Internet and cellular phone networks. The art of online 

marketing involves finding the right online marketing mix of strategies that appeals 

to your target market and will actually translate into sales. Online marketing 

includes email marketing, search engine marketing, social media marketing, many 

types of display advertising (including web banner advertising), and mobile 

advertising. Like other advertising media, online advertising frequently involves 

both a publisher, who integrates advertisements into its online content, and an 

advertiser, who provides the advertisements to be displayed on the publisher's 

content. The internet and the marketing mix. The Internet is considered as an 

independent and effective marketing tool for the past ten years the number of 

Internet users has increased by 4 times from about 361 millions to more than 1, 46 

billion. In which, Asia, the continent with the biggest population accounts for 39.5% 

of World. 

 

A STUDY ON ONLINE BUYING AND AWARENESS OF CUSTOMER 

TOWARDS DIGITAL MARKETING IN MADURAI CITY 
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Statement of the Problem 

 Bringing a website to the limelight does not happen in one day. It takes days of 

strategizing and implementing them. There are few problems every marketer face. There are 

many facets of digital marketing, and issues vary from person to person. 

 
Scope of the Study  

 The study aims to understand the massive contribution of online marketing as a part of 

Integrated Marketing Communication and to know its splendid efforts towards promotion 

in practice and also to find out some challenges in using online marketing as a tool of 

integrated marketing communication. 

 
Objectives  

The objectives of the study are  

i. To identify the awareness of online shopping sites among the respondents; 

ii. To understand the importance of Online advertising in changing market scenario.  

 
Methodology 

 Data is collected from secondary as well as primary sources. Secondary data provides 

necessary theoretical back up to the study which is collected from published or unpublished 

sources. Primary data is collected under Survey method using questionnaire from the 150 

respondents. 

 
Statistical tool 

 Statistical tools used for the analysis are percentage analysis and chi-square test. 

 
Hypothesis 

1. Age, educational qualification of the customer does not have awareness towards online 

buying. 

2. There is no significant relationship between the gender, occupation and income level and 

satisfaction level of respondents. 

 
Analysis and Interpretation 

 Profile as a classification of their demographic factors such as gender, age & occupation 

are important to understand whether respondents are convergent with the use of Internet; 

they were asked about their knowledge about use if internet. The details of which are 

tabulated below Table - 1. 

Table 1 Profile of the Sample Respondent 

SI.No Profile of the Respondents No. of the Respondents Percentage 

1 

Gender   

Male 66 44 

Female 84 56 

2 

Age   

Below 20 years 18 12 

20-40 years 108 72 

40-60 years 14 9 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

Page | 112                                                               Shanlax International Journal of Commerce 

Above 60 years 10 7 

3 

Educational Status   

Up to school level 11 8 

College level 81 54 

Professional 44 29 

Others 14 9 

4 

Occupation   

Agriculture 16 11 

Private employee 30 20 

Govt.employee 18 12 

Professionals 12 8 

Students 74 49 

5 

Monthly Income   

Below 10,000 34 23 

10,000- 20,0000 70 47 

20,001-30,0000 32 21 

Above 30,000 14 9 

Total 150 100 

Source: Primary Data 

 It is clear from Table 1 that out of 150 respondents, 56 percentage of the respondents are 

female. Majority 72 of the respondents belong to the age group of 20 to 40 years. 54 

percentage having the educational qualification up to the college level. Most of the 

respondents (49%) are students. 47 percentage of the respondents have income level of 

Rs.10,000 –Rs.20,000. 
 

Sources of Awareness 

 Excessive competition, globalization, fluctuating wants of consumers and advent of 

technology are the major factors that encourage advertisers to make use of various sources 

available to reach their customer. Electronic medium like Television commercials, radio 

spots, Mobile marketing and online advertising, Outdoor media like hoardings, banners, 

neon signs and Point of Purchase like in-store promotion, standees, merchandising racks & 

case. Many times consumers may also rely on various sources to get product related 

information. 

Table 2 Sources of Awareness 

Sources No. of Respondents Percentage 

Prints ad 12 8 

Television 43 28.67 

In-store promotion 17 11.33 

Outdoor media 18 12 

Online media 60 40 

Total 150 100 

  Source: Primary Data 

 It could be observed that 28.67% of the respondents had the awareness through online 

media.  

Preference for Online Shopping 

 The researcher analyzed and found that customers prefer online buying compared the 

retail store and large variety in single place. These are explained in the Table 3. 
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Table 3 Preference of online shopping 

Si.No Causes No. of Respondents Percentage 

1 Door delivery 74 49.33 

2 Low prices 36 24 

3 Varieties in one roof 40 26.67 

 Total 150 100 

 Source: Primary data  

Table 3 shows that 49.33 percentages have preferred online buying due to door delivery.  

 
Socio Economic Profile of the Respondents and Their Level of Satisfaction towards 

Awareness of Online Purchase 

 The relationship between the socio- economic profile of the respondents and their level 

of satisfaction towards awareness of online buying are analysed and shown below the  

Table-4 

 
Table 4 Socio Economic Profile of the Respondents and their Level of Satisfaction 

towards Awareness of Online Purchase 

Variable 
Level of satisfaction 

Table value Calculated value 
Result 

Gender 10.47 14.78 Significant 

Age 9.49 18.13 Significant 

Educational qualification 12.59 16.27 Significant 

Income level 12.73 10.33 Not significant 

Occupation 12.59 8.29 Not significant 

 Source: Primary data 

 From the above table it is found that the socio economic variables such as gender, age, 

qualification of the respondents have awareness and satisfied with online purchase. 

Whereas variables as occupation, income level have not any awareness towards online 

purchase. 

 
Findings 

1. Consumers do refer various mediums to get awareness but highest preference is being 

given to the online media. Online media incorporates blogs, online PR, Window 

displays, banner ads.  

2. Once they obtain the required information on various brands, they take less time in the 

purchase of any commodity. 

3. There is significant relationship between the gender, age, educational qualification and 

the level of awareness. 

4. There is no significant relationship between income level, occupation and their level of 

satisfaction. 

 
Suggestion 

 Customers do require plenty of information to take purchase decision. This information 

may increase their knowledge and assurance on brands‘ attributes & benefits consumers are 

likely to gain that will eliminate their confusion in choosing any particular brand. 
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Consumers are well knowledgeable about various usage, functions and benefits being 

offered by internet. The analysis reveals that there is high degree of literacy for internet 

usage. Window displays, banner ads etc. And consumers today are more exposed to these 

forms of online advertising as compared to advertising through other mediums. Digital 

marketing activities to be done through internet are social networking connects them with 

others, online shopping as it offers them convenience of shopping. 

 
Conclusion 

 Digital marketing is not only concerned with placing ads in portals, it consists of 

integrated services and integrated channels. Marketers want to use these components in an 

effective way to reach target groups and to build a brand. In this digital era marketer is not 

the custodian for a brand, people who are connected across the digital platforms are the 

custodians. Brands want to build their presence over digital platform, because customers 

have high affinity towards digital media than other media‘s. Many digital products now can 

be purchased easily over the Internet via providers‘ website. For other products, instead of 

providing actual products to customers, many companies publish the detailed product 

information with pictures or images. Thanks to this, consumers still have concepts about 

different kinds of product even when staying at home. 
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Introduction 

 Digital marketing is a term used 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. Digital media growth is estimated at 4.5 trillion online ads 

served annually with digital media spend at 48% growth in 2010. An increasing portion of 

advertising stems from businesses employing Online Behavioral Advertising (OBA) to tailor 

advertising for internet users, but OBA raises concern of consumer privacy and data 

protection. The Nielsen Global Connected Commerce Survey conducted interviews in 26 

countries to observe how consumers are using the Internet to make shopping decisions in 

stores and online. They reported that due to the internet and e-commerce, shoppers are 

increasingly looking to purchase internationally, with over 50% in the study who purchased 

online in the last six months stating they bought from an overseas retailer. 

 Customers are often researching online and then buying in stores and also browsing in 

stores and then searching for other options online. Online customer research into products is 

particularly popular for higher-priced items as well as consumable goods like groceries and 

make up. Consumers are increasingly using the internet to look up product information, 

compare prices and search for deals and promotions. There are a number of ways brands can 

use digital marketing to benefit their marketing efforts. The use of digital marketing in the 

digital era not only allows for brands to market their products and services but also allows 

for online customer support through 24/7 services to make customer feel supported and 

valued. The use of social media interaction allows brands to receive both positive and 

negative feedback from their customers as well as determining what media platforms work 

well for them and has become an increased advantage for brands and businesses. It is now 

common for consumers to post feedback online through social media sources, blogs and 

websites feedback on their experience with a product or brand. It has become increasingly 

popular for businesses to utilise and encourage these conversations through their social 

media channels to have direct contact with the customers and manage the feedback they 

receive appropriately. 

 Word of mouth communications and peer-to-peer dialogue often have a greater effect on 

customers, since they are not sent directly from the company and are therefore not planned. 

Customers are more likely to trust other customers‘ experiences. It is increasingly 

advantageous for companies to utilize social media platforms to connect with their 

customers and create these dialogues and discussions. The potential reach of social media is 

DIGITAL MARKETING – BENEFITS AND CHALLENGES 

https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/Display_advertising
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indicated by the fact that in 2015, each month the Face book app had more than 126 million 

average unique users and YouTube had over 97 million average unique users. 

 
Benefits of Digital Marketing  

Ease of Access 

 Information is easy to access at a fast rate through the use of digital communications. 

Users with access to the Internet can use many digital mediums, such as Facebook, 

YouTube, Forums, and Email etc. Through Digital communications it creates a Multi-

communication channel where information can be quickly exchanged around the world by 

anyone without any regard to whom they are. Social segregation plays no part through 

social mediums due to lack of face to face communication and information being wide 

spread instead to a selective audience. This interactive nature allows consumers create 

conversation in which the targeted audience is able to ask questions about the brand and get 

familiar with it which traditional forms of Marketing may not offer. 

 
Competitive Advantage 

 By using Internet platforms, businesses can create competitive advantage through 

various means. To reach the maximum potential of digital marketing, firms use social media 

as its main tool to create a channel of information. Through this a business can create a 

system in which they are able to pinpoint behavioural patterns of clients and feedback on 

their needs. This means of content has shown to have a larger impingement on those who 

have a long-standing relationship with the firm and with consumers who are relatively 

active social media users. Relative to this, creating a social media page will further increase 

relation quality between new consumers and existing consumers as well as consistent brand 

reinforcement therefore improving brand awareness resulting in a possible rise for 

consumers up the Brand Awareness Pyramid. 

 Although there may be inconstancy with product images; maintaining a successful social 

media presence requires a business to be consistent in interactions through creating a two 

way feed of information; firms consider their content based on the feedback received 

through this channel, this is a result of the environment being dynamic due to the global 

nature of the internet. Effective use of digital marketing can result in relatively lowered costs 

in relation to traditional means of marketing; Lowered external service costs, advertising 

costs, promotion costs, processing costs, interface design costs and control costs. 

 
Effectiveness 

 Brand awareness has been proven to work with more effectiveness in countries that are 

high in uncertainty avoidance, also these countries that have uncertainty avoidance; social 

media marketing works effectively. Yet brands must be careful not to be excessive on the use 

of this type of marketing, as well as solely relying on it as it may have implications that 

could negatively harness their image.  

 "Since social media use can enhance the knowledge of the brand and thus decrease the 

uncertainty, it is possible that people with high uncertainty avoidance, such as the French, 

will particularly appreciate the high social media interaction with an anthropomorphized 
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brand." Moreover, digital platform provides an ease to the brand and its customers to 

interact directly and exchange their motives virtually. 

 
Easy Communication 

 The whole idea of digital marketing can be a very important aspect in the overall 

communication between the consumer and the organization. This is due to digital marketing 

being able to reach vast numbers of potential consumers at one time. 

  
Brand Awareness  

 Another advantage of digital marketing is that consumers are exposed to the brand and 

the product that is being advertised directly. To clarify the advertisement is easy to access as 

well it can be accessed any time any place. As digital marketing continues to grow and 

develop, brands take great advantage of using technology and the Internet as a successful 

way to communicate with its clients and allows them to increase the reach of who they can 

interact with and how they go about doing so. 

 
Large Reach 

 An advantage of digital marketing is that the reach is so large that there are no 

limitations on the geographical reach it can have. This allows companies to become 

international and expand their customer reach to other countries other than the country it is 

based or originates from. 

 
24 X 7 Accessibility 

 As mentioned earlier, technology and the internet allows for 24 hours a day, 7 days a 

week service for customers as well as enabling them to shop online at any hour of that day 

or night, not just when the shops are over and across the whole world. This is a huge 

advantage for retailers to utilise it and direct customers from the store to its online store. It 

has also opened up an opportunity for companies to only be online based rather than having 

an outlet or store due to the popularity and capabilities of digital marketing. 

 
Used as a Control Technique 

 Another advantage is that digital marketing is easy to be measured allowing businesses 

to know the reach that their marketing is making, whether the digital marketing is working 

or not and the amount of activity and conversation that is involved. With brands using the 

Internet space to reach their target customers; digital marketing has become a beneficial 

career option as well. At present, companies are more into hiring individuals familiar in 

implementing digital marketing strategies and this has led the stream to become a preferred 

choice amongst individuals inspiring institutes to come up and offer professional courses in 

Digital Marketing. 

 
Ways to Further Increase the Effectiveness of Digital Marketing 

 A strategy that is linked into the effectiveness of digital marketing is content 

marketing. Content marketing can be briefly described as "delivering the content that your 
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audience is seeking in the places that they are searching for it" It is found that content 

marketing is highly present in digital marketing and becomes highly successful when 

content marketing is involved. This is due to content marketing making your brand more 

relevant to the target consumers, as well as more visible to the target consumer.  

 Marketers also find email an effective strategy when it comes to digital marketing as it is 

another way to build a long term relationship with the consumer. Listed below are some 

aspects that need to be considered to have an effective digital media campaign and aspects 

that help create an effective email system. 

 Interesting Mail Titles differentiate one advertisement from the other. This separates 

advertisements from the clutter. Differentiation is one factor that can make an advertisement 

successful in digital marketing because consumers are drawn to it and are more likely to 

view the advertisement. 

 Establishment of Customer Exclusivity: A list of customers and customer's details 

should be kept on a database for follow up and selected customers can be sent selected 

offers and promotions of deals related to the customer's previous buyer behaviour. This is 

effective in digital marketing as it allows organisations to build up loyalty over email. 

 Low Technical Requirements: In order to get the full use out of digital marketing it is 

useful to make you advertising campaigns have low technical requirements. This prevents 

some consumers not being able to understand or view the advertising campaign. 

 Rewards: The lucrative offers would always help in making your digital campaign a 

success. Give some reward in the end of the campaign. This would definitely invite more 

engagement and word of mouth publicity. 

 

Challenges 

 However, with digital marketing there are some setbacks to this type of strategy. One 

major setback that is identified, is that Digital marketing is highly dependent on the internet. 

This can be considered as a setback because the internet may not be accessible in certain 

areas or consumers may have poor internet connection. As well as digital marketing being 

highly dependent on the Internet is that it is subject to a lot of clutter, so it marketers may 

find it hard to make their advertisements stand out, as well as get consumers to start 

conversations about an organisations brand image or products. 

 There are however disadvantages that are not commonly looked into due to how much a 

business relies on it. It is important for marketers to take into consideration both advantages 

and disadvantages of digital marketing when considering their marketing strategy and 

business goals. One of the Digital Roadblock Study‘s most striking findings was that the 

urgency and pressure around digital transformation have intensified. Marketers have 

expressed a drop-off in confidence compared with last year‘s study: less than 30 percent 

described themselves as ―technology savvy,‖ and more than half of them see themselves as 

―passive participants,‖ rather than active agents, of transformation in the digital sphere. 

 Meanwhile, more than half of digital marketers—56 percent—report that the pace of 

digital transformation is actually speeding up in their organisations. Those same marketers 

say customer expectations continue to rise, even on top of improvements made in recent 
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years. They note that better content, more immediacy in brand responses, and stronger 

mobile experiences are the top action ables in terms of consumer expectations.  

 Pressures are also intensifying at the organisational level. Two-thirds of study 

respondents feel that marketing is increasingly held responsible for revenue contribution, 

compared with previous years; and 40 percent of those marketers say their department isn‘t 

working well with others in their organisations—such as IT or customer relationship 

management (CRM)—in the context of digital change. Still, many marketers have also 

expressed hope, and even excitement, about certain coming trends. 

 
Evolving Priorities 

 The number-one force in digital transformation, marketers agree, is the increasing 

customer expectation for personalised communication and content. More than half of 

marketers consider personalisation a ―critical force in marketing‖ for early 2017, and 

beyond. Marketers expressed excitement about big data and the Internet of Things (IoT), two 

technological forces that are expected to make their impact felt like never before in 2017. Yet 

many marketers report that their organisations are paying insufficient attention to data 

science. One in three say their organisations have few data analysts on staff, while more than 

half report that data science and mobile are both ―underperforming‖ areas. Along related 

lines, the importance of mobile also continues to rise. A full 85 percent of marketers 

described mobile as a ―critical channel‖ for customer engagement in the coming year. 

 
Marketers are Stuck on Data Collection 

 Today, more than 92 percent of marketers collect information on customers or prospects. 

Data-driven marketing is the industry standard. But we‘re still stuck in idle, focusing on 

data collection. Most marketers are just learning how to crawl when it comes to making data 

actionable at scale; and 2016 didn‘t see much progress in that direction. hen it comes to data 

implementation, an alarming number of marketers still lack the internal experience -- either 

at the functional or operational level -- to be successful. This is why, according to a report 

from IDG Connect and Avention, more than 40 percent of marketers can‘t draw insights 

from harvested data. 

 

Marketing Software is too Hard to Use 

 During this past year, 2016, technology‘s ease of use has become a much bigger focus for 

the marketing industry. This is because of the complexity in the customer journey. Scott 

Brinker, the CTO of ion interactive, said it best when he characterized the funnel as 

―hundreds of touch points‖ that are ―aching to be addressed every month.‖  

 Marketing software shouldn‘t be a rite of passage. To navigate the complexity of the 

modern customer journey, it must be built for ease of use, with intuitive UIs and 

functionality. This has been the focus of many software providers this year. Advertisers, 

agencies and marketers want more platform simplicity from vendors.  

https://www.emarketer.com/Article/Marketers-Noticing-Benefits-Big-Data/1013053
http://www.cmo.com/features/articles/2014/9/24/IDG_big_data_study.html#gs.h0ba9J8
https://www.emarketer.com/Article/B2B-Firms-Turn-Marketing-Technology-Court-Buyers/1014031
http://salesandmarketing.com/content/rise-10x-marketer
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Under-Usage of Location 

 Location-based data is still the key to understanding customer context, as mobile 

becomes the dominant screen. From traditional channels like email to more cutting-edge 

platforms like AR, VR and 360-degree video, location data powers insights on how to best 

engage customers in a more personalized way through mobile. Still, marketers have been 

slow to weave location into their campaigns. But 2016 will go down as the year most 

advertisers finally realized just how critical geo-spatial data, in a post-mobile environment, 

will be for the future. 

 
Platforms Aren’t Open Enough 

 More than 50 percent of marketers are using five to 10 technology platforms. Another 30 

percent use 11 to 16 platforms. Even as vendor consolidation occurs in the market, it will 

take years for these platforms to truly unify. This is holding back more integrated marketing 

strategies. These technologies need to be open and integration-ready, with more and more 

services. Increasingly, integrations are a determinative factor when marketers choose 

vendors. It‘s simply a necessity given the way vendors operate today. Services that are 

closed systems won‘t stand a chance. This past year, the marketing industry experienced 

numerous challenges. It‘s up to advertisers to determine the best strategies for handling 

these hurdles in 2017. 

 
Conclusion 

Great content is the fuel that drives digital marketing activities: 

 It is a key pillar of modern SEO 

 It helps you get noticed on social media 

 It gives you something of value to offer customers in emails and paid search ads 

 Creating clever content that is not promotional in nature, but instead educates and 

inspires, is tough but well worth the effort. Offering content that is relevant to the audience 

helps them see organisation as a valuable source of information. On top of that, resourceful 

content makes it less likely that they will tune you out. Digital marketing gives businesses of 

any size access to the mass market at an affordable price and, unlike TV or print advertising, 

it allows truly personalised marketing. Specific benefits of digital marketing include Global 

reach, Lower cost, Track able, measurable results, Personalisation, Openness, Improved 

conversion rates etc., Together, all of these aspects of digital marketing have the potential to 

add up to more sales, profit and growth of the orgnisation. 
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Abstract 
 The new digital era enables brands to selectively target their customers that may potentially be interested in 
their brand or based on previous browsing interests. Business as can now use social media to select the age 
range, location, gender and interests of whom they would like their gtargetedd post to be seen by. Furthermore, 
based on a customer’s recent search history they can be followed on the internet so they see advertisements from 
similar brands, products and services. 
Keywords: Customers, market, online.  

 
Introduction 

 The newest and fastest growing channels for communicating and selling directly to 

customers are digital. The internet provides marketers and consumers, opportunities for 

much greater interaction and individualization. Digital marketing involves online, social 

media and mobile marketing activities and programs designed to engage customers or 

prospects and directly or indirectly raise awareness, improve image or elicit sales of 

products and services. Mobile marketing is a special form of online marketing that places 

communications on consumer‘s cell phones, smart phones or tablets. According to a 

research around 1.5 lakh jobs are expected to be created in India in 2017 in the area of digital 

marketing. 

 
Areas of Online Marketing 

 The main areas of online marketing communications are websites, search ads, display 

ads, e-mail, social media, blogs, viral marketing and mobile marketing. The variety of online 

options means companies can offer or send tailored information or message that engages 

consumers by reflecting their special interests and behavior. Clobally and in India also 

digital marketing is showing much rapid growth as compared to the traditional medi. 

New Digital System 

 The new digital era enables brands to selectively target their customers that may 

potentially be interested in their brand or based on previous browsing interests. Business es 

can now use social media to select the age range, location, gender and interests of whom 

they would like their gtargetedd post to be seen by. Furthermore, based on a customer‘s 

recent search history they can be followed on the interenet so they see advertisements from 

similar brands, products and services. This allows businesses to target the specific customers 

that they know and feel will most benefit from their product or service something that had 

limited capabilities up until the digital era. 

Types of Sectors 

 The presence of digitalization is being witnessed in all types of sectors such as retailing, 

manufacturing, banking, insurance, tourism, telecommunication, airlines, etc. around 423% 

of World‘s population makes use of digital communication and in India 30% of the 

CAREERS IN DIGITAL MARKETING 
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population are internet users. According to a study India will have over 500 million internet 

users by 2017and 80% of these users will go online through a mobile phone. India took over 

10 years to move from 10M to 100M Internet users. It took 3 years to grow from 100M to 

200M and just 1 year to grow from 200M and just 1 year to grow from 200M to 300M. 

facebook alone has over 110million users in India. India has already surpassed US to become 

2nd largest smartphone marketing. Moreover, number of smartphone owners has already 

overtaken desktop/laptop users in India. 

Career Options: Digital marketing offers plethora of career options in different kinds of 

organizations. The kind of work and variety f job profiles make online marketing career 

even a bigger opportunity. 

Digital Marketing and Advertising Agencies: These days traqditional advertising agencies 

are also offering digital marketing services. There are a number of small, middle and large 

digital marketing agencies, who offer services such as Search Engine Optimisatio, Search 

Engine Marketing, Social Media Marketing etc.,  

A Brand Leveraging Digital Marketing: There are job opportunities available for 

individuals who want to work for a particular brand or an organization, who‘s actively 

leveraging digital marketing such as web designers, bloggers, e-mail marketing. 

 
Digital Marketing Strategies  

 Digital marketing is essential in today‘s world. With both competitors and potential 

customers constantly online, digital marketing is the only way to stay ahead. When you‘re a 

small business owner the online world can seem intimidating. Here is a list of five simple 

digital marketing strategies that any business owner can implement to help their business 

grow. 

1. Setting a Goal: You‘re looking for ways to help your small business grow. You might 

want more customers, more recognition or maybe you‘re looking to get ahead of the 

competition. Whatever the case may be, starting with a solid goal in mind greatly 

increases your chances of success. Digital marketing is a great way for small businesses 

to prosper, but going into the process blindly can leave you with a jumbled mess. A lot 

of strategy and precision goes into digital marketing and having a goal helps you know 

what to focus on. 

2. Creating a Marketing Funnel: The most successful businesses have an effective 

marketing funnel in place. A marketing funnel is when you map out a customer‘s 

journey from when a customer is a complete stranger to when they become a lead, and 

then put certain strategies in place that will encourage them to move through this funnel. 

Things like lead magnets, calls to action, opt-ins and offers are all effective pieces of a 

funnel. You can think of a marketing funnel in four parts: Awareness, Interest, Desire, 

and Action. 

 Awareness: The potential customer is aware of your product or service. They‘re still a 

stranger, but they‘ve come to your website for a reason. They‘re looking for 

something they need. At this stage you want to attract the customer by showing them 

that you have something they‘re looking for. Use a lead magnet or call-to-action to 
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give the customer a valuable resource related to your product or service (i.e: what 

they need) in exchange for more information about them like their email address, 

phone number, profession and current needs. Find out who they are and why they 

came to your website. 

 Interest: They are actively expressing interest in a certain type of your products or 

services. At this point you‘ve given them some information and they‘re interested in 

what you have to say or the services you provide. You‘ve used your lead magnet or 

CTA in stage one to gather more information about them. At this stage it‘s a good idea 

to supply them with further information that is more tailored to their specific needs. 

Showing them that you not only took the time to get to know them, but also have 

something that‘s specific to their needs will show that you‘re attentive to and care 

about your customer‘s wants and needs. 

 Desire: They‘ve taken an interest in a specific product or service. Now that you‘ve 

supplied them with information specific to what they‘re looking for, they‘ve found a 

product or service you provide that might be a good fit for them. Invite them to 

schedule a consultation using an email or a call-to-action. At this stage you want to 

tell them more about the product or service they‘re interested in. Show them why 

they need it and exactly how it will benefit them. 

 Action: Taking the next step towards purchasing. This is when you‘re able to turn 

your potential customer into a lead. You‘ve given them valuable information, shown 

them you pay attention to your customer‘s needs, and shown them that you have 

something they need that will benefit them. All that‘s left is discussing things like 

price, payment and other aspects of your product or service that are relevant to a 

buyer. 

Having an effective marketing funnel won‘t just get you more leads, it can also help 

you turn leads into repeat buyers. If the customer has a good experience they might 

return to purchase from you again or even tell others they know about your business. 

The elements of a marketing funnel can seem like a lot to put together, but they‘re 

simple concepts when broken down. You‘ll see that numbers 3,4 and 5 help to break 

down and explain the different aspects of having a marketing funnel in place on your 

site and how to put together some of the most important pieces of it. 

3.  Developing a call-to-action: We talked about using a call-to-action in the second step as a 

part of your marketing funnel, but what is a call-to-action exactly? A call-to-action (CTA) 

is an image or text that prompts visitors to take action, such as subscribe to a newsletter, 

view a webinar or request a product demo. CTAs should direct people to landing pages, 

where you can collect visitors‘ contact information in exchange for a valuable marketing 

offer. In that sense, an effective CTA results in more leads and conversions for your 

website. This path, from a click on a CTA to a landing page, illustrates the much desired 

process of lead generation. In order to increase visitor-to-lead conversion opportunities, 

you need to create a lot of calls-to-action, distribute them across your web presence and 

optimize them. A good CTA should be attention grabbing and help lead a potential 

customer further into your marketing funnel. 
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4.  Creating an Effective Lead Magnet: A lead magnet can be used alone or along with a 

CTA. This will also be used either within your marketing funnel or as a way to drive 

potential customers into your funnel. Supply them with something relevant to your 

product or service that they want. Use your offers as a way to gather more information 

about a potential buyer while driving them further into your funnel at the same time. 

This brings them closer to becoming an actual quality lead who will spend money on 

your product or service. The idea behind a lead magnet is to trade information. You 

supply something like a free download of a white paper, but in order to complete the 

download the individual has to fill out a form that will provide you with more 

information about them. You‘ll use the information you gather to interact with them 

more as they progress through your funnel. 

5. Driving Traffic: In order for there to be people to drive into your marketing funnel, there 

first has to be traffic on your website. There a variety of ways you can drive traffic to 

your website. Quality Content: Use content such as blog posts, press releases and articles 

on authority websites. Insert links to various places on your website within this content 

to build your brand name through exposure and drive traffic to your website. 

 Keyword Strategy: Inserting related keywords into content will help your content 

and website show up in more search results, this leads to higher volumes of web 

traffic. 

 Website Optimization: Ensuring that your website is optimized and functioning at 

it‘s best is essential. People don‘t want to visit a website that doesn‘t work properly. 

 Social Media: Use engaging social media posts to attract more traffic to your site. 

Using pictures, video, and other relevant media will help your posts get more 

engagement. 

Try these simple digital marketing strategies out on your website and see for 

yourself how much of a difference they can make. If you want your business to grow, 

digital marketing is the place to start. 

 According to a ‗Managing Digital Marketing‘ study by Smart Insights, 46% of brands 

don‘t have a defined digital marketing strategy, while 16% do have a strategy but haven‘t yet 

integrated it into their marketing activity. But here‘s the thing: if you don‘t have a plan in 

place how can you expect to grow and innovate, to measure meaningful results and to learn 

from past mistakes? It‘s time to stop panicking about next year or next month and start 

crafting a plan that can pack a powerful punch. We‘ve selected the 5 most important steps that 

you, the decision maker should take to ensure that your digital marketing efforts create a real 

impact on your bottom line. 

 
1.  Know What You Want  

 Nail Your Mission 

 Define your business‘ overall mission/objective first – your digital marketing mission 

must fit into your grand plan. 

http://www.smartinsights.com/digital-marketing-strategy/
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 Answer this question: what is the overriding objective you want your digital marketing 

efforts to achieve (for example do you want to position your company as the go-to online 

provider for computer parts in Europe)? This is your mission. 

 
Set & Measure Your KPIs: 

 Get specific with your KPIs by identifying the figures you will be held accountable for 

achieving. 

 Get realistic with your KPIs by analysing your previous digital marketing efforts first – 

this will ensure you aim for a positive increase on your current results, while helping you 

to avoid setting your expectations too high. 

 Identify a method to help you measure each of your KPIs – for example, will you 

use Google Analytics to measure your conversions, your individual social media analytics 

to track engagement or a tool like BuzzSumo to assess the success of your content 

marketing? 

 Here‘s a handy KPI template for you to steal: (Insert goal, e.g. ‗Increase traffic‘) by (insert 

figure)% in (insert number of months). 

 Before you begin planning your KPIs find out which metrics matter most to your CEO. 

 
2.  Analyse Your Past (& Learn From Your Mistakes) 

 You don‘t have to (and shouldn‘t) go into the planning period in the dark. Analysing your 

digital marketing strategy‘s past success and failures can help focus you on setting the best 

KPIs for your business. You, therefore, might want to complete step one and two together. 

 Choose a time period you‘d like to analyse (it‘s best to set this time period as the same 

length of time you plan for your new strategy) – for example decide on whether you‘re going 

to analyse the previous year, quarter or month. 

 
How to Analyse 

 Determine the time period you would like to analyse and set your Google Analytics 

calendar to match this timeframe. 

 Try out Google‘s Benchmarking Reports in your Analytics account to compare your 

progress to your competitors. 

 Don‘t forget to analyse your competitors‘ strategy too – create an analysis spreadsheet of 

their online activities (you can use SEMrush to identify the SEO strategy of a competitor, 

i.e. what keywords are driving the largest volume of organic traffic to their website. It can 

also be used to compare the organic and paid traffic of different websites so again quite 

useful to see how aggressive they‘re being with their paid spend.) 

 Ask yourself this question at regular intervals: is there anything else I need to analyse that 

I haven‘t thought of before – e.g. should I be testing the times I post my content or the 

types of images I use? 

3.  Remember Who You’re Talking to (& Speak Their Language) 

 Don‘t let the planning take away from the people you‘re trying to reach. You already 

know who your audience are (at least we hope you do) but sometimes they‘re the first thing a 

digital marketer can forget amidst the KPI setting, budget fretting and channel selection. 

http://www.google.ie/analytics/
http://buzzsumo.com/
http://digitalmarketinginstitute.com/blog/digital-marketing-metrics-matter-ceo-2
http://analytics.blogspot.ie/2014/09/new-benchmarking-reports-help-twiddy.html
http://www.semrush.com/
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 You‘re not going to make this mistake – not this time. Instead you‘re going to put your 

audience at the heart of your strategy, cater to their emotional needs and satisfy their deepest 

desires. How? Through the creation of well fleshed out and well thought out personas, of 

course. 

 
Develop Useful Personas 

 Start with the basics and note down all the demographic information you know about 

your target consumer – like age, gender and location. 

 Then dig a little deeper and Identify the problems you can help your target persona solve. 

 Delve into their emotional desires, goals, aspirations and fears and document all of the 

factors that could make them tick (think about their conscious and unconscious desires). 

 You can dive deep into the ‗Audience Reports of your Google Analytics account to identify 

key characteristics of your target persona like age, sex, career, etc. 

 When creating your personas this is the perfect time to identify the people who will be of 

influence to them – these will be the influencers your strategy should target. 

 
4.  Identify Your Means (& Stick to Your Budget) 

 Three things are important for identifying your means: these are your budget, your digital 

channels and your team (or people). It is important to take stock of all of your resources before 

deciding on what else you might need for the next period. 

 For example, now is the perfect time for creating an audit of your existing digital channels 

and to decide whether you‘re going to outsource specific sections of your digital marketing 

and whether you need to set budget aside for a new hire or two. 

 
How to Identify Your Means 

Your Budget 

 Define your overall digital marketing budget. 

 Look at the historical data of what has worked before (for example, have any specific 

channels brought you quality leads at a low cost?) 

 Decide whether you will use paid promotion (for, example Adwords or paid ads on social 

media). 

 Allocate a specific portion of the budget for each digital channel you want to use for paid 

promotion (delve into your Analytics to help you assess the most cost effective digital 

channels with the largest reach and conversions and the lowest Cost Per Click). 

 If a certain element of your paid promotion strategy isn‘t bringing you the results you 

desire, revisit it and invest the allocated budget figure into the channel that‘s bringing you 

the best results. 

Your People 

 Look at your current team and assess what you are capable of achieving (be realistic here 

and ensure that no-one will be over stretched or over worked). 

 Identify whether you need to hire more people and whether you have the means to do so. 

 Decide whether all of your digital marketing activity will take place in house or if you‘ll 

need to outsource some elements to a third party agency. 

https://support.google.com/analytics/answer/1012034?hl=en
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 Get each of your team members to review their digital marketing activity and brainstorm a 

few ideas for their future strategy (the more autonomy your employee has in their role the 

more they‘ll be on board with your new plan). 

Your Channels 

 Review your current digital marketing channels and decide which channels to keep and 

whether you‘d like to invest in any new ones (this depends on where your customers are 

and the time you have available). 

 Clearly articulate what each digital channel is trying to achieve. 

 Make sure you have at least one KPI attached to each of your digital channels. 

 
5.  Make the Plan (& Don’t Stick to It) 

 ‗Create a plan and don‘t stick to it? But, but, what do you mean?‘ Before the panic sets into 

the most organised of digital marketers let me explain…your plan is never going to be perfect 

from the outset. Not every assumption you make is going to be correct. 

 And although you‘ve taken every care to craft a carefully constructed plan based on a set 

of insightful assumptions and analysis you still can‘t predict exactly how your customers will 

behave. It is, therefore, essential to continuously measure and monitor your strategy‘s 

performance and to change elements where needed. 

Create Your Digital Marketing Calendar 

 Try creating your timeline using Google Calendars – that way you can share it with your 

team members and allow them to edit it where necessary. 

 Highlight the key campaigns you‘ll create and promote throughout the year and allocate a 

timeframe for each. 

 Document the digital channels needed to ensure the success for each campaign. 

Review Your Strategy & Identify Changes Needed 

 Create a measurement and monitoring plan (this should fit in with your KPIs). 

 Check the success of the individual elements of your strategy at continuous intervals. 

 If something is not working (i.e. you‘re not achieving the KPIs you‘ve set out) isolate the 

different elements and try to identify what is not working (e.g. is it the time you‘re posting 

content or the taglines you‘re using for your ads?). 

 Revisit your previous analysis, personas and budget allocation and try something new. 

 Create a clearly defined KPI for your new venture. 

 In short: Your digital marketing strategy is the series of actions that are going to help 

you achieve your goal(s) using online marketing. The term ‗strategy‘ might seem 

intimidating, but building an effective digital strategy doesn‘t need to be difficult. In simple 

terms, a strategy is just a plan of action to achieve a desired goal, or multiple goals. For 

example, your overarching goal might be to generate 25% more leads via your website this 

year than you drove last year. 

What is Digital Strategy? 

 In an ever-changing digital landscape, success in business can often depend on what you 

do (or don‘t do) in terms of marketing your company online. 

 From SEO to content marketing and analytics, it can be overwhelming figuring out 

where to start -- and, more importantly, what‘s going to have the biggest impact on your 

https://blog.hubspot.com/marketing/what-is-digital-marketing
https://blog.hubspot.com/marketing/digital-marketing-analytics
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business. To be effective at digital marketing, you‘ll need a strategy. Now depending on the 

scale of your business, your digital marketing strategy might involve multiple goals and a 

lot of moving parts, but coming back to this simple way of thinking about strategy can help 

you stay focused on meeting those objectives. Despite our simplification of the term 

‗strategy‘, there‘s no doubt it can be difficult to get started actually building one. So, we‘ve 

put together a series of seven building blocks to help you create an effective digital 

marketing strategy and set your business up for online success. 

 
What is a Digital Marketing Campaign? 

 It‘s easy to confuse your digital strategy with your digital marketing campaigns, but 

here‘s how to distinguish the two. As we‘ve already outlined, your digital strategy is the 

series of actions you take to help you achieve your overarching marketing goal. Your digital 

marketing campaigns are the building blocks or actions within your strategy that move you 

towards meeting that goal. For example, you might decide to run a campaign sharing some 

of your best performing gated content on Twitter to generate more leads through that 

channel. That campaign is part of your strategy to generate more leads. It‘s important to 

note that even if a campaign runs over the course of a couple of years, it doesn‘t make it a 

strategy -- it‘s still a tactic that sits alongside other campaigns to form your strategy.  

Now we‘ve got to grips with the basics of digital strategy and digital marketing campaigns, 

let‘s dig into how to build your strategy. 

 
How to Build a Comprehensive Digital Strategy 

1)  Build your buyer personas. 

 For any marketing strategy -- offline or online -- you need to know who you‘re 

marketing to. The best digital marketing strategies are built upon detailed buyer personas, 

and your first step is to create them. (Need help? Start here with our free buyer persona kit.) 

Buyer personas represent your ideal customer(s) and can be created by researching, 

surveying, and interviewing your business‘s target audience. It‘s important to note that this 

information should be based upon real data wherever possible, as making assumptions 

about your audience can cause your marketing strategy to take the wrong direction.  To get 

a rounded picture of your persona, your research pool should include a mixture of 

customers, prospects, and people outside your contacts database who align with your target 

audience. But what kind of information should you gather for your own buyer persona(s) to 

inform your digital marketing strategy? That depends on your businesses, and is likely to 

vary depending on whether you‘re B2B or B2C, or whether your product is high cost or low 

cost. Here are some starting points, but you‘ll want to switch them up depending on your 

particular business. 

 
Quantitative (or Demographic) Information 

 Location. You can use web analytics tools like Google Analytics to easily identify what 

location your website traffic is coming from. 

 Age. Depending on your business, this may or may not be relevant. It‘s best to gather 

this data by identifying trends in your existing prospect and customer database. 

https://www.hubspot.com/digital-marketing
https://offers.hubspot.com/free-template-creating-buyer-personas
https://blog.hubspot.com/marketing/digital-marketing-analytics


 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

                    Sourashtra College, Madurai Page | 129  DMG 2017 

 Income. It‘s best to gather sensitive information like personal income in persona research 

interviews, as people might be unwilling to share it via online forms. 

 Job Title. This is something you can get a rough idea of from your existing customer 

base, and is most relevant for B2B companies. 

 
Qualitative (or Psychographic) Information 

 Goals. Depending on the need your product or service was created to serve, you might 

already have a good idea of what goals your persona is looking to achieve. However, it‘s 

best to cement your assumptions by speaking to customers, salespeople and customer 

service representatives. 

 Challenges. Again, speak to customers, salespeople and customer service 

representatives to get an idea of the common problems your audience faces. 

 Hobbies and interests. Speak to customers and people who align with your target 

audience. If you‘re a fashion brand, for example, it‘s helpful to know if large segments of 

your audience are also into fitness and wellbeing, as that can help inform your future 

content creation and partnerships. 

 Priorities. Speak to customers and people who align with your target audience to find 

out what‘s most important to them in relation to your business. For example, if you‘re a 

B2B software company, knowing that your audience values customer support over a 

competitive price point is very valuable information. 

 Take this information and create one or more rounded personas like HubSpot‘s 

Marketing Mary, and ensure they‘re at the core of your digital marketing strategy.  

 
2)  Identify your goals & the digital marketing tools you’ll need. 

 Your marketing goals should always be tied back to the fundamental goals of the 

business. For example, if your business‘s goal is to increase online revenue by 20%, your 

goal as a marketer might be to generate 50% more leads via the website than you did last 

year to contribute towards that success. Whatever your overarching goal is, you need to 

know how to measure it, and more importantly, actually be able to measure it (i.e., have the 

right digital marketing tools in place to do so). How you measure the effectiveness of your 

digital strategy will be different for each business and dependent on your goal(s), but it‘s 

vital to ensure you‘re able to do so, as it‘s these metrics which will help you adjust your 

strategy in the future.  (HubSpot Customers: Reporting in HubSpot brings all of your 

marketing and sales data into one place so you can quickly determine what works and what 

doesn't. Learn more here.) 

 
3)  Evaluate Your Existing Digital Marketing Channels and Assets 

 When considering your available digital marketing channels or assets to incorporate into 

your strategy, it‘s helpful to first consider the bigger picture to avoid getting overwhelmed. 

The owned, earned and paid media framework helps to categorize the digital ‗vehicles‘, 

assets or channels that you‘re already using. 

https://www.hubspot.com/marketing-plan-template-generator?utm_campaign=Offer%20-%20Marketing%20Plan%20Generator&utm_source=HS-blog
https://blog.hubspot.com/marketing/digital-marketing-analytics
https://www.hubspot.com/products/analytics
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Owned Media 

 This refers to the digital assets literally owned by you. Whether that‘s your website, 

social media profiles, blog content, or imagery, owned channels are the things your business 

has complete control over. 

Earned Media 

 Quite simply, earned media refers to the exposure you‘ve earned through word-of-

mouth. Whether that‘s content you've distributed on other websites (e.g., guest posts), PR 

work you‘ve been doing, or the customer experience you've delivered, earned media is the 

recognition you receive as a result. You can earn media by getting press mentions, positive 

reviews, and by other people sharing your content on social media, etc. 

Paid Media 

 Paid media is very self-explanatory and refers to any vehicle or channel that you spend 

money on to catch the attention of your buyer personas. This includes things like Google Ad 

Words, paid social media posts, native advertising (like sponsored posts on other websites), 

and any other vehicle which you directly pay for in exchange for visibility.  Gather what you 

have, and categorize each vehicle or asset in a spreadsheet so you have a clear picture of 

your existing owned, earned, and paid media. Your digital marketing strategy might 

incorporate elements of all three channels, all working together to help you reach your goal. 

For example, you might have an owned piece of content on a landing page on your website 

that‘s been created to help you generate leads. To amplify the amount of leads that content 

generates, you might have made a real effort to make it shareable, meaning others are 

distributing it via their personal social media profiles, increasing traffic to the landing page. 

This is the earned media component. To support the content‘s success, you might have 

posted about the content to your Facebook page and have paid to have it seen by more 

people in your target audience. That‘s exactly how the three can work together to help you 

meet your goal. Of course, it‘s not compulsory to use all three. If your owned and earned 

media is very successful, you might not need to invest in paid. It‘s all about evaluating the 

best solution to meet your goal, and then incorporating the channels that work best for your 

business into your digital marketing strategy. Now you know what‘s already being used, 

you can start to think about what to keep and what to cut. 

4)  Audit and Plan Your Owned Media 

 At the heart of digital marketing is your owned media, which pretty much always takes 

the form of content. Everything your brand says is your content, whether that‘s your ‗About 

Us‘ page, your product descriptions, blog posts, ebooks, info graphics, social media posts -- 

it‘s all considered content. Content helps convert your website visitors into leads and 

customers, and helps to raise your brand‘s profile online. Whatever your goal, you‘re going 

to need to use owned content to form your digital marketing strategy. To build your digital 

marketing strategy, you need to decide what content is going to help you reach your goals. 

If your goal is to generate 50% more leads via the website than you did last year, it‘s unlikely 

that your ‗About Us‘ page is going to be included in your strategy (unless that page has been 

a lead generation machine in the past!) In fact, it‘s much more likely than an ebook that‘s 

https://blog.hubspot.com/marketing/digital-advertising-inbound
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hidden behind a form on your website drives far more leads, and as a result is probably 

something you want to do more of. 

Here‘s a brief process to follow to work out what owned content you need to meet your 

digital marketing goals: 

 
Audit Your Existing Content 

 Make a list of your existing owned content and rank each item according to what has 

previously performed best in relation to your current goals. If your goal is lead generation, 

rank them according to which generated the most leads in the last year. That might be a 

particular blog post, an ebook, or even a specific page on your website that‘s converting 

well. The idea here is to figure out what‘s currently working, and what‘s not, so that you can 

set yourself up for future success. 

Identify Gaps in Your Existing Content 

 Based on your buyer personas, identify any gaps in the content you have. If you‘re a 

math tutoring company and have discovered in your audience research that one of your 

persona‘s biggest challenges is finding interesting ways to study, but you don‘t have any 

content that speaks to that concern, then you might look to create some. By looking at your 

content audit, you might discover that ebooks hosted on a certain type of landing page 

convert really well for you (much better than webinars, for example). In the case of this math 

tutoring company, you might make the decision to add an ebook about ‗how to make 

studying more interesting‘ to your content creation plans. 

Create a Content Creation Plan 

 Based on your findings and the gaps you‘ve identified, make a content creation plan 

outlining the content that‘s needed to help you hit your goals. This should include: 

 Title 

 Format 

 Goal 

 Promotional channels 

 Why you‘re creating it (e.g., ‗Marketing Mary struggles to find time to plan her blog 

content, so we‘re creating a template editorial calendar‘) 

 Priority level (to help you decide what‘s going to give you the most ‗bang‘ for your 

buck) 

 This can be a simple spreadsheet, and should also include budget information if you‘re 

planning to outsource the content creation, or a time estimate if you‘re producing it yourself. 

5)  Audit and Plan Your Earned media 

 Evaluating your previous earned media against your current goals can help you get an 

idea of where to focus your time. Look at where your traffic and leads are coming from (if 

that‘s your goal) and rank each earned media source from most effective to least effective. 

You can get this information from tools like Google Analytics, or in HubSpot‘s Sources 

Reports if you‘re a customer. You might find that a particular article you contributed to the 

industry press drove a lot of qualified traffic to your website, which in turn converted really 

well. Or you might discover that LinkedIn is where you see most people sharing your 

content, which in turn drives a lot of traffic. The idea here is to build up a picture of what 

https://knowledge.hubspot.com/sources-user-guide-v2/how-to-use-sources-report-to-measure-your-marketing-campaigns
https://knowledge.hubspot.com/sources-user-guide-v2/how-to-use-sources-report-to-measure-your-marketing-campaigns
https://knowledge.hubspot.com/sources-user-guide-v2/how-to-use-sources-report-to-measure-your-marketing-campaigns
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earned media will help you reach your goals, and what won‘t, based on historic data. 

However, if there‘s something new you want to try, don‘t rule that out just because it‘s not 

yet tried and tested. 

6)  Audit and Plan Your Paid media 

 This process involves much of the same process: You need to evaluate your existing paid 

media across each platform (e.g., Google Ad Words, Facebook, Twitter, etc.) to figure out 

what‘s likely to help you meet your current goals. If you‘ve been spending a lot of money on 

Ad Words and haven‘t seen the results you‘d hoped for, maybe it‘s time to refine your 

approach, or scrap it altogether and focus on another platform that seems to be yielding 

better results. (Check out this free Ad Words guide for more on how to leverage it for 

business.) By the end of the process, you should have a clear idea of which paid media 

platforms you want to continue using, and which (if any) you‘d like to scrap. 

7)  Bring it all Together 

 You‘ve done the planning and the research, and you now have a solid vision of the 

elements that are going to make up your digital marketing strategy. Here‘s what you should 

have so far: 

1. Clear profile of your buyer persona(s) 

2. One or more marketing-specific goals 

3. A spreadsheet of your existing owned, earned and paid media 

4. An audit of your existing owned, earned and paid media 

5. An owned content creation plan or wish list 

 Now, it‘s time to bring all of this together to form a solid strategy document. Let‘s revisit 

what ‗digital strategy‘ means -- ‗the series of actions that are going to help you achieve your 

goal(s) using online marketing‘. By that definition, your strategy document should map out 

the series of actions you‘re going to take to achieve your goals based on your research to this 

point. An Excel sheet is probably the best format. For the sake of consistency, you‘ll 

probably find it easiest to map out according to the owned, earned and paid media 

framework we‘ve used so far. You‘ll also need to map out your strategy for an extended 

period of time (usually 12 months or longer, depending on how your business is set up) so 

it‘s helpful to overlay when you‘ll be executing each action. For example: 

 In January, you might start a blog which will be continually updated once a week for 

the entire year. 

 In March, you might launch a new ebook accompanied by paid promotion. 

 In July, you might be preparing for your biggest business month. 

 In September, you might plan to focus on earned media in the form of PR to drive 

additional traffic during the run-up. 

 By taking this approach, you‘re also creating a structured timeline for your activity 

which will help communicate your plans to your colleagues -- and help keep you sane!  

Your strategy document will be very individual to your business, which is why it‘s almost 

impossible for us to create a one-size-fits-all digital marketing strategy template. Remember 

that the purpose of your strategy document is to map out the actions you‘re going to take to 

https://offers.hubspot.com/google-adwords-ppc
https://offers.hubspot.com/google-adwords-ppc
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achieve your goal over a period of time -- as long as it communicates that, then you‘ve 

nailed the basics of creating a digital strategy. 

Digital Marketing Tool/ Platform Company 

 Another career opportunity in digital marketing is to work for tool or platform 

companies such as google, Linkedin, Facebook Adobe, twitter, youtube, etc., the kind of 

work and associated learning in these kinds of companies varies a lot and is quite different 

compared to working at an agency or a brand,. In addition to these full-time jobs in digital 

marketing, one can opt for freelancing/part time/work from home opportunities in this 

industry. Thus based on an individual‘s experience, his technical and non-technical skills 

such as communication, creativity, analytical skills and his interest, the following job profiles 

are available in Digital Markeitng. 

1. Search Engine Optimization (SEO) 

 At an entry level an individual can join an organization as a digital marketing executive. 

In this case he is required to work under a team leader or manager and perform multiple 

tasks including research, content development, testing etc., the task of SEO is to improve the 

ranking of web pages and their visibility on various search engines such as google, yahoo, 

bing etc., optimizing web pages is a very vital aspect of Digital Marketing. 

2. Search Engine Marketing(SEM) 

 To increase the visibililty of webpages is through sponsored placements and advertising. 

SEM specialists should know how to run campaigns, how to purchase traffic through paid 

search listing to maximize visibility of web pages on search engines. 

3. Social Media Marketing(SMM) 

 Social Media allows companies to establish a public voice and presence online. There are 

three main platforms for social media (a) online communities and forums (b) blogs, (c) social 

networks such as, facebook, twitter, linkeding pinterest and others. Popular blogs help in 

creating influential opinion leaders. A good digital marketer should know how to harness 

the power of social media to market the brand image of the company. 

4. Email Marketing 

 E-mail allows marketers to inform and communicate with customers at a fraction of the 

cost of a direct mail campaign,. E-mails are very productive selling tools. As it is important 

to engage customers and leads with the brand, many organizations send periodic 

newsletters, email campaigns, auto responders to its subscribers in order to keep them 

updated with new products/services added or anything worth sharing. Since e-mails have 

to be timely targeted and relevant companies hire personnel for this purpose. 

5.  Mobile Marketing 

 More and more people are nowadays using smartphones among all age groups. Mobile 

marketing provides instant updates, promo offers and information of customers‘ interests. 

Mobile apps nowadays can perform useful functions such as adding convenience, social 

value, incentives and entertainment. 

6. Web Analytics 

 Web Analytics is a very interesting aspect of digital marketing which involves traffic 

analysis, business and market research and enhancing the website transffic. For instance, 

google analytics gives a great insight into how your website is working. 40% of content 

marketers in India make use of info graphics and visual media. 
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Conclusion 

 As the digital buyer penetration in India is projected to increase to 70.7% in 2020, the 

future belongs to digitals marketing. Web sities, social media, blogs, and e-new letters 

would dominate techniques for sharing content by the marketers. As the brands realize that 

customers‘ feedback, comments and content are extremely valuable and huge job 

opportunities would emerge for those who are net savvy. 
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Abstract 

 With passage of time, the education system all over the world has gone through a dramatic change.  
The traditional education system no longer fulfills the modern day complex needs where everything is dynamic 
and evolving at a very fast pace. There is a huge amount of transformation that takes place in the present world 
in every nanosecond. Therefore, a new and modern way of education is required to handle such transformation 
arising as a result of creation of huge amount of information in a systematic manner. Thus, to resolve the 
shortcomings of the traditional education system, the world is moving towards digital education which 
addresses all the issues and challenges of traditional education. Digital Education can be defined as the use of a 
combination of technology, digital content and instruction in the education system to make it more effective and 
efficient than the traditional education system. Through this research paper, an attempt has been made to 
discuss the upcoming trends in digital education system that will shape the future of our coming generations for 
the better. 

Keywords: Education System, Digital Learning, Technology, Digital Education. 

 
Introduction 

 Indian economic growth from past two decades has led to an aspiration middle income 

society, which in turn has increased the demand for quality delivery and facilities at all 

levels of education. Government‘s Sarva Siksha Abhiyan started in 2001 aimed towards 

universalisation of elementary education in the country followed by Rashtriya Madhyamik 

Siksha not met the quality parameters as several reports and studies indicate. These 

movements have directed the parents across income levels to send their children to private 

schools instead of government schools, and supplementing classroom instruction with 

tuitions. Today, one of the most striking trends in Indian school education is the increase of 

private sector participation. The number of schools, colleges and universities is so big that 

no one can question the top class education. We have around 1.4 million schools, 35,500 

colleges, and 600 universities; still our graduate‘s employment rate is inadequate. Majority 

of private schools deliver higher quality education as gauged by educational outcomes such 

as performance on board exams and evidence from standardized assessments. However, 

these schools are yet faced with various challenges such as complex regulatory frameworks, 

high infrastructure costs and limited autonomy. Education system of India is one of the 

largest education systems and India is known for this. The number of schools, colleges and 

universities is so big that no one can question the top class education. We have around  

1.4 million schools, 35,500 colleges, and 600 universities; still our graduate‘s employment 

rate is inadequate. This inadequacy of our graduate employability shows the lack of 

educational infrastructure. The objective of this research paper is to understand and review 

the role of schools and education in digital era. The problem of education is far beyond 

technology. As per the researches done earlier Indian schools are focusing more on K-12 

learning and creating a collaborative knowledge creation culture of learning. With internet 

ISSUES, TRENDS & CHALLENGES OF DIGITAL EDUCATION: AN 

EMPOWERING INNOVATIVE CLASSROOM MODEL FOR LEARNING 
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facility being enjoyed in each sector, education industry is no behind. E-learning plays an 

important role in handling the issues and problem of teaching today. With hi-tech network 

and multimedia, the education sector has emerged to be one of the fast emerging fields. 

Technological advancement has enabled our Indian classroom to be tech savy. With the use 

of technology in education sector, there is an major change in the teaching and learning 

methods, styles, and content across many schools in India. Today, cloud technology is being 

explored by students, wherein they can easily submit and review their assignment regularly. 

With the inclusion of these facilities in a digital learning environment, the classroom 

becomes much more comfortable and welcoming to students. The Y-Generation of today is 

much smart in using all the technological gadgets like computers, laptops, iPads and 

mobiles, so by adopting these same technology into the classrooms makes them 

feel easy and conversant. 

 We nurture our Y-Generation into more responsible citizens by teaching them the social 

and epistemological agreements of an increasingly global collective. Critical thinking and 

the ability to exert the academic languages with which we articulate ourselves are the key 

skills which enable us to remain flexible in the face of a perpetually changing world. 

Assessing the changing requirement and the dynamic nature of the human experiences for 

our students, mentors, teachers, administrators, and policy makers should focus on the 

technologies for bringing and vital change and giving new learning experiences to our 

students. 

 “Students, educators and parents agree – we need a different kind of learning experience 

to prepare students for the future” 

 With the objective to make the rural India A part of digital age, Prime Minister Modi‘s 

administration has launched the Digital India campaign. Some of this campaign‘s targets 

include providing broadband connectivity to a quarter of a million rural villages by 2019 

and making Wi-Fi connections available in schools. 

 
Emerging Trends of Digital Education 

Digitalized classroom/Flipped Class Rooms a Growing Trend 

 A complete revolution in the way we learn today has been brought by Technology. 

Teachers teaching in the classroom can capture the students and the full strength in the class 

by digital screens, thus facilitating each child to get the same base content and input from 

the teachers. This feature of digital era has increased the Student engagement as it combines 

various instructional styles. Each student gets in contact to world-class education, which is 

not easy to impart by the traditional white chalk and black board teaching. This new 

learning is more interesting, personalized and enjoyable. With this technological inclusion in 

the school teaching the students feel studying as enjoyable, easy, competent and above all 

interesting. The aim of a teacher however should be to create such an atmosphere which 

makes every student want to study. 

 
Video Based Learning 

 Video-based learning as a part of digital marketing has geared up in Indian Education 

Sector and has made education engaging, entertaining and exploring. It enables learning 
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with a pedigree of learning out of leisure with creativity, fun and entertainment on cards via 

the wonderful Apps, podcasts, videos, interactive software, e books and online interactive 

electronic boards. Children are excited and operative with interest to manage the showcase 

via their intelligence, exploring the weak techno skills of teachers and assist them in public 

with pride and honour and recognition. 

 
Massive Open Online Course (MOOCS) & other Distant Learning Programs 

 A massive open online course (MOOC) is an online course aimed at unlimited 

participation and open access via the web. India is considered to be the biggest market for 

MOOCs in the world after the USA. Since the population of India is huge, massive open 

online course (MOOC) are said to gateways for a lot of Indians in terms of bringing an 

educational revolution. Online distant learning programs give a great opportunity to avail 

high quality learning with the help of internet connectivity. 

 
Advantages of Digital Learning 

 Digital Learning has become very popular with time. The following are the advantages 

of Digital Learning: 

 
No Physical Boundaries 

 Digital Learning has no locational and time restrictions. In case of face-to-face learning, 

the location limits the group of learners to those who have the ability to participate in the 

area. But this is not the case in digital learning. In digital leaning, there is no physical 

restriction and the learner can attend the sessions anytime, anywhere according to his/her 

comfort. 

 
More Engagement 

 Digital learning is a more engaging experience as compared to traditional learning. 

Through digital learning, a course can be designed in a way that makes it interactive and fun 

through the use of multimedia. Even, the more recently developed methods of gamification 

can be used to enhance the engagement factor. 

 
Challenges of Digital learning& Measure to Overcome Them 

 Digital Learning has become very popular with period of time. But it imposes certain 

challenges which need to be overcome. Someone rightly said, ―Digital learning should be 

more about the human touch that just machines‖. The following are the challenges of digital 

learning along with the measures to overcome these challenges: 

 
Resistance to Change 

 Every improvement has two sides of coin, with one leading to advancement and 

development and other relates to certain challenges associated with the implementation of 

this advancement. Unfamiliarity of employees towards technology is one of the biggest 

challenges of Digital Learning, which the managers need to work with it. People commonly 

resist change, even if the changes are superior to what they had previously. They might not 

trust that a technology-based learning program will be as effective as interacting with an 
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instructor. It's a fact that eLearning implementation can create enormous change within a 

company, so implementers can expect to face some resistance. 

 
To Overcome this Resistance Certain Measures Can be Taken 

 Refresher benefit: Feature of multimedia learning enables to makes the material more 

engaging and easier to assimilate. At the time of refresher, such learning material will be at 

their fingertips when they want. This will enable to complete the learning within a span of 

time. 

 Effective communication processes: Communication is the key to incorporate an digital 

Learning programme effectively. Communication will enable to understand and accept your 

digital Learning program quickly. It is important that, trainees need to know what benefits 

digital learning offers them, and what are the objectives, among other aspects. 

 
Learners Motivation 

 Classroom which are run in the form of a seminar and discussion have the advantage of 

accountability and supervision. One of the common challenges in digital Learning is that, 

left to their own devices, employees may not explore the course material. Even worse, 

employees may resent using their own time to do coursework, rather than enjoying the 

"vacation" from their everyday responsibilities afforded by an in-person seminar. Therefore, 

it becomes rather important and a big challenge on how can we keep our students motivated 

enough to complete the course and moreover, how can we make them enjoy the learning 

experience? 

 
To Overcome this Challenge Certain Measure Can be Taken 

 Incentives: Accreditation of the courses and certification gives employees a tangible goal 

that benefits themselves as well as the employer. More broadly, any job training that can 

lead to career advancement or resume building is valuable to today's employee. 

 Appealing: One of the best methods to motivate your participants or audience is to 

make sure the Digital Learning courses you develop are visual and very appealing to the 

eye. Take a look at this info graphic, where you can get ideas on how to make eLearning 

more attractive.  

 
Key outcomes of Digital learning  

 E-Learning should be more focused on knowledge creation rather than merely on 

knowledge acquisition. As knowledge is the integral part of this century. 

 Developing collective cultural practices, physical learning is important as learning takes 

place between people and their cultural surroundings. Along with emotional and cognitive 

development, ell-being and Social and Emotional Learning (SEL) are also essential for the 

development of the students. Instead of computer-supported learning, it would be advisable 

to talk about new forms of Socio-Digital Participation (SDP). This includes media literacy, 

such as using social media and search engines. Constant reforms in schools and teacher 

education is essential for development. The schools are not following the important 

developments of society. There is no evidence that learning styles or types would be 
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informative in designing learning environments. Alternatively, it would be advisable to 

observe users‘ motivational profiles or study orientations. Meaningful and engaging 

learning methods are advisable, which support collaboration and self-regulation. 

Recommendations 

 Young generation have smartphones, computers, laptops that are changing the way of 

education. They actively participate in social communication through online communities 

since early childhood. But the problem lies in the fact that these activities take place after the 

formal learning is over and there is no synchronization between this informal learning 

which the formal learning. Research also states that informal learning is often more 

engaging and effective than formal learning. Furthermore, research indicates that the 

students with the best skills in technology are also the ones who are often non-participative 

in the formal learning. To solve this issue, Social and Emotional Learning (SEL) should be 

provided by teachers and parents. Social and Emotional Learning (SEL) includes the skills 

that are needed to regulate oneself and interact with others in constructive ways. Social and 

emotional skills are critical to being a good student, citizen, and worker. Many risky 

behaviors which include drug use, violence, bullying etc can be prevented or reduced when 

the method of social and emotional learning is used. Social and Emotional Learning (SEL) 

can be best adopted by effective classroom instruction, student engagement in positive 

activities in and out of the classroom, and broad parent and community involvement in 

education. 

 
Conclusion 

 With so many different ways to define e-learning and the educational approaches that 

can be taken in these learning environments, it is the conclusion of this author that e-

learning is an innovative approach to learning. It is a holistic way of teaching and learning 

that meets the needs of today‘s digital natives. It is an environment made up of 

collaboration, choice, and an array of technological resources that supports a successful 

online learning experience. However, in order for learners to be successful in this learning 

environment the challenges to e-learning must be overcome with support and a best practice 

solutions. Instructors and learners must embrace the shift away from traditional classroom 

practices to an e-learning approach to education. Despite the fact that today‘s learners are 

digital natives, the use of technology for e-learning can be overwhelming and provide 

student motivation challenges however, with the proper supports from instructors, learners 

can be successful within these e-learning environments. Finally, and probably the most 

important challenge for the instructor is to focus on the overall elements of a well-developed 

course. Developing a purposeful and well-defined online course, which supports the 

instructor and learner, means devoting the appropriate time and embedding the applicable 

course elements into the e-learning environment. 
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Abstract 
 Engineering is the application of scientific knowledge to solve problems in the real world. PHYSICS allows 
us to gain an understanding of the World and the Universe, Engineering enables this understanding to come to 
life through problem solving, designing and building things. In classical mechanics, a simple pendulum swings 
at a frequency determined solely by the square root of the length of the string, the mass of the object being swung 
is irrelevant. This means that child and adult will both swing back and forth on the playground at the same 
frequency. This has interesting implications for how much one can push, or drive, the system. Digital marketing 
and technologies helps teachers and students in various phenomenon, Physics and marketing appear to be very 
different disciplines. People think of physics as ruled by universal laws that can be rigorously studied to 
understand everything from small to extremely large, marketing is seen as an “arts and crafts” function that 
comes up with jingles, throw parties, and prints color brochures. But there are many relationship between 
digital marketing and physics. 
Keywords: digital, physics, technologies, system etc.,  
 
Introduction to Digital Marketing in Engineering and Technology 

 Everything is energy! Energy makes engineering! Engineering discovers technology! 

Technology enhance digital marketing 

 It Has Become Appallingly Obvious That Our Technology Has Exceeded Our Humanity 

- Albert Einstein 

Technology Is Just A Tool, In Terms Of Getting Kids Together And Motivating Them, The 

Teacher Is Most Important 

-Bill Gates 

 A transformation of marketing is underway as we spend more time on our mobiles, 

tablets and laptops. The challenge for brands is to connect with customers through all these 

devices in real time and create campaigns that work across social media, display advertising 

and e-commerce. The reach of campaigns has also increased greatly. With so many different 

ways that customers access media, whether through Facebook, YouTube, news websites, via 

mobile or tablet applications, a strong idea can quickly gain huge scale. 

 Engineering is the application of scientific knowledge to solve problems in the real 

world. Physics allows us to gain an understanding of the World and the Universe, 

Engineering enables this understanding to come to life through problem solving, designing 

and building things. 

Engineering into reality: 

 Sitting comfortably in a chair while flying through the sky in commercial airplane 

 Heat up a meal in five minutes in microwave 

 Gain instant access to almost all human knowledge in Google 

 Communicating anyone at anywhere at any time in mobile phone 

DIGITAL MARKETING IN ENGINEERING AND TECHNOLOGY 
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 Technology in advance is dynamic, it keeps on improving because even our needs and 

demands for technology keep on changing . We apply technology in almost everything we 

do in our lives, we use technology at work, we use it to extract materials , we use technology 

for communication, transportation, learning, manufacturing, creating artifacts, securing 

data, scaling businesses and so much more. Technology is human knowledge, which 

involves tools, materials and systems. The application of technology results in artifacts or 

products. Advancement in technology provides a different work environment and this helps 

small business gain position in highly competitive digital marketing. 

 
Relationship between Digital Marketing and Physics 

 Physics and marketing appear to be very different disciplines. People think of physics as 

ruled by universal laws that can be rigorously studied to understand everything from small 

to extremely large, marketing is seen as an ―arts and crafts‖ function that comes up with 

jingles, throw parties, and prints color brochures. But there are many relationship between 

digital marketing and physics. 

 In classical mechanics, a simple pendulum swings at a frequency determined solely by 

the square root of the length of the string, the mass of the object being swung is irrelevant. 

This means that child and adult will both swing back and forth on the playground at the 

same frequency. This has interesting implications for how much one can push, or drive, the 

system. Imagine the park swing again. Pushing in time with the natural resonant frequency 

makes a swing go higher and higher, you can increase the amplitude or amount of the 

swing. But if you try pushing at any other tempo, you lose efficiency, since at times you will 

be pushing against the natural motion of the swing. 

 I think physics helps marketers here. Too often, we want customers to buy from us on 

our schedule, when we have campaigns to run or monthly goals to meet. But we need to 

recognize that each buyer has her own natural frequency for when she wants to act. Like 

pushing the swing, marketing can be a powerful effort to drive the system , the right 

message at the right time can really resonate with the buyer. But we need to recognize the 

buyer‘s natural timing and synchronize our marketing pushes with it. Otherwise, the 

marketing may end up pushing against the buyer‘s natural frequency, damping the energy 

and reducing marketing effectiveness. 

 So, physics is the system that have a natural frequency and driving the system which 

won‘t change it, though it can increase the amplitude of the oscillation. The digital 

marketing is that, we need to understand each buyer‘s natural frequencies and personalize 

our outreach to resonate with their natural rhythms, trying to drive action on any other 

frequency will always dampen the results. 

 
Advantages of Digital Marketing and Technologies in Classrooms 

 Internet, the phenomena of Convergence, Mobility and the New Media that arises out of 

these (like Blogs, Social networks, Text Messaging, RSS Feeds etc) have changed Marketing 

dramatically over the years. Marketers have being to realize and respect the power and 

importance of Digital Marketing. Web Applications People across the world are creating 

http://www.useoftechnology.com/technology-workplace-2/
http://www.useoftechnology.com/communication-technologies/
http://www.useoftechnology.com/4-ways-scaling-business-technology-succeed/
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content, connecting with each other and collaborating like never before. Digital marketing and 

technologies helps teachers and students in various phenomenon. 

 
Technology Promotes Individual Learning  

 Students can use their ipads and internet to make personal research online and educate 

themselves. When a student is in control of what they learn, they will have no fear of 

making mistakes and this will encourage them to explore more about a specific subject. 

Many teachers are allowing students to carry out personal research on specific subjects, the 

results can be shared with other students or the entire classroom via a smart white board. 

 
It Promotes Students Engagement in Classroom  

 Since educational technologies like digital white boards are interactive, teachers can give 

students a chance to teach their fellow students using this interactive white board. Also the 

integration of Gamification technologies keeps students entertained and attentive while in 

the classroom, because games remove that boring atmosphere in the classroom. Students can 

learn subjects like Math and English through playing games. 

 
Technology Helps Students Learn how to Write and Spell  

 The use of computers to take notes in the classroom has helped so many students learn 

how to write well composed essays. Computers have word applications and built-in 

dictionaries which will auto-correct grammar mistakes while students are taking notes in the 

classroom. Also teachers are encouraging students to create personal blogs so that they can 

practice and improve on their writing and spelling skills. 

 
Technology Provides Assistance to Students with Disabilities 

 Assistive educational technology like iPads, Robots, Games can help students with 

diseases like Autism learn how to speak and write. Also deaf students can easily 

communication using mobile text messaging in the classroom and this can increase their 

engagement in the classroom. 

 
Technology Bridges the Gap between Teachers and Students 

 Teachers and students are using advanced educational technologies to connect more 

than before. New mobile text messaging technologies like www.remind101.com, can be used 

by teachers to remind their students about research work, remind them to prepare for a test 

or exam. 

 
Technology Simplifies Teachers work 

 Teachers have found creative ways of making their work easier by using technology in 

the classroom. For example, a teacher does not need to go through the hassle of marking 

thousands of exam / test papers, now we have a new iPad application ‗‘Markup‘‘ which 

turns all students exams into electrical papers and teachers can mark these exam papers 

with an iPad. This creates a paperless classroom, because most students can afford 

computers, so exams are assigned to students electronically. 

http://www.remind101.com/
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Magination is the Highest form of Research! If we knew what it was we were doing! It would not be 

called research  

   -Albert Einstein 

 
Research in Physics 

 Education research is the scientific field of study that examines education and learning 

processes and the human attributes, interactions, organizations and institutions that shape 

educational outcomes. Physics Education Research aims to develop and utilize theories and 

techniques that characterize, influence and measure the learning of physics by students. 

 
Digital Marketing in Engineering and Technology Enhance Research in Physics 

 Physics Education research embraces the full spectrum of rigorous methods appropriate 

to the questions being asked and also drives the development of new tools and methods. 

Characterization is the most important essential component in Physics Research. Material 

characterization represents many different disciplines. Characterization describes those 

features of composition and structure of a material that are significant for a particular 

preparation, study of properties or use and suffice for reproduction of the material about 

composition, structure and defects. Based on analytical purposes, the tools of material 

characterization can be categorized into three major fields of applications physical or 

structural analyses, chemical or elemental analyses and electrical analyses. 

 These technical instruments were designed by engineers that helps research scholars to 

study their research samples. All kinds of physics lab equipments are available in digital 

marketing at low cost. In online, we can purchase wide range of lab instruments from top 

brands. Some of the instruments are given below 

 Scanning Electron Microscope (SEM) 

 X-ray diffraction (XRD) 

 Ultraviolet-visible spectroscope (UV-vis) 

 Atomic Force Microscope (AFM) 

 Energy-dispersive X-ray spectroscope (EDX) 

 
Conclusion 

 Everyone is constantly connected with everyone and everything. Mobile technology and 

cloud services bring the internet everywhere. Business is either digital or becoming digital. 

The role of digital marketing is obviously different because buyers are different, and the way 

they reach them are different. Digital marketers must strides to create scalable, sustainable 

and valuable marketing systems. The future marketing system belongs to those who 

understand what is possible, why and use modern media to build trusted relationship and 

valued experiences. 

Everything Should Be Made Simple As Possible, But Not Simpler 

 -Albert Einstein 

References 
1. www.google.com 
2. www.msn.com  

http://www.google.com/
http://www.msn.com/


 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

 

                    Sourashtra College, Madurai Page | 145  DMG 2017 

 

 

 
Mrs. G.Vijayalakshmi 

Assistant Professor in Commerce, Department of Commerce, Sourashtra College for Women, Madurai 
 
Abstract 
 Digital technology has revolutionized the world as never before. Rapid transformations have taken place in 
the global scenario. The contribution of Information and communication technology has been significant in 
terms of income and earnings, growth and employment generation. India too, has witnessed an unprecedented 
growth in the field of IT. The presence of world class educational institutes in the country have led to creation of 
a large pool of trained manpower of international standards. The IT industry is expected to emerge as one of the 
largest employers in the country (Ninth 5 yr plan). This sector is expected to grow to grow to $87 billion by 
2008. A Nasscom Mckinsey study predicts that software and services will be a third of India’s exports, over  
7.5 percent of GDP growth, $5 billion in FDI and create 2.2 million jobs by 2008).  
Keywords: Women, Church, Leadership, Digital Marketing Gender equality. 
 
Introduction 

 A prominent feature of the IT sector is the growth of IT enabled services. There has been 

recent growth in IT enabled service businesses in India as call centres, medical transcription, 

technical support and back office processing, engineering and design, geographic 

information services, payroll and other human resource services, insurance claim 

processing, legal databases. Business Process Outsourcing has tremendous potential for 

growth. The turnover of the call centres was $ 65 million in 1999-00 which increased to more 

than $ 3 billion by March 2004 and more than $ 10 billion by 2006. IT-enabled services have 

grown at a rate of 65 per cent. Foreign companies dominate India's call centre industry, with 

a 60 per cent share of the annual Rs 71bn ($1.5bn) turnover market. This sector is expected to 

provide employment to more than 1million by 2008 

 The IT sector has not only created a large number of jobs, but has also resulted in new 

types of challenging careers. In the IT sector, emphasis is on intellectual rather than physical 

resources. As emphasis is on knowledge, the IT industry is considered to be non-

discriminating. It is considered to be an equal opportunity employer for men and women, 

minorities and handicapped all alike.  

 Workforce trends show that a large number of women are joining the ICT sector. What is 

the position of women in newly emerging areas of information technology? Has ICT 

provided suitable employment opportunities to women leading to women empowerment? 

This paper aims to examine these issues. The main objective of this paper is to examine the 

different ways in which in IT has benefited women in terms of employment. The paper also 

examines the effects of IT in rural areas.  

 
The Indian IT industry and Women Employment  

 As per Nasscom estimates, women comprise 20 – 25% of total number of science and 

engineering graduates in the country. The number of software professionals has been rising 

continuously over the years. The number of software professionals increased from 6800 in 

WOMEN EMPOWERMENT ON DIGITAL MARKETING IN INDIA 
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1985 to 650,000 in 2003-2004 (Nasscom, 2004). Women are joining the IT sector and their 

numbers are fast increasing.  

 In 1993, only 10% of workforce was women. In 1998, 18% of IT workforce was women 

which was higher than the national average of 12%. In 2003, the proportion increased to 

21%. The participation of women in IT is rapidly growing and is expected to go up to 35% in 

2005. Hence, women are now occupying a prominent position in the labour force.  

 Women are employed in IT companies located mainly in cities as Bangalore, Poona, 

Chennai, Delhi, Hyderabad and Bombay. More women are employed are employed in 

Southern regions of the country, where hiring of professionals was 41 percent as compared 

to Eastern region at 6 percent (Nasscom 2003). The women employed in IT belong to the 

younger age group. The overall median age of software professionals was about 25.6 years. 

44 percent of software professionals possessed over 3 years of work experience (Nasscom 

2003).  

 There are several employment opportunities in IT for young women who have had 

education and training in urban, English medium schools. The IT enabled services centres 

offer several opportunities to women. The IT enabled services require excellent verbal 

communication skills and pleasing personality. Data entry/data conversion needs typing 

conversion and strong written English communication skills. Medical transcription requires 

a good understanding of medical terminology, ability to understand English with different 

accents and good typing speed. Entry-level salaries range from Rs.3,000-10,000 a month. 

After four to five years of experience, medical transcriptionists can look forward to 

Rs.14,000-20,000 a month. The same is true for other jobs in this field. The age of entry is 

between 19-24 years. The minimum qualifications required is class 12. Call centres prefer 

women as they feel that women are better suited to voice-based projects.  

 A large number of women are joining the IT enabled services sector (Ramani, S. 2000). A 

large number of companies as GE, American Express, Standard Chartered Bank, CitiBank, 

British Airways, Microsoft, AOL time Warner, HP, Dell Computers, Prudential Insurance, 

Morgan Stanley, Mark & Spencer have call centres where a sizeable number of women are 

employed ranging from 35 to 65% (www.express it people.com). GE capital had 40 to 55% 

women employees in their various centres (Sandhya Sule, 2002). A study of an international 

call centre at Pune (Dutta, 2003) showed that 59% of employees were women.  

 Due to IT, women have employment options as flexitiming and work at home concept. 

Tele-tech India, a joint venture BPO company between Tele-tech and the Bharti Group, gives 

its employees a choice of four-day weeks instead of the normal five, hourly rates with a 

minimum number of work hours in a week. There are incentives for housewives and other 

part-time workers for 30-hour weeks.  

 Mumbai-based Datamatics Technologies, a BPO which processes data, women to work 

from home, 20 hours a week. This facilitates employment for married women, especially 

with small children. The employee strength is over 800 part-time workers as compared to 

only 500 permanent employees.  

 Tracmail, a Mumbai-based business process outsourcing (BPO) company employs 2,000 

people of which roughly 45 per cent of them are women who work 8.5- hour shifts, 
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attending calls from clients across the world. A BPO company, Infowavz International, has 

one third of its 800 employees as women. 24X7 Customer Service, a company based in 

Bangalore employs women in large numbers where the share of women employees 

increased from 25 per cent to 40 per cent in the last two years.  

 ICICI OneSource, a company based in Mumbai has 2,400 employees, of which 60 per 

cent are women, in the age group of 22 to 27 years. There are more women employees in call 

centres in north and western India.  

 
Digital Technology and Women Empowerment 

 Today, online world is taken by storm as you can discuss and share each and every 

problem online and rest assured that it will be definitely be answered. Following on the 

same lines, a Mumbai based studio called Di-Mentions Studio has come with a unique and 

innovative digital platform – Lajja Diaries. So what is this initiative? Well, Lajja Diaries, 

through the digital platform, promises to bring women from across the world to come ahead 

and share their views and support other women who have been victims of sexual or 

physical abuse. 

 
Benefits of Digital Marketing 

 Apart from direct employment, ICT has benefited women in a number of ways. It is a 

viable tool of information and communication which goes a long way in empowerment of 

women. Immense amount of information is obtained through the internet. The number of IT 

users as well as IT professionals have been increasing over the years. The number of Internet 

users have been rising over the years. It was estimated that there were .01 million internet 

users in 1995 which increased to 18 million Internet users in March 2003 and their number 

was expected to increase upto 23 million in Dec 2003. Internet usage was most widespread 

in 18-24 yrs age group. Men constituted 77% of users while women users were around 23% 

(sify news, 2003). Women are expected to emerge as a large segment on the internet in the 

next 20 years.  Effective and efficient use of information technology like internet can help in 

assimilating information about variety, range and quality of products, publicity and 

marketing of products and services. Apart from being used as a tool of information and 

communication and employment, application of ICT has created avenues for women 

empowerment. Noteworthy examples are that of Gyandoot, Embalam, SEWA, Datamation 

and Smile.  SEWA (Self Employed Women‘s Association), uses ICT for women 

empowerment. The main goal of SEWA is to promote local income generating opportunities 

among women. The Self-Employed Women's Association SEWA, with 200,000 membership 

is spread over 800 villages in Gujarat. It uses an interactive satellite communication and 

Internet-based training programme to develop a cadre of barefoot managers among the poor 

women workers, focusing on women in panchayats, forests, water conservation and so on. 

Through ICT, training is provided on issues as disaster management, leadership building, 

health and education, child development etc.  

 

 

http://www.yodigi.com/services/search-engine-optimization/
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Conclusions  

 Women form a significant portion of labour force. To help women, policies should be 

undertaken as to increase women‘s access to computers and internet. There should be 

provisions for setting up of more women‘s only access sites. Efforts should be directed 

towards improving women‘s skills and usage of new technology.  

 It is also noted that there is a wide gap between computer education and absorption in 

the labour market. This is due to the fact there is restricted mobility for women. Timings of 

work is also a problem for women. Factors as Marriage, Childbirth, childrearing and 

household responsibilities may prevent women from working fulltime. Policies should be 

made to subsidise childcare. Transport facilities should be provided to women. If women 

had a break from work, there should be provisions for retraining in industry.  

 Steps should be taken to encourage women employees. Noteworthy examples are 

companies as Infosys, Wipro and I- flex. The Infosys Women Inclusivity Network (IWIN), 

conducts networking and mentoring sessions along with initiating policies, benefits and 

training via the group and there is a similar initiative within Wipro, called Women of Wipro 

(WOW). i-flex Solutions ensures that women are encouraged to join i-flex by having a 

woman representative on most its employment panels and has also run women-focused 

recruitment advertising campaigns. This policies go a long way in encouraging women.  
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Abstract 
 The banking sector is one of the most dynamic and innovative sectors regarding the economic development 
in India. Banks are aiming to increase customer profitability with any customer retention the banking sector is 
regarded as the main pillar of the economy, so all indicators of growth and strengthening of this sector are the 
basic elements of modelling the expected economic growth. This paper aims at exploring the theoretical 
foundations of customer relationship management with reference to the Indian banking sector. More detailed, 
our analysis will focus on the customer perspective of facing CRM policies respectively in the banking system. 
So, in this paper, i have tried to point out Indian banking Sector. The aim of this paper is to analyze the design 
and implementation banking environment for CRM in the bank, identify the benefits and challenges, as well as 
the success factors of the implementation and develop a better understanding of impact of CRM on banking 
competitiveness as well as to provide a greater understanding of what constitutes good CRM practices. 
Keywords: Customer Relationship Management; Banking Sector; Customer 
 
Introduction 

 Today, Indian banking industry is one of the largest in the world. CRM in the banking 

sector is of strategic importance. Customer relationship management (CRM) is a strategy 

that can help them to build long-lasting relationships with their customers and increase their 

profits through the right management system and the application of customer-focused 

strategies. CRM in the banking sector is of strategic importance. It is the establishment; 

development; maintenance and optimisation of long term mutually valuable relationships 

between consumer and the organisations. Successful customer relationship management 

focuses on understanding the needs and desires of the customers and is achieved by placing 

these needs at the heart of the business by integrating them with the organisation‘s strategy, 

people, technology and business processes. CRM identifies the present and future markets, 

selects the markets to serve and identifies the progress of existing and new services.  

CRM is a holistic strategy which can help the banks to become customer oriented and 

implement customer- focused strategies, which in turn will help them build long lasting 

relationships with the customers and hence increase their profits. CRM is a holistic process 

of acquiring, retaining, and growing customers. CRM defines is used to define the process of 

creating and maintaining relationships with business or customers. Thus in this era of 

increased competition, in order to prosper, it will be imperative for the banks to develop 

long term relationships with the customers by offering quality services. Developing long 

term relations with the customer depends basically on three dimensions product quality, 

service quality and relationship quality for any kind of industry. This fact is also applicable 

for banking industry. 

Objective of the Study 

1. To study and understand the concept of CRM. 

2. To study the CRM Practices in Banking Sector in India. 

A STUDY ON CUSTOMER RELATIONSHIP  

MANAGEMENT-IN BANKING SECTOR IN INDIA 
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3. To examine the importance of CRM in banking sector. 

4. To study the Benefits of CRM context in Banking Sector. 

 
Definition of Customer Relationship Management 

 Customer relationship management (CRM) is a co-ordinate approach in business to 

maintain the relationship between the firm and its customers to satisfy and retain the firm‘s 

customer, in turn helps the firm to exist in business and to attract more customers by giving 

promotions and more comfort in doing business with the firm. CRM is all about maintaining 

a sustainable competitive advantage by serving existing customers and attracting new 

customers. 

 
Importance of Customer Relationship Management (CRM) 

 The concept of customer relationship management is dynamic in nature and therefore 

required for its effectively and efficiently implementation in the in organisation of Indian 

banking sectors. Customer relationship management is not only pure business but also 

ideate strong personal bonding within people. Development of this type of bonding drives 

the business to new levels of success. 

 Once this personal and emotional linkage is built, it is very easy for any organization to 

identify the actual needs of customer and help them to serve them in a better way. Although 

It is a belief that more the sophisticated strategies involved in implementing the customer 

relationship management, the more strong and fruitful is the business, but it may or may not 

be correct from actual situation is concerned. Most of the organizations have dedicated 

world class tools for maintaining CRM systems into their workplace.  

1. A CRM system consists of a historical view and analysis of all the acquired or to 

be acquired customers. This helps in reduced searching and correlating 

customers and to foresee customer needs effectively and increase business. 

2. CRM contains each and every bit of details of a customer, hence it is very easy 

for track a customer accordingly and can be used to determine which customer 

can be profitable and which not. 

3. In CRM system, customers are grouped according to different aspects according 

to the type of business they do or according to physical location and are allocated 

to different customer managers often called as account managers. This helps in 

focusing and concentrating on each and every customer separately. 

4. A CRM system is not only used to deal with the existing customers but is also 

useful in acquiring new customers. The process first starts with identifying a 

customer and maintaining all the corresponding details into the CRM system 

which is also called an ‗Opportunity of Business‘. The Sales and Field 

representatives then try getting business out of these customers by sophistically 

following up with them and converting them into a winning deal. All this is very 

easily and efficiently done by an integrated CRM system. 

5. The strongest aspect of Customer Relationship Management is that it is very 

cost-effective. The advantage of decently implemented CRM system is that there 

is very less need of paper and manual work which requires lesser staff to 
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manage and lesser resources to deal with. The technologies used in 

implementing a CRM system are also very cheap and smooth as compared to the 

traditional way of business. 

6. All the details in CRM system is kept centralized which is available anytime on 

fingertips. This reduces the process time and increases productivity. 

7. Efficiently dealing with all the customers and providing them what they actually 

need increases the customer satisfaction. This increases the chance of getting 

more business which ultimately enhances turnover and profit. 

8. If the customer is satisfied they will always be loyal to you and will remain in 

business forever resulting in increasing customer base and ultimately enhancing 

net growth of business. 

 
CRM in Banking Sector 

 In banking context, CRM is a system which has to deal with a large number of individual 

retail customers and has the analytical capability to manage the customer retention rates of 

the bank and to enable them to cross-sell their product effectively (Buttle 2009). 

 The idea of CRM is that it helps businesses use technology and human resources gain 

insight into the behavior of customers and the value of those customers. If it works as 

hoped, a business can: provide better customer service, make call centers more efficient, 

cross sell products more effectively, help sales staff close deals faster,simplify marketing and 

sales processes, discover new customers, and increase customer revenues.It doesn't happen 

by simply buying software and installing it. For CRM to be truly effective, an organization 

must first decide what kind of customer information it is looking for and it must decide 

what it intends to do with that information. For example, many financial institutions keep 

track of customers' life stages in order to market appropriate banking products like 

mortgages or IRAs to them at the right time to fit their needs. Should be collected to run 

process engine:  

1) Responses to campaigns, 2) Shipping and fulfillment dates, 3) Sales and purchase data, 

4) Account information, 5) Web registration data, 6) Service and support records, 

7) Demographic data, 8) Web sales data 

 
Benefits of Using CRM in Banking Industry 

 Certainly a benefit for each company is to achieve better economic results thanks to 

achieving higher value from every interaction with a customer. Competition is very sharp in 

current market. Companies must take care of a customer in every area of their specialization 

by using various communication channels. Customer expects perfect services whether he 

calls a help line, asks a dealer, browses a web site or personally visits a store. It is necessary 

to assure him in a feeling that he communicates with the same company whatever form of 

communication, time or place he chooses. 

 

The Basic Advantages and Benefits of CRM are these 

• Satisfied customer does not consider leaving 

• Product development can be defined according to current customer needs 
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• The ability to sell more products 

• Optimization of communication costs 

• Proper selection of marketing tools (communication) 

• Trouble-free run of business processes 

• Greater number of individual contacts with customers 

• More time for customer 

 
Differentiation from Competition 

• Real time access to information 

• Fast and reliable predictions 

• Communication between marketing, sales and services 

• Increase in effectiveness of teamwork 

• Increase in staff motivation 

 
Implementing CRM 

 To ensure the well functioning of the concept of customer relationship management for 

successfully implementation in banking sector prospects, and devotes time and attention to 

expanding account relationship with those customers through individualised marketing, 

reprising, discretionary decision making, and customized service through the various sales 

channels that the bank uses. Any financial institution seeking to adopt a customer 

relationship model should consider six key business requirements these are: 

• Create a customer-focused organisation and infrastructure. 

• Gaining accurate picture of customer categories. 

• Assess the lifetime value of customers. 

• Maximize the profitability of each customer relationship. 

• Understand how to attract and keep the best customers. 

• Maximise rate of return on marketing campaigns 

 
Challenges Faced By Banks in Successful Implementation of CRM 

• The difficulty of obtaining a complete view of customers. 

• The need to move away from disjointed, standalone, and inconsistent channels 

to provide a cohesive, multichannel offering. 

• The burden of disconnected legacy systems and disparate databases that store 

client financial data. 

• The cost and complexity of meeting stringent government regulatory and client 

security and privacy requirements. 

• The pressure on margins and growth prospects from increased competition. 

• The costs associated with retaining customers and developing customer loyalty. 

 Although CRM can help banking institutions efficiently manage their customers, many 

banks fail to meld the concept into the prevailing work culture. But the high incidence of 

CRM failure has very little to do with the CRM concept itself. Usually it's a case of the banks 

failing to pay attention to customer data they already have. 
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 A lot of banks underestimate the magnitude of CRM. They tend to treat it just like any 

other application technology, without realizing that CRM, if done properly, is a strategic 

initiative that touches all areas of an organization. 

 
Summary and Conclusion 

 In brief I would like to conclude that customer relationship management is one of the 

biggest challenges for the Indian banking sector especially for the public sector banking 

sector, because the customer satisfaction level in public sector banks are not satisfactory as 

compared to private sectors banks. But we have to understand the reason behind such 

practices between public sector banks and private sector banks. Therefore, the concept of 

customer relationship management is not sufficient in itself but the most important thing is 

that how we are implementing it in an organisation to keep our customer happy so that they 

can retain their customer and make them loyal. 
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Abstract 

 Changes in stock prices have substantial explanatory power for U.S. investment, especially for long-term 
samples, and even in the presence of cash flow variables. The stock market dramatically outperforms a standard 
q-variable because the market-equity component of this variable is only a rough proxy for stock market value. 
Although the stock market did not predict accurately after the crash of October 1987, the errors were not 
statistically significant. Parallel relationships for Canada raise the puzzle that Canadian investment appears to 
react more to the U.S. stock market than to the Canadian market. 

 
The Meaning of Stock Exchange 

 Stock exchange is an organized market where Government securities, shares, bonds and 

debentures of the trading units are regularly transacted. Stock exchange provides a place to 

the buyers and sellers of the shares and securities. Stock exchange indicates about the good 

or bad health of economy. If the share prices are raising it means country is running on the 

path of development and prosperity. 
 

Importance or Functions of Stock Exchange 

1.  Providing a ready market 

 The organization of stock exchange provides a ready market to speculators and investors 

in industrial enterprises. It thus, enables the public to buy and sell securities already in issue. 

2.  Providing a quoting market prices 

 It makes possible the determination of supply and demand on price. The very sensitive 

pricing mechanism and the constant quoting of market price allow investors to always be 

aware of values. This enables the production of various indexes which indicate trends etc. 

3.  Providing facilities for working 

 It provides opportunities to Jobbers and other members to perform their activities with 

all their resources in the stock exchange. 

4.  Safeguarding activities for investors 

 The stock exchange renders safeguarding activities for investors which enable them to 

make a fair judgment of securities. Therefore directors have to disclose all material facts to 

their respective shareholders. Thus innocent investors may be safeguard from the clever 

brokers. 

5.  Operating a compensation fund 

 It also operates a compensation fund which is always available to investors suffering loss 

due due the speculating dealings in the stock exchange. 

6.  Creating the discipline 

 Its members controlled under rigid set of rules designed to protect the general public 

and its members. Thus this tendency creates the discipline among its members in social life 

also. 

IMPACT OF STOCK MARKETING IN THE GLOBAL BUSINESS 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

 

                    Sourashtra College, Madurai Page | 155  DMG 2017 

7.  Checking functions 

 New securities checked before being approved and admitted to listing. Thus stock 

exchange exercises rigid control over the activities of its members. 

8.  Adjustment of equilibrium 

 The investors in the stock exchange promote the adjustment of equilibrium of demand 

and supply of a particular stock and thus prevent the tendency of fluctuation in the prices of 

shares. 

9.  Maintenance of liquidity 

 The bank and insurance companies purchase large number of securities from the stock 

exchange. These securities are marketable and can be turned into cash at any time. Therefore 

banks prefer to keep securities instead of cash in their reserve. This it facilities the banking 

system to maintain liquidity by procuring the marketable securities. 

10.  Promotion of the habit of saving 

 Stock exchange provides a place for saving to general public. Thus it creates the habit of 

thrift and investment among the public. This habit leads to investment of funds incorporate 

or government securities. The funds placed at the disposal of companies are used by them 

for productive purposes. 

11.  Refining and advancing the industry 

 Stock exchange advances the trade, commerce and industry in the country. It provides 

opportunity to capital to flow into the most productive channels. Thus the flow of capital 

from unproductive field to productive field helps to refine the large scale enterprises. 

12.  Promotion of capital formation 

 It plays an important part in capital formation in the country. Its publicity regarding 

various industrial securities makes even disinterested people feel interested in investment. 

13.  Increasing Govt. Funds 

 The govt. can undertake projects of national importance and social value by raising 

funds through sale of its securities on stock exchange. 

 
The Stock Market Affects the Economy 

 Movements in the stock market can have a profound economic impact on the economy 

and everyday people. A collapse in share prices has the potential to cause widespread 

economic disruption. Most famously, the stock market crash of 1929 was a key factor in 

causing the great depression of the 1930s. Yet, daily movements in the stock market can also 

have less impact on the economy than we might imagine. 

 
Stock Markets have Predicted 10 out of the last 3 Recessions 

 For example, the stock market crash of 1987 didn‘t cause any lasting economic damage. 

(Though it did influence monetary policy. The UK cut interest rates in fear the stock market 

crash would cause a recession. Instead, low interest rates caused a boom. Plummeting share 

prices can make headline news. But, how much should we worry when share prices fall? 

How does it impact on the average consumer? And how does it affect the economy? 
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Economic Effects of the Stock Market 

1.  Wealth Effect 

 The first impact is that people with shares will see a fall in their wealth. If the fall is 

significant it will affect their financial outlook. If they are losing money on shares they will 

be more hesitant to spend money; this can contribute to a fall in consumer spending. 

However, the effect should not be given too much importance. Often people who buy shares 

are prepared to lose money; their spending patterns are usually independent of share prices, 

especially for short term losses. The wealth effect is more prominent in the housing market. 

In Dec 2014, the value of the UK stock market was US $6.06 trillion so it has a big impact on 

wealth. 

2.  Effect on Pensions 

 Anybody with a private pension or investment trust will be affected by the stock market, 

at least indirectly. Pension funds invest a significant part of their funds on the stock market. 

Therefore, if there is a serious fall in share prices, it reduces the value of pension funds. This 

means that future pension payouts will be lower. If share prices fall too much, pension funds 

can struggle to meet their promises. The important thing is the long term movements in the 

share prices. If share prices fall for a long time then it will definitely affect pension funds and 

future payouts. 

3.  Confidence 

 Often share price movements are reflections of what is happening in the economy. E.g. a 

fear of a recession and global slowdown could cause share prices to fall. The stock market 

itself can affect consumer confidence. Bad headlines of falling share prices are another factor 

which discourages people from spending. On its own it may not have much effect, but 

combined with falling house prices, share prices can be a discouraging factor. However, 

there are times when the stock market can appear out of step with the rest of the economy. 

In the depth of a recession, share prices may rise as investors look forward to a recovery two 

years in the future. 

4.  Investment 

 Falling share prices can hamper firms‘ ability to raise finance on the stock market. Firms 

who are expanding and wish to borrow often do so by issuing more shares – it provides a 

low cost way of borrowing more money. However, with falling share prices it becomes 

much more difficult. 

5.  Bond Market 

 A fall in the stock market makes other investments more attractive. People may move 

out of shares and into government bonds or gold. These investments offer a better return in 

times of uncertainty. Though sometimes the stock market could be falling over concerns in 

government bond markets (e.g. Euro fiscal crisis) 

 
The Stock Market Effect Ordinary People 

 Most people, who do not own shares, will be largely unaffected by short term 

movements in the stock market. However, ordinary workers are not completely unaffected 

by the stock market. 
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 1. Pension funds. Many private pension funds will invest in the stock market. A 

substantial and prolonged fall in the stock market could lead to a fall in the value of their 

pension fund, and it could lead to lower pension payouts when they retire. Similarly, if the 

stock market does well, the value of pension funds could increase. Even if people don‘t own 

shares, it is quite likely people with a private pension will have some connection to the stock 

market. 

 2. Business investment. The stock market could be a source of business investment, e.g. 

firms offering new shares to finance investment. This could lead to more jobs and growth. 

The stock market can be a source of private finance when bank finance is limited. However, 

the stock market is not usually the first source of finance. Most investment is usually 

financed through bank loans rather than share options. The stock market only plays a 

limited role in determining investment and jobs. 

 3. Short-termism. It could be argued workers and consumers can be adversely affected 

by the short-termism that the stock market encourages. Shareholders usually want bigger 

dividends. Therefore, firms listed on the stock market can feel under pressure to increase 

short-term profits. This can lead to cost cutting which affects workers (e.g. zero contract 

hours) or the firm may be more tempted to engage in collusive practices which push up 

prices for consumers. It has been argued that UK firms are more prone to short-termism 

because the stock market plays a bigger role in financing firms. In Germany, firms are more 

likely to be financed by long-term loans from banks. Typically, banks are more interested in 

the long-term success of firms and are willing to encourage more investment, rather than 

short-term profit maximization. 

 
The Advantages and Disadvantages of Investing in the Stock Market 

Benefits of the Stock Exchange 

 Risking personal money for a potential gain is a big step for some individuals. Investors 

willing to take the risk often use their personal finances to invest in the stock market. The 

stock market is an exchange place where investors meet to buy and sell shares. Historically, 

the stock market has experienced positive returns over the long run, but there are 

advantages and disadvantages of investing in the stock market. 

 
Return on Investment 

 Historical returns related to stock market investing outperform many other types of 

investments. According to Vanguard, the historical average return for stocks from 1926 to 

2011 is 9.9 percent. In contrast, the average return for bonds during the same period is 5.6 

percent. Placing your personal finances in the stock market gives you the opportunity to 

grow your finances over the long-term. Many well-established companies also pay 

dividends to investors, which increases your overall return on investment. 

 
Ownership 

 Investing in the stock market is one of the easiest ways to become a minority owner 

within a company. When you buy shares of a company‘s stock, you take an ownership stake 

in the business. Although the ownership percentage is relatively small, you receive the right 



 
Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 
 

Page | 158                                                          Shanlax International Journal of Commerce 

to vote on certain business decisions and corporate leadership. Unlike some other types of 

businesses, you can easily exit out of your ownership stake by simply selling the shares to 

someone else desiring to invest in the stock market. 

 
Subject to Higher Risk 

 When investing in the stock market, the higher the return the greater the risk of losing 

money. Stock market prices are linked to the issuing company‘s earnings. When a company 

is experiencing financial difficulties, the price of the stock can decline rapidly. Stock market 

volatility can lead to a substantial loss of investment. If the majority of the market is 

experiencing loss and leaving the market because of economic factors, you may find it 

difficult to sell your shares to someone else. 

 
Time Consuming 

 Investing in the stock market is not like playing the lottery. You need to perform 

research and investment analysis to find potentially profitable stock. For many individuals, 

investing in the stock market is a time-consuming, complex task. Even after you find a stock 

to buy, you must monitor the movement of the stock‘s price. Although many investors 

implement a long-term buy and hold strategy, it is important to know when to exit a stock 

position if it turns out to be a bad investment choice. 

 
Conclusion 

 You can make a lot of money investing in stocks or trading in the stock market, but it is 

not something for the new investors. Care must be taken when it comes to stock 

investments. The investor must have a solid understanding of stocks and how they trade in 

the market or risk losing money in a volatile type of investment. 
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Abstract 
 The developments in the field of technology changed the way in which consumers behave, inform themselves 
and communicate with each other. This change in behaviour influences the way in which companies have to 
transmit the marketing message to the consumer. Besides the internet, which is now-a days one of the most of 
used communication channels, in the past years the mobile phone gained more and more importance in the 
everyday life of consumers. Therefore, the easiest way for a company to communicate with its consumers is 
through the mobile phone. Therefore a new type of marketing was developed the mobile marketing.  This article 
presents the definition of mobile marketing with its advantages and disadvantages, as well as the ways in which 
a company can make mobile marketing.  
Key Words: Communication mix, interactivity, mobile marketing, mobile phone. 

 
Introduction  

 Although mobile phones have been commercially available for three decades, none can 

argues that we use them more now than ever before. In the last ten years the accelerating 

evolution of mobile devices has introduced us the marvel of smart phones, which has not 

only revolutionized how we use mobile devices, but they also allowed business to 

communicates directly with customers regardless of location or time barriers(Haghirian, 

Madleberger & Tanuskova,2005). Smart phones have become the central device of 

computing and communicating for the general public(Lane et al., 2010) as the accompany us 

wherever we go and they can be regarded as the most personal technological equipment we 

have (Hennig-Thurau at al .,2010). The increasing availability and deployment of mobile 

technologies through industries has provided completely new revenue possibilities for 

organizations and mobile commerce(m-commerce) in general has been identified as the key 

driving factor of next generation computing( Hameed, Shah, Ahsan & Yang,2010). 

 Khan (2013) states that ―the outlook for mobile advertising, marketing and media gets 

brighter by the year‖. This is supported by the fact, the mobile marketing is still in its early 

stages and the mobile marketing method continue to change and evolve as the technology in 

mobile devices advances(Persaud & Azhar,2012). In a summary five direct and important 

key elements can be extracted to describe the benefits of mobile commerce for business. Of 

these five the first four mentioned are the most commonly found across different studies, 

but the last one is usually present as well just not as often highlighted.  

 
Ubiquity 

 Ubiquity is a primary advantage of the mobile medium. It refers to the ability of users to 

receive information and perform transactions wherever they are and whenever they want. 

Such ability can be realized due to the fact that a mobile device is portable and is switched 

on most of the time. Today, people do not leave home without their mobile phones and 

usually do no leave them unattended.  

MOBILE MARKETING- AN EMPIRICAL STUDY 
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Personalization 

 The mobile phone is highly personal, rarely used by anyone except its owner. It is also 

equipped with a SIM card that can store personal information and identity. For teenagers, a 

mobile phone is used as a means of self expression, as its features are personalized to reflect 

the preferences of its user. For adults, the mobile medium becomes more personal when it 

contains important information, such as contact and messages.  

 
Two –Way Communication 

 It is another feature that substantiates the potential of mobile devices in marketing. 

Mobile devices allow for greater two-way communication that any other tool because of 

their ―always on‖ connectivity and short set up times (e.g., for booting). 

 
Localization 

 It refers to the ability to identify the geographical position of a mobile user by locating 

the mobile device. This feature is made possible through various location based on 

technologies, led by GPS. With this technology marketers are able to target location-specific 

products or services to potential customers.  

 
Industry Background 

 The current mobile environment offers multiple channels to reach customers, ranging 

services such as SMS and MMS to the mobile internet. (Smutkupt, Krairit & Esichaikul, 2010, 

pp.128). 

 
Mobile Devices as a Marketing Channel 

 Mobile marketing is a broad term and often used quite loosely when talking about 

mobile commerce or mobile advertising. Terms have been partially superimposed due to the 

rapid growth and development of electronic commerce (e-commerce), which led to the 

emerging of m-commerce, and so the terms have not had time to truly establish themselves. 

Mobile marketing presents an opportunity for consumers, operators, and governments to 

benefit from increased mobile adoption by providing alternative capitalization methods for 

obtaining mobile phones, subscriptions, and services. It is important to understand 

consumer attitudes toward mobile advertising in the hopes of utilizing mobile advertising 

campaigns to supplement mobile usage fees and startup costs. Furthermore, understanding 

consumer attitudes toward mobile marketing in emerging mobile markets is highly relevant. 

 Globally, the high penetration rate of mobile phones has resulted in the increasing use of 

mobile advertisements to market products and services. Mobile advertising differs from 

traditional media advertising in many ways. Among the two most salient differentiating 

characteristics are that mobile advertising is (a) interactive and (b) can be used to target an 

individual (Bauer 2005).  

The marketing of mobile communication channel are classified in to  

(i) Defining the mobile marketing 

(ii) Push and pull marketing 
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Defining Mobile Marketing 

 The mobile marketing is sometimes strongly affiliated with traditional electronic 

commerce. Ngai and Gunasekaran (2007) count m-commerce as a subset of e-commerce, 

where the differentiation comes in the device or channel used: in m-commerce all parties 

buy, sell and exchange information with mobile devices wirelessly, contrary to e-commerce 

which focuses on wired computing environment. Haghirian, Madlberger and 

Tanuskova(2005) have described the relationship between the two similarly, by standing 

that mobile markeitn is basically‖ e-commerce that is carried out vis mobile devices such as 

mobile phones and involves an emerging set of applications and services people can access 

from their web-enable mobile devices‖. 

 
Push and Pull-Marketing 

 Push marketing is invasive: The technique used to push content via mobile networks 

bears a resemblance to traditional marketing and advertising strategies. Much like a 

commercial that interrupts a television program or an ad that pops up on a computer screen, 

mobile push happens without the request of the recipient. Many users resent unsolicited 

notifications, even if they‘ve made an initial choice to opt in. Additionally, they may be wary 

of mobile push advertising – and for good reasons. Currently, up to 5% of free mobile 

apps use malicious advertising that can hijack a user‘s phone and steal contacts. 

 Pull marketing can be more cost-efficient: In a mobile environment, pull messages are 

sent only upon request. And the investment in this type of marketing is minimal compared 

to more aggressive push strategies. 

 
Findings and Suggestions 

 As these findings suggest, the lack of common understanding on mobile marketing 

term-wise has not stopped researchers from proposing many kinds of different definitions 

for it. As the mobile markeint has become more interesting research topic in recent years 

(Varnali & Toker, 2010), new definitions have begun to arise in hastier pace. Huang and 

Symonds (2009) identified mobile marketing as a ―Process of delivering messages from 

business to consumers using permission-based and interactive communication services over 

mobile communication media‖ Shankar and Balasubramanian (2009) gave mobile marketing 

a much more general description-―two way or multi-way communication and promotion of 

an offer between firm and its customers using a mobile medium, device or technology‖- 

which again emphasizes same three things as most other definitions do too: mobile 

technology, interactive network and relationship between customer and business. 

Kaplan(2012) simplified the definition even more by stating that mobile marketing is just 

―any marketing activity conducted through a ubiquitous network to which consumers are 

constantly connected using personal mobile device‖. He also noted, that while 

personalization is major advantage for mobile marketing, not all marketing needs to be done 

on a one-to-one basis. Analysis these definitions it can be identified that there are two 

distinct schools on the matter. Some researchers define mobile marketing with highly 

specific, possibly business-centric ways, which often does lead to a focused research, but as a 

side effect can rule out some of the other dimensions or variables of mobile marketing. 

http://money.cnn.com/2012/07/10/technology/mobile-ad-networks/index.htm
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Conclusions 

 The everyday technology we use has not just mobilized, but merged into a single device 

we carry with us at all times: the mobile phone. Because of this we are now almost 

dependable of one, highly personal gadget, which has defined the way we communicate 

with each other. It has become a new and an important channel on how consumers gather 

and exchange information about products, and how they obtain and consume those 

(Hennig-Thurau et al., 2010), and this has also created a huge marketing opportunity-which 

all businesses have begun to seize. Kaplan(2012) noted, that as mobile phones are 

outnumbering PCs, they are becoming the only communication channel that has truly global 

reach across countries and demographic groups. Mobile technology will continue to provide 

increasingly significant ways of broadening organization‘s revenue streams and enhancing 

competitive positioning in their markets. It enables the development of new kind of 

innovative solutions, which create value for end-users in a cost-efficient way. (Hameed, 

etc.2010.) As this paper has suggested, no other media gas reached such marketing potential 

in such a short time than mobile devices. Smutkupt, Krairit and Esichaikul(2010) concluded 

that in both consumers‘ and business point-of-view mobile marketing will make a major 

impact on all key parts of the marketing mix. But although the impact of mobile marketing 

for future marketing communication activities has gained some recognition, still some 

deficiencies remain in understanding of this topic (Leppaniemi & Karjaluoto,2008). 

 It is important to note, that while mobile marketing is quite hyped phenomenon at the 

moment , researchers and businesses agree that is has not yet reached its full potential. For 

higher consumer adaptation rate, mobile marketing needs to become more widely available 

and its benefits more measurable (Persaud & Azhar, 2012). Because as a marketing channel 

mobile is relatively young. So this the academic research about it. Most of the research on 

the subject is from pre-smart phone era, and hence have already become less relevant, 

because mobile marketing landscape changes very rapidly with the introduction of most 

new technological features on mobile phones (Watson etc., 2013).  
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Abstract 
 This paper explains the strategic shift in digitalistion in global economic activity from developed to developing 
economies, accompanied by growth in the number of consumers in emerging markets, are the global developments that 
executives around the world view as the most important for business and the most positive for their own companies' 
profits over the next five years and this paper discusses. The strategies that is followed by multinational companies and 
the steps taken by Indian government to make the nation digitalised. 

 
Introduction 

 The core drivers of globalization are alive and well, but executives are still grappling with 

how to seize the opportunities of an interlinked world economy. An ongoing shift in global 

economic activity from developed to developing economies, accompanied by growth in the 

number of consumers in emerging markets, are the global developments that executives around 

the world view as the most important for business and the most positive for their own 

companies' profits over the next five years. Executives also identify two other critical positive 

aspects of globalization: technologies that enable a free flow of information worldwide and, 

increasingly, global labor markets Successful companies develop strategies for doing 

business in emerging markets that are different from those they use at home and often 

find novel ways of implementing them, too. There are specific corporate challenges too.suh 

a way of adapting new strategy is digital marketing , that helps to excel in any business. Some of 

them are optimistic and will be able to find the right talent to meet their companies' strategic 

goals. Likewise, only half of the executives reported that their companies have taken steps to 

address the shift in global economic activity from developed to developing economies—the force 

that is reshaping the global economy more than any other. 

 
Growth and Risk Management in Emerging Markets 

 Emerging markets, with populations that are young and growing, will increasingly become 

not only the focus of rising consumption and production but also major providers of capital, 

talent, and innovation. This will make it imperative for most companies to succeed in emerging 

markets. However, no more than 40 percent of executives at companies headquartered in 

developed economies expect a quarter or more of revenues over the next five years to come from 

emerging markets and 10 percent expect none. To capture growth from emerging markets, the 

actions most often taken each cited by around half of the respondents—are building a local 

presence, developing partnerships or joint ventures with local companies, recruiting talent from 

emerging markets, and developing new business models. 

STRATEGIC SHIFT IN DIGITAL MARKETING – A SUSTAINABLE 

DEVELOPMENT IN INDO-GLOBAL BUSINESS AND TECHNOLOGY 
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Labor Productivity and Talent Management 

 Low birth rates and graying workforces in most developed economies will make it hard for 

them to achieve steady growth unless they continue to make sizable gains in labor productivity. 

Nonetheless, developed and developing economies alike must become more innovative at 

sourcing talented employees, whether by tapping global labor markets or making better use of 

older workers.. Notably, respondents at companies based in developing markets largely share the 

same views as those from developed markets on this point. The greatest projected talent 

shortfalls are in three functions management, R&D, and strategy with significant variations 

between executives in different regions. 

 
Global Flows of Goods, Information, and Capital 

 Executives are generally optimistic that the relatively free flow of goods and capital two core 

drivers of globalization will survive the financial crisis and the economic downturn..The free 

global flow of information has already resulted in radical pricing transparency and new networks 

of engaged consumers, and this probably is only the beginning. Disruptive changes in consumer 

behavior could have great impact on business over the next five years. Executives expect that the 

most powerful effects on their companies will be increased innovation, greater consumer 

awareness and knowledge, and increased product and service customization. 

 
The Increasing Role of Governments 

 Our Indian Government plays a major role in bringing digital marketing like digitalization 

schemes, now its taking severe steps to making India so digitalized. 

 
India’s Changing Innovation System 

 The dual faces of its economy define India‘s great innovation challenges. On the one 

hand, India is a global leader in information technology and business-process outsourcing 

services, which account for nearly $60 billion in annual exports and employ more than 2.5 

million. On the other, more than one-third of India‘s 1 billion people live below the poverty 

line, and three-quarters of those poor live in rural areas. Only 16 percent of India‘s 

population has completed high school and 61 percent of the adult population is literate, 

compared to 97 percent in China. The World Bank estimates that only 4 percent of India‘s 

workforce is formally employed in the modern private sector. 

 For India‘s world-class technology companies, the goal is to develop more proprietary 

intellectual property and gain global market share. Private Indian companies such as 

information-technology giants Infosys and Tata Consulting Services, pharmaceutical 

producers Piramal Life Sciences and Ranbaxy, and automotive companies Tata Motors and 

Mahindra & Mahindra and among the many Indian corporations devoting greater resources 

to R&D, releasing innovative goods and services at home, and striking out into global 

markets with branded products. 

 For the Indian government, however, the most urgent priorities in science and 

technology policy have been basic economic development. Although India‘s economic 

growth rate has accelerated sharply since 2003, the benefits of India‘s dynamic technology 

sectors have been slow to make a difference in the lives of hundreds of millions of people 
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living in poverty. India is not just focused on improving its capacity to create new products, 

therefore. The Indian Government also now is paying more attention to what it calls 

―inclusive innovation,‖ which is defined as ―using innovation as a tool to eliminate disparity 

and meet the needs of the many.‖ 

 To satisfy the demands of both industry and society, India must dramatically improve its 

national innovation system. India has enormous potential. It has an immense and growing 

pool of young English-speaking technology talent, a much younger population than China‘s, 

and a large diaspora of overseas Indian technology entrepreneurs and researchers who are 

rebuilding ties in their homeland. India‘s economy is projected to grow by more than 7 

percent a year for decades. India also has a highly innovative private sector and a number of 

elite higher-education institutes. India is an important high-tech R&D base for 

multinationals. 

 While India is becoming a top global innovator, an extensive World Bank study 

concluded that the country is ―underperforming relative to its innovation potential with 

direct implications for long-term industrial competitiveness and economic growth. The 

challenges are numerous. India invests only around 1 percent of GDP in science and 

technology. Government controls around 70 percent of national R&D spending, and the 

biggest recipients have been areas relating to national security, such as atomic energy, 

aerospace, and ocean exploration. Venture capital is scarce. The talent pool is constrained by 

the facts that only around 12 percent of college-age. Linkages between government research 

institutions and industry are weak. There is little collaboration between India‘s 400 national 

laboratories and 400 national R&D institutes and private companies. 

 
India’s New Innovation Push 

 India now is undertaking a number of initiatives to transform its innovation system. As 

the Planning Commission‘s steering committee on science and technology explained in its 

report for the current Five-Year Plan, a ―strong and vibrant innovation ecosystem‖ requires 

an education system that nurtures creativity, an R&D culture and value system that 

supports both basic research and applied technology, an industry culture that is keen to 

equity and foreign companies that can be involved. After doubling national investment in 

R&D spending between 2002 and 2008 in current Indian Rupees, the government aims to 

boost research funding by another 220 percent under the current Five-Year Plan for 2007 to 

2012. The goal is to boost national R&D investment to 2 percent of GDP by 2020. The 

government also is both expanding and reforming the nation‘s higher-education system to 

strengthen basic research and commercialization. The government‘s overarching science and 

technology strategy, as defined in ―Technology Vision 2020,‖ puts a heavy emphasis on 

sectors like agriculture, food processing, health care, electric power, and infrastructure. The 

Five-Year plan calls for a number of new universities and greater collaboration between 

academia, research institutes, and industry. 

 In terms of research infrastructure, the plan provides for 10 ―flagship‖ programs in areas 

such as water supply, sanitation, health, and telephony and a national network of globally 

competitive ―centers of excellences‖ in a range of technologies. To help modernize India‘s 
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manufacturing sector, the National Council for Skill Development was established to 

upgrade 5,000 industrial training institutes. Among the Council‘s early proposals are to set 

up setting up innovation councils both for states and for different sectors. The council also 

calls for programs to promote regional innovation clusters, innovation centers at 

universities, awards and competitions, outreach programs, and international collaboration. 

 
Focusing on Inclusive Innovation 

 One of the National Innovation Council‘s central goals is to foster inclusive innovation 

that provides ―access, affordability and quality, and fosters innovations at the 

grassroots.‖ The concept builds on the Indian knack for Jugaad, or the development of 

makeshift solutions under conditions of scarcity. The aim, however, is to go beyond relying 

on informal, makeshift solutions to everyday needs and build a more formal system of low-

cost innovation that address the needs of the majority of Indians living at or near 

poverty. As a council publication explains: 

 India needs more ―frugal innovation‖ that produces more ―frugal cost‖‘ products and 

services without compromising safety, efficiency, and utility of the products. These 

innovations should also have ―frugal‘ impact on the environment to be sustainable in the 

long term. 

 The National Innovation Council has recently announced a $1 billion Inclusive 

Innovation Fund to create a ―funding platform for solutions aimed at the Bottom of the 

Pyramid.‖The government would provide the initial capital for a ―fund of funds‖ that 

would invest in other intermediate funds and institutes, which in turn would provide seed 

capital to grassroots innovation projects and that will raise money from companies, banks, 

insurance companies, and investors. The expectation is that the government contribution 

will be supplemented by $9 billion in private capital. 

 
Developing Strategic Sectors 

 India also has several large initiatives to boost its global standing in strategic science and 

technologies areas. The government has more than tripled the budget for the Council of 

Scientific and Industrial Research, which oversees India‘s national laboratories, in recent 

years. It also has announced plans to establish 50 centers of excellence in science and 

technology over six years. Centers will include biotechnology, bio-informatics, nano-

materials, and high performance computing, and engineering and industrial design. They 

will offer doctorate programs and be based at existing institutions. 

 
Upgrading Higher Education  

Improving the quality and quantity of higher education is one of the government‘s 

most urgent priorities. The nation‘s elite science and technology schools are the nine Indian 

Institutes of Technology, and several strong institutes of information technology, medicine, 

and science. India also has 10 first-rate graduate business schools, and several Indian 

Institutes of Management. Seats in these schools are extremely scarce, however. While some 

of India‘s 358 universities and more than 20,000 colleges are huge by Western standards, 

overall quality is poor. India‘s National Knowledge Commission estimates the nation needs 
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20 to 30 new ―appropriately scaled‖ universities over the medium term and 1,500 new 

universities over the long term. The government is mapping strategies to address all of these 

shortcomings. It seeks to raise the gross enrollment ratio in higher education, or the number 

of qualified students who attend, from 11 percent in 2007 to 21 percent in 2017. That would 

require 8.9 percent annual growth in college and university enrollment. 

 
Reforming National Laboratories 

 In a 2005 survey of top executives of Indian manufacturers, 71 percent said that the lack 

of collaboration between industry and research institutes was the main hurdle to innovation 

in India. India‘s national laboratories now are starting to pay more attention to 

commercialization and linking their research to the greater needs of industry and society. 

The Council of Scientific Industrial Research, which controls 38 national laboratories and 

many research institutes, began reforms a decade ago to improve their performance and 

economic relevance. Instead of focusing on many small projects and acting like independent 

entities, CSIR labs now take on larger, networked projects and collaborate more with each 

other, according to Dr. Mashelkar. Whereas costs had once been no consideration, now time 

and costs are ―sacrosanct,‖ he said. Perfunctory monitoring has given way to stringent 

monitoring. Rather than being inward-looking, the labs now look outside to harness 

synergies. 

 
India’s Innovative Companies 

 Although the share of national R&D conducted by businesses in India rose from 19 

percent in 2002 to 30 percent in 2008, industry plays a smaller role in innovation than in 

many other nations. In China, for example, industry performs around two-thirds of R&D. 

Nevertheless; top Indian companies have demonstrated an impressive capacity and desire to 

innovate in the two decades since they have been freed of the restraints of the country‘s 

once-onerous industrial licensing system. Enterprise R&D leapt by seven-fold between 1991 

and 2004.A survey of Indian companies in 2006 found that 40 percent had developed a major 

new product and 62 percent had upgraded an existing product lines, much higher than in 

China and at about the same level as in the Republic of Korea. In a survey of 83 top 

manufacturing executives, 82 percent said they believed that generating organic growth 

through innovation is essential for success. 

 
Public-Private Innovation Partnerships 
 The government is increasing its incentives for research and development by the private 

sector. It is reportedly planning to set up an electronics development fund (EDF) to promote 

R&D in electronics. Minister of Finance Pranab Mukherjee proposed in March 2012 that 

India‘s weighted deduction of 200% for R&D expenditures—one of the highest in the 

world—be extended from 2012 for another five years. The government also trying to bring 

Indian companies into public-private partnerships aimed at developing new products and 

tackling national technology needs. The New Millennium Indian Technology Leadership 

Initiative, funded by the government, involves 60 largely networked projects in areas such 

as agriculture, biotechnology, bioinformatics, pharmaceuticals, materials, information 
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technology, and energy. The initiative involves as least 85 industry partners and 280 R&D 

programs with 1,750 researchers and has generated cumulative investment of more than 

$100 million. The program provides small grants to high-risk, low-investment technology 

projects of research institutions in which India has potential to be a global leader. Projects 

run by companies can get soft loans at 3 percent interest if Indians or non-resident Indians 

control them. Projects majority-owned by foreigners get loans at 5 percent interest if they 

manufacture in India. 

 
Multinationals R&D Centers 

 The some 300 R&D centers operated by multinationals in India are another powerful 

force connecting India to global innovation flows. In most emerging markets, multinationals 

set up research and product-development operations mainly to serve the needs of the local 

market. In India, however, foreign companies have tended to hire top engineering and 

design talent to help develop products sold around the world. According to one survey, the 

biggest reason multinationals invest in China is to access new consumer markets and to tap 

low-cost labor. In India, foreign companies cited new outsourcing opportunities and access 

to highly skilled labor as the biggest reason they invest there. 

 One topic of growing debate in India, however, is whether the heavy multinational R&D 

presence is a benefit or a hindrance to the development of a strong national innovation 

system. Growing competition for top technical talent in India has given rise to concerns that 

foreign companies are hoarding too much of the nation‘s most valuable brainpower even 

though much of the multinational R&D work is oriented toward products sold globally. 

Some studies suggest, however, that the spillovers will have a positive long-term impact as 

seasoned engineers leave foreign companies and join domestic ones. 

 
Seeking Global Partnerships 

 India‘s national research organizations also are becoming more important global 

partners. They have joined international mega-science initiatives such as the Large Hadron 

Collider at the European Organization for Nuclear Research, for example, and the 

International Thermonuclear Experimental Reactor. India has also entered collaborations in 

agricultural research with the U.S., Brazil, Japan, and South Korea. 

 
The Three Strategy Choices 

 When companies tailor strategies to each country‘s contexts, they can capitalize on the 

strengths of particular locations. Before adapting their approaches, however, firms must 

compare the benefits of doing so with the additional coordination costs they‘ll incur. When 

they complete this exercise, companies will find that they have three distinct choices: They 

can adapt their business model to countries while keeping their core value propositions 

constant, they can try to change the contexts, or they can stay out of countries where 

adapting strategies may be uneconomical or impractical. Can companies sustain strategies 

that presume the existence of institutional voids? They can. It took decades to fill 

institutional voids in the West. 
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Adapt Your Strategies 
 To succeed, multinationals must modify their business models for each nation. They may 

have to adapt to the voids in a country‘s product markets, its input markets, or both. But 

companies must retain their core business propositions even as they adapt their business 

models. If they make shifts that are too radical, these firms will lose their advantages of 

global scale and global branding. Multinationals may have to adapt to the voids in a 

country‘s product markets, its input markets, or both. But companies must retain their core 

business propositions even as they adapt their business models. 

 
Change the Contexts 

 Many multinationals are powerful enough to alter the contexts in which they operate. 

The products or services these companies offer can force dramatic changes in local markets. 

When Asia‘s first satellite TV channel, Hong Kong–based STAR, launched in 1991, for 

example, it transformed the Indian marketplace in many ways. Not only did the company 

cause the Indian government to lose its monopoly on television broadcasts overnight, but it 

also led to a booming TV-manufacturing industry and the launch of several other satellite-

based channels aimed at Indian audiences. By the mid-1990s, satellite-based TV channels 

had become a vibrant advertising medium, and many organizations used them to launch 

products and services targeted at India‘s new TV-watching consumer class. 

 
Stay Away 

 It may be impractical or uneconomical for some firms to adapt their business models to 

emerging markets. Home Depot, the successful do-it-yourself U.S. retailer, has been cautious 

about entering developing countries. The company offers a specific value proposition to 

customers: low prices, great service, and good quality. To pull that off, it relies on a variety 

of U.S.-specific institutions. It depends on the U.S. highways and logistical management 

systems to minimize the amount of inventory it has to carry in its large, warehouse-style 

stores. It relies on employee stock ownership to motivate shop-level workers to render top-

notch service. And its value proposition takes advantage of the fact that high labor costs in 

the United States encourage home owners to engage in do-it-yourself projects.While 

companies can‘t use the same strategies in all developing countries, they can generate 

synergies by treating different markets as part of a system.As a result, many multinational 

corporations are struggling to develop successful strategies in emerging markets.  

 
Conclusion 

 The government‘s growing commitments to boost investment research, upgrade higher 

education, reform its research institutions, and invest in programs and infrastructure to 

spread the benefits of innovation to the greater population all portend well for India‘s future 

as new science and technology power. What remains to be seen is whether the government 

mobilize and coordinate central and state agencies, universities, and the private sector to 

execute its ambitious agenda. An appraisal by the European Commission expressed some 

skepticism. The problem is that these innovation policies are rather fragmented among 

ministries and elite bodies such as the Planning Commission and Prime Minister‘s Office‖ 
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and that they ―lack coordination and networking.‖ As a result, there is considerable 

duplication. The report also questioned whether the many discrete programs in areas like 

telecommunications, information, and pharmaceuticals fit into an overarching framework. 

―India has not yet articulated a formal national innovation policy as such,‖ the report said. 

 Another critical issue is political sustainability. If India‘s booming economy and thriving 

technology sector do not deliver tangible results for the greater population, political support 

for expensive science-and-technology programs and universities that seem to benefit the 

well-off could diminish. Greater participation by India‘s private sector, both in the form of 

higher R&D spending and willingness to join public-private partnerships and national 

programs, also is essential. As evidenced by recent policies and the growing focus on 

―inclusive innovation,‖ the government of Prime Minister Singh is well cognizant of these 

challenges and determined to address them. If such efforts succeed, India appeared destined 

to be a 21st century innovation powerhouse. 
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Abstract  
 Over the past few years mobile marketing has opened up new opportunities for firms to communicate and 
engage with their target audience in a more effective way. However, the potential of this tool has not been fully 
exploited. A lack of experience in mobile marketing among marketers and the current status of this phenomenon 
are believed to attribute to this shortcoming. This study aims to provide an assessment of the potential impact of 
mobile devices on marketing practices in general, using the familiar framework of the four Ps (product, price, 
promotion, place)and the four Cs (consumer, cost, communication, and convenience). The findings indicate that 
mobile marketing as a tremendous impact across all elements of the marketing mix. Its major advantage lies in 
its unique ability to provide information in a personalized and interactive way, without restriction of time and 
place. The effective use of mobile marketing depends on the ability of firms to make use of this feature. 
Keywords: mobile marketing, mobile advertising, mobile commerce, the marketing mix 
 
Introduction 

 Due to recent advancements in mobile technology, along with the rapid proliferation 

and inherent characteristics of mobile devices, the mobile channel has emerged as a new, 

potential tool for marketing activities. Much of the existing literature has been written about 

mobile channels in this regard. State that technical benefit of the mobile medium present a 

new marketing environment in which firms should take part if they want to survive and 

flourish. Similarly assert that mobile marketing has the potential to change the paradigm of 

retailing from one based on consumers approaching retailers to the other way around. 

Argue that in the near future the mobile device will become a mainstream channel for 

advertising, just like TV or newspapers. Friedrich, Grone, Holblin and Peterson even claim 

that the mobile phone is the best tool ever made for customer relationship management 

(CRM). Furthermore, Wei, Xiaoming and Pan, equate the popularity of SMS as a mobile 

service application to that of e-mail on the Internet.  Despite all of the opportunities made 

available by mobile media, the potential of mobile marketing has not been fully exploited. 

This is due, in large part, to a lack of experience in mobile marketing among marketers and 

the fact that the phenomenon is still in its infancy. As such, there are few success stories to 

emulate. While prior studies have attempted to fill this gap by proposing an analytical 

framework in which to evaluate marketing implications of the mobile medium these models 

have all been context specific and were developed purposively to reflect the authors‘ 

notions, further restricted to certain domains. These studies were also developed based on a 

single point of view; either that of advertisers or of customers. As a result, the insights are 

fragmented, inconclusive, and have a low level of applicability. For example, to identify 

changes in consumer behavior from electronic marketing to mobile marketing developed a 

framework incorporating only three factors: connection, consumer behavior and 

environment. Suggest that the best way to see the true value of mobile devices is to see it in 

the context of user situations. The authors, therefore, present five different possible settings 

in which mobile services can offer value to customers: time-critical needs, spontaneous 

MOBILE MARKETING: IMPLICATIONS FOR MARKETING STRATEGIES 
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needs, entertainment needs, efficiency needs, and mobility related needs. Argue that the 

advantage of the mobile media is in the area of CRM, and therefore should be assessed 

according to the following five factors: customer access, customer in sight, customer 

dialogue, customer emotions, and customer transactions. 

 Against this backdrop, this article aims to provide a comprehensive assessment of the 

potential impact of mobile devices on marketing practices in general, using the familiar 

framework of the four Ps and the four Cs. This research attempts to answer the question of 

how mobile technology impacts each marketing element. 

 The results of this research provide contributions to both theory and practice. 

Theoretically, this article extends the literature of mobile marketing by focusing on its 

implications from both advertiser and customer points of view. This study also allows for a 

clear and enhanced understanding of mobile marketing as a whole, previously scattered and 

fragmented. On a practical level, the results of this study advance the understanding of how 

to effectively incorporate the use of mobile technology into existing marketing strategies in 

order to improve a company‘s competitive advantage. This information enables marketers to 

select the right mobile marketing tool for their business strategy. It might also encourage 

existing advertisers to invest in more advanced applications, as well as encouraging new 

players to enter into the technology. 

 
Mobile Marketing 

Definition 

 Although a large amount of literature exists on mobile marketing, a common agreement 

on its definition is still lacking. The Mobile Marketing Association defines mobile marketing 

as, ―A set of practices that enables organisations to communicate and engage with their 

audience in an interactive and relevant manner through any mobile device or network.‖ 

Some scholars, however, interpret its role more specifically. For example, Scharl, Dickinger 

and Murphy refer to mobile marketing as, ―Using a wireless medium to provide consumers 

with time- and location-sensitive, personalized information that promotes goods, services 

and ideas, thereby benefiting all stakeholders.‖ Moreover, four different terms, namely 

mobile marketing, mobile advertising, wireless marketing, and wireless advertising, are 

interchangeably used to define the concept of marketing through mobile media. 

 
Unique Characteristics of Mobile Marketing 

 Before examining to what extent mobile devices can change marketing practices, it is 

necessary to understand the underlying features of the devices that fuel such change, and 

offer unprecedented opportunities for business. It should be noted that at this point, these 

features do not yet contribute any value as such; not until they are discussed in the context 

of marketing strategy. Those key features 

Are: 

Ubiquity 

 Ubiquity is a primary advantage of the mobile medium. It refers to the ability of users to 

receive information and perform transactions wherever they are and whenever they want. 

Such ability can be realised due to the fact that a mobile device is portable and is switched 
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on most of the time. Today, people do not leave home without their mobile phones, and 

usually do not leave them unattended. 

 
Personalisation 

 The mobile phone is highly personal, rarely used by anyone except its owner. It is also 

equipped with a SIM (subscriber identification module) card that can store personal 

information and identity. For teenagers, a mobile phone is used as a means of self-

expression, as its features (e.g., ringtone, display), are personalised to reflect the preferences 

of its user. For adults, the mobile medium becomes more personal when it contains 

important information, such as contacts and messages. 

 
Two-Way Communication 

 Two-way communication is another feature that substantiates the potential of mobile 

devices in marketing. Mobile devices allow for greater two-way communication than any 

other tool because of their ―always on‖ connectivity and short set up times (e.g., for 

booting). 

 
Localisation 

 Localisation refers to the ability to identify the geographical position of a mobile user by 

locating the mobile device. This feature is made possible through various location-based 

technologies, lead by GPS (global positioning system). With this technology, marketers are 

able to target location-specific products or services to potential customers. It is predicted that 

in the near future, location-based marketing will create many more business opportunities 

through innovative applications like Bluetooth and RFID (radio frequency identification). 

 
Industry Background 

 The current mobile environment offers multiple channels to reach customers, ranging 

from simple messaging services such as SMS (short messaging service), and MMS 

(multimedia messaging service), to the mobile Internet. Some examples of technologies that 

enable these applications are WAP, GPRS, EDGE, and 3G networks. SMS has been the most 

popular mobile application. In 2009, an average of 4.1 billion messages was sent in the 

United States every day (CTIA, 2009). The high volume of SMS usage suggests the potential 

of SMS as a marketing vehicle. Empirically find that SMS advertising is highly effective for 

generating brand awareness and consumer response. SMS is mostly used in the form of 

reminders, updates and confirmations, as it is designed for quick messages rather than for 

complete marketing communications. The phenomenal success of SMS is attributed to its 

key features, such as ease of use, low cost, message forwarding ability, and unobtrusive 

nature. 

Mobile Marketing Implications 

Product 

 Enhancements to the mobile handset and wireless networks allow new services to be 

created. Among them, location-based services is seen as the ‗killer application‘ of mobile 

commerce and is thus worth mentioning. Marketers can make the best use of this service by 
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offering customers products or services that are relevant to their current location, which 

could result in more traffic to local stores with an immediate purchase. Location-based 

services have already been used in a variety of marketing applications. For example, 

Foursquare allows mobile users to share their current location and opinions with social 

network friends. And the Fonecta directory service of Finland helps customers find the 

nearest restaurants, shops, and banks. 

 The mobile phone has also proved to be an efficient channel for new product 

development. An interesting case was discussed by Okazaki (2009). In the development of a 

new flavour of Soup Pasta, Knorr Foods, a subsidiary of Japanese food manufacturer 

Ajinomoto, used a mobile blog to attract participation from young female consumers, the 

target group, as well as the majority of mobile Internet users. On the blog, mobile users were 

allowed to enter their opinions and suggestions regarding new flavour preferences. As a 

result, a new flavour of soup pasta was launched, reflecting the suggestions that were 

submitted as a result of the campaign, that helped improve sales of Knorr Soup Pasta by  

50 percent compared to the previous year. By using a mobile blog, Knorr Foods was able to 

generate and collect customer opinions, which provided valuable input for new product 

development, with minimal time and cost 

 The implications of mobile channels are evident not only for core products, but also for 

augmented products. The mobile device is widely known for its effect in streamlining 

business processes, particularly ones related to fieldwork. A number of studies have 

demonstrated these benefits. For example, in a study of the value of mobile applications in a 

public utility company, Nah, Siau and Sheng reported that mobile applications can improve 

efficiency by increasing accuracy and saving time for its field workers in retrieving, 

updating and communicating information while on the road. Similarly, Varshney and Vetter 

reported that with the proper use of mobile devices, insurance companies can replace their 

traditional claim payment process, which is usually time consuming and not very efficient, 

with quick on-the spot claim adjustment and payment. 

 
Branding as a Part of Product 

 The potential impact of mobile channels on branding has been widely recognised among 

researchers and practitioners alike. Conducted a survey of 53 senior executives of 

multinational corporations (MNC) to examine factors affecting MNC decisions to adopt 

SMS-based mobile advertising. The findings suggest that a perceived brand building 

performance is the strongest positive driver of intention in the use of mobile advertising. 

Based on the content analysis of 30 mobile marketing campaigns in Europe, concluded that 

mobile marketing was mainly used for building brand awareness, changing brand image, 

and enhancing brand loyalty. 

 The effectiveness of mobile channels in branding is commonly discussed in the areas of 

brand awareness and brand associations. Through the use of SMS marketing, marketers are 

able to effectively establish brand recognition and recall with push advertising. Sending ad 

text messages assures high consumer exposure to the brand because messages are likely to 

reach the target almost every time. After reaching customers, the messages are kept in the 
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mobile phone‘s storage and can be read at customers‘ convenience. Unlike e-mail, SMS does 

not have a subject line. Thus, the message is guaranteed to be opened before being deleted. 

SMS also supports viral marketing, which is beneficial to the brand not only in terms of 

increased brandawareness but also peer influence. 

 One of the primary functions of any marketing activity is to establish strong, favorable 

and unique brand associations in the customer‘s mind. With several value-added features, 

mobile marketing is an ideal means to this end. The ability to provide time-sensitive alerts to 

customers (e.g., credit card payment due dates), enables the brand to protect customers from 

a potential loss, or other unnecessary problems caused by a lack of valuable information. In 

this example, the ability to complete tasks as scheduled and have one‘s life run as smoothly 

as possible, results in increased satisfaction with the brand, which in turn leads to a strong 

and favorable brand association. Moreover, brands that employ mobile marketing 

campaigns are usually perceived as innovative and high-tech, leading to customer 

perception of unique brand association. 

 
Pricing 

 Compared to the pricing strategy of traditional media, mobile retail prices (i.e., the prices 

that are communicated by firms to customers‘ mobile phones), can yield higher profits, 

according to Balasubramanian et al. The authors indicate that through mobile devices, a 

consumer can be offered a unique price without knowing what price another has received. 

This allows retailers to perform first-degree price discrimination, which refers to each buyer 

being charged a customized price. This pricing strategy is rarely if ever achieved in the 

general marketing environment, where prices are public knowledge and every customer is 

charged according to menu-based pricing. As such, in the mobile world, retail pricing and 

competition tend to be highly complex due to the dynamic pricing model. 

 
Customers 

 Offering products or services that meet customer needs and wants is an important part 

of marketing. To achieve this, marketers need a good database. The interactive capability of 

mobile marketing campaigns allows marketers to build unto- date customer databases by 

inviting customers to sign up for a campaign, or text back information in exchange for extra 

benefits. The value of the captured information is then analyzed and used as the main factor 

in determining which products or services should be offered, and to whom. The desired 

result is in personalised offers being sent to individual customers, in response to specific 

customer needs and wants. The mobile phone can also be seen as an ideal medium for 

customer service. Several customer related activities, such as online order tracking, response 

to customer queries, and after-sale service are now offered through the mobile, suggesting 

another way to satisfy customer needs by enhancing the convenience of shopping. 

 
Conclusions 

 This paper uses the strategic framework of the marketing mix to demonstrate the 

potential contribution of mobile marketing. Findings indicate that regardless of whether it is 

viewed from the consumer perspective or the firm‘s perspective, this new form of marketing 
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has enormous impacts across all key elements of the marketing mix. The major advantage of 

mobile marketing lies in its potential to enhance communications by providing 

customised/personalised, timely and location specific information without restriction of 

time and place. The mobile media allows firms not only to improve the quality of existing 

products and services but also to create new services available only to mobile users. These 

advantages can be achieved through usage of mobile applications specifically designed for 

each task. The mobile device has also proved to be an effective channel for product 

development as it can amass a large amount of consumer opinions with minimal time and 

cost. Choosing the right channel to reach the target audience also contributes to this success. 

The mobile phone offers firms an unprecedented opportunity to charge a unique price to 

each customer, leading to a highly competitive pricing strategy in a mobile world. However, 

such conditions cannot be achieved without extensive knowledge of customers and their 

behaviours, and advanced pricing applications. In terms of distribution channels, mobile 

applications are used as an integrated part of the total distribution network by employing its 

ability to track current location of vehicles. Current mobile promotion trends indicate that 

the application of patterns and concepts developed in traditional marketing are now being 

applied to mobile devices. Advertisements, coupons, and incentives have become a regular 

part of mobile marketing campaigns. This allows for a more efficient and convenient way to 

utilise those tools. However, effective mobile promotion strategy calls for marketers to use 

the mobile channel as a complementary tool for traditional media. For customers, the mobile 

phone has the potential to satisfy their needs effectively. Interactive capability allows firms 

to capture customer information and use it to build individual profiles, which reflect the 

true needs of the individual. The collected customer information can also be kept as a 

database for future marketing activities. 

 Due to the convenience it provides, the mobile phone can save customers costs and time. 

With a wide range of applications now available on mobile devices, customers can complete 

numerous tasks with less time and hassle. For some product types (e.g., digital content), 

they can even complete the entire shopping process (e.g., searching, selection, purchase, 

payment and delivery) on a mobile phone. Mobile devices make people feel more connected 

than ever. They also have the potential to make communication more meaningful by 

offering immediate interaction with personalised content from anywhere. Although push 

communication is dominating the market, it appears that in the near future, pull marketing 

will become more prominent. 
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Abstract 
 It is estimated that more than a billion global consumers shop online. Technology and digital marketing 
developments around the world are forcing hotels to develop plans to manage loss of markets and sudden drop in 
demand. The internet is supposed to add value to all stakeholders in various industries. The Digital Marketing 
and E-Business of the hospitality industry is win-win situation for Entrepreneurs . Further the processes of 
globalization and the increased use of the internet and social media have ensured greater efficiencies in the 
processes and induced different players in this sector. With the rapid development of e-commerce and Digital 
Marketing has made the hotel industry the most effective, most economical and most convenient. Digital 
marketing helps in the promotion of products or brands or services via one or more forms of electronic media and 
differs from traditional marketing. Internet is perhaps the channel most closely associated with digital 
marketing, others include wireless text messaging, mobile instant messaging, mobile apps, podcasts, electronic 
billboards, digital television and radio channels, etc. Digital marketing helps in knowing of customer preferences 
and expectations across all channels – Web, social media, mobile, direct mail, point of sale, etc. Another key 
component of digital marketing is mobile marketing. In fact, mobile usage as a whole accounts for 60% of time 
spent consuming digital media, while desktop-based digital media consumption makes up the remaining 40%. 
Most of the people in India uses mobile. In digital marketing with the help of mobile and mobile application more 
customers can be reached. The Indian tourism and hospitality industry has emerged as one of the key drivers of 
growth among the services sector in India. Tourism is also a potentially large employment generator besides 
being a significant source of foreign exchange for the country. The tourism and hospitality sector is among the 
top 10 sectors in India to attract the highest Foreign Direct Investment (FDI). The total contribution of travel 
and tourism to Indian GDP is forecasted to increase by 4.97 per cent per annum to US$ 280.5 billion by 2025 
(7.2 per cent of GDP).India has moved up 13 positions to 52nd rank from 65th in Tourism & Travel competitive 
index. Finally there are potential opportunities for hospitality industry in future. The hospitality industry is 
now moving to Digital marketing and E – Business so it helps the service providers and the customers to 
interact directly and thus removes of the intermediary layer. Intermediary cost savings can be used as value 
addition to the customers by giving discounts to customer. Digital marketing gives benefit both to 
Entrepreneurs and Customers. The year 2020 driven by technology undreamed of today, the world of hotel 
marketing is unlike anything we can imagine. Now Digital marketing is the norm today. Hotel E-commerce and 
Digital Marketing is the inevitable development of today's hotel industry trends. 
Keywords: digital, tourism, hotel, profit, etc., 
 
Introduction 

 The primary purpose of hotels is to provide travelers with shelter, food, refreshment, 

and similar services and goods, offering on a commercial basis things that are customarily 

furnished within households but unavailable to people on a journey away from home. The 

online marketing is doubtless one of nowadays most powerful advertising methods. All 

companies, and notably in the Tourism and Hospitality industry, are fiercely competing to 

lead and overwhelm the online space in order to shift market shares from competition. 

Digital marketing helps to make more profits. In addition, International hotel chains are 

considerably reducing their offline marketing budgets year on year for the benefit of the 

online ones. The year is 2020; driven by technology undreamed of today, the world of hotel 

digital marketing will be unimaginable in future . Now Digital marketing has become 

essential due to technology advancements and It has changed the trend of yesterday‘s 

traditional marketing. It has become the norm today to win the customer.  

DIGITAL MARKETING IN HOTEL INDUSTRY 

https://techcrunch.com/2014/08/21/majority-of-digital-media-consumption-now-takes-place-in-mobile-apps/
https://techcrunch.com/2014/08/21/majority-of-digital-media-consumption-now-takes-place-in-mobile-apps/
https://techcrunch.com/2014/08/21/majority-of-digital-media-consumption-now-takes-place-in-mobile-apps/
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 Digital marketing is an umbrella term for all of your online marketing efforts such as 

digital advertising, email marketing, online brochures, and beyond -- there‘s a huge 

spectrum of tactics and assets that fall under the umbrella of digital marketing.. Businesses 

leverage digital channels such as Google search, social media, email, and their websites to 

connect with their current and prospective customers. Digital marketing can work for any 

business in any industry. Regardless of what your company sells, digital marketing still 

involves building out buyer personas to identify your audience‘s needs, and creating 

valuable online content. Internet is, perhaps, the channel most closely associated with digital 

marketing, others include wireless text messaging, mobile instant messaging, mobile apps, 

podcasts, electronic billboards, digital television and radio channels, etc. Digital marketing 

and its associated channels are important. Digital marketing need a consolidated view of 

customer preferences and expectations across all channels – Web, social media, mobile, 

direct mail, point of sale, etc. Marketers can use this information to create and anticipate 

consistent, coordinated customer experiences that will move customers along in the buying 

cycle. The deeper insight of customer behavior and preferences can be known better with 

help of customer interactions through Digital Marketing. 

 Historically hotels have also taken on many other functions, serving as business 

exchanges, centres of sociability, places of public assembly and deliberation, decorative 

showcases, political headquarters, vacation spots, and permanent residences. Hotel industry 

is all forms of business relating to the provision of accommodation in lodging, food and 

drinks and various types of other services that are interconnected and form intended for the 

public service, both of which use the lodging facilities or who simply use the services or the 

production of certain of the hotel. In general, to be called a hotel, an establishment must 

have a minimum of six letting bedrooms, at least three of which must have attached 

(ensuite) private bathroom facilities. Hotels are classified into 'Star' categories (1-Star to 5-

Star) 

 
Objectives of the study 

This present paper focused on below three objectives. 

 To study about Digital Marketing and modes of Digital Marketing used in Hotel 

Industry. 

 To find out the Strategies of digital marketing in Hotel Industry. 

 
Modes of Digital Marketing in Hotel Industry 

 Digital outbound tactics aim to put a marketing message directly in front of as many 

people as possible in the online space -- regardless of whether it‘s relevant or welcomed. For 

example, the garish banner ads you see at the top of many websites try to push a product or 

promotion onto people who aren‘t necessarily ready to receive it. 

 On the other hand, marketers who employ digital inbound tactics use online content to 

attract their target customers onto their websites by providing assets that are helpful to 

them. One of the simplest yet most powerful inbound digital marketing assets is a blog, 

which allows your website to capitalize on the terms which your ideal customers are 

searching for. 

https://blog.hubspot.com/marketing/digital-advertising-inbound
http://www.businessdictionary.com/definition/general.html
http://www.businessdictionary.com/definition/attached.html
http://www.businessdictionary.com/definition/classified.html
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 Ultimately, inbound marketing is a methodology that uses digital marketing assets to 

attract, convert, close, and delight customers online. Digital marketing on the other hand, is 

simply an umbrella term to describe online marketing tactics of any kind, regardless of 

whether they‘re considered inbound or outbound. 

 Video Marketing 

In Digital Marketing video Marketing will continue to rule particularly in YouTube. In 

order to attract customers share your videos in more channels and more exposure you 

will get for your business. 

 Social Media Advertising 

Similar to video marketing, social media advertising is a recognized, and an extremely 

influential concept. From 2016‘s perspective, social media advertising has a magnificent 

potential for targeted and localized marketing. A hotel‘s activity on social media decides 

the success of your search engine optimization. Social media accounts tends to favor 

hotel by post and interaction with their audience on different channels regularly. Not 

only the frequency of posting, but also the quality of posts is important in social media in 

order to attract customer .  

 Virtual Reality 

Virtual Reality or VR is a technology. If you think that it has no relevance to hospitality 

industry, then you are wrong. With devices like Samsung VR, Oculus Rift and HTC Vive 

proudly leading the charge, the VR arena just made a successful start. Soon, we will be 

looking at a customer trend that gives people a chance to visit and tour your entire hotel 

in full virtual reality, before he/she makes a booking. This might take a while, but those 

who start implementing this trend right now will have a huge advantage in upcoming 

years. 

 Influencer Marketing 

Influencer marketing is very important for hospitality industry. It is a strategy of inviting 

podcasters, bloggers, Instagrammers, and video bloggers (vloggers) with a huge and 

dedicated social media following in order to promote your business. It is considered to 

be a powerful and influential method of connection. 

 Deeper Analytics  

Deeper analytics is a process applied in data mining that analyzes, extracts and organizes 

large amounts of data in a form that is acceptable, useful and beneficial for an 

organization, individual or analytics software application. Deep analytics retrieves 

targeted information from data stores through data processing methodologies. Through 

this customer information data can be easily retirved and it can be used by hotel by 

efficiently for creation of potential customers. The more information can be collected 

about each targeted customer in order to make them to buy your service. 

 
Strategies used in Digital Marketing for Hotel Industry 

Strategy #1: Optimize Your Website for Searches 

 One of the most crucial strategies for hospitality marketing involves ensuring the 

visibility of your hotel‘s website on search engines. This can be done through a process 

https://www.ikf.co.in/services/social-media-marketing.html
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called search engine optimization, or SEO. : search engine optimization involves making 

critical updates to your website‘s content, code, links, and occasionally layout to improve its 

likelihood of ranking in user searches. This is probably nothing new to you, but your hotel‘s 

website is the best opportunity that you have to engage and sell to your guests. On average, 

guests spend 6 minutes on hotel websites. 6 minutes is ample opportunity to engage your 

future guests with bold pictures, easy-to-read room descriptions and attractive offers that 

make the decision to book simple and predictable. 

Strategy #2: Strengthen Your Local Profiles 

 Google gives hotel managers a way to stand out in searches, offer quick information 

about their business, and make it easy for potential guests to get in touch with you. So set up 

a Business profile add the following information: 

 Your location, contact information, and hours of operation 

 Photos of your hotel 

 A short description 

 Links to other websites where you may be featured (like Yelp or TripAdvisor) 

 Optionally, the cost and availability of your rooms 

 Also, setting up this profile will allow guests to review your hotel, and have their review 

featured right on the Google search results. Many local searches will also take potential 

guests to review websites like Yelp, TripAdvisor, Hotels.com, Oyster, and so on. Ensuring 

that Hotel profile is complete on these websites, add multiple professional photos, and also 

ensure that you are reviewing and responding to reviews . It can also be a huge boost to 

your hotel‘s online presence. 

Strategy #3: Encourage Interaction with Social Media 

 60% of guests use one or more social networking platforms during their search, shop and 

buy process. Social media for hotels can be tricky. Some hotel chains have created Facebook, 

Twitter, and Pinterest accounts. They worked hard to attract fans and followers. Most 

consumers follow a page on social media because it represents a product they use 

frequently, a service they love, or a brand they have affinity for. For hotels, social media can 

be an incredible way to encourage interaction with past, current, or future guests, solve 

customer service issues in a timely manner or highlight the positive experiences that guests 

have had at your hotel. You may also want to add a tagline to your website, such as, 

―contact us on Facebook or Twitter. 

 If you are highly responsive and friendly on social media, potential guests will be more 

likely to book with you or perhaps consider making your hotel of choice for future stays.  

Strategy #4: Educate More Guests with Content Marketing 

 Content marketing is a long-term marketing strategy that requires the creation of 

relevant content like blog posts, guides, or articles for your website to increase a visitor‘s 

interest in your brand or business. Although other industries typically use content 

marketing to educate visitors on a topic, hotels can use it to attract visitors who may be 

searching for information on highly relevant topics, making them more likely to become 

guests. If visitors find relevance and value in the content you create, and your timing is 

http://www.google.com/business/
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right, you are likely to see potential guests. Content marketing can definitely be a powerful 

asset 

Strategy #5: Dominate the Competition with PPC Advertising 

 Pay-per-click advertising, or PPC, is another way that you can boost your hotel‘s 

visibility in search results. Searches on Google don‘t deliver just natural (also called 

―organic‖) results—they also deliver paid ads that have been placed there by companies or 

businesses.PPC advertising works like this: your hotel sets up ads around certain relevant 

keywords, like ―hotel in [city][state].‖ You then bid a certain amount, usually suggested by 

Google, to have your ads appear at the top and along the sides of organic search results. You 

will not pay anything for your ads unless they are clicked—thus the name ―pay-per-click.‖ 

 If your area is saturated with hotels and hospitality options, PPC can be a perfect way to 

gain attention and still earn clicks from search results. A well-written PPC ad can attract a 

high number of clicks, and can help your website earn much-needed attention and interest 

from guests while you are still working to improve your SEO 

Search Engine Optimization 

Strategy #6: Mobile Traffic 

 Mobile traffic is the fastest growing category in digital marketing and it is also used in 

travel. Google research states that 19% of all hotel searches are already executed on a mobile 

device. Mobile consumers they are looking for the hotel‘s address, phone number and they 

are likely to place phone calls if the option is available. So create mobile application for your 

hotel. 

Strategy # 7 Innovate with marketing campaigns 

 Digital marketing is not a one-time project. It is a new discipline that must be embraced 

by hotel managers. However, digital marketing does not necessarily require learning a lot of 

new tools and hiring a lot of new staff. Using the appropriate tools, hotel managers can use 

their existing e-commerce and reservations staff to create campaigns, follow-up and reap the 

rewards of increased marketing exposure: more and better bookings. So, choose your tools 

to minimize setup costs and provide maximum flexibility when creating your campaigns. 

 Finally, Digital marketing for hotels can be highly challenging if you operate in a city 

that to in a popular vacation spot or tourist attraction spot. Digital marketing method does 

require an investment of both time and money. Hotel industry must use consistent messages 

across web, social and mobile in order to prioritize yourself in Hotel industry. 

 
Advantages of Digital Marketing 

 Customers can book rooms at their own convenience from the comfort at their homes 

without having direct check in to the Hotel. Internet marketing enables you to be open 

for hotel around the clock without worrying about booking opening hours. Offering of 

services on the Internet is also convenient for customers.  

 By marketing on the Internet, you can overcome barriers of distance. Digital Marketing 

hepls to sell any services in any part of the country and also helps in widening the target 

market. 
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 It‘s easier to reach many customers on the internet. Using social media links and good 

search engine optimization strategies, an online business can increase brand awareness 

and grow its customer base. 

 Digital Marketing helps customers get the best deals. This business model allows for best 

hotel at fair Price They can also enjoy extra benefits like discounts, coupons and also get 

the best deals. 

 Comparing to offline marketing efforts, digital marketing allows marketers to see 

accurate results in real time. If you‘ve ever put an advert in a newspaper, you‘ll know 

how difficult it is to estimate how many people actually flipped to that page and paid 

attention to your ad. There‘s no sure fire way to know if that ad was responsible for any 

sales at all. 

 Digital marketing helps to measure exactly how many people viewed the page. It helps 

to see the exact number of people who have viewed your website‘s homepage in real 

time by using digital analytics software like HubSpot. 

 In traditional marketing you will create a product brochure and post it through people‘s 

letterboxes -- that brochure is a form of content. The problem is that you will not know 

how many people opened your brochure or how many people threw it straight into the 

trash. Now imagine you had that brochure on your website. Digital marketing helps to 

know how many people viewed brochure on your website. It is easy for the hotel 

industry to follow up the customer and convert them into potential customer. 

 On the other hand with digital marketing you can measure the ROI Return on 

investment of your marketing efforts.  

 Online marketing by hotels has the added advantage of improving the brand image of 

the hotel with the help of customer reviews about the hotels . Good reviews will enhance 

the reputation of the hotels. Favourable customer reviews of hotels on sites like Make my 

Trip, Travel Advisor, and other content aggregators has the effect of more customers 

booking rooms in the hotels that attract positive reviews from satisfied customers. 

 Internet marketing enables you to take advantage of the growing importance of social 

media. A group of consumers are strongly influenced by social networks and this helps 

to increase sales.  

 Digital marketing lead to cost efficiencies. Marketing products on the Internet costs less 

than marketing them through a physical selling. The hospitality industries move 

towards Digital marketing business model helps the customers interact directly and thus 

leading to the removal of the intermediary layer. The intermediaries cost saving helps 

business to give value addition to the customers in form of discounts and offers.  

 In digital marketing, you can identify trends and patterns in people‘s behaviour before 

they‘ve reached the final stage in their buyer‘s journey. Digital Marketing helps to learn 

how to attract them to your website. 

 Digital Marketing allows you to identify people research. It helps you to know about 

what parts of your marketing strategy deserve more attention, and what parts of your 

sales strategy need refining. 

 

 

 

https://www.hubspot.com/products/analytics
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Disadvantages 

 Slow internet connections can cause difficulties in Digital marketing. If the 

companies build too complex or too large websites, it will take too long for users to 

check them or download them and they will get bored eventually. 

 Other factor is the payment: many entrepreneurs and consumer still don‘t trust in the 

electronic methods of paying and give up buying online. So no use of digital 

marketing. 

 One of the major disadvantages may be the lack of trust among the users because of 

the constant virtual promotions that appear to be frauds. This is an aspect that 

deteriorates the image and reputation of quality and honest hotel industry. 

 Business is all about relationships. The digital Marketing model erodes the personal 

touch between a  

customer and the business owner. 

 General hotel operators believe that hotels are traditional service industries, hotel 

revenues rely mainly on rental rooms and beds. So confused invest in the hotel 

rooms and investment in Digital marketing facilities to treat them the same return on 

investment. So there is no value of Digital marketing in the hotel industry in order to 

better play a role in the competition.  

 The hotel industry belongs to the people-oriented labour-intensive service industries, 

IT industry is a technology-intensive industries. Use of Digital marketing and E-

commerce will lead to inter-industry in nature, leading IT companies will use the 

most advanced product equipment or solution to sell to the hotel services but the 

result is often paid a high price hotel but unsatisfactory to the customer. 

 Huge investment is needed in administration of Technologies used for Digital 

Marketing and E-commerce. 

 Hotel is a service-based industries relying on guest satisfaction for various services to 

improve hotel occupancy rates and operating efficiency. Hotel Digital and e-

commerce implementation, means that hotel added a new service. The 

responsibilities of Information technology services will fall on the heads of hotel, the 

hotel will not be able to cope with.  

 Many people in India does not aware of internet, social media, Apps usage. So 

Digital marketing will definitely fail to reach all audiences.  

 
Conclusion 

 Into the 21st century, e-commerce dynamic, fast-forward development, e-commerce so 

that the whole market, various industries amazing changes taking place in the hotel industry 

is no exception. E-commerce in the hotel industry has been greatly developed. Marketing has 

always been about connecting with your audience in the right place and at the right time. 

Today you can meet the audience where they are already spending time: on the internet. 

Digital media is so pervasive that consumers have access to information any time and any 

place they want it. Digital marketing helps to identify your audience‘s needs, and creating 

valuable online content. Digital marketing for hotels has come a long way. The transition 
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from traditional channels of marketing to online marketing is not smooth but the entire 

hotels industry is paid more value on social media and mobile marketing than ever before. 

For being a strong contestant in the online marketing world, hoteliers need to be equipped 

with the digital marketing trends. The rapid spread in the usage of the internet and the 

increase in access to ecommerce and online bookings has definitely been a boon to the 

hospitality industry. The increasing incidence of guests booking their hotel rooms online has 

not only improved the booking rate of hotels because of discounts to the customers which 

would otherwise had to be shared with the travel agents and other intermediaries. In other 

words, the advent of online booking has been a win-win situation for the hotels and the 

customers. Digital Marketing creates so many guests from around the world flocking to the 

internet to book their rooms and plan their itineraries hotels are turning to Digital marketing 

for their products. Hotels need not constrain their marketing efforts to nearby places and 

geography with the help of Digital Marketing. Similarly, online marketing by hotels has the 

benefit of the hotels reaching out to customers all over the world and in turn, the tourists and 

business travellers from anywhere can book their hotel rooms everywhere without any 

restraint. Now Hotel managers are not only expected to service guests, manage rooms, 

availabilities and pricing, but now are also expected to compete for guests in new channels 

and digital communities that emerge every day. Marketing in Hospitality industry can be 

easily done with the help of Digital Marketing. So the consumer expectation in marketing 

can be easily met through Digital marketing. The year 2020 driven by technology undreamed 

of today, the world of hotel marketing is unlike anything we can imagine. Now Digital 

marketing is the norm today. Hotel E-commerce and Digital Marketing is the inevitable 

development of today's hotel industry  
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Abstract 
 A foreign direct investment (FDI) is an investment in the form of a controlling ownership in a business in 
one country by an entity based in another country. It is thus distinguished from foreign portfolio investment by 
a notion of direct control. The origin of the investment does not impact the definition as an FDI: the investment 
may be made either "inorganically" by buying a company in the target country or "organically" by expanding 
operations of an existing business in that country. Broadly, foreign direct investment includes "mergers and 
acquisitions, building new facilities, reinvesting profits earned from overseas operations and intra company 
loans". In a narrow sense, foreign direct investment refers just too building new facility, a lasting management 
interest (10 percent or more of voting stock) in an enterprise operating in an economy other than that of the 
investor. FDI is the sum of equity capital, other long-term capital, and short-term capital as shown the balance 
of payments. FDI usually involves participation in management, joint-venture, transfer of technology and 
expertise. Stock of FDI is the net (i.e., outward FDI minus inward FDI) cumulative FDI for any given period. 
Direct investment excludes investment through purchase of shares. FDI is one example of international factor 
movements. A foreign direct investment (FDI) is a controlling ownership in a business enterprise in one 
country by an entity based in another country. Foreign direct investment is distinguished from foreign portfolio 
investment, a passive investment in the securities of another country such as public stocks and bonds, by the 
element of "control". According to the Financial Times, "Standard definitions of control use the internationally 
agreed 10 percent threshold of voting shares, but this is a grey area as often a smaller block of shares will give 
control in widely held companies. Moreover, control of technology, management, even crucial inputs can confer 
de facto control." 

 
The Impact of Foreign Direct Investment 

 Investment provides the base and pre-requisite for economic growth and development. 

Apart from a nation‘s foreign exchange reserves, exports, government‘s revenue, financial 

position, available supply of domestic savings, magnitude and quality of foreign investment 

are necessary for the well-being of a country. Developing nations, in particular, consider FDI 

as the safest type of international capital flows out of all the available sources of external 

finance available to them. FDI provides a win – win situation to the host and the home 

countries. Both countries are directly interested in inviting FDI because they benefit a lot 

from such type of investment. There is a considerable change in the attitude of both the 

developing and developed countries towards FDI. They both consider FDI as the most 

suitable form of external finance. FDI is a predominant and vital factor in influencing the 

contemporary process of global economic development. This study is entirely based on 

secondary data. The present study is limited to assess the determinants of Foreign Direct 

Investment flows and its impact on Indian economy. It is concluded that the Government 

should design the FDI policy in such a way where FDI inflows can be utilized as means of 

enhancing domestic production, savings and exports through the equitable distribution 

among states so that they can attract FDI inflows at their own level. FDI can help to raise the 

output, production and export at the sectoral level of the Indian economy. It is advisable to 

open up the export oriented sectors and higher growth of economy could be achieved 

through the growth of these sectors. 

 

IMPACT OF FOREIGN DIRECT INVESTMENT IN THE GLOBAL BUSINESS 
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The Advantages and Disadvantages of Foreign Direct Investment 

Advantages  

 Global Integration: Developing country, which invites FDI, can gain a greater foothold 

in the world economy by get- ting access to a wider global market.  

 Technology: FDI can introduce world-class technology as well as technical knowhow 

and processes to developing countries. Foreign expertise can be an important factor in 

upgrading the existing technical processes in a host country. For example, the nuclear deal 

between India and the United States would lead to transfer of nuclear energy knowhow 

between the two countries and allow India to upgrade its civilian nuclear facilities.  

 Competition: As FDI brings in advances in technology and processes, it increases the 

competition in the domestic economy of the developing country that has attracted the FDI. 

Other companies will also have to improve their processes and products in order to stay 

competitive in the market. Overall, FD improves the quality of products and processes in a 

particular sector.  Human resources: Employees of a host country in which there is foreign 

direct investment get exposure to globally valued skills. The training and skills up gradation 

can enhance the value of the human resources of the host country.  

 
Disadvantages 

 One of the measurements of economic development in a low income economy is the 

increase in the nation‘s level of capital stock. A developing nation may increase the amount 

of capital stock by incentivizing and encouraging capital inflows, and this is generally done 

through the attraction of FDI. It has been widely discussed and upheld that amongst various 

forms and modes of capital inflows, FDIs are favoured, because of their long term durability 

and commitment to a host country‘s economy. FDIs are less susceptible to short term 

changes in market conditions, which ensure a certain level of continuity and stability in the 

money flow. However, many developing economies have tried to restrict, and even resist, 

foreign investments because of nationalist sentiments and concerns over foreign economic 

and political influence. One pertinent reason for this sentiment is that many developing 

countries, or at least countries with a history of colonialism, fear that foreign direct 

investment may result in a form of modern day economic colonialism, exposing host 

countries and leaving them and their resources vulnerable to the exploitations of the foreign 

company.  While FDIs may increase the aggregate demand of the host economy in the short 

run, via productivity improvements and technology transfers, critics have also raised 

concerns over their supposed benefits. This theory follows the rationale that the long- run 

balance of payments position of the host economy is jeopardized with the investor outlay. 

Once the initial investment starts to turn profitable, it is inevitable that capital will return to 

the country it originated from.  To sum up, FDIs have created tremendous opportunities for 

India‘s development and helped to boost the performance of local firms as well as the 

globalisation of some of them. This has undeniably raised India‘s stature among developing 

countries. India needs massive investments to sustain high quality economic growth, 

particularly in the energy and infrastructure sectors. Policymakers are looking at FDI as the 

primary source of funds. It is important to keep in mind that FDI on its own is not a panacea 
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for rapid growth and development. What India needs is to put in place a comprehensive 

development strategy, which includes being open to trade and FDI. This should go a long 

way in fulfilling the ultimate goal of permanently eradicating poverty. 

 
Why Countries Seek FDI? 

 The Foreign Direct Investment means ―cross border investment made by a resident in 

one economy in an enterprise in another economy, with the objective of establishing a 

lasting interest in the investee economy. FDI is also described as ―investment into the 

business of a country by a company in another country‖. Mostly the investment is into 

production byeither buying a company in the target country or by expanding operations of 

an existing business in that country‖. Such investments can takeplace for many reasons, 

including to take advantage of cheaper wages, special investment privileges (e.g. tax 

exemptions) offered by the country. 

(a) Domestic capital is inadequate for purpose of economic growth; 

(b) Foreign capital is usually essential, at least as a temporary measure, during the 

period when the capital market is in the process of development; 

(c) Foreign capital usually brings it with other scarce productive factors like 

technical know-how, business expertise and knowledge 

 
The Major Benefits of FDI 

(a) Improves forex position of the country; 

(b) Employment generation and increase in production; 

(c) Help in capital formation by bringing fresh capital; 

(d) Helps in transfer of new technologies, management skills, intellectual property 

(e) Increases competition within the local market and this brings higher efficiencies 

(f) Helps in increasing exports; 

(g) Increases tax revenues 

 
Why FDI is Opposed by Local People or Disadvantages of FDI 

(a) Domestic companies fear that they may lose their ownership to overseas company 

(b) Small enterprises fear that they may not be able to compete with world class large 

companies and may ultimately is edged out of business; 

(c) Large giants of the world try to monopolies and take over the highly profitable 

sectors; 

(d) Such foreign companies invest more in machinery and intellectual property than in 

wages of the local people; 

(e) Government has less control over the functioning of such companies as they usually 

work  as wholly owned subsidiary of an overseas company; 

Developments on FDI (all Sectors Including Retail):- 

 2012 – October: In the second round of economic reforms, the government cleared 

amendments to raise the FDI cap 

(a) In the insurance sector from 26% to 49%; 

(b) In the pension sector it approved a 26 percent FDI; 
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Now, Indian Parliament will have to give its approval for the final shape," 

2012 - September: The government approved the 

(a) Allowed 51% foreign investment in multi-brand retail, 

(b) Relaxed FDI norms for civil aviation and broadcasting sectors. – FDI cap in 

Broadcasting was raised to 74% from 49%; 

(c) Allowed foreign investment in power exchanges 

2011 – December: 

 (i) The Indian government removed the 51 percent cap on FDI into single-brand retail 

outlets and thus opened the market fully to foreign investors by permitting 100 percent 

foreign investments in this area. 

 
Conclusion  

 Foreign direct investment, as one of the core features of globalization, grew at an 

unprecedented pace and even faster than world output and trade. FDI, components of FDI 

like equity capital, reinvested earnings, and other direct investment capital, and different 

kinds of FDI including green field investment, brown field investment, mergers and 

acquisitions, horizontal FDI, and Vertical FDI, besides discussing the theoretical issues about 

cost and benefits of FDI. It has been argued that FDI benefits domestic industry and 

provides opportunities for technological up-gradation, access to global managerial skills and 

practices, optimal utilization of natural and human resources, making host country's 

industry internationally competitive, providing backward and forward linkages and access 

to international quality goods and services. This chapter also outlines the objectives of the 

study which includes: study of the global trend and patterns of FDI inflows; assessment of 

the determinants of FDI inflows; study of the various dimensions of FDI in pre-liberalisation 

and post liberalisation period in India; study of the various dimensions of FDI in pre and 

post revolution Iran; comparative analysis of various aspects and impacts of FDI in different 

sectors of Indian and Iranian economy; evaluating the impact of FDI on the economic 

growth; and, evaluating the role of the new policy formation in Indian economy after 1991, 

and making recommendations to the Iranian authorities to adopt suitable measures to 

enhance FDI inflows. This study is based on secondary data. The required data have been 

collected from various sources which are available in many national and international 

publicans. 
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Introduction 

 Today Emotional Intelligence impacts all our human life to maintain cordial relationship 

with one another in personal life and at workplace of the organization. It is the ability to 

identify, use, understand, and manage emotions in positive ways to relieve stress, 

communicate effectively, empathies with others, overcome challenges, and defuse conflict. 

Emotional intelligence impacts many different aspects of your daily life, such as the way you 

behave and the way you interact with others. If you have high emotional intelligence you 

are able to recognize your own emotional state and the emotional states of others, and 

engage with people in a way that draws them to you. You can use this understanding of 

emotions to relate better to other people, form healthier relationships, achieve greater 

success at work, and lead a more fulfilling life. It is widely accepted that soft skills such as 

active listening greatly affect how people feel and respond to their boss and senior 

management. If they feel valued, appreciated and heard, they are engaged and motivated to 

achieve goals set out by leadership. Great leadership is, in fact, servant leadership: attending 

to our team members with empathy, helping them succeed. A recent Harvard Business 

Review article reports that the quality that most senior executives lack is empathy. For this 

reason, it is essential that all of us understand emotional intelligence. Simply put, emotional 

intelligence deepens our empathy, our ability to sense the feelings of others. Our ability to 

utilize soft skills is our level of emotional intelligence. Emotional intelligence is that 

―something‖ within us that helps us to sense how we feel and enables us to truly connect 

with others and form a bond. Emotional intelligence gives us the ability to be present and 

listen to someone when they most need it. Emotional intelligences is that sense of internal 

balance within us that enables us to keep our composure, make good decisions, 

communicate successfully and continue our effective leadership 

 
Principles of Emotional Intelligence 

Bottom of Form 

 A number of theories have emerged to explain the concept of emotional intelligence. 

Salovey and Mayer developed the ability model, which emphasizes a person‘s capacity to 

understand and use emotional information in social contexts. Konstantin Vasily Petrides 

developed the trait model, which focuses on how people view their own emotional abilities, 

and Goleman developed the mixed model, which uses principles from both the ability and 

trait models. 

THE BENEFITS OF EMOTIONAL INTELLIGENCE IN THE WORKPLACE 
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Though each model has its distinguishing features, the underlying principles of the models 

are similar. According to Goleman, the key principles of emotional intelligence include: 

• Self-awareness – the ability to recognize personal emotions, emotional triggers, 

and limitations 

• Self-regulation – the ability to manage emotions so they do not have a negative 

effect 

• Motivation – an inner drive that comes from the personal joy experienced after 

an accomplishment 

• Empathy – the ability to recognize, understand, and experience the emotions of 

another person 

 Social skills – the ability to interact and negotiate with other individuals in order to find 

the best way to meet the needs of each person 

 
Elements of Emotional Intelligence 

 Daniel Goleman divided Emotional Intelligence into ‗Personal‘ and ‗Social‘ competences, 

which broadly split between personal and interpersonal skills on SkillsYouNeed. Within 

each of these sections are a range of skills which are the elements of emotional intelligence. 

 

Personal Skills or Competences Social Skills or Competences 

How we manage ourselves How we handle relationships with others 

 Self-awareness 

o Emotional 

awareness 

o Accurate self-

assessment 

o Self-confidence 

 Self-regulation 

o Self-control 

o Trustworthiness 

o Conscientiousness 

o Adaptability 

o Innovation 

 Motivation 

o Achievement 

drive 

o Commitment 

o Initiative 

o Optimism 

 Empathy 

o Understanding others 

o Developing others 

o Service orientation 

o Leveraging diversity 

o Political awareness 

 Social Skills 

o Influence 

o Communication 

o Conflict management 

o Leadership 

o Change catalyst 

o Building bonds 

o Collaboration and 

cooperation 

o Team capabilities 

Based on ‗Working with Emotional Intelligence‘ Daniel Goleman 

Employers Want Emotional Intelligence or Importance  

 A recent survey detailed what skills and traits employers want in entry-level employees. 

1. The ability to learn on the job 

2. Listening and communications skills 
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3. Adaptability and creative responses to setbacks and obstacles (problem solving 

skills) 

4. Personal management, confidence, motivation to work toward common goals, a 

sense of wanting to develop one‘s career and taking pride in their 

accomplishments 

5. Group and interpersonal effectiveness, cooperativeness and teamwork, skills in 

negotiating disagreements 

6. Effectiveness in the organization, wanting to make a contribution, leadership 

potential 

7. Competence in reading, writing, and math 

 
Significance of Emotional Intelligence at work place 

 1. Physical Health – The ability to take care of our bodies and especially to manage our 

stress, which has an incredible impact on our overall wellness, is heavily tied to our 

emotional intelligence. Only by being aware of our emotional state and our reactions to 

stress in our lives can we hope to manage stress and maintain good health. 

 2. Mental Well-Being – Emotional intelligence affects our attitude and outlook on life. It 

can also help to alleviate anxiety and avoid depression and mood swings. A high level of 

emotional intelligence directly correlates to a positive attitude and happier outlook on life. 

 3.Relationships – By better understanding and managing our emotions, we are better 

able to communicate our feelings in a more constructive way. We are also better able to 

understand and relate to those with whom we are in relationships. Understanding the 

needs, feelings, and responses of those we care about leads to stronger and more fulfilling 

relationships. 

 4.Conflict Resolution – When we can discern people‘s emotions and empathize with 

their perspective, it‘s much easier to resolve conflicts or possibly avoid them before they 

start. We are also better at negotiation due to the very nature of our ability to understand the 

needs and desires of others. It‘s easier to give people what they want if we can perceive 

what it is. 

 5.Success – Higher emotional intelligence helps us to be stronger internal motivators, 

which can reduce procrastination, increase self-confidence, and improve our ability to focus 

on a goal. It also allows us to create better networks of support, overcome setbacks, and 

persevere with a more resilient outlook. Our ability to delay gratification and see the long-

term directly affects our ability to succeed. 

 6.Leadership – The ability to understand what motivates others, relate in a positive 

manner, and to build stronger bonds with others in the workplace inevitably makes those 

with higher emotional intelligence better leaders. An effective leader can recognize what the 

needs of his people are, so that those needs can be met in a way that encourages higher 

performance and workplace satisfaction.  

 7.Better team work-When you have emotional intelligence, you will find it easier to 

empathize with others. This is an essential trait that will come in handy in projects that 

demand teamwork. Self-poise and interpersonal skills also help improve productivity.  

http://www.lifehack.org/articles/lifestyle/6-surefire-ways-to-manage-stress-now.html
http://www.lifehack.org/articles/lifestyle/the-10-essential-habits-of-positive-people.html
http://www.lifehack.org/articles/productivity/5-keys-to-building-networks-over-time.html
http://www.lifehack.org/tag/job-satisfaction
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 8.Improves communication-Emotional intelligence and interpersonal skills are 

instrumental in the success of any business. By having these essential skills, you can send 

clear messages to coworkers about the company‘s expectations. Self-poise and interpersonal 

skills in the workplace can go along way in eliminating negative talk. This is because they 

foster team work for improved performance and productivity, as well as employee 

satisfaction. We all know that employee satisfaction is the only way to retain loyal workers. 

  
Key Elements for Emotional Intelligence to Create a Positive Work Environment 

1. Know how to use awareness of emotions to manage your relationships with 

colleagues 

2. Using emotional intelligence to help create a powerful and positive work 

environment that allows everyone to succeed 

3. How E.I. can be used to motivate and inspire 

4. Use E.I. to be flexible and more easily adapt to change 

5. Using E.I. to analyze problems from more than one perspective in order to find the 

best solution 

6. Know how to use E.I. to influence and build consensus 

7. Know how to manage emotions in decision making – when to consider your head 

and when to consider your heart 

8. Use emotional intelligence to interact with your team and enhance group dynamics 

 
Four Tips for Promoting Emotionally Intelligent Practices in the Work Place 

 1. Teach time management: Goleman cited this as a great way to foster self-regulation. 

As a manager, set up systems of efficient time-management that you can then teach all new 

employees upon hiring. This has the added bonus of just generally teaching new employees 

good practices for producing time-considerate materials. 

 2. Show interest in your employees: In an article for Fast Company, Harvey 

Detschendorf reported that a great way to showcase your people skills is by forming a 

cordial relationship with your employees. Detschendorf suggested really making an effort to 

learn the names of your entire staff and personal hobby or two to match. 

 3. Feedback: Create an early onset culture of feedback in your office. Goleman suggests 

practicing this from the start by providing honest comments about a new hires interview 

process. While this may be too quick for your company, try setting up consistent feedback 

about your employee's work – both good and bad. This will allow for your entire office to 

become more self-aware of the work they are producing. 

 4. Manage emotions: Employees tend to mimic the actions of their bosses. When there 

are situations in the office with high potential for quick emotional responses, work on 

reeling in those feelings. According to Detschendorf, leaders with high EQ should be able to 

first process and then respond to the situation while also being perceptive to their 

employee's emotions. 
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Conclusion 

 Emotional intelligence can greatly impact your work life and career, so it‘s important 

to understand exactly what it is and why it is so important. Every workplace is 

comprised of people with different strengths, personalities and emotions, which can 

greatly affect the way they work. Emotional intelligence is the ability to identify and 

manage your emotions as well as the emotions of others.. Many mental health experts 

believe emotional intelligence is a valuable asset in the workplace. In certain 

environments, employees with high levels of emotional intelligence may be better able to 

cooperate with others, manage work-related stress, solve conflicts within workplace 

relationships, and learn from previous interpersonal mistakes. It helps leaders motivate 

and inspire good work by understanding others‘ motivations. Which brings more 

individuals to the table and helps avoid the many pitfalls of groupthink. Emotional 

intelligence empowers the leader to recognize and act on opportunities others may be 

unaware of and It assists in the recognition and resolution of conflict in a fair and even-

handed way. which can produce higher morale and assist others in tapping their 

professional potential 

 
Employers Want Emotional Intelligence or Importance  

A recent survey detailed what skills and traits employers want in entry-level employees. 

1. The ability to learn on the job 

2. Listening and communications skills 

3. Adaptability and creative responses to setbacks and obstacles (problem solving 

skills) 

4. Personal management, confidence, motivation to work toward common goals, a 

sense of wanting to develop one‘s career and taking pride in their accomplishments 

5. Group and interpersonal effectiveness, cooperativeness and teamwork, skills in  

negotiating disagreements 

6. Effectiveness in the organization, wanting to make a contribution, leadership 

potential 

7. Competence in reading, writing, and math 
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Abstract  
 E-banking uses the internet as the „delivery channel‟ to conduct banking activities including deposits and 
withdrawal of cash, transfer of funds, payment of bills and premiums, checking of balances and purchasing of 
financial instruments of a wide variety. Internet banking customers may access his or her accounts from 
„browser software „anywhere through world wide web. The introduction of e banking across the globe has made 
the financial institution and helped to provide Varity of services to her clients. Through E-banking, individuals 
and corporate customers can access accounts, truncation business, and transfer funds or obtain information on 
products, and in case of bank offering e banking accounts, place buy and sell order for stocks and have funds 
debited or credited towards such transactions. Then there are debit cards, credit cards and smart cards ATMs. 
E-Banking includes the synonyms such as personal computer banking, internet banking virtual banking, on-
line banking, home banking, phone banking. E-banking a revolutionary development in banking sector. Like 
ATM, it gives consumers another medium for conducting their banking, early 2001, e-commerce was 
introduced. In 2005, it was found that E-Banking to be faster growing commercial activity on the internet, in a 
survey it was found that 13 million Americans carry out some banking activity on- line on a typically a day. 
With the spread of high speed brand connection-banking gets more importance. 
Keywords: E- Banking, ATM, Debit Cards, Credit Cards. 

 
Introduction 

 E-banking is your personal banking service on the Internet, protected with bank 

identifiers. It is available anywhere, anytime. E-banking allows you to pay invoices to 

Finnish and foreign recipients easily and securely. You can also check your account balances 

and transactions. You can order a new card, withdraw a loan granted to you and make 

mutual fund subscriptions. You access E-banking services by obtaining bank identifiers. E-

banking as such is free of charge but commissions and fees in accordance with the service 

tariff will be levied on orders and other transactions carried out through E-banking it allows 

you to pay invoices to Finnish and foreign recipients easily and securely. You can also check 

your account balances and transactions. You can order a new card, withdraw a loan granted 

to you and make mutual fund subscriptions. You access E-Banking services by obtaining 

bank identifiers. E-banking as such is free of charge but commissions and fees in accordance 

with the service tariff will be levied on orders and other transactions carried out through E-

banking. E-banking has not only reduced the time consumed in financial transactions but 

also it has shrunk the geographical frontiers to make their business truly global, finally ,it 

has helped the banks and financial institutions to retain increasingly sophisticated 

customers, develop new customer base and capture greater share of banking in a highly 

competitive environment. 

 
Current Scenario of E-Banking 

 The introduction of internet has initiated an electronic revolution all over the world. The 

active and flexible nature of this communication channel as well as its ubiquitous reach has 

helped in leave raging a variety of business activates the most prominent applications of 

ELECTRONIC- BANKING 
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internet and information technology have been in banking and financial sector. Increasing 

internet the PC penetration and increasing internet usage have opened up possibilities‘ for 

new types of distribution channels especially in banking and financial services. Through 

banking transaction on the net are not a new phenomenon, they are in existence since 

1995.internet predominately was considered helpful in increasing efficiency related to 

operations for core products and services of banks but with development of sophisticated 

and advanced software technology, internet is also providing banks an opportunity to 

provide value added services. Banks are now identifying new roles as financial 

intermediaries and facilitators are only online banks and only online transaction because of 

the case and efficiency of online transactions. 

 The added advantages that banks get by adopting online systems is of strengthening 

customers relationship and increasing reach. Using e commerce and m commerce 

applications it is possible for banks to reach the office desktop and pocket of the customer 

that too in no time. Customers have also started to accept the new transaction modes as the 

trend is towards need to have from nice to have earlier. Electronic commerce offers 

considerable opportunities for banks to expand their client base and rationalize their 

business while the customers receive value in the form of savings in time and money 

 
E-Banking Features and Benefits 

1. Convenient 

 Download up-to-date information on balances and transactions for checking saving, 

money market, line of credit, investment, and credit card accounts Carry out your banking 

tasks during the day or night, from home or office‘ 

 Transfer funds between accounts within the sane bank 

 Schedule bill payments up t o a year in advance 

 Pay bills from within quicken books where expenses are tracked 

2. Easy to Use  

 Look like your paper checkbook, so you will feel comfortable right away (core feature). 

 Balance your account more easily 

3. Save Time 

 No more writing cheques, addressing envelopes, licking stamp. 

 No more trips to the bank. 

 
There are some Benefits of E-banking 

The main advantages of E-banking are 

 The operating cost per unit services is lower for the banks. 

 It offers convenience to customer as they are not required to go to the banks 

premises. 

 There is very low incidence of errors. 

 The customer can obtain funds at any time from ATM machines. 

 The credit cards and debits card enables the customers to obtain discounts from retail 

outlets. 
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 The customer can easily transfer the funds from one place to another place  

electronically 

There are some Drawbacks of E-Banking 

 E banking promotes lack of socializing/social contacts 

 Hackers may intercept data and defraud customers 

 Phone bills can increase 

 Customers are compelled to have computers at home, internet access and computers 

skill 

 Easier for customer compelled to mismanage their accounts due to the 24-hour 

service that will be available 

 
Threats in E-Banking 

 Internet banking does not open up new risk categories, but rather accentuates the risk 

that any financial institution faces. The board and senior management must be cognizant of 

these risks and deal with them appropriately. These risks, which often overlap, are briefly 

described below 

 Reputation risk 

 It occurs from negative public opinion. A banks reputation can be damaged by 

internet banking services that are poorly executed (e.g., limited availability, buggy 

software, poor response).customers are less forgiving of any problems and thus there are 

more stringent performance expectations from the internet channel. Hypertext links 

could link a banks site to other site and reflect an implicit endorsement of the other sites. 

 Information security risk  

 It comes out of lax information security processes, thus exposing the institution to 

malicious hacker or insider attacks, viruses, denial-of service attacks, data theft, data 

destruction and fraud. The speed of change of technology and the fact that the internet 

channel is accessible universally makes this risk especially critical. 

 Credit risk 

 It‘s from a customer‘s failure to meet his financial obligations. Internet banking 

enables customers to apply for credit from anywhere in the world. Banks will find it 

extremely difficult to verify the identity of the customer, if they intend to offer instant 

credit through the internet, verifying collateral and perfecting security agreements are 

also difficult. 

 Interest rate risk 

 It arise from movements in interest rates internet banking can attract loans and 

deposits from a large pool of customers. Also, given that it is easy to compare rates is 

higher, accentuating the need to react quickly to changing interest rate in the market. 

 Liquidity Risk 

 It took up from a banks inability to meet its obligations internet banking can increase 

deposit and asset volatility especially from customers who maintain accounts solely 

because they are getting a better rate these customers tend to pull out the relationship if 

they get slightly better rate elsewhere. 
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 Price risk 

 It arises from changes in the value of traded portfolios or financial instruments. 

Banks may be exposed to price risk, if they create or expand deposit brokering, loan sales 

or securitization programs as a result of internet banking activities. 

 Foreign exchange risk 

 It arises when assets in one currency are funded by liabilities in another. Internet 

banking may encourage residents of other countries to transact in their domestic 

currencies. Due to the ease and lower cost of transacting, it may also lead customers to 

take speculative positions in various currencies. Higher holdings and transactions in non 

domestic currencies increase foreign exchange risk. 

 
Products of E-Banking 

 ATM stands for Automated Teller Machine. It‘s a specialized computer that makes it 

convenient to manage your money. For example, almost all ATMs allow you to withdraw 

money, and many allow you to make deposits. At some ATMs, you can print a statement (a 

record of your account activity or transactions); check your account balances (the amount of 

money in your accounts right now); transfer money between your accounts; and even 

purchase stamps. You can usually access the most services at an ATM that‘s operated by 

your own bank. ATMs are a safe and convenient way to manage your money. There are 

millions of ATMs worldwide and you can use many ATMs 24 hours a day, 7 days week. 

Some allow you to select the language you want to use. Check with your bank to see if they 

charge any ATM fees to customers. Almost all banks do charge a fee to non-customers who 

use their ATMs. Keep in mind that even though using ATMs may cost you money; it‘s much 

less expensive than using a check cashing service. To operate an ATM, you insert an ATM or 

debit card and enter a Personal Identification Number (PIN), a secret password that you 

create. 

 
Plastic cards/plastic money 

 Plastic cards are of different kinds with different features. These cards include charge 

cards, credit cards, debit cards smart cards and the like 

 Charge card 

 A charge card is a card that requires payment in full every month. It doesn‘t have a 

preset limit; rather, purchases get approved based on spending and payment history, 

financial resources and credit record. Since charge card balances must be paid in entirety 

by the due date, there is no interest rate or minimum payment. If the bill is not paid on 

time, late fees and other penalties may ensue, depending on the card agreement. 

 Credit cards have a credit limit and permit users to carry a balance at an agreed-to 

interest rate. 

 Some charge cards do come with the option to revolve a portion of the debt. For 

example, American Express provides eligible charge card holders with flexible payment 

services, which allow the member to pay certain transactions over time. Revolved 

balances incur finance charges. 
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 Debit card 

 A payment card that deducts money directly from a consumer‘s checking account to 

pay for a purchase. Debit cards eliminate the need to carry cash or physical checks to 

make purchases. In addition, debit cards, also called check cards, offer the convenience 

of credit cards and many of the same consumer protections when issued by major 

payment processors like Visa or MasterCard. Unlike credit cards, they do not allow the 

user to go into debt, except perhaps for small negative balances that might be incurred if 

the account holder has signed up for overdraft coverage. However, debit cards usually 

have daily purchase limits, meaning it may not be possible to make an especially large 

purchase with a debit card. 

There are two types of debit card 

 Direct debit card (on-line debit cards) 

 Deferred debit card (off –line debit cards) 

 In case of direct debit cards the money is electronically transferred from the cardholder 

accounts to merchant account, on entry to the holders personal identification number (PIN) 

in the store‘s terminal. In case of deferred debit cards the transaction gets recorded in the 

merchant s terminal and is executed in two to three days following the actual transactions. 

At present, only direct debit cards are used in India. 

 Smart Card 

 Smart cards were first introduced in France in 1984. A smart card sizes credit card 

sized plastic card containing an integrated circuit chip, with memory capacity and high 

computing ability. In a smart card permanent data is stored in non-volatile memory. 

 Switch Cards 

 It is an electronic debit card which enables holders to make payments at retail 

outlets. The payments are charged directly to the retailers‘ bank account from the 

cardholders‘ bank account. It is just an extension of the debit card. 

 Credit Card 

 Diners clubs and American express used the concept of credit card in 1950 with the 

launch of charge cards in U.S.A Credit card however become more popular with the use 

of magnetic strip in strip in 1970. Credit card in India becomes popular with the 

introduction of foreign bank in the country.Credit cards are financial instruments which 

can be used more than once to borrow money or buy products and services on credit. 

 Electronic Cheques 

 The negotiable instrument Amendment Act has introduced another new concept 

called ―Electronic Cheques‖ to facilitate E-Banking. 

 A‘Cheque in the Electronic form means a cheques which contains the exact mirror 

image of a paper cheque and is generated, written and signed un a secure system, 

ensuring the minimum safety standards with the use of digital signature (with or 

without bio-metrics signature)and a symmetric crypto system. 

 Electronic Cash 

 Electronic cash is a new concept in on-line payment system because it combines 

computerized convenience with security and privacy. 
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 Electronic Clearing Services  

 Electronic clearing services are a mode of electronic funds transfer from one bank to 

another bank, account using the services of a clearing house set up by Reserve bank of 

India this is normally for bulk transfers from one account to many accounts or vice-

versa. This can be used both for making payments like distribution of dividend, intrest, 

salary, pension and the same. By institutions or for collection of amounts for purposes 

such as payments to utility companies like telephone, electricity or charges such as house 

tax, water tax or for loan installments of financial institutions or banks or regular 

investments of persons. 

 
Conclusion 

 The e banking has many merits and demerits obviously; we have learnt that information 

technology has empowered customers and businesses with information needed to make 

better investment decisions. At the same time, technology is allowing banks to offer new 

products, operate more efficiently, raise productivity, expand geographically and compete 

globally. A more efficient, productive banking industry is providing services of greater 

quality and value. E-banking has become a necessary survival weapon and is fundamentally 

changing the banking industry worldwide. Today, the click of the mouse offers customers 

banking services at a much lower cost and also empowers them with unprecedented 

freedom in choosing vendors for their financial service needs. No country today has a choice 

whether to implement E-banking or not given the global and competitive nature of the 

economy. The invasion of banking by technology has created an information age and 

commoditization of banking services. Banks have come to realize that survival in the new e-

economy depends on delivering some or all of their banking services on the Internet while 

continuing to support their traditional infrastructure. The rise of E-banking is redefining 

business relationships and the most successful banks will be those that can truly strengthen 

their relationship with their customers. Without any doubt, the international scope of E-

banking provides new growth perspectives and Internet business is a catalyst for new 

technologies and new business processes. With rapid advances in telecommunication 

systems and digital technology, E-banking has become a strategic weapon for banks to 

remain profitable. It has been transformed beyond what anyone could have foreseen 25 

years ago. Two years ago, E-banking was a strategic advantage, nowadays; it is a business 

reality, if not a necessity.  
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Abstract 
 Adapting recent trend in digital method in any branch of Learning would be suitable for the globalization. 
This is possible only in digitalization. Digitalization is, at present, globalization. Through digitalization, the 
concept of any branch of learning shall be acquired by more and more people, and that a learning gets global 
eminence. This will also be helpful to market a learning. There are so many medias for globalizing a concept 
through digital method. This will also brings out the unknown concept of a learning. Our ancestors taught 
Vedas, Yogas, etc. for a limit sect of pupils under the shade of a tree and the learnings were always unknown to 
others. Our honorable Prime Minister Narendra Modi encouraged yoga through the medias like T.V., net, etc.. 
Yoga is, at present physical and psychological peace giving theraphy to all. This yoga is not of physical like 
Yogasana which is known to everyone. But this is Yoga dharana otherwise called meditation yoga. This 
meditation yoga comprises preliminary preparations called Eightfold methods consisting of eight steps to 
meditation. They are 1.Yama; 2.Niyama; 3.Asana; 4.Pranayama; 5.Pratyahara; 6.Dharana; 7.Dhyana; and 
8.Samadhi upon which the meditation is attained fully and he who follows these steps is known as fully absorbed 
in yoga meditation. And here the yoga meditation is focused. This Yoga meditation formulated by Patanjali 
Muni who put the yoga system in the condensed form called Sutra or aphorism. Yoga is a science –a 
systematised collection of disciplines called Sutras by the author Patanjali in order to bring about a definite end; 
of course, not violating the laws of nature. It is a vital thing; a quickening process for knowledge of the self i.e. 
Kaivalya- the unique emancipated state of a soul. 
Keywords: yoga, education, meditation etc., 
  
Introduction 

 Adapting recent trend in digital method in any branch of Learning would be suitable for 

the globalization. This is possible only in digitalization. Digitalization is, at present, 

globalization. Through digitalization, the concept of any branch of learning shall be acquired 

by more and more people, and that a learning gets global eminence. This will also be helpful 

to market a learning. There are so many medias for globalizing a concept through digital 

method. This will also brings out the unknown concept of a learning. Our ancestors taught 

Vedas, Yogas, etc. for a limit sect of pupils under the shade of a tree and the learnings were 

always unknown to others. Our honorable Prime Minister Narendra Modi encouraged yoga 

through the medias like T.V., net, etc. Yoga is, at present physical and psychological peace 

giving theraphy to all. This yoga is not of physical like Yogasana which is known to everyone. 

But this is Yoga dharana otherwise called meditation yoga. This meditation yoga comprises 

preliminary preparations called Eightfold methods consisting of eight steps to meditation. 

They are 1.Yama; 2.Niyama; 3.Asana; 4.Pranayama; 5.Pratyahara; 6.Dharana; 7.Dhyana; and 

8.Samadhi upon which the meditation is attained fully and he who follows these steps is 

known as fully absorbed in yoga meditation. And here the yoga meditation is focused. This 

Yoga meditation formulated by Patanjali Muni who put the yoga system in the condensed 

form called Sutra or aphorism.  

 

“GLOBALIZATION OF YOGADHARANA THROUGH DIGITAL METHOD” 

– AN APPROACH 



 
 

Volume 5 Special Issue 1  April 2017          ISSN: 2320 – 4168 

 

 

                    Sourashtra College, Madurai Page | 203  DMG 2017 

The Yoga System 

 The word yoga comes from the Sanskrit root verb ‗yuj‟ which means ‗to yoke‘ or ‗to join 

togather‘ . Also ‗the word yoga appears in the Rg-Veda primarily in a sense of ‗achieving the 

unachieved, a connection and the like‘, and less frequently in the sense of ‗yoking‘ or 

‗harnessing‘1. This system is merely a schismatic branch of the Samkhya school, holding the 

same opinions on most points treated in their sutras, with the exception of one important 

point, the existence of god2. The systematic treatment of the subject as a method of self- 

reslisation is found in the Yogasutras of Patanjali. But yoga practices are also found in the 

Upanisads, Bhagavadgeeta, Jaina and Buddhist literatures. 

 
The Eightfold Methods 

1. Yamas;(Self-Restraints) 

Vows of self-restraints comprise abstention from violence, falsehood, theft, incontinence 

and acquisitiveness. The(five vows), not conditioned by class, place, time or occasion 

and extending to all stages constitute the great vow.4  

2. Niyamas:(Disciplines) 

Purity, contentment, austerity, self-study and self-surrender constitute observances.5  

3. Asana:(Posture) 

Posture (should be ) steady and comfortable.6  

4. Pranayama:(Regulation of Breath): 

This having been (accomplished) pranayama which is cessation of inspiration and 

expiration (follows).7 

5. Pratyahara:(Abstraction) 

Pratyahara or abstraction is, as it were, the imitation by the senses of the mind by 

withdrawing themselves from their objects.8 

6. Dharana:(Concentration): 

Concentration is the confinement of the mind in a place.9 

7. Dhyana:(Contemplation): 

Meditation is the continuation of the cognition therein.10 In the course of the practice of 

the above mentioned seven stages, siddhis or psychic powers develop. They are 

obstacles in the way of samadhi and power when the mind is outward-turned.11 

Patanjali mentions that these supernatural or psychic powers and their development are 

very much dangerous due to they are obstacles to diving into the deeper layers of 

consciousness. They tend to draw attention outwards. The practice of these psychic 

powers germinate all sorts of temptations and abstains from the development of 

spiritual growth.  

8. Samadhi:(Ecstasy) 

The word samadhi can be translated literally as ‗ecstasy‘ but it has even been correctly 

defined, notably by Mircea Eliade, as ‗enstasy‘ rather than ‗ecstasy‘.12 Samadhi is 

attained when meditation becomes effortless and the object alone shines forth, 

completely pervading the mind, which becomes, so to say, emptied of itself.13 It is not a 
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simple experience uniform as long as it lasts. On the contrary, it is a succession of mental 

states, which grow more and more simple until they end in unconsciousness.14  

Patanjali classifies Samadhi into two main categories: samprajnata or consciousness and 

asamprajnata or super consciousness: Other than these two main heads, a discrimination is 

made between the stage of Samadhi possessing the seeds of desire for further life called 

sabijasamadhi (Samadhi with seed) and in that same Samadhi, the absence of such seeds is 

called nirbijasamadhi (Samadhi without seeds).The former two samadhis –samprajnata and 

asamprajnata are different from those that of the latter two samadhis-sabija and 

nirbijasamadhi. 

 In samprajnatasamadhi, an object always remains in the field of consciousness. It is 

practiced on subtler and subtler objects which include the mind-stuff itself and egoity 

(asmita). Accordingly, it has been divided into four stages which, in ascending order, are: 

nirvitarka,(without arguementation) nirvicara,(without thought) sananda (with joy) and 

sasmita(with egoity).15 When the objectification tendency is completely eliminated and all 

the vrttis(modifications) of the mind are completely stilled, the asamprajnatasamadhi is 

attained.16 The presence of an object associated within the realm of prakrti (nature) whose 

relative reality has been realised is called sabijasamadhi. It is objective as opposed to 

nirbijasamadhi or subjective in which there is no ‗object‘ or ‗seed‘ of meditation.17 

  
Conclusion 

 Yoga was planned with divine wisdom and sagacity; so that the power of the Self will be 

brought out. The universe is meant for the unfolding of the Self(Soul). It is only a quickened 

process of the ordinary unfolding of consciousness. AnnieBesant defines yoga as the ‗rational 

application of the laws of the unfolding of consciousness in the individual case‘. 

 An approach has been made through this digitalization of the Yogadharana which is 

meditation yoga, however it is practiced or not, it shall be at least known to all in 

globalization. It is not practiced without a Guru or preceptor. But it shall be known to all 

through this digital marketing method, because this Yoga is purely logical as well as 

philosophical in its practice. If one practices these Eightfold methods of yoga meditation 

one‘s bondages called samskaras are destroyed and one‘s Self(soul) gets released from the 

body which means one attains libration. 
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Abstract 
 Today most of the banking happens while you are sipping coffee or taking an important call. ATMs are at 
your doorstep. Banking services are accessible 24x7. There are more plastic cards in your wallet than currency 
notes. A huge part of this change is due to advent of IT. Banks today operate in a highly globalized, liberalized, 
privatized and a competitive environment. In order to survive in this environment banks have to use IT. Indian 
banking industry has witnessed a tremendous developments due to sweeping changes that are taking place in 
the information technology. Electronic banking has emerged from such an innovative development. The 
objective of the present paper is to study and analyze the progress made by Indian banking industry in adoption 
of technology. The study is secondary based and analytical in nature. The progress in e-banking in Indian 
banking industry is measured through various parameters such as Computerization of branches, Automated 
Teller Machines, Transactions through Retail Electronic Payment Methods etc. Statistical and mathematical 
tools such as simple growth rate, percentages and averages etc are used. The paper also highlights the challenges 
faced by Indian banks in adoption of technology and recommendations are made to tackle these challenges. The 
paper concludes that in years to come e-banking will not only be acceptable mode of banking but preferred mode 
of banking. 
 

Introduction 

 Information Technology has become a necessary tool in today‟s organizations. Banks 

today operate in a highly globalized, liberalized, privatized and a competitive environment. 

In order to survive in this environment banks have to use ,IT. IT has introduced new 

business paradigm. It is increasingly playing a significant role in improving the services in 

the banking industry. Indian banking industry has witnessed a tremendous developments 

due to sweeping changes that are taking place in the information technology. 
 

E-Banking  

 E-banking is the term that signifies and encompasses the entire sphere of technology 

initiatives that have taken place in the banking industry. 

 E-banking is a generic term making use of electronic channels through telephone, 

mobile phones, internet etc. for delivery of banking services and products.  

 The concept and scope of e-banking is still in the transitional stage.  

 E-banking has broken the barriers of branch banking. 
 

Evolution of E-Banking 

 E-banking came into being in UK and USA in 1920s. It became prominently popular 

during 1960s through electronic funds transfers and credit cards.  

 The concept of web-based banking came into existence in Europe and USA in the 

beginning of 1980s. It has been estimated that around 40 percent of banking 

transaction would be done through Net. 

ONLINE BANKING 
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E-Banking in India 

 In India e-banking is of fairly recent origin. The traditional model for banking has been 

through branch banking. Only in the early 1990s there has been start of non-branch banking 

services. The good old manual systems on which Indian Banking depended upon for 

centuries seem to have no place today.  

 The credit of launching internet banking in India goes to ICICI Bank.  

 Citibank and HDFC Bank followed with internet banking services in 1999. 

  Several initiatives have been taken by the Government of India as well as the 

Reserve Bank to facilitate the development of e-banking in India.  

 The Government of India enacted the IT Act, 2000 with effect from October 17, 2000 

which provided legal recognition to electronic transactions and other means of electronic 

commerce. The Reserve Bank is monitoring and reviewing the legal and other requirements 

of e-banking on a continuous basis to ensure that e-banking would develop on sound lines 

and e-banking related challenges would not pose a threat to financial stability. A high level 

Committee under chairmanship of Dr. K.C. Chakrabarty and members from IIT, IIM, 

IDRBT, Banks and the Reserve Bank prepared the „IT Vision Document- 2011-17, for the 

Reserve Bank and banks which provides an indicative road map for enhanced usage of IT in 

the banking sector. 
 

Indian Banks Offer to Their Customers Following E-Banking Products and Services  

 Automated Teller Machines (ATMs)  

 Internet Banking  

 Mobile Banking  

 Phone Banking  

 Tele-banking  

 Electronic Clearing Services  

 Electronic Clearing Cards 

 Smart Cards  

 Door Step Banking  

 Electronic Fund Transfer  
 

The Three Broad Facilities That E-Banking Offers Are  

 Convenience- Complete your banking at your convenience in the comfort of your 

home.  

 No more Qs- There are no queues at an online bank. 

 24x7 service- Bank online services is provided 24 hours a day, 7 days a week and 52 

weeks a year.  
 

Transactions through Retail Electronic Payment Systems 

 The electronic payment systems such as Electronic Clearing Service (ECS) credit and 

debit and National Electronic Fund Transfer (NEFT) have improved the speed of financial 

transactions across the country.  

 Electronic Clearing Service (ECS) is one of the new electronic banking services. 
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 ECS is a non-paper based movement of funds which is encouraged by the RBI on a 

wide scale.  

 ECS consists of- Electronic Credit Clearing Service & Electronic Debit Clearing 

Service. 

 ECS brings down administration cost and ensures profitability and productivity to 

the banks.  

 National Electronic Fund Transaction (NEFT) is a deferred net settlement system and 

is an improvement over other modes in terms of security and processing efficiency.  
 

Challenges in Adoption of E-Banking  

E-banking is facing following challenges in Indian banking industry:  

 The most serious threat faced by e-banking is that it is not safe and secure all the 

time. There may be loss of data due to technical defaults.  

 E-banks are facing business challenges. For the transactions made through internet, 

the service charges are very low. Unless a large number of transactions are routed 

over the Web the e-banks cannot think of profit. 

 There is lack of preparedness both on part of banks and customers in the adoption of 

new technological changes. 

 There is lack of proper infrastructure for the installation of e-delivery channels  
 

Recommendations 

 E-banks should create awareness among people about e-banking products and 

services. Customers should be made literate about the use of e-banking products and 

services. 

 Special arrangements should be made by banks to ensure full security of customer 

funds. Technical defaults should be avoided by employing well trained and expert 

technicians in field of computers, so that loss of data can be avoided.  

 Employees of banks should be given special technical training for the use of e-

banking so that they can further encourage customers to use the same.  

 Seminars and workshops should be organised on the healthy usage of e-banking 

especially for those who are ATM or computer illiterate.  

 E-banking services should be customised on basis of age, gender, occupation etc so 

that needs and requirements of people are met accordingly.  

 Government should make huge investments for building the infrastructure.  
 

Importance of Online Banking 

 Online banking, also known as internet banking, e-banking or virtual banking, is 

an electronic payment system that enables customers of a bank or other financial 

institution to conduct a range of financial transactions through the financial 

institution's website. 

 Now the online banking definition, or internet banking definition, includes any 

electronic payment system that allows customers of a financial institution to conduct 

financial transactions through the financial institution‘s website. 

https://en.wikipedia.org/wiki/Electronic_money
https://en.wikipedia.org/wiki/Bank
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_transaction
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 Today, online banking services include mobile internet banking technology, such as 

person-to-person payment smartphone apps and text banking. 

 Bengal Bank, established in 1784, was the first bank to introduce cheque system. 

 ICICI Bank was the first Indian bank to provide internet banking facility 

 First bank to introduce ATM in India was HSBC in 1987, Mumbai.  

 Central Bank of India was the first public bank to introduce Credit card. 

 Mobile banking is a service provided by a bank or other financial institution that 

allows its customers to conduct a range of financial transactions remotely using 

amobile device such as a mobile phone or tablet, and using software, usually called 

an app, provided by the financial institution for the purpose. 

 The first bank established in India was Bank of Hindustan, which was started in 

1770. Second was The General Bank of India, which started in 1786. 

 The oldest bank still in existence in India is the State Bank of India. It was originated 

in the Bank of Calcutta in June 1806. Bank of Bengal, Bank of Bombay and Bank of 

Madras, these three banks merged in 1921 to form the Imperial Bank of India, which 

was converted as State Bank of India in 1955. 

 The first Indian bank to have been started solely with Indian capital investment is 

Punjab National Bank 
 

Conclusion  

 In India, E-banking is in a nascent stage. No doubt Indian banks are making sincere 

efforts for the adoption of advanced technology and installation of e-delivery channels but 

still masses are wary of the concept. Banks are making sincere efforts to popularise the  

e-banking services and products. Younger generation is beginning to see the convenience 

and benefits if e-banking. In years to come, e-banking will not only be acceptable mode of 

banking but will be preferred mode of banking. 
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Abstract 

 Retailing is one of the largest sectors in the global economy and going through a transition phase not only 
in India but the world over. The retail market is segmented as; Specialty store, Department store, Super market, 
Convenience store, Discount Store, Off price retailer, Superstore & Catalog showroom. Retailing is India‟s 
largest industry, accounting for over 10% of the country‟s GDP and around 80% of the nation‟s employment. 
However, India‟s retail sector appears underdeveloped not only by the standard of industrialized countries but 
also in comparison with several other emerging markets in Asia. Today retail marketers focus on engaging the 
customers by offering them value and a customer experience which is innovative and customized. Consumers 
today are becoming digitally conscious and marketers are leveraging this opportunity to position their brands in 
a clutter breaking manner and gain competitive edge. Retail Marketing is the systematic approach of selling 
goods / services that satisfy specific needs of customers, adopted by every business and not for-profit agency and 
group with a message. A highly competitive environment, knowledgeable consumers and fast pace of technology 
are keeping business enterprises on their toes. 
Keywords: marketing, retail, digital, consumers etc., 
 
Introduction 

 The word 'Retail' is derived from a French word with the prefix re and the verb tailer 

meaning "to cut again". Evidently, retail trade is one that cuts off smaller portions from large 

lumps of goods. It is a process through which goods are transported to final consumers. In 

other words, retailing consists of the activities involved in selling directly to the ultimate 

consumer for personal, non-business use. It embraces the direct-to-customer sales activities 

of the producer, whether through his own stores by house-to-house canvassing or by mail-

order business.  Manufacturers engage in retailing when they make direct-to-consumer sales 

of their products through their own stores (as Bata and Carona shoe companies, D.C.M. 

Stores, Mafatlals and Bombay Dyeing) by door-to-door canvass, or mail order or even on 

telephone. Even a wholesaler engages in retailing when sells directly to an ultimate 

consumer, although his main business may still be wholesaling.  A retailer is a merchant or 

occasionally an agent or a business enterprise, whose main business is selling directly to 

ultimate consumers for non-business use. He performs many marketing activities such as 

buying, selling, grading, risk-trading, and developing information about cusotmer's wants. 

A retailer may sell infrequently to industrial users, but these are wholesale transactions, not 

retail sales. If over one half of the amount of volume of business comes from sales to 

ultimate consumers, i.e. sales at retail, he is classified as a retailer. Retailing occurs in all 

marketing channels for consumer products. 

 
Definition of Retail Marketing 

Retail is the sale of goods and services from businesses to an end user (called a 

customer). Retail marketing is the process by which retailers promote awareness and interest 

of their goods and services in an effort to generate sales from their consumers. There are 

RETAIL MARKETING 
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many different approaches and strategies retailers can use to market their goods and 

services. 

 
Importance of Retailing 

 The retailer is an intermediary in the marketing channel because he is both marketer and 

customer, who sells to the last man to consume. He is a specialist who maintains contact 

with the consumer and the producer; and is an important connecting link in a complex 

mechanism of marketing. Though producers may sell directly to consumers, such method of 

distributing goods to ultimate users is inconvenient, expensive and time consuming as 

compared to the job performed by a specialist in the line. Therefore, frequently the 

manufacturers depend on the retailers to sell their products to the ultimate consumers. The 

retailer, who is able to provide appropriate amenities without an excessive advance in prices 

of goods, is rewarded by larger or more loyal patronage. 

 
Economic Justification for Retailing 

 All middlemen basically serve as purchasing agents for their customers and as sales 

specialists for their suppliers. To carry out those roles, retailers perform many activities, 

including anticipating customer's wants, developing assortments of products, acquiring 

market information and financing.  It is relatively easy to become a retailer. No large 

investment in production equipment is required, merchandise can often be purchased on 

credit and store space can be leased with no 'down payment' or a simple website can be set 

up at relatively little cost. Considering these factors, perhaps it's not surprising that there are 

just over a 6 million retail outlets operating across the Indian cities from north to south and 

from east to west. This large number of outlets, many of which are trying to serve and 

satisfy the same market segments, results in fierce competition and better values for 

shoppers.  To enter retailing is easy; to fail is even easier! To survive in retailing, a firm must 

do a satisfactory job in its primary role - catering to consumers. Rama Subramaniam the 

former head - retail segment Spensors described a successful retailer as a "merchant who 

sells goods that won't come back to customers who will". Of course, a retail firm also must 

fulfill its other role - serving producers and wholesalers. This dual role is both the 

justification for retailing and the key to success in retailing. 

 
General Services 

The general services which a retailer provides are:  

1) The retailer anticipates the wants of the consumers and then supplies them the right 

kind of goods at reasonable price. His job is to make the consumers buying as easy and 

convenient as possible i.e. he acts as a consumers' agent. 

2) He performs the service of bulk-breaking i.e. dividing large quantities into small units, 

such as individual cans, bottles, boxes, wrappers, packages, appropriate for consumer 

use. 

3) He offers a large assortment of merchandise, of suitable size, colour, design, style and 

seasonal items-ranging from domestic utensils, household requisites to speciality goods. 
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4) He creates time and place utility by storing the products in off season and by 

transporting these goods to the places where they can be readily available as and when 

needed by the consumer. 

5) He also assumes risks by guaranteeing the goods he sells to the consumer. 

6) He also offers free delivery of goods, credit on open accounts, free alteration, liberal 

exchange facilities, and instructions in the use of goods, revolving credit plans, and long 

term installment programmes. 

7) He adds to the convenience and ease of consumer purchasing by offering convenient 

shopping locations, market information‘s and other services such as free parking 

privileges, lessons on product use and a multitude of other facilities may be offered and 

found sufficiently desired to result in increased patronage. 

8) He helps the producers in distributing their products by using advertisement display 

and personal selling. 

9) The level of retail sales is one of the most useful barometers of the nation‘s economic 

health. For example when sales of cycles pick-up, sales of steel and components also 

increase, as does employment and thus increasing purchasing power. But when sales go 

down, manufacturers cut back production, unemployment increases and retail sales also 

goes down. 
 

Retail Marketing Mix: (The Four Ps of Retail Marketing) 

 Retailers use various advertising and communication tools to grow awareness and 

considerations with future customers. Finding the right marketing mix can lead to a 

profitable growth and a higher return on investment. By considering the right advertising 

strategy retailers can persuade consumers to choose to do business with their retail brand. 

The fundamental approach used my modern retailers in marketing their products is the 

Four Ps of Retail Marketing. 

1) Product. 

2) Price. 

3) Place and 

4) Promotion. 

1) Product: There are two primary types of merchandise. Hard or durable goods like 

appliances, electronics, and sporting equipment. And soft goods like clothing, household 

items, cosmetics, and paper products. Some retailers carry a range of hard and soft items like 

a supermarket or a major retail chain while many smaller retailers only carry one category of 

goods, like a boutique clothing store. 

2) Price:  Pricing is a key element to any retail strategy. The retail price needs to cover the 

cost of goods as well as additional overhead costs. There are four primary pricing strategies 

used by retailers: 

a) Everyday low pricing: The retailer operates in thin margins and attracts customers 

interested in the lowest possible price. This strategy is used by big box retailers like 

Wal-Mart and Target. 
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b) High/low pricing: The retailer starts with a high price and later reduces the price 

when the item‘s popularity fades. This strategy is mainly used by small to mid-sized 

retailers. 

c) Competitive pricing: The retailer bases the price on what their competition is 

charging. This strategy is often used after the retailer has exhausted the higher 

pricing strategy (high/low pricing). 

d) Psychological pricing: The retailer sets the price of items with odd numbers that 

consumers perceive as being lower than they actually are. For example, a list price of 

$1.95 is associated with spending $1 rather than $2 in the customers mind. This 

strategy is also called pricing ending or charm pricing. 

3) Place:  The place is where the retailer conducts business with its customers. The place can 

be a physical retail location or a non-physical space like a catalog company or an e-store. 

While most retailers are small, independently owned operations (over 90%), over 50% of 

retail sales are generated by major retailers often called ―big box retailers‖.  

4) Promotion:  Promotion is the final marketing mix elements. Promotions include personal 

selling, advertising, sales promotion, direct marketing, and publicity. A promotional mix 

specifies how much attention to pay to each tactic, and how much money to budget for each. 

A promotion can have a wide range of objectives, including increasing sales, new product 

acceptance, and creation of brand equity, positioning, competitive retaliations, or the 

creation of a corporate image. 
 

The Four P’s Revisited: (Customer-Oriented Retail Marketing) 

 In recent years, to address the need of taking a more customer-oriented approach to 

marketing, the 4 Ps of Retail Marketing have been revised and replaced by the 4 Cs:  

1) Consumer. 

2) Cost. 

3) Communication and  

4) Convenience. 

1) Consumer (versus Product):  Instead of focusing on the product the retailer wants to sell, a 

smart retailer studies the wants and needs of its consumers before going to market. The 

more clearly a retailer understand the wants and needs of its customer base, the greater 

chance it will have of attracting customers and increasing sales. 

2) Cost (versus Price):  In retail a cost is the value of money that has been used up to 

produce something. Factors that influence cost include the customer‘s cost to change to a 

new product and the customer‘s cost for not selecting a competitor‘s product. 

3) Convenience (versus Place): The Internet has made Place less of a factor in consumer 

purchasing decisions. Convenience addresses the ease of completing a transaction including 

the ease of finding information about a product, finding the right product, and purchasing a 

product. 

4) Communication (versus Promotion): Communications including a range of efforts 

including advertising, public relations, grassroots efforts, social media, and any other form 

of communication between the company and the consumer. 
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The Concept of Retail Marketing 

1) The retail marketing concept is the acceptance by the retailer that is the customer and 

not demand that lie at the core of the retail organization. 

2) The retail marketing concept is a philosophy, not a system or retailing or retail 

structure. 

3) To understand and critically evaluate RM and IM management theory. 

4) To document and evaluate current RM and IM key models and frameworks related 

to organisational performance. 

 To examine the validity and reliability issues of current RM and IM research. 

 To identify gaps in knowledge and deficits in research. 

 To develop specific research questions addressing these gaps in knowledge and 

the associated research objectives. 

5) To position this research in the existing RM and IM literature context. 

6) To present evidence contributing to bias research project for management practice 

and theory. 

7) To develop a research model that helps to improve RM effectiveness in management 

practice. 

8) To formulate research hypotheses based on this research model which will be tested 

statistically to answer the research questions. 

 

Conclusion 

 Retailing provides a crucial link between producers and consumers in modern market 

economy. Retail in India is most dynamic industry and represents a huge opportunity both 

for domestic and international retailers. Retailing is the sale of goods and services to 

ultimate consumers for personal, non-business use. Any institution may engage in retailing, 

but a firm engage primarily in retailing is called a retailer. Retailers serve as purchasing 

agents for consumer and as sales specialists for producers and wholesaling middleman. 

They perform many specific activities such as anticipating consumers' wants, developing 

product assortments and financing. Modern retailing has miles to go in India. The growth of 

modern formats has been much slower in India as compared to other countries and the 

development of this sector is restricted by the presence of regulatory and structural 

constraints. 
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Abstract 
 Advances in e-commerce have resulted in progress towards strategies, requirements and development of  
e-commerce application. Nearly all the e-commerce applications envisioned so far assume fixed or tationery 
users with wired infrastructure, such as a brower on pc connected to the internet using phone lines on LAN. 
The emergence of M-commerce, a synonym for wireless a e-commerce allows one to do the same function that 
can be done over the internet. This can be done by connecting a PDA to a mobile phone, or even a portable PC 
connected to a mobile phone. Mobile commerce is perfect for the group who always keep a mobile phone by side 
all the times. A study from the wireless data and computing services, a division of strategy analytics, reports 
that the mobile commerce market may rise$200 billion by 2004.  
 
Introduction 

 M-commerce (mobile commerce) is the buying and selling of goods and services through 

wireless handheld devices such as cellular telephone and personal digital assistants (PDAs). 

Known as next-generation e-commerce, m-commerce enables users to access the Internet 

without needing to find a place to plug in. The emerging technology behind m-commerce, 

which is based on the Wireless Application Protocol (WAP), has made far greater strides in 

Europe, where mobile devices equipped with Web-ready micro-browsers are much more 

common than in the United States. Financial services, which includes mobile banking (when 

customers use their handheld devices to access their accounts and pay their bills) as well as 

brokerage services, in which stock quotes can be displayed and trading conducted from the 

same handheld device. Telecommunications, in which service changes, bill payment and 

account reviews can all be conducted from the same handheld device Service/retail, as 

consumers are given the ability to place and pay for orders on-the-fly Information services, 

which include the delivery of financial news, sports figures and traffic updates to a single 

mobile device IBM and other companies are experimenting with speech recognition 

software as a way to ensure security for m-commerce transactions. 

 
Products and Services Available 

Mobile Money Transfer 

 In Kenya money transfer is mainly done through the use of mobile phones. This was an 

initiative of a multimillion shillings company in Kenya named Safaricom. Currently, the 

companies involved are Safaricom and Airtel. Mobile money transfer services in Kenya are 

now provided by the two companies under the names M-PESA and Airtel Money 

respectively. A similar system called Mobile Pay has been operated by Danske 

MOBILE COMMERCE IN RECENT TREND IN DIGITAL  

MARKETING IN THE GLOBAL BUSINESS 
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Bank in Denmark since 2013. It has gained considerable popularity with about 1.6 million 

users by mid-2015. Another similar system called Vipps was introduced in Norway in 2015. 

Mobile automated teller machine (ATM) is a special type of ATM. Most ATMs are meant to 

be stationary, and they‘re often found attached to the side of financial institutions, in stores, 

and in malls. A mobile ATM machine, on the other hand, is meant to be moved from 

location to location. This type of ATM is often found at special events for which ATM 

service is only needed temporarily. For example, they may be found at carnivals, fairs, and 

parades. They may also be used at seminars and workshops when there is no regular ATM 

nearby. 

 Mobile ATMs are usually self-contained units that don‘t need a building or enclosure. 

Usually, a mobile ATM can be placed in just about any location and can transmit transaction 

information wirelessly, so there's no need to have a phone line handy. Mobile ATMs may, 

however, require access to an electrical source, though there are some capable of running on 

alternative sources of power. Often, these units are constructed of weather-resistant 

materials, so they can be used in practically any type of weather conditions. Additionally, 

these machines typically have internal heating and air conditioning units that help keep 

them functional despite the temperature of the environment.ion of mobile money services 

for the unbanked, operators are now looking for efficient ways to roll out and manage 

distribution networks that can support cash-in and cash-out. Unlike traditional 

ATM, sicap Mobile ATM have been specially engineered to connect to mobile money 

platforms and provide bank grade ATM quality. In Hungary, Vodafone allows cash or bank 

card payments of monthly phone bills.[16] The Hungarian market is one where direct debits 

are not standard practice, so the facility eases the burden of queuing for the postpaid half of 

Vodafone‘s subscriber base in Hungary. 

 
Mobile Ticketing 

 Tickets can be sent to mobile phones using a variety of technologies. Users are then able 

to use their tickets immediately, by presenting their mobile phone at the ticket check as a 

digital boarding pass. Most number of users are now moving towards this technology. Best 

example would be IRCTC where ticket comes as SMS to users. 

 
Mobile Vouchers, Coupons and Loyalty Cards 

 Mobile ticketing technology can also be used for the distribution of vouchers, coupons, 

and loyalty cards. These items are represented by a virtual token that is sent to the mobile 

phone. A customer presenting a mobile phone with one of these tokens at the point of 

sale receives the same benefits as if they had the traditional token. Stores may send coupons 

to customers using location-based services to determine when the customer is nearby. 

 
Content Purchase and Delivery 

 Currently, mobile content purchase and delivery mainly consists of the sale of ring-

tones, wallpapers, and games for mobile phones. The convergence of mobile phones, 

portable audio players, and video players into a single device is increasing the purchase and 
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https://en.wikipedia.org/wiki/Location-based_service
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delivery of full-length music tracks and video. The download speeds available 

with 4G networks make it possible to buy a movie on a mobile device in a couple of 

seconds.[17] 

 
Location-Based Services 

 The location of the mobile phone user is an important piece of information used during 

mobile commerce or m-commerce transactions. Knowing the location of the user allows 

for location-based services such as: 

 Local discount offers 

 Local weather 

 Tracking and monitoring of people 

 
Information Services 

 A wide variety of information services can be delivered to mobile phone users in much 

the same way as it is delivered to PCs. These services include: 

 News 

 Stock quotes 

 Sports scores 

 Financial records 

 Traffic reporting 

 Emergency Alerts 

 Customized traffic information, based on a user's actual travel patterns, can be sent to a 

mobile device. This customized data is more useful than a generic traffic-report broadcast, 

but was impractical before the invention of modern mobile devices due to 

the bandwidth requirements 

 
Mobile Browsing 

 Using a mobile browser—a World Wide Web browser on a mobile device—customers 

can shop online without having to be at their personal computer. Many mobile 

marketing apps with geo-location capability are now delivering user-specific marketing 

messages to the right person at the right time. 

 
Mobile Purchase 

 Catalog merchants can accept orders from customers electronically, via the customer's 

mobile device. In some cases, the merchant may even deliver the catalog electronically, 

rather than mailing a paper catalog to the customer. Consumers making mobile purchases 

can also receive value-add up selling services and offers. Some merchants provide mobile 

web sites that are customized for the smaller screen and limited user interface of a mobile 

device. 

 
In-Application Mobile Phone Payments 

 Payments can be made directly inside of an application running on a popular 

smartphone operating system, such as Google Android. Analyst firm Gartner expects in-

https://en.wikipedia.org/wiki/4G
https://en.wikipedia.org/wiki/Mobile_commerce#cite_note-17
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application purchases to drive 41 percent of app store (also referred to as mobile software 

distribution platforms) revenue in 2016.[18] In-app purchases can be used to buy virtual 

goods, new and other mobile content and is ultimately billed by mobile carriers rather than 

the app stores themselves.[19] Ericsson‘s IPX mobile commerce system is used by 120 mobile 

carriers to offer payment options such as try-before-you-buy, rentals and subscriptions.[20] 

 
Mobile Marketing and Advertising 

 In the context of mobile commerce, mobile marketing refers to marketing sent to mobile 

devices. Companies have reported that they see better response from mobile marketing 

campaigns than from traditional campaigns. The primary reason for this is the instant nature 

of customer decision-making that mobile apps and websites enable. The consumer can 

receive a marketing message or discount coupon and, within a few seconds, make a decision 

to buy and go on to complete the sale - without disrupting their current real-world activity. 

 For example, a busy mom tending to her household chores with a baby in her arm could 

receive a marketing message on her mobile about baby products from a local store. She can 

and within a few clicks, place an order for her supplies without having to plan ahead for it. 

No more need to reach for her purse and hunt for credit cards, no need to log in to her 

laptop and try to recall the web address of the store she visited last week, and surely no 

need to find a babysitter to cover for her while she runs to the local store. 

 Research demonstrates that consumers of mobile and wireline markets represent two 

distinct groups who are driven by different values and behaviors, and who exhibit 

dissimilar psychographic and demographic profiles.[21] What aspects truly distinguish 

between a traditional online shopper from home and a mobile on-the-go shopper? Research 

shows that how individuals relate to four situational dimensions- place, time, social context 

and control determine to what extent they are ubiquitous or situated as consumers.[22] These 

factors are important in triggering m-commerce from e-commerce. As a result, successful 

mobile commerce requires the development of marketing campaigns targeted to these 

particular dimensions and according user segments. 

 
Influence on Youth Markets 

 Mobile media is a rapidly changing field. New technologies, such as WiMax, act to 

accelerate innovation in mobile commerce. Early pioneers in mobile advertising 

include Vodafone, Orange, and SK Telecom. 

 Mobile devices are heavily used in South Korea to conduct mobile commerce. Mobile 

companies in South Korea believed that mobile technology would become synonymous with 

youth life style, based on their experience with previous generations of South Koreans. 

"Profitability for device vendors and carriers hinges on high-end mobile devices and the 

accompanying killer applications," said Gibran Burchett.[citation needed] 

 
Payment Methods 

Consumers can use many forms of payment in mobile commerce, including: 
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 Contactless payment for in-person transactions through a mobile phone (such as Apple 

Pay or Android Pay). In a system like EMV, these are interoperable with contactless credit 

and debit cards. Premium-rate telephone numbers, which apply charges to the consumer's 

long-distance bill Mobile-Operator Billing allows charges to be added to the consumer's 

mobile telephone bill, including deductions to pre-paid calling plans, Credit cards and debit 

cards Some providers allow credit cards to be stored in a phone's SIM card or secure 

element. Some providers are starting to use host card emulation, or HCE (e.g. Google 

Wallet and Softcard). Some providers store credit card or debit card information in the 

cloud; usually in tokenized. With tokenization, payment verification, authentication, and 

authorization are still required, but payment card numbers don't need to be stored, entered, 

or transmitted from the mobile device. Micropayment services Stored-value cards, often 

used with mobile-device application stores or music stores (e.g. iTunes) 

 
App Design 

 Interaction design and UX design has been at the core of the m-commerce experience 

from its conception, producing apps and mobile web pages that create highly usable 

interactions for users.[23] However, much debate has occurred as to the focus that should be 

given to the apps. In recent research, Parker and Wang[24]  demonstrated that 

within fashion m-Commerce apps, the degree that the app helps the user shop (increasing 

convenience) was the most prominent function. They also showed that shopping for others 

was a motivator for engaging in m-commerce apps with great preference for close 

integration with social media. 

 
Conclusion 

 We are aware that consensus within business and industry of future applications is still 

in its infancy. Those future applications .However, we are interested in examining those 

future applications and technologies that will form the next frontier of electronic commerce. 

To help future applications and to allow desiugners, developers and researchers to strategies 

and create mobile commerce applications, a four level integrated framework is proposed. 
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 “Successful CRM is about competing in the relationship dimension. Not as an alternative to 

having a competitive product or reasonable price, but as a differentiator. If your competitors are doing 

the same thing as you are (as they generally are), product and price won‟t give you a long-term, 

sustainable competitive advantage. But if you can get an edge based on how customers feel about your 

company, it‟s a much stickier– sustainable–relationship over the long haul.”  

– Bob Thompson, Customer Think Corporation. 

 
Introduction 

 Business people started using the term Customer Relationship Management (CRM) since 

the early 1990s when the concept of business started to change from being transactional to 

relational. CRM directly contributes towards customer benefits and the growth of 

businesses. Information Technology plays a very critical role in identifying, acquiring, and 

retaining the customers, and thereby managing a healthy relationship with them.   

Customer Relationship Management (CRM) is one of the newest innovations in customer 

services today. Customer relationship management and helps the management and 

customer service staff scope with customer concerns and issues. CRM involves gathering a 

lot of data about the customer. Customer Relationship Management is a phrase that 

describes how your business interacts with your customers. Most people think of CRM as a 

system to capture information about your customers. However, that is only part of the 

picture. CRM involves using technology to gather the intelligence you need to provide 

improved support and services to your customers. 

 
What Is CRM? 

 Customer Relationship Management (or CRM) is a phrase that describes how your 

business interacts with your customers. Most people think of CRM as a system to capture 

information about your customers. However, that is only part of the picture. CRM is also 

about what you do with that information to better meet the needs of your existing customers 

and identify new customers, resulting in higher profits for you. 

 
Why CRM?  

 CRM is about gaining and retaining customers. By leveraging a CRM system, 

organizations can document and react to a customer‘s experience based on information 

collected over time. Examples of the types of information that can be tracked in a CRM 

system include (but are not limited to) the following:  

CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 
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 A customer‘s contact information (business and personal). 

 Recent customer activity (visits to your website or calls) 

 Customer support issues or cases and the status of their resolutions Commitments 

that have been made to the customer. 

 Status of current customer orders. 

 Any other personal information about the customer that can strengthen your 

relationship (social media interactions or in-person relationship-building meetings) 

 This data empowers everyone in the organization with the ability to view a unique 

profile of every customer so that internal teams can collaborate on catering to that 

customer‘s specific needs. More than anything, customers want to feel valued and 

appreciated by the company in which they invest time and money. To a customer in need of 

support, a company that has no prior information about a customer, continuously transfers a 

customer to different departments, or makes the customer repeat information conveys the 

following message: ―We don‘t care about you.‖ On the other hand, if your company has 

information readily available, the customer is able to see the value you place on maintaining 

relationships. 

 
Ingredients of CRM 

 Take a look at the following illustration. It shows the ingredients that work together to 

form a successful CRM system. Here are some of the important ingredients of CRM: 

1) Analytics:  Analytics is the process of studying, handling, and representing data in 

various graphical formats such as charts, tables, trends, etc., in order to observe market 

trends.  

2) Business Reporting: Business Reporting includes accurate reports of sales, customer care 

and marketing. 

3) Customer Service: Customer Service involves collecting and sending the following 

customer-related information to the concerned department: 

 Personal information such as name, address, age, etc.  

 Previous purchase patterns.  

 Requirements and preferences. 

 Complaints and suggestions. 

4) Human Resource Management: Human Resource Management involves employing and 

placing the most eligible human resource at a required place in the business. 

5) Lead Management: Lead Management involves keeping a track of the sales leads and 

distribution, managing the campaigns, designing customized forms, finalizing the mailing 

lists, and studying the purchase patterns of the customers.  

6) Marketing: Marketing involves forming and implementing sales strategies by studying 

existing and potential customers in order to sell the product. 

7) Sales Force Automation: Sales Force Automation includes forecasting, recording sales, 

processing, and keeping a track of the potential interactions.  
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8) Workflow Automation: Workflow Automation involves streamlining and scheduling 

various processes that run in parallel. It reduces costs and time, and prevents assigning the 

same task to multiple employees. 

 
Objectives of CRM 

 The most prominent objectives of using the methods of Customer Relationship 

Management are as follows: 

 Improve Customer Satisfaction – CRM helps in customer satisfaction as the satisfied 

customers remain loyal to the business and spread good word-of-mouth. This can be 

accomplished by fostering customer engagement via social networking sites, surveys, 

interactive blogs, and various mobile platforms.  

 Expand the Customer Base – CRM not only manages the existing customers but also 

creates knowledge for prospective customers who are yet to convert. It helps creating 

and managing a huge customer base that fosters profits continuity, even for a seasonal 

business.  

 Enhance Business Sales – CRM methods can be used to close more deals, increase sales, 

improve forecast accuracy, and suggestion selling. CRM helps to create new sales 

opportunities and thus helps in increasing business revenue.  

 Improve Workforce Productivity – A CRM system can create organized manners of 

working for sales and sales management staff of a business. The sales staff can view 

customer‘s contact information, follow up via email or social media, manage tasks, and 

track the salesperson‘s performance. The salespersons can address the customer 

inquiries speedily and resolve their problems. 

 
Types of CRM 

 CRM systems are divided based on their prominent characteristics. There are four basic 

types of CRM systems:     

1) Strategic CRM. 

2) Operational CRM. 

3) Analytical CRM and  

4) Collaborative CRM. 

1) Strategic CRM: Strategic CRM is a type of CRM in which the business puts the customers 

first. It collects, segregates, and applies information about customers and market trends to 

come up with better value proposition for the customer. The business considers the 

customers‘ voice important for its survival. In contrast to Product Centric CRM (where the 

business assumes customer requirements and focuses on developing the product that may 

sometimes lead to over-engineering), here the business constantly keeps learning about the 

customer requirements and adapting to them.  These businesses know the buying behavior 

of the customer that happy customers buy more frequently than rest of the customers. If any 

business is not considering this type of CRM, then it risks losing the market share to those 

businesses, which excel at strategic CRM. 
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2) Operational CRM: Operational CRM is oriented towards customer-centric business 

processes such as marketing, selling, and services. It includes the following automations:  

 Sales Force Automation. 

 Marketing Automation and  

 Service Automation. 

(a) Sales Force Automation: SFA is the application of technology to manage selling 

activities. It standardizes a sales cycle and common terminology for sales issues among all 

the sales employees of a business. It includes the following modules: 

 Product Configuration. 

 Quotation and Proposal Management. 

 Accounts Management. 

 Lead management. 

 Contact Management. 

 Opportunity Management. 

b) Marketing Automation: Marketing automation involves market segmentation, campaigns 

management, event-based marketing, and promotions. The campaign modules of Marketing 

Automation enable the marketing force to access customer-related data for designing, 

executing and evaluating targeted offers, and communications. Event-based (trigger) 

marketing is all about messaging and presenting offers at a particular time. For example, a 

customer calls the customer care number and asks about the rate of interest for credit card 

payment. This event is read by CRM as the customer is comparing interest rates and can be 

diverted to another business for a better deal. In such cases, a customized offer is triggered 

to retain the customer. 

c) Service Automation: Service automation involves service level management, resolving 

issues or cases, and addressing inbound communication. It involves diagnosing and solving 

the issues about product. With the help of Interactive Voice Response (IVR) system, a 

customer can interact with business computers by entering appropriate menu options. 

Automatic call routing to the most capable employee can be done.  Consumer products are 

serviced at retail outlets at the first contact. In case of equipment placed on field, the service 

expert may require product servicing manual, spare parts manual, or any other related 

support on laptop. That can be availed in service automation. 

3) Analytical CRM: Analytical CRM is based on capturing, interpreting, segregating, 

storing, modifying, processing, and reporting customer-related data. It also contains internal 

business-wide data such as Sales Data (products, volume, and purchasing history), Finance 

Data (purchase history, credit score) and Marketing Data (response to campaign figures, 

customer loyalty schemes data). Base CRM is an example of analytical CRM. It provides 

detailed analytics and customized reports. Business intelligence organizations that provide 

customers‘ demographics and lifestyle data over a large area pay a lot of attention to internal 

data to get more detail information such as, ―Who are most valuable customers?‖, ―Which 

consumers responded positively to the last campaign and converted?‖, etc.  

 Analytical CRM can set different selling approaches to different customer segments.  

In addition, different content and styling can be offered to different customer segments. For 
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the customers, analytical CRM gives customized and timely solutions to the problems. For 

the business, it gives more prospects for sales, and customer acquisition and retention. 

4) Collaborative CRM: Collaborative CRM is an alignment of resources and strategies 

between separate businesses for identifying, acquiring, developing, retaining, and 

maintaining valuable customers. It is employed in B2B scenario, where multiple businesses 

can conduct product development, market research, and marketing jointly. Collaborative 

CRM enables smooth communication and transactions among businesses. Though 

traditional ways such as air mail, telephone, and fax are used in communication, 

collaborative CRM employs new communication systems such as chat rooms, web forums, 

Voice over Internet Protocol (VoIP), and Electronic Data Interchange (EDI). There are 

collaborative CRMs with in-built Partner Relationship Management (PRM) software 

application which helps in managing partner promotions. Sugar CRM is a popular 

collaborative CRM. It enables expert collaboration and provides state-of-the-art social 

capabilities. 

 
Conclusion 

CRM: Three small letters, with three core concepts:  

 Customer – the heart of your company;  

 Relationship – the key to growing your company;  

 Management – the power of your company to maintain these customer relationships.  

 The sum of these concepts equates success. Ultimately, a CRM system helps you attract 

and retain customers. Think about how you‘re doing this today, and think about how 

technology can support you in improving your company‘s processes now and over time. 
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Abstract 
 Digital marketing is rising in India with fast pace. Many Indian companies are using digital marketing for 
competitive advantage. Success of marketing campaign cannot be solely achieved by digital marketing only. 
Rather for success of any marketing campaign it should fully harness the capabilities of various marketing 
techniques available within both the traditional and modern marketing. Startups who use digital marketing 
many times got failed. This study shows precautions to be taken for effective implementation of digital 
marketing to reap tremendous potential to increase in sales. Technological advances have punctuated the 
evolution of advertising throughout history, each fundamentally altering the way that businesses could 
communicate with their customers. Interestingly, however, none of these groundbreaking developments 
superseded those that came before. Over the last several years, we‟ve had an opportunity to talk to tens of 
thousands of companies about their online presence. In that time, we have also seen some dramatic shifts in 
digital marketing strategies. When we opened our “digital doors” back in 2007, some of the techniques that 
worked for our clients were very different from the majority of techniques that we use today. That‟s because we 
are always adjusting and adapting to new search engine updates and best practices so that we can keep helping 
our clients see positive results. In fact, the fundamentals may be the only things that have remained constant. to 
have a sound understanding of what to know and what questions they can ask as they put resources towards 
making their business more successful. 
 
Introduction 

 Digital Marketing is the promotion of an offering using all forms of digital advertising 

media to reach the target segment. Today theoretically, these channels of promotion include 

Radio, mobile, Internet, Television, social media marketing and other less popular forms of 

digital media. So how should firms go about planning their marketing strategies for a 

successful digital marketing program? Digital Marketing involve many of the strategies 

involved in Internet Marketing, it extends beyond this by including other channels with 

which to reach people that do not require the use of the Internet. As a result of this 

decreased reliance on the web based media, the field of digital marketing expands to include 

media such as cellular media, digital signage and other media like television and radio, it is 

thus a much more comprehensive methodology to reach out and engage the target audience, 

and with a higher conversion rate for most product categories. It is currently visualized 

more as a marketing areas such as direct marketing by providing the same method of 

communicating with an audience but in a manner using the development of science and 

technology and thus optimizing resources. The spectrum of digital marketing is now being 

expanded to support the ―servicing‖ and ―engagement‖ of customers, and thus cover not 

only customer acquisition but also customer retention. Hope this helps your company to 

chalk out a successful digital marketing program.  

 

 

RECENT TREND IN DIGITAL MARKETING 
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Objectives 

1. This Paper aims to identify new trends in international trade. 

2. Conduct research into new business models that are emerging and recognize. 

3.  Understand the needs of Global production network. 

 
Driving Marketing In 2017 

1. Increased focus on customer experience 

2. Engaged effective measuring 

3. Lean on the new marketing lieutenants 

4. Personalised everything 

5. Better Video content 

6. More Social Media Marketing 

7. Embrace the Internet of Things 

8. Chatbots and AI go mainstream 

9. Right-time marketing instead of real-time marketing. 

10. Prepare for marketing to own digital transformation campaigns. 

 
Global Production Network 

 Global production specialization has advanced in particular in manufactured good. The 

share of manufactured goods within world merchandise trade has grown significantly 

throughout the world. The share of parts and components exports of total merchandise 

exports has greatly increased in all six regions of the world. In the ―international 

segmentation of production‖ intermediate inputs are exported for more processed 

intermediate inputs, which are then exported to the next stage in production. 

 
E- Commerce 

 Electronic commerce has become a dominant factor in international trade and business, 

although traditional methods of trade and businesses continue to be utilized widely. For 

example, the use of such as Internet communication has made cross-border activities and 

more practical. It can reduce business costs in seeking potential foreign business partners as 

well as improve a firm‘s visibility in global marketing services. In addition it allows sellers 

to reach potential buyers for their products beyond their national borders. In other words it 

enables firms to take to more opportunities to expand their business in global markets. 

Different goods are exported to and imported from more countries. 

 
Just-in-Time System  

 The Just-in-time system of goods delivery is widely accepted in international trade, in 

particular in the context of manufactured goods. It requires inventory to reach a production 

place precisely when it is needed. Thus a supply chain is designed to reduce problems in the 

flow of materials, components and finished goods across the parties involved in the 

international movement of cargo. 
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Just-in-Case System  

 Considering recent natural, political or technological disruptions to the international 

supply chain, the system has moved away slightly from reliance on ―Just-in-time delivery‖ 

to the ―Just-in-case‖ system, in which a supply chain has a certain degree of flexibility with a 

sound contingency plan. There is need to consider just-in-case suppliers,vendors or logistics 

as well as just-in-case inventory.  

 
The 7S for Digital Marketing 

 Strategy: The strategy fit with the vision and mission of the organization.  

 Shared values: The strategy go hand in hand with the shared values of not only the 

target customer segment but also of that of the implementers. 

 Structure: Organisational structure support adaptations to changes in environment in 

response to the campaign. 

 Skill: The suitable skilled workforce to carry out the campaign successfully. 

 Staff: Staffs are equipped to deliver strategy(locationwise, access to technical resources) 

 Style: The campaign thematically fit with the style of other campaigns. 

 Systems: Systems in place to carry out the campaign. 

 
Growing Emerging Markets 

 Developing countries will see the highest economic growth as they come closer to the 

standards of living of the developed world. If Business to grow rapidly, consider selling into 

one of these emerging markets. Language, financial stability, economic system and local 

cultural factors can influence which markets should favour. 

 
Demographic Shifts 

 The population of the Industrialized world is aging while many developing countries 

still have very youthful populations. Businesses catering to well-off pensioners can profit 

from a focus on developed countries, while those targeting young families, mothers and 

children can look in Latin America, Africa and the Far East for growth. 

 
Innovation 

 The pace of innovation is increasing as many new companies develop new products and 

improved versions of traditional items. Western companies no longer can exect to be 

automatically at the forefront of technical development and this trend will intensify as more 

businesses in developing countries acquire the expertise to innovate successfully. 

 
Communication 

 More intense and more rapid communications allow customers everywhere to purchase 

products made anywhere around the globe and to access information about what to buy. As 

pricing and quality information become available across all markets, businesses will lose 

pricing power, especially the power to set different prices in different markerts. 
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Competition 

 As more businesses enter international markets, Western companies will see increased 

competition. Because companies based in developing markets often have lower labour costs, 

the challenge for western firms is to keep ahead with faster and more effective innovation as 

well as a high degree of automation. 

New Global Business Trends 

 Emerging markets increase their global power. 

 Cleantech becomes a competitive advantage. 

 Global banking seeks recovery through transformation. 

 Governments enhance ties with the private sector. 

 Rapid technology innovation creates a smart, mobile world, 

 Demographic shifts transform the global workforce 

Global Banking Seeks Recovery 

 Emerging market financial institution are gaining global stature, 

 Regulation will drive up the cost of business for many large financial institutions, 

 Financial service will realign, 

 Alternative asset managers may be positioned to benefit from realignment of the 

financial services industry. 

Rapid Technology Innovation  

 Business will compete on analytics to differentiate themselves. 

 Smart mobility will change the way people interact. 

 Technology blurs boundaries. 

 Cloud computing takes off-finally. 

 The Power of the individual will spur innovation. 

Demographic Shifts Transform The Global Workforce 

 Labour force demographics will shift profoundly. 

 There is a growing mismatch between the skills employers need and the talent 

available. 

 Generation ―U‖ and women to fill the skills gaps and create a new focus on broader 

segments of the talent pool. 

 The talent market is increasingly global and mobile. 

 Employees gain more bargaining power. 

 
Conclusion 

 As businesses and governments look to the future. They would do well to remember that 

executing on their existing strategy may no longer he good enough. With a different 

mindset, they can re-imagine what is possible discovering what they can do that is new and 

how best to do it. Therefore that succeed may find themselves not just navigating 

tomorrow‘s global trends but actually shaping them. The number of new treds in 

international trade have been observed over recent years. An expansion o world 

merchandise trade, some notable trends in agricultural and manufactured goods, a surge in 
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trade between RTA partners growing importance of developing countries, an important role 

of infra-firm trade, a rapid growth in the global production network and a wider use of e-

commerce are identified among the trends. It is important to recognize and understand the 

needs of SMEs in preparing the Framework. As SMEs are a vital source of job creation, 

export and economic development. The Framework should pay careful attention not to 

marginalize SMEs from its implementation. The Primary SME need is that the framework 

will neither cause distortion effects on SMEs nor undermine their business opportunities to 

participate.  
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Abstract 
 Business process is under the IT revolution which is transforming the way we do the business. Basic 
business operations like decision making, customer service, marketing strategies, human resource management 
are being reformed with the use of IT. It also plays a vital role in the lives of people. Every field of human 
activity, may it be his daily life, official life, everything is now influenced under the cover of IT. It is used for 
storing, protecting, processing, securing, transmitting, receiving, and retrieving information. Keeping in mind 
the various benefits of IT, in the present paper an attempt has been made to study the impact of IT on consumer 
purchase behavior.  
Key Words: Consumer, Information Technology (IT). 
 
Introduction 

 Often a company leadership faces unending challenges especially when it comes to the 

rapid technological changes. Since the emergence of information technology, company 

communication with its customers took a turn to an unknown destination. When we look at 

a decade ago, how were businesses reaching their customers? How were customers reaching 

them? Comparing how communication is passing between the two parties now and who is 

driving it. Technology has placed the power in the customers‟ hands literally with the 

internet enabled smart phone and tablets. Note, that these devices are always being 

improved such that the newest version offers more to the consumers, making the previous 

one obsolete in as little as six months‟ time. How and why has technology changed the way 

consumers behave? Let me list out few things that you need to keep in mind as you reinvent 

your strategies to keep up with the consumers. 

 
Need for Study of Consumer Behavior 

The main reason to study the consumer behavior is  

 As a company, we can‟t take the customers for granted, which means whatever we 

produce customer are ready to buy it. 

 In order to sustain in the business race, we as a firm must analyze the target audience 

their desire towards the purchase of product and we should produce product 

accordingly. 

 
Models of Consumer Behavior 

 Marketing Stimuli consist of 4 P‟s they are 

 Product 

 Place 

A STUDY ON CONNECTIVITY OF INFORMATION TECHNOLOGY 

TOWARDS THE PURCHASING BEHAVIOR OF A CONSUMER 
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 Price 

 Promotion 

 Others 

 Other stimuli include cultural forces, economic forces and technical forces. Since this 

century is an “Era of Technology” business has to shift its focal point towards technology 

oriented production and sales. 

 
Consumers Connectivity 

 Almost everybody is living two lives, a vibrant online life and a somewhat boring offline 

one. We are all connected in one platform or another through our network of friends. We 

also own more than one device that keeps us updated. This means that we thrive on being 

active and informed online, and Exact Target Marketing content verified this from a study 

they did, whereby 91% of consumers indicated that access to content across all devices was 

important. Information technology advancements fuel the connectivity that brings together 

the world as one big community, from the smart phones to super-fast data. This trend is not 

about to change because now kids as young as 5 years know how to operate a smart phone, 

LinkedIn even lowered its age limit to 13years to capitalize on the technology adoption rate. 

 Companies need to meet the consumers where they are and satisfy their sophisticated 

needs. If your target market spends more time on Instagram or Twitter, be present and 

respond to them on the same platform.  

 
Transition in Consumer Expectations  

 In the past, as a company they will set the times that they were open for business, and 

customers had to put up with it or stay without that particular product. Technology has 

totally changed that, with the introduction of e-commerce and mobile phones, customers can 

access products at anytime. They have raised expectations on what is acceptable customer 

service and what is not. As a business, you have to keep up with the changed consumer 

behavior or be out of business. For example, if a customer wants to purchase something 

online at night and has a query, they expect to get instant answers. If they do not they 

choose another supplier available online who can meet their immediate need. 

 Consumers now understand the power they have and will use it when not satisfied with 

a service. A simple expression of their dissatisfaction on your social media that is not 

responded to immediately will ignite uproar from other customers who were OK with your 

products and service. 

 
New Communication Channels 

 In the past, a company provided customer service through emails that did not get 

prompt responses and phone calls. These two communication tools had their own 

challenges and favored the company more; it was at their discretion what information to 

give out. This age however, is very refreshed. Social media platforms and live chat place you 

right in front of your customer; you cannot sacrifice your customer to maintain your brand 

position. Actually, when you do not respond to a query, you damage your brand reputation 

because that information is accessible to millions of people. The upside of these new tools is 
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that you have a wider data collection pool; you can fast track your research and 

development by utilizing the big data. 

 
Pictorial Representation on Business Growth   

 

 
 
Conclusion 

 In conclusion, we have seen the growth of technology and its impact on consumer 

behavior. We have looked at various ways that consumer behavior has changed, from 

connected consumers to changed expectations and new communication tools use. I believe 

the statement “Customer is King” has never been experienced by companies like in this 

information technology era. Customers now know they are powerful, what are you doing to 

quench their instant information thirst? 
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Abstract   
 Technology can be the knowledge of techniques, process and the like or it can embed in machine which can 
be operated without detailed knowledge of their works. India ranks three among the most attractive investment 
distinctions for technology transactions in the world. Modern India has had a strong focus on science and 
technology, realising that it is a key element of economic growth. Digital marketing is one of the important 
aspects of new marketing trend which make use of internet and all services.  It uses internet technology for 
buying and selling. It has replaced the traditional marketing practices with new digital system. A part from 
providing satisfaction to customers, it helps in carrying out various objectives of an organisation. Because of the 
use internet and other fast modes of communication technology in E-marketing, the information about present 
trend, likes and dislikes of people can easily be manufactured and supplied as per the taste and interest of the 
people. 
Key words: NRIs, Digital Marketing and E-Commerce. 

 
Introduction of the Study   

 E-commerce as taken a centre stage in world trade today and in several cases has 

outperformed the traditional business practices. It is one of the popular revenue models for 

various business enterprises in the developed nations. But in India, comparatively it is still 

in nascent stage, though there has been a fair amount of internet infrastructure build-up in 

the past few years, with a significant rise in the number of companies embracing e-

commerce technologies and internet in India. The main vehicle of e-commerce remains the 

internet and World Wide Web, but use of e-mail, fax and telephone orders are also 

prevalent. In this beginning most of these e-commerce websites targeted NRIs for gift 

delivery, books, flowers, audio and video cassettes. Today, these portal sites sell everything, 

be it event, movie tickets, grocery, apparels or computers, etc not only to the NRIs but also 

to a large chunk of affluent resident Indians. However, there are several factors limiting the 

success of online selling in India which include narrow home PC base, a high level of price 

sensitivity among the target audience, lack of touch and feel factor, lack of effective 

exploitation of the on-line services for delivering content and low credit card usage.  In this 

paper examines the brief of “Digital Marketing” system. In a marketing concept/field/ 

management many strategies and innovations are carried out by the marketers‟. 

 
Objectives of the Study 

There are some important objectives are as follows 

1. To know about the Digital Marketing. 

2. To study the kinds of Digital Marketing. 

3. To know about the M- Commerce.  

 
 

DIGITAL MARKETING 
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Digital Marketing 

 In a modern world today all are desire a new inventions and innovations of the best 

practise. In this concepts marketers‟ or educationalist or economists or scientist or 

channelizes or any other eminent personalities are adopted a new things. In this views all 

the departments are, innovate their manner. There some examples of digitalised areas, 

Banking (E-Banking), Transport (E-Booking, E-Ticket, E- Checking), Education  

(E-Learning), Marketing (E-Marketing), advertising (E-Advertising or Online 

Advertisement), Communication (Information and Technologies), Mobile Commerce (M-

Commerce), etc. in this circumstances all the data‟s and information‟s are through base and 

communicated by a Net world.  The concept of Digital marketing executed many Apps are 

used and serviced by the customers for a purpose of commercialization. Some examples of 

Apps are Amazon, Flip Cot, Tele buy, OLX and Snap deal. Digital technologies which 

include cloud computing and mobile application have emerged as catalysts for rapid 

economic growth and citizen empowerment across the globe. Digital technologies are being 

increasingly used by us in everyday lives from retail stores to government offices. They help 

us to connect with each other and also to share information on issues and concern faced by 

us. In some cases they also resolution of those issues in near real time. 

 Digital India‟s aim is to achieve the vision, where every Indian is digitally empowered 

and every information is digitally available. Digital India platform offers an opportunity for 

government agencies to transform themselves into digital enterprise and for digital 

contributors reward for doing simple data entry jobs. In a modern era ideas and 

information‟s are share one person to another is modernized. The information technology 

has revolutionized various aspects of our life. The word at large is rapidly entering into the 

„Net Age‟. The usage of mobile phone has increased among the customers is the recent time. 

Rapid growth and competition among the mobile hand set companies and mobile service 

provider companies have decreased the rates for mobile handsets as well as mobile services. 

This has resulted in the increase of customer base.  The success of any business lies in 

maintaining a strong base of loyal customers. The organization exists for the customers and 

the customers are the deciding forces behind success or failure of a business organization. 

 The growth and expansion of Internet and Information Technology have facilitated the 

emergence of apps are widespread through the E-Commerce. E-Commerce essentially is the 

paperless exchange of business information spread through computer devices like Electronic 

Data Interchange, E-mail, and Electronic Bulletin Boards- in short the tools such as Internet, 

Intranet and Extra nets created under the network based technologies. Thus E-Commerce is 

today‟s context is a commercial transaction routed through internet. This paper examines 

about the rapidly growth of Information Technology and E-Commerce.   

 
Kinds of Digital Marketing 

 In a digitalised marketing all the activities are connected through the system 

automatically. There are seven kinds of digital marketing. They are,E-Business, E-Banking, 

E-Advertising, E- Broking, E-Commerce and M-Commerce.   
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E-Business 

 E-Business affects the whole business and the value chain in which it operates. It enables 

a much more integrated level of collaboration between the different components of a value 

chain than ever before. Adopting e-business also allows companies to reduce costs and 

improve customer response time organisations that transform their business practices and to 

benefit immensely from innumerable new possibilities brought about by technology.  

E- Commerce involves and online transaction, 

 
E-Shop 

 Commerce trade transactions are open to anyone with an internet connection. E – 

Shopping can take be done using a computer at home, from work place or at a cyber café. 

The e-shop can be anywhere in the world and it is open 24 hours a day. However, most 

goods still need delivery that takes time and has to be paid for.  

 
E- Payment 

 E- Payment is a service which allows business parties to pay directly via 

telecommunication system. E-payment is a financial exchange that takes place online 

between buyers and sellers. Such an exchange involves use of digital financial instrument 

such as encrypted credit card numbers, electronic cheques or digital cash that is backed by a 

bank or an intermediary or by a legal tender.  On line payment can be of three ways, they 

are E-Cash, E-Cheques and E- Credit. 

 
E- Cheque 

 It includes ATM network based E-Payment, monthly bank a/c deductions and transfer 

of large amount of money among banks across the world. 

 
E- Credit 

 A credit card such as Visa or Master card which has a present spending limit based on 

the users credit limit.  

 
E-Banking  

 The banking industry has undergone tremendous transaction in the last few decades. 

The present generation of banks has evolved into a new model and has brought about vast 

changes and ease in the operations, both for the bankers and their customers. E- Banking 

means banking done through electronic systems for customer‟s transaction. Recent 

advancement in information and communication technologies has virtually replaced manual 

banking by electronic banking. Electronic baking has enabled banks to improve their 

customer service quality by speeding up most of the routine banking transactions and by 

providing „anywhere, anytime banking‟. New banking channels are open up in the form of 

ATMs, Tele-Banking and Internet Banking, although the conventional „brick and mortar‟ 

banking is also available at all branches. Electronic banking makes use of electronic 

currency. Check cards or debit cards, smart cards or store-value cards, digital cash and 
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digital checks are the different types of electronic currency. If you use a check card to make 

purchases, the funds are transferred immediately from our account to the store‟s account.  

 Automated Teller Machines (ATMs) have become very popular for dispensing cash to 

customers on-site and off-site, 24hrs a day, 365 days a year. A mobile bank goes to the 

customers for banking transaction, rather than the other way round.       

 
E-Advertising 

 The internet has experienced widespread adoption. The advent of new technology and 

the internet has introduced new and interactive opportunities for integrated marketing 

communication into company-customer relationship. Traditional advertising agencies are 

being forced to adopt interactive marketing strategies in order to fulfil their clients on-line 

marketing needs. E- Advertising is the means of promoting a product on the Internet using 

various Internet features. With the arrival of the Internet, the business world has become 

digitalized and people prefer to buy stuff on – line, which is easier and faster. E- Advertising 

other than known as On-line advertising gives a new dimension and unique charm to the 

product, which is an added advantage.   

 Advertising is an important aspect of the brand communication to connect with the 

customers, there are several modes to communicate with the consumers and Digital 

advertisement is one of them. It is a respectively new mode to promote brands by using the 

Internet, mobile and other channels. Some companies like Amazon and Dell creator success 

stories through the usage of the Internet marketing. Advertising on the Internet is distractive 

because of its ability to be interactive (Hoffman, Novak and Chatterggee,1995) and enables 

potential and excising customer to customize their viewing behaviour (Luke et.al 2002) 

 
E-Broking 

 The equity broking industry in India has several unique features. It is more than a 

century old, dynamic and forward looking, well conversant, highly innovative and 

adoptable. While regulation and reforms have made major improvements in the quality of 

the equity markets in India, its rapid growth and development are largely due to strong and 

efficient market intermediaries. E-broking or on-line trading refers to the act of placing 

buy/sell orders for financial securities and /or currencies with the usage of brokerages 

internet-based proprietary trading platforms. The use of on-line trading increased 

dramatically in the mid-to-late 90‟s with the introduction of affordable high-speed 

computers and internet connections, stocks, bonds, options, futures and currencies can all be 

traded on-line. The use of on-line traders has increased the number of discount brokerages 

because internet trading allows many brokers to further cut costs and part of the savings can 

be passed on to customers in the form of lower commission. Also there is improvement in 

the speed at which transactions can be executed and settled, because there is no need for 

paper-based documents to be copied, field and entered into an electronic format.  

 
E-Markets 

 Electronic markets map the theoretical co-ordination mechanisms of traditional markets 

onto a distributed computer system. In most cases, electronic markets operate in public 
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accessible computer networks, such as the Internet. An electronic market is information 

about prices and product offerings and supports at least one of the three market transaction 

phases (information gathering, trading and settlement). E-market is functioning in a wider 

and work 24 hours, 7 days a week; they can be accessed from any place as long as there is a 

network connection is available.   

 
M-Commerce 

 The next generation of commerce would most probably be M- Commerce. M-Commerce 

is known as a mobile Commerce. M- Commerce are used to buy and sell the goods by using 

the wireless devices like cell phones, personal digital assistants and other hand held devices 

that have operate with Internet access. By using m-commerce we can access advanced 

mobile applications and high speed services and we can use this devices remotely 

anywhere, at any time. We can use the same hand held device for both telecommunications 

and for bill payment and account evolution. M-commerce is advanced technology of E-

Commerce. The time and space limitations are removed and we can access improve the 

wide range of productivity.  

 
Development of M-Commerce 

 The M-Commerce was introduced in the year 1997 in Finland, for the purpose of 

payment through text message. At the mean time mobile phone based banking services 

launched in Finland bank. Mobile Commerce related services spread rapidly in early 2000, 

ie, Norway launched mobile Perking payments. Austria offered train ticketing via mobile 

device. Japan offered mobile purchase of airline tickets. Mobile phone manufactures such as 

Nokia, Ericsson, Motorola and Qualcomm are working with carries such as AT & T wireless 

and Sprint to develop WAP (Wireless Application Protocol) -enabled smart phones. Smart-

phones offer fax, e-mail and phone capabilities. 

 
Advantage of M-Commerce  

 The main advantage of a mobile device is even though it is small size if we need to view 

large complex diagrams with lots of details we can view it.  

 Providing wider reach   

 Reducing transaction cost 

 Streamline business process 

 Competitive pricing 

 Reducing time to order.  

 
Services through M-Commerce   

Mobile Ticketing 

 Mobile ticketing Tickets can be sent to mobile phones sussing a variety of technologies. 

Users are then able to use their tickets immediately, by presenting their cancelled on the 

mobile device with the help of simple application downloads or by accessing the WAP 

portals of various travel agents or direct service providers.  
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Mobile Brokerage 

 Stock market services offered via mobile devices have also become more popular and are 

known as mobile brokerage. They allow the subscriber to react to market developments in a 

timely fashion and irrespective of their physical location.  

 
Mobile Banking 

 Banks and other financial institutions use mobile commerce to allow their customers to 

access account information and make transactions, such as purchasing stocks, remitting 

money. This service is often referred as M-Banking.  

 
Conclusion 

 While the advancement of technology, the banking products are available to customers 

from home itself and business premises of businessman. So the advancement of technology 

is the only way to having banks to improve his customers‟ saris faction and improve its 

marketing share.  So the recent trends of digital marketing and its feature were very 

essential. 
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Abstract 
 The nature of competition in health insurance is shifting as new entrants, changing consumer behaviors, 
and technological innovations threaten to disrupt established business models. Though the traditional insurance 
business model has proved remarkably elastic, digital has the power to reform the industry as a whole. 
Transformation from paper to e-paper, text books to e-books, branch banking to e-banking and many more have 
upended value chains and redistributed value pools in industries as diverse as financial services, travel, film, 
music, and publishing. As new opportunities emerge, those insurers evolve fast enough to keep up the 
technology with them will gain enormous value; the slowpoke will fall further behind. To succeed in this new 
landscape, insurers need to take a structured approach to digital strategy, capabilities, culture, talent, 
organization, and their transformation road map. With the dawn of the cyberspace, the avant-garde globe is 
witnessing a massive evolution in the digital atmosphere. Health insurance is insurance against the risk of 
incurring medical expenses among individuals. In other words it is a plan that covers or shares the expenses 
associated with health care. This paper presents a broad view of health insurance scenario in India, the need for 
marketing of insurance services through the digital platforms, the emerging challenges, opportunities and the 
role of online tool in insurance business.  
Keywords: Marketing of Health Insurance, Internet, Digital Platform 
 
Introduction 

 After the opening up of the Indian economy, privatization of insurance has taken place. 

The health care system in India has been expanded and modernized substantially, with 

vivid improvements in life expectancy, the availability of modern health care facilities and 

several other factors. Increased per-capita income and health consciousness among the 

people of all classes drive the health insurance industry. Health insurance is now emerging 

as a tool to manage financial needs of people to seek health services. India is still a way 

behind countries like USA, France, Japan, Germany in terms of health care financing. In case 

of government funded health care system, the quality and access of services has always 

remained major unease. Insurance companies across the world are rolling out a broad 

bundle of digital initiatives. Success in the digital ground requires a wide-ranging approach 

which engages customers smoothly across all channels. The insurance companies bombard 

with digital marketing strategies like using all forms of digital platform to reach the target 

segment every day. The customer being rational chooses a suitable health insurance service 

provider after matching the priorities especially through digital technologies. 

 
Health Care and Health Insurance Financing in India 

 Health is defined as the physical, mental, emotional, spiritual and social wellbeing of an 

individual. Given the ancient acquaintance and practices, India initiated its health care 

system on firm ground, involving not just the physical ailment of the patient but also the 

HEALTH INSURANCE SERVICES IN THE DIGITAL ERA 
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environment and other elements in its system.  The illness and disease was not a micro 

ailment but phenomena that involved the person‟s physical, mental, spiritual, and 

supernatural essence. Healthcare is not about providing a bed-facility to a sick person. 

Health care has a wide compass such as providing medical facilities to a community and the 

nation in one piece. The health care system in India has evolved in compound phases over 

the period of time with the introduction of public hospitals by the government, inception of 

the Employees‟ State Insurance Scheme, introduced vide the ESI Act, 1948, shortly after the 

country‟s independence in 1947. The ESIS was soon followed by the Central Government 

Health Scheme (CGHS), which was introduced in 1954 for the central government 

employees working for civilian assignments. 

In 1986, the first standardized health 

insurance product for individuals and their 

families was launched in the Indian market by 

all the four nationalized non-life insurance. This 

product, Mediclaim was introduced to provide 

coverage for the hospitalization expenses up to a 

predefined annual limit of indemnity with 

certain exclusions such as maternity, pre-

existing diseases etc. Today, insurance industry 

of India consists of fifty two insurance 

companies of which twenty eight are non-life 

 Fig 1: Health Care System in Indi   insurers offering health insurance products. 

 
Financing Health Care in India  

 The financing of the healthcare costs in India is done through the following methods. 

 i) From the Government Revenues and Taxes : In this system, the population 

contributes to the Government revenues indirectly via taxes, a share of which is then 

allocated by the Government for providing healthcare care services to the people. This is 

therefore also known as tax-funded system. Thus, the payment to the healthcare providers is 

made by the Government on behalf of the users. 

 ii) Group Health Insurance: It is also referred to as an employment based health 

insurance. The employees and the employers pay a regular contribution to the funds that are 

then used for funding healthcare needs for the employees as well as their families.  

 iii) Commercial Health Insurance : Commercial health insurance is also known as 

private health insurance is a health insurance taken by an individual, to provide coverage 

towards expenses incurred on their healthcare needs. 

 iv) Out-of-Pocket Payments: It is a direct payment made by the households to the 

provider for their healthcare needs without any coverage or reimbursements. 

  
Emerging Challenges  

 Marketing. Evolving consumer behavior is a challenge and necessitating a shift from the 

print media to personalized mobile and online channels.  
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 Pricing. The combination of rich customer data and enhanced computing power is the 

gateway and behavior-based pricing that could reduce barriers to entry for attackers that 

lack the loss experience formerly needed for accurate pricing.  

 Distribution. Policyholders increasingly demand digital-first distribution models in 

personal and small commercial lines, while aggregators continue to pilot direct-to-

consumer insurance sales 

 Service. Consumers expect personalized, self-directed interactions with companies via 

any device at any hour, much as they do with online retail leaders like Amazon.  

 Claims. Automation, analytics and consumer preferences are transforming claims 

processes, enabling insurers to improve fraud detection, cut loss-adjustment costs, and 

eliminate many human interactions.  

 
Opportunities in Embedding Health Insurance into the Digital Platform 

 The digital marketing started to bloom and has infusing in almost every industry.  

While it was possible earlier to do things without digital marketing and go for more 

traditional methods, today, however, digital marketing and health industry are 

indispensable. The main reason is a huge number of people are not only becoming active 

online but are also looking for solutions to their problems online. This being the case, health 

insurance industry cannot or in fact should not neglect digital marketing. It is safe to assume 

that digital marketing combined with healthcare has a pool of opportunities in it.  Digital 

platform includes mobile marketing, content marketing, search engine marketing, social 

media marketing, and more. Digital marketing is an inexpensive as well as an effective way 

of marketing when compared to traditional methods. Therefore health insurance industry 

cannot miss out marketing through digital platforms. 

 
Table 1 Value Chain in Health Insurance 

Product Marketing Underwriting Claims 

Product becomes 
more personalized 

Digital drives more 
effective marketing 
via better targeting 
and conversion. 

Availability of data 
in the digital 
platform improves 
efficiency and saves 
time. 

Claim adjustment is 
done digitally via 
integration with 
centralized online 
real time processing 
system. 

 
Role of Online Tool in Insurance Business 

 Nowadays the insurance companies offer a wide range of interactive online tools to plan 

for financial goals. The individuals who are interested to buy health insurance policies can 

get comparative quote by entering the relevant information in the website. Once the 

interested individuals enter his/her personal and contact details, the webpage redirects to a 

wide range of policy suggestions. The insurance companies in turn try to reach the 

interested individuals through telephone and email. They even inform the people about the 

sum assured, premium paying terms, premium payment, claim procedure, etc.  

The availability of a wide range of interactive tools aids the prospective customer to 

calculate insurance premium online & generate quotes instantly. It enable the customers to 
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link to networked hospitals, Make pre-hospitalization and post-hospitalization procedure 

easy and ensures speedy claims settlements.   

 
Fig 2: Online Portal of Policy Bazar 

 
 
 Today, the consumers are no longer satisfied to blindly accept what an insurance agent 

tells them. They prefer doing homework before apply for a health insurance policy. This 

means that health insurance companies having an optimum utilization of the World Wide 

Web in the front end as well as providing backend services will be able to sustain in the 

competition. 

 
Conclusion 

 Caring for the health and wellness is very essential. Choosing and administering an 

appropriate health insurance plan is to be done with utmost care.  Like any service, it is also 

important to thoroughly research the health care service providers, including their 

experience, service and reputation for excellence in the industry. The online platform is the 

only solution to everything on a single mouse click and making the health insurance services 

more predominant in the digital era. 
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 The introduction of Computers in the Banking sector in the early 90‟s was welcomed 

with a lot of concern by the employees, customers and the stake holder. They were even 

concern raised in regards to the practicality of such technology, as the sector is known for 

personal interaction and it deals with the personal Money of the customer. 

 This era in which we live today is predominated by the word “Digitalisation”. Banks in 

our country are no longer made of just bricks & mortar delivery channels. They have surely 

revolutionised into the concept of anytime, anywhere. This word “Digitalisation” which has 

evolved in recent times has undoubtedly become the crux of “Banking Sector” in our 

country. New mantra for banks says Digitalise or die. Digitalisation is mainly concerned 

with what all banks are required to do in order to provide better services to the customers. 

There are various technologies which are to be adopted for Digitalisation of back office. It 

also ensures self- sufficiency to the customers in whichever way possible. The major 

importance of digital bank lies in their ability to be omnipresent. Since challenges often give 

birth to opportunities, so the major challenge in front of the banks is to digitalise themselves. 

Enabling them to meet preferences of the people of all generations and also give rise to 

enormous opportunities, resulting into the revolutionised version of banking known as 

“Digital Banking”. The IT revolution has had a great impact on the Indian banking system. 

The use of computers has led to the introduction of online banking in India. The use of 

computers in the banking sector in India has increased many fold after the economic 

liberalisation in 1991 as the country's banking sector has been exposed to the world market. 

Indian banks were finding it difficult to compete with the international banks in terms of 

customer service, without the use of information technology. 

 Banks have started to migrate its customers to Digital mode ,as the customer base of the 

banks has increased and also their is increasing demand on the service rendered by the bank 

to its customer which lead to increase in customer satisfaction their by retaining the 

customer. Some of the initiative undertaken by the Bank for Customer Convenience is 

mentioned below  

1. Automated Teller Machine 

2. Cash Deposit Machin 

3. Cheque Truncation System  

4. Cheque Accepting Machine  

5. Pass Book Printing Machine  

6. Internet Banking 

7. Mobile Banking 

8. Mobile Pass Book  

DIGITALISATION OF BANKING SECTOR 
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9. online RTGS  

10. online NEFT  

11. online MPS 

 With the increase in convergence of wireless and mobility, it has transformed 

smartphone into a fully operational personal bank. 

 The technology being used in a cashless age has the potential to offer security benefits to 

its users and make it convenient for users who like to combine multiple functions onto one 

handheld device. Making transactions cashless results in curbing black money and in turn 

makes all transactions accountable. Digitisation in banking industry essentially means 

making banking smooth and seamless for the customers. In the recent years, there is a 

notable drop in the usage of branches and tremendous increase in digital banking 

consumption. Most of the private banks and public sector banks are focused on offering new 

technology-based services to its customers like mobile banking, mobile banking apps and e-

wallets. The biggest advantage of digital channeling in banking is its ability to provide new 

propositions and customer specific business models by analysing this banking pattern which 

explores the customer value to the maximum. To create a digital environment is now the 

priority of all banks and they need to devote a considerable budget for a full transformation 

to a completely digitalise circle of consumers. There has been a large transformation in the 

banking habits of customers including e-commerce and online shopping. They adopt mobile 

services for a diverse range of services in day-to-day routines for ordering food, taxi 

booking, movie booking, mobile recharging, purchasing, etc. It is obvious that customers 

expect a fundamentally simpler way to avail these services with minimum efforts. 

 
Initiative from Govt of India to Promote Banking /Digital Banking 

 India, being a nation which continues to be driven by cash, is also moving towards a 

cashless economy with financial inclusion policy and „Digital India‟ campaign by the 

government, with the aim of controlling the flow of black money. It means the flow of cash 

within an economy is non-existent and all transactions have to be through electronic 

channels such as direct debit, credit and debit cards, electronic clearing and payment 

systems such as IMPS and NEFT. The Budget presented in 1st February 2017 , restrict the 

use of Cash above 3 Lakh. Information Technology (IT) today has become an important tool 

for an efficient banking system, and Indian banks have put in place a fairly strong 

infrastructure to leverage its benefits. The 'Digital India' campaign has the potential to 

transform the Indian banking industry. Highlighting the progress of 'Digital India', more 

than 12,000 rural post office branches have been linked into payment banking. Apart from 

giving licences to new payment banks, many other policies and regulations are expected to 

be in place in the upcoming years which can bring a paradigm shift in the Indian banking 

sector. The Digital India vision aims to transform our country into a digital economy with 

participation from citizens and businesses. JAM (Jan Dhar-Aadhar-Mobile) is another step in 

digitising India through a synchronised banking system covering the whole nation. It is 

assumed that bank accounts opened under Jan-Dhar-Yojana now said to have a total balance 

of almost Rs 26,000 crore. Over 190 million accounts have been opened under the financial 

inclusion scheme, with around 38 per cent of these being zero-balance accounts. It aims at 

achieving the maximum -- maximum value, maximum empowerment to people and 

maximum technological penetration among the masses. The government has started 
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providing incentives for person using digital mode of executing their payment. All 

government initiated transaction will be routed through banking channel (eg: Subsidies, 

claims, pension etc). Compulsory Seeding of Aadhaar to the Bank account for the receipt of 

any sort of claims/Incentive/ subsidy from Govt of India) 

 
The Potential threat for Digitalisation 

 While information technology and digital transactions continue to proliferate at a rapid 

rate, this has also opened up potential loopholes which pave the way to various frauds and 

security breaches. High success rate of digitisation also raises security concerns that can 

destroy the business and the brand name. Cyber risk management in the business 

environment is one of the complex issues being faced by the banks, requiring incorporating 

sophisticated techniques and new skills and capabilities to be embedded in the people. 

However, the availability of biometric technologies and integration of Aadhaar cards has 

essentially digitised the customer inclusion process in a secure and streamlined manner. 

 
Data Breaches -2016 Indian Banks 

 A huge data breach of data of debit cards issued by various Indian banks was reported 

in October 2016. It was estimated 3.2 million debit cards were compromised. Major Indian 

banks- SBI, HDFC Bank, ICICI, YES Bank and Axis Bank were among the worst hit. Many 

users reported unauthorised use of their cards in locations in China. This resulted in one of 

the India's biggest card replacement drive in banking history. The biggest Indian bank State 

Bank of India announced the blocking and replacement of almost 600,000 debit cards. 
 

Conclusion 

 Technology-change concentrates on a „Continuous‟ improvement and enablement 

approach to implementing technology initiatives. Where every phase of the digitisation 

initiative the 2 corresponding and interdependent areas are IT systems and Related 

organisational changes (process re-engineering, training, performance metrics). It must to be 

carried out to re-designed to suit the current customer needs and made future-proof from a 

customer and technology focus, Banks must digitise all its operations and touch points 

internally and externally (for customers) such that there; 

 is transparency in the operations 

 readily available for all types of consumers (Rural and Urban) 

 the cost of per transaction (monetary/non-monetary) is reduced saving the economy 

and its citizen considerable time, effort and money. 

 As more and more citizens would be accessing these services through their portable 

digital devices with the government‟s plan to transform India into an empowered and 

knowledge-based economy through the Digital Indian initiative with the last mile 

connectivity. Many banks in India as part of the digitization era need to have a complete 

makeover to be able to compete and be compared with their western counterparts. 

Digitisation does not mean just to have a website with few services offered over the 

web/mobile but lots more. 
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