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this College and Dr. S. Vimali, Head, Department of Business Administration and the entire
crew who programmed this One day National Level Seminar by doing selfless attempt
for the benefit of students and young entrepreneurs. Today’s business is a dependent of
Information Technology. With the help of computers more number of information is
saved and managed to move the business to the next level. Information Technology helps
the business in Management, Production and Marketing of communication products and
modular type more easily. And the other hand, Customer Relationship Management is the
vital source of every business here. The main aim of this service is to provide a maximum
help to the customers. Information Technology is the only solution for the development
of these kinds of business set up in India. Digitalization becomes part and parcel of
business to have problem free transactions and gaining more profit with the consumption
of a short period. Once again, I congratulate the Principal, Head, Department of Business
Administration and the team for their effort to constructing the seminar effectively.
				
							
Alhaj.S.Mohamed Yousuf
(Chairman and Correspondent)

Syed Hameedha Arts & Science College
UGC2 (f) & 12 (B) approved & Accredited with ‘B’ Grade by NAAC
Promoted by Mohamed Sathak Trust & Affiliated to Alagappa University, Karaikudi.
East Coast Road, Kilakarai – 623 806, Ramanathapuram (Dist.) Tamilnadu.
Email: mstshasc@gmail.com and www.shartsandscience-edu.in
Contact No: 04567-244101, 244102. Fax: 04567-244882.

MESSAGE

Dr.E.Rajabudeen
Principal

I feel pleasure to take this opportunity to have a few words on this ecstatic Seminar
organized by the Department of Business Administration. I would congratulate
Dr. S. Vimali, Head, Department of Business Administration who made the seminar a
grand success by constructing the needs and perks to all the participants and paper
presenters. Further, I would appreciate the efforts put by all the faculty members of Business
Administration to make this event a gala day for the young business Entrepreneurs. Pointing
to the topic of this Seminar, really I am impressed to notice the title. As the business
world transits from paper work to Electronics progress, many a business organizations are
getting changed themselves to adopt digitalization in business for the swift and accurate
operations. Mainly, Globalization paves a way to the modern trend of digitalized exchange
of money for the easier transactions. Even now, a buyer can acquire and procure required
needs for his survival under one market that is Global Business. This market serves to all
kind of customer basis on their needs and wants without making any difficulty to purchase
their products. Majorly, transferring the money from the buyer to seller is observed with
somewhat tedious work to the buyers as they depend upon bank service essentially. But,
today digitalization is the gift for the entire business world to transact even high value
money within the fraction of seconds from the buyers to sellers. Eventually, I would thank
to the Chairman and Management of the Mohamed Sathak Trust who have been a back up
to us in every walk of this college. I would convey my wishes and blessings to all the paper
presenters and participants for making their presence to valid this seminar. Once again
I wish Dr.S.Vimali and the team for their timeless effort for organizing the Seminar with
great endeavors.
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Dear Authors, Esteemed Readers,
Greeting!
I am honored that I write this forward letter to the Proceeding of the National Level
Seminar on “Digitalization in Business” organized by Department of Management Studies
of Syed Hameedha Arts and Science College on 17th October 2018. It is the festival for
researchers, academicians, industrialists, and young learners. It is intended to explore the
knowledge and innovation in academic industry.
I hope that this will be a mechanism for the researchers build knowledge from traditional
to digital.
I heartily congratulate and wish all the authors and readers.
						
Dr.M.Sulaipher
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Dear Authors / Readers,
I am privileged to insert this note on the auspicious occasion of the one day
National level seminar on “Digitalization in Business”. I am indebted to discharge my
wholehearted thanks to the Management and Principal of this prestigious institute for
having made an opportunity to engage a national level seminar like this. And I would extol
Dr.M.Sulaipher, Associate Professor and Director, Department of MBA,
Haji C.H Mohamed Koya Memorial College for Advance Studies, Kerala, for given his
immediate consent to be the predominant speaker for this seminar. Though the theme
Digitalization is being discussed widely throughout the world, the exact purpose and concept of
Information Technology and Digitalization were not reached the bottom grade people in India.
As no such awareness is created amidst the business people to get committed with digitalization
process, the business people urgently need to switch over to digitalized development.
I hope, this seminar would be a gate way to the young people and research scholars who
are going to deal business through digitalization. I wish all my colleagues who supported
me to make this event a grand success. And I contribute my sincere words of blessings to
all the papers presenters and participants.
					

Dr.S.Vimali
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Abstract
In the last few decades internet has revolutionized the lives of millions of users
with its immense applications. With the growing proclivity and economic growth
online shopping has increased drastically. The world of electronic commerce, also
known as e-commerce, enables consumers to shop at online stores and pay for their
purchases being contented at home. By just clicking a mouse, shoppers can buy any
product online. Now a day, online shopping has become popular among people,
they have become techno savvy and feel very comfortable in using internet. So
online shopping has becoming a trend that is why it is necessary to make a study on
online shopping usage and perception. The main aim of this research is to study the
insight of the customers towards Electronic Shopping. For this purpose, with help of
convenient sampling method 100 respondents were selected and data were collected
through structured Interview Schedule. On the basis of data analysis it is found
that most of the customers were perceived that electronic shopping is better option
than manual shopping and most of the customers were satisfied with their electronic
shopping transactions. Customers are accessing their net at their home and office.
The study indicate that most of customer having experience of E-shopping. Customer
believed that online shopping is better option than manual shopping still they have
belief that E-shopping is more economy, and satisfy with delivery of products and
service through E-shopping. On the other hand, most of the customers are facing
problems like payment option, service delay, home delivery charges, return of bad
/ wrong product, confusing sites and ineffective customer service. According to,
customers most alarming barriers for online shopping are unable to verify product
personally, online payment is insecurity.
Keywords: E-Commerce, Electronic shopping, Growth, and Customer Insights.

Introduction
Electronic commerce, commonly known as e-commerce, refers
to the buying and selling of products or services over electronic
systems such as the internet and other computer networks. Internet
http://www.shanlaxjournals.in
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is the rapidest growing media during the past decade. Especially, online shopping is a rapidly
growing e-commerce area. Online stores are usually available 24 hours a day, and many consumers
have internet access both at work and at home.
Online buying is growing exponentially throughout the world. UK is biggest online shopping
nation in the world followed Denmark, Norway and Korea [11].In Nigeria and other African
countries. The number of users is still far below the world average which is around 30%. Nowa-days due to the availability of faster internet networks E-commerce activities are expanding
at a faster rate in Nigeria, South Africa and Kenya. In South Africa, 51% of individuals with
internet access shop online whereas, in Kenya, only 18-24% makes online purchases. In Nigeria
approximately 28% of the population has internet access according to ITU figure. According to
the study the swiftness of online shopping in Pakistan is slugging as compared to India and other
countries.
India had 60 million online shoppers in 2016, which is 14% of the internet user base of the
country. This will rise to over 50% by 2026, the report said. In India, online shopping began
in the first decade of 21st century. In last few years consumers are very interested to do online
shopping through various websites and mobile apps. They have mixed reactions towards online
shopping. Now in this era consumers prefer online shopping rather offline shopping. There are
many corporations like flipkart, Amazon, which provide online shopping and large variety of
products. There are so many issues in online shopping pertaining to convenience, privacy, security,
satisfaction, quality etc. An online shop evokes the physical analogy of buying products or services
at a bricks-and-mortar retailer or shopping center; the process is called business-to-consumer
(B2C) online shopping. In the case where a business buys from another business, the process
is called business-to-business (B2B) online shopping.ne shopping. Online shopping is beneficial
because of convenience, more choice, quick, 24 hours availability etc. But there are also some
limitations online shopping such as fake website, information leakage risk, risk of not getting
product, purchasing without physical examining of product etc. These affect the perception of
consumer towards online shopping.
In Tamilnadu, the following products are popular for online shopping that are Shoes and Other
Footwear, Flower gift and cakes, Books and Magazines, Cameras and Optics, Kitchen and Home
Appliances and Electronics, Laptops and Computer, Memory Cards, Pen Drives and HDD, Mobile
Phones and Accessories, Watches, Photo prints, Movies and Music, Fitness and Sports, Cosmetics
and Health, Perfumes, Jewellery, Baby Products and kids toys, Travel, air fresheners, bathroom
cleaners, batteries, dishwashing detergents, disinfectants, floor cleaners, furniture cleaners, baby
products witnessed significant upward movement.
Review of Literature
The comprehensive literature demonstrates that consumer perception towards online shopping.
To justify the need of present study, following literature has been studied.
Niharika & Santinder (2015) to assess the E-marketing is 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.
2
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Marketing Conference (2013) the findings of this case study suggest that global companies
could find high potential market where internet users are growing high among the population. In
addition, findings also suggest that consumers in Malaysia have intentions to purchase from the
online if the market is more convenient and secure. Such opportunities for global companies are
prevalent while domestic companies facing difficulties in setting up online business. Therefore,
global companies could achieve competitiveness through early entering advantage into Malaysian
market.
Objectives of the Study
The broad objective of the study is to examine the Consumer Perception towards Electronic
shopping in Paramakudi Taluk of Ramanathapuram District: An Empirical Study.
1.
To explore the status and development of e-market or online market in India.
2.
To evaluates the insights of the customers towards online shopping or E-Shopping in the
study area.
Methodology of the Study
The present study is based on both Primary and secondary data. The primary data which has
been collected through structure interview schedule and the secondary sources collected from
the various issues and annual reports on e-markets and Indian economy reports, News Papers,
Journals, Magazine and Books etc. The scope of this study is limited. The interview schedule has
been collected from April to June 2017.
Results and Discussions
Best Indian Online Shopping Websites.
Here is real average for each ranked site (last Updated 17th September 2017)
Table 1 Top Online Sellers in India
Ranks Name of Online Seller
Best Products
I
Amazon
Books, CDS and Electronics Products
Mobile phones & mobile accessories, laptops, computer
II
Flipkart
accessories, cameras, movies, music, televisions, refrigerators,
air-conditioners, washing-machines, Clothing, Footwear’s
III
Snapdeal
Restaurants, spas, travel to online products
IV
Paytm,
Home Decor, Clothing, Laptops to Mobile
V
Jabong.Com
Apparel to Home needs
Source: indiafreestuff.in
Table 1 indicates that list of major online sellers in india like Amazon, Filpkart, Snapdeal,
Paytm and Jabong etc. Online shopping offers fast, easy, money saving and interesting shopping
experience, it has many advantages like 24 hours shopping, shopping with coupon to get discount,
shopping from Home, rich product availability and specifications etc

http://www.shanlaxjournals.in
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Table 2 Customers Perception on Online Shopping
Factors

Frequency

Percentage (%)

Knowing About Online Shopping
Advertisements

52

52%

News Papers

26

26%

Friends and Relatives

14

14%

Existing Customers

08

08%

100

100

Total

Frequency of Purchase through Online
Occasionally

23

23%

Frequently

51

51%

Once in a Month

26

26%

100

100

Total

Purchase of Product through Online
General Products

20

20%

Electrical & Electronics

40

40%

Sports

04

04%

Medical

06

06%

30

30%

100

100

Personal items
Total

Source: Primary Data

From the table 2, it can be inferred that a majority, that is 54 per cent of the customers know
about the online shopping through advertisements, followed that 26 per cent know the online
shopping through news papers, 14 per cent of them know the online buying through friends and
relatives and least number of customers to know the online shopping through existing customers.
In the context of frequency of purchase of products through online result reveals that 51 per cent
of them buy the products through online more frequently, followed by 26 per cent of them buy the
products through online once in a month and 23 per cent of them buy the products on occasionally.
In the context of major products purchase through online result express that the 40 per cent of the
respondents are mostly buying the electrical and electronics products through online shopping, and
4 per cent of them buy the sports equipment through online shopping in the study area because of
the customers feel that instead of buying the products manually to buy the products through online
is more affordable and easy way.
Table 3 Perception of Customers Online Shopping Factors
Perception

Mean Score

Rank

Better option for online shopping

3.92

III

Satisfaction with online shopping

4.15

II

Security net connectivity for online shopping

3.21

V

Online shopping is more economy

4.39

I

Satisfy with delivery of products through online shopping

3.78

IV

Source: Primary Data, Note: Weighted Mean Score Method
4
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From the table 3, According to weighted mean score method, it is inferred that most of them
prefer the online shopping is more economy, followed that online shopping is giving satisfaction
to customers, customers feel that the better option for buying the products through online and least
importance factors are delivery of products on time is not upto the customers expected level and
online security issue is the major constraints for customers to buy the products through online.
Findings and Conclusion
•
It is observed that the top e-market or online shoppers are amazon and filpkart in india.
•
It is identified the more than half of the respondents to know about the online shopping
through advertisements (TV), followed that newspapers.
•
It is captured that 51 per cent of the respondents buy the products through online more
frequently in the study area due to they are highly educated.
•
It is identified that 40 per cent of the respondents are mostly buying the electrical and
electronics products through online shopping.
•
According to weighted mean score method, it is inferred that most of them prefer the online
shopping is more economy when compare to manual purchasing of products in the study
area.
E-Shopping or Online Shopping is becoming common in today’s life. The study indicate that
most of customer having experience of e-shopping. Customer believed that e-shopping is better
option than manual shopping still they have belief that online shopping is more economy, and satisfy
with delivery of products and service through e-shopping. On the other hand, the customers’ most
alarming barriers for e-shopping are unable to verify product personally, e-payment is insecurity.
It is concluded that future of e-shopping or online shopping in India looks very bright. E-shopping
give customers best alternative to save money, time and energy.
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Abstract
The invention of mobile phones makes the human life easier. The purpose of this
study is to identify security risks in mobile banking and to provide an authentication
method for mobile banking transaction by using bio-metric mechanism.
Current mobile banking authentication is challenging and identified as a major
security risk. Literature review shows that customer distrusts mobile banking due to
security issues. The authors discuss security risks in current authentication methods
in mobile banking.
There are different methods and approaches to handle authentication in mobile
banking. In this thesis, we propose a new approach of authentication in mobile
banking. The strengths and weaknesses of existing approaches of authentication are
identified with the help of Literature Review and interviews. The authors present
basic transaction model and include security risks. By Literature Review it is found
that finger print mechanism is a suitable method for authentication. Authors focus
on authentication method and present a biometric scanning device which can
identify the customer’s finger print thus enabling the customer to access mobile
banking facility. To promote mobile banking, it is necessary to improve customer
trust in terms of security.
Keywords: Mobile banking, Security Authentication, SMS based Mobile banking Digital
Signature.

Security Issues in Mobile Banking
Mobile banking refers to the use of a smart phone or other cellular
device to perform online banking tasks while away from your home
computer, such as monitoring account balances, transferring funds
between accounts, bill payment and locating an ATM.
Mobile banking has two zones, one is the handset held by the user
and the other is the bank zone. Literature shows that possibility of
security threat exists for transaction of payment using mobile device.
Mobile banking and Security issues with WAP (Wireless
Application Protocol)
WAP is used for communication between devices like digital
mobile phones, internet, PDA etc. Through WAP customer can
realize more functionality of internet banking. Encryption process is
currently used for secure data transmission between bank and users
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but the problem is that this encryption process is not good enough for the protection of sensitive data
between bank and customer. The reason is that security methods require more powerful computing
and high storage capacity. If we take internet banking it is realized that there are powerful computer
systems and well defined complex encryption process to ensure the security. Mobile device have
low computational capacity and hence we are unable to apply complex cryptographic system.
Due to advancement in technology, it is now necessary to provide end-to-end security. It means
that if user uses his/her mobile device for mobile banking then the data transacted are secure at the
bank end and not at the user end, thus leaving the data vulnerable to attacks. It was noted that it is
difficult to provide end to end security through WAP. The reason is that the data is not encrypted
at gateway during the switching of protocol process, which leads to security concern for mobile
banking in WAP.
Authentication Risks and Issues
One of the authentication method used in mobile banking is the login method. However PINS
authentication method is an old method and many security issues such as password and id theft were
discovered in this method. In such cases, the secret may be revealed and this results in customer’s
distrust on the security service company. Bank follows some security mechanisms in mobile
banking. While the customers and the banks are bound to each other. This security mechanism is
done by identifying the customer’s phone number, SIM card number, pin number etc. Customer
likes to use the mobile banking technology because of its mobility as they can access the bank
anywhere and in any situation. They can transfer their money from one account to another account
faster in a user-friendly environment. And also they can check the current status of their account.
But all customers of the bank are not ready to use this service because of some security issues. They
are not ready to adopt the mobile banking systems as it brings inconvenience to the users assuming
that it cannot prevent direct or indirect attacks.
The security mechanism adopted by the banks face many security issues like being attacked by
unauthorized users which is of highest priority in terms of security. If the device gets stolen then
the hackers or unauthorized persons may find the password from the log files or saved draft files.
Many customers save their password in their mobile or they may keep the password under auto
fill settings of the form, this loophole can be easily used by the unauthorized person. Uneducated
people are less aware of these issues and thus leading to loss of trust by customers.
Authentication Model
There are two types of services provided to the customer which are as follows:
1. The bank provides the service directly to the customer
2. Banks share their facility to 3rdparty service provider
Bank provides the service directly to the customer architecture.

Figure: Provides the Service Directly to Customer Architecture
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This is a setup which shows the Internet web server, database, application server and firewall at
the bank’s side. The above architecture is an example of mobile banking service handled directly
by the bank. In this application, server plays an important role to provide services to the customer.
The database will be accessed by transactions both from the bank and from mobile device.
If a mobile bank customer wishes to process the transaction, for example, transaction of money
from one account to another account he/she must first authenticate themselves to the bank server
through firewall. And the security application at the server has to verify the user through password
or pin number and the server allows the customer to do transactions. In this method, there are some
security issues such as server failure, system crash, and malevolent intrusion. These are serious
problems and will not make the server come back in normal form. So many banks do not prefer this
method.
Banks Share their Facility to 3rd Party Service Provider

Figure: Banks share their facility to 3rd party service provider
Familiar banks outsource their facility to 3rd party architecture i.e. handling mobile banking
customer service to 3rd party service provider. This service provider may lay close to the bank
geographically or it may be in other country. They handle the customer through mobile or internet.
They are responsible for secure transaction and management of the customer data. This method
also has authentication issues as they follow the same authentication method like verifying the pin
or password with the database and it also involves 3rd party server. There is no trust in securing
the data of customers such as bank account details and customer addresses as they are managed by
3rd party service provider. So customer feels no security to share their password and details to the
unknown 3rd party. And also customers need to pay extra charge for their service.
This is a list of issues that need to improve by the 3rd party service.
• Network Security & Control
• Parental Controls
• Customer Privacy & Informed permission
• Liability
• Fraud Prevention (or)Authentication
• Interoperability (or) Standardization
• Data Access & Use
• Financial Risks (or) Reward
SMS based Mobile banking
SMS based mobile banking is a convenient and easy way for accessing bank but there are endto-end security problems. These problems exist in SMS, GPRS protocols and security issues for
transaction of money. Today, most of the banks in the world offer SMS based mobile banking. If
we take any mobile banking system we can realize that customers also interact with databases, files
and important records through mobile phone.
8
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In this scenario, the user sends PIN number to the bank’s server and then the server is ready for
accepting the requests. This approach is not fully secure because the data is transmitted and the
network operator has full access to the data.
SMS banking is useful for small consumer and for small merchant. SMS banking is also useful
for travelers because customer can buy ticket for buses and trains easily and in urgent situations
without going to the respective stations.
SMS Encryption
As default data format for SMS is plaintext. Currently end to end encryption is not available.
The only encryption involved at base transceiver station and SMS bank server during transmission.
The encryption algorithm used is A5 which is proven to be defenseless.
SMS Spoofing Attack
The most dangerous attack in SMS banking is spoofing attack where attacker can send messages
on network by manipulating sender’s number. Due to spoofing attack, most of the organizations are
not adopting mobile banking through SMS.
Virus Attacks in Mobile Banking
There are more than fifty thousand different types of computer viruses, internet malicious program
and Trojans. Software like Trojan horses can easily take up password on the web browser or any
cached information on operating system. Malicious codes are written for remote communication.
Zeus Trojan targeted mobile bank users. Zitmo has been used by attackers to defect SMS banking.
Zeus is commonly used to steal mobile transaction authentication number or password.
Risk with Digital Signature
To reduce hardware cost, designer may prefer digital signature. Digital signature is efficient
that’s why most companies are interested in digital signature for authentication. It is founded that
digital signature is computational intensive. With unsigned values for example date, amount, they
differed from transaction to transaction. So a signed template can be used with several unsigned
values like date, amount etc.
Conclusion
In first step, it was observed that there is lagging of security and there is no formal authentication
between the customer and the bank. Hackers can easily cyberpunk and there is no assurance the
bank authenticates the authorized person. For this reason bio metric authentication method was
introduced to improve the security.
In second step the method based on designing was defined by using both strengths and weaknesses
of current authentication mechanism. Much of the design process was based on suggestion from
professionals and bank experts.
In third step the design method was validated by conducting workshop. The authors introduced
biometric finger print design for authentication and the identified minimum requirements are
selected for conducting workshop as time was a constraint.
This thesis fulfills the gap of authentication between the customer and the bank. The result shows
that the biometric design increases the security level between the user and bank. The security will
also increase the bank revenue. Fraud can be minimized by bio metric mechanisms; especially
finger print is suitable and secure method for the authentication of customer. The author designed
the mobile handset and proposed a future device through which customer can scan finger print. Due
http://www.shanlaxjournals.in
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to uniqueness of finger print it assured that authorized customer is making use of mobile banking.
As data is sensitive at server level of bank system we propose System Architecture process. In this
way data will be secure for the customer doing mobile banking services from end to end.
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Abstract
“Sketching of gender impact on buyer’s remorse – a case of car buyers” titled
article express the study of buyer’s remorse and whether is there any difference in
regret feeling among the male and female car buyers or not? A study was conducted
in major place of Coimbatore and using systematic random sampling one hundred
car buyers were surveyed. By applying statistical tool results of the study were found
that male and female buyers regret level not significantly differing to many factors.
However, insufficient time and information major burden for female buyers to take
purchase decisions. Hence, female were more regretted in car purchase due to time
and information lack than male consumers.

Introduction
The incident of buyer’s remorse has been usually allied with
the psychosomatic inference of cognitive dissension; it is a state of
psychological uneasiness happened to any human when at least two
elements of cognition are in disagreement, and which motivates the
human being to soothe it by shifting how human being think about the
situation. Buyer’s remorse is an instance of post purchase decision
dissonance, where a person is stressed out by a made decision and
seeks to reduce their embarrassment -The buyer may change their
behavior, their feelings, their knowledge about the world -what they
thought the purchased item would be like, or even their knowledge
of themselves (Urban dictionary). The more resources such as
money, time, and cognitive resources that are invested into making a
purchase, the more likely the buyer will experience buyer’s remorse
or psychological discomfort (Trevor Thomas, 2017).
Buyer’s Remorse
Buyer’s remorse closely connected with purchase dissonance.
John Carvalho (2017) in his research pointed that psychologists
have focused on three main elements that are related to cognitive
buyer’s remorse. They are: effort, responsibility, and commitment.
Effort is an attempt made by the consumers towards purchase which
id directly linked corollary of the purchase. Incase buyers who have
not put enough effort occur post purchase remorse. Responsibility
refers buyers are responsible to make their best choice among many
11
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choices. Because if buyers had less choice of products will be less likely to feel purchase conflict
because it was not of their own volition. Commitment refers consumer’s dedication. Those who
have high level of purchase commitment will be lower level regret feeling. Because, they spend
more time wisely towards their best choices of the products.Buyer’s remorse is stem from postdecision dissonance (Harold Sigall, 2017).Factors that affect buyer’s remorse include resources
invested, the involvement of the purchaser, whether the purchase is compatible with the purchaser’s
goals, and what positive or negative evidence the purchaser encounters post-purchase that confirms
or denies the purchase as a good idea (Jessica Schiffer, 2018).
Factors of Buyer’s Remorse
Buyer’s remorse also called as regret feeling of consumer. It is an emotional response on the part
of a buyer in a sales transaction, which may involve feelings of regret, fear, depression or anxiety
(Elizabeth Weintraub, 2018). It is feeling of disappointment somebody has after they have bought
something when they think they have made a mistake. Buyer’s remorse is the sense of regret after
having made a purchase. It is frequently associated with the purchase of an expensive item such
as a car or house. It may stem from fear of making the wrong choice, guilt over extravagance,
or a suspicion of having been overly influenced by the seller. Yi Cai, and Brenda Cude (2010),
scrutinized whether contestant sense supplementary regret about a negative outcome when
reference prices were available or not and the results indicated that the accessibility of reference
prices considerably pretentious participants’ feelings of regret about a negative outcome. Inbar, Y.,
et al.,(2011) resulted that choice-set size do not affects the buyers regret when they believe that they
had enough time to choose, that the prejudiced feeling of being rushed accounts for greater regret
when choosing from larger sets, and that changing people’s lay conjecture concerning to eliminates
regret.Mahmoud Abdel Hamid Saleh(2012) analysis exposed the subsistence of magnitude of
consumer guilt, namely, hesitation, sadness, reluctance to spend, regret and self-blame. Consumer
guilt is felt due to wrongdoing, self-control failures and extravagance in self-indulgent desires.
The findings show that guilt is a regret feelings are found to be cyclic, short-lived and superficial
and mostly arise as a result of good and bad actions but not always of right versus wrong actions.
when one buys an item and feels regret about the purchase soon thereafter. While buyer’s remorse
is normally restricted to expensive purchases that have probably busted the buyer’s budget, this
sentiment can also occur when a person buys a totally useless and inappropriate item. It’s when
you regret spending money on something you shouldn’t have. This usually happens when you
don’t have the money for something but you buy it anyways. Sana Chebab(2010) investigated
the relationship between regret and behavioral responses that may have an impact on the firms’
prosperity and found that purchase feel sorry have a straight blow on behavior and effects of
dissatisfaction. My Bui et.al, (2011) assessed possibilities of regret have an effect on shopper
pleasure extent of musing, and brand-switching attitude and results indicate that regret decreases
consumer satisfaction level and increases brand-switching intention. Further off-putting feeling
was initiated to reveal an indirect effect between regret and extent of rumination.
Reasons For Buyer’s Remorse
There are many reason the consumer may regret their purchase: 1. Post purchase product
comparison, 2. Comparison of the price paid, 3.Ignoring valuable information at the time of
purchase, 4. the paradox of choices 5. Missing consumer involvement 6.High level of comparison
7. Ignoring the cost, secondary inspection more comparison 8. Inadequately dealing about technical
aspect of the product 9. Anxiety about wrong decision 10.Insufficient money 11.Worries about
whether the purchase was made a right time 12. Worries about new product new design and also
12
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guild. Factors like door-to-door sales, false labeling, unsolicited merchandise, abusive collection
practices, misleading advertising and referral and promotional sales and etc lead a buyer to regret
their purchase (Terri Scott, 2016)(Elyssa Kirkham,2018). Alan d. J. Cooke et.al. (2011) examined
how pre- and post purchase comparisons affect regret and satisfaction, and whether consumers learn
to avoid decisions that result in regret. Information learned after the purchase has a greater impact
on satisfaction than information learned before the purchase. Results imply that if consumers who
receive post purchase information wish to avoid future feelings of regret.
Exact Remorse Gap
There are many studies dealing about consumer post purchase dissonance but very few studies
give attention on buyer remorse specifically this sense of regret feeling after having made a purchase
is not studied much in western & eastern countries. In India car marketer is booming day by day
and what they today model not tomorrow it means every day automobile industry comes with
array of new brand car model and design. In India the car market price practice guide ranging from
high cost to offer table by even middle class family but the real problem behind after the purchase
because consumer used to compare they product and service price paid accessories received and
etc... this situation leas to post purchase dissonance It mean that the buyer may regret to say that
whether they had a right or wrong purchase, hence current study going to deal about how car buyer
perceived regret feeling what level they perceived it and also weather this remorse feeling excising
among car buyer therefore title of the study is buyer remorse feeling on the car purchased recall
survey
Buyer’s remorse takes many different forms, most of them typified by a high level of anxiety,
usually about having made the wrong decision. This is especially true of purchases such as buying
a car which is one of the most common triggers for buyer’s remorse, due to many personal and
market reasons were influencing (Joseph Hogu,2017). Here the nature of the study is going to focus
on how car buyers experienced the remorse and its consequences as well as what action made to the
future buyers will be recommended from this study.
Objectives and Methododology of the Study
1.To know the various reason of car buyer post purchase regret feelings, 2.To determine level
of regret feeling perceived by the car buyers,3.To know the which remorse factors significantly
influencing gender,4.To bring effective strategy recognizatoin, suggestion to overcome buyer
remorse In order to investigate the reasons and which gender experiencing more regret feeling
while buying, total of 100 people who had recently purchased the car were met and interviewed
with set of questionnaires. Systematic random sampling was applied and do know the different
regret feeling with respect to male and female buyers, an t –test applied as statistical tool. The
results of the study and further comments are as follows.
Gender
Male
Female
Total
Age
Below 25
26-30

Frequency
71
29
100
Frequency
16
14
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Percent
71.0
29.0
100.0
Percent
16.0
14.0

Marital status
Single
Married
Total
Occupation
Private job
Government job

Frequency
18
82
100
Frequency
34
3

Percent
18.0
82.0
100.0
Percent
34.0
3.0
13
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31-35
36-40
Above 45
Total
Annual
Income
1.5 L -2.4 L
2.4 L - 3.40L
3.41TO4.41
4.41TO5.40

40
26
4
100
Frequency
4
18
21
22

40.0
26.0
4.0
100.0
Percent
4.0
18.0
21.0
22.0

Business
Doctor/engineer
Other
Total
Educational
Qualification
HSC level
Under graduate
Diploma
Post graduate

36
9
18
100
Frequency
11
66
2
21

36.0
9.0
18.0
100.0
Percent
11.0
66.0
2.0
21.0

Above 5.41L 35
35.0
Total
100
100.0
Total
100
100.0
Demographic profile: Out of 100 respondents surveyed, 71(71%) of the respondents are male
consumers whereas rest of the 29(29%) of the respondents are females. 40% of the respondents
belongs to age group 31 to 35 years. 82% respondents is single from out of 100 respondents.36%)
of the respondents doing business. Annual income of the consumers who participated in this survey.
35(35%) of the respondents annual income is above 5.41lak. Qualification of the consumers who
participated in this survey. 66% of the respondents completed under graduates
Group Statistics
Levene’s Test
for Equality
of Variances

Group statistics

N

Mean

SD

Std.
error
mean

Male

71

4.1127

.46443

.05512

Equal variances
not assumed

Female

29

4.2759

.45486

.08447

Equal variance
assumed

Male

71

3.9859

.35829

.04252

Equal variances
not assumed

Female

29

4.0690

.45756

.08497

Equal variance
assumed

Male

71

2.9296

1.01874

.12090

Equal variances
not assumed

Female

29

3.2069

1.08164

.20086

Equal variance
assumed

Male

71

2.9859

.90227

.10708

Equal variances
not assumed

Female

29

3.1034

1.01224

.18797

Equal variance
assumed

Male

71

2.9859

.91796

.10894

Equal variances
not assumed

Female

29

3.3103

.89056

.16537

Equal variance
assumed

Gender

1

2

3

4

5

14

Equal variance
assumed

t-test for Equality of Means

F

sig.

t

df

Sig.
(2-tailed)

2.026

.158

-1.604

98

.112

-1.618

53.074

.112

-.968

98

.335

-.874

42.710

.387

-1.213

98

.228

-1.183

49.373

.243

-.570

98

.570

-.543

47.136

.589

-1.617

98

.109

-1.638

53.542

.107

2.428

.228

.439

.103

.122

.634

.509

.749
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7

8

9

10

11

12

13

14

15

16

17

18

Male

71

3.2113

.82662

.09810

Equal variances
not assumed

Female

29

3.4483

.68589

.12737

Equal variance
assumed

Male

71

2.9718

.92539

.10982

Equal variances
not assumed

Female

29

3.2069

.94034

.17462

Equal variance
assumed

Male

71

3.2676

.89375

.10607

Equal variances
not assumed

Female

29

3.1034

.81700

.15171

Equal variance
assumed

Male

71

3.1268

.89330

.10602

Equal variances
not assumed

Female

29

3.3793

.62185

.11547

Equal variance
assumed

Male

71

2.3099

.93490

.11095

Equal variances
not assumed

Female

29

2.8276

.92848

.17241

Equal variance
assumed

Male

71

2.3803

1.00522

.11930

Equal variances
not assumed

Female

29

2.4138

.82450

.15311

Equal variance
assumed

Male

71

3.0704

1.01874

.12090

Equal variances
not assumed

Female

29

3.3103

1.00369

.18638

Equal variance
assumed

Male

71

2.9859

1.17708

.13969

Equal variances
not assumed

Female

29

3.3103

.96745

.17965

Equal variance
assumed

Male

71

2.9155

1.18015

.14006

Equal variances
not assumed

Female

29

3.2414

1.18488

.22003

Equal variance
assumed

Male

71

3.0282

1.21857

.14462

Equal variances
not assumed

Female

29

3.2414

1.12298

.20853

Equal variance
assumed

Male

71

3.0563

.90849

.10782

Equal variances
not assumed

Female

29

3.5517

.82748

.15366

Equal variance
assumed

Male

71

2.9014

.89690

.10644

Equal variances
not assumed

Female

29

3.3103

1.00369

.18638

Equal variance
assumed

Male

71

3.0845

.99637

.11825

Equal variances
not assumed

Female

29

3.1034

.97632

.18130

Equal variance
assumed
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.359

.039

1.335

5.218

.230

1.218

.022

1.575

.016

.555

1.511

.742

.371

.550

.844

.251

.025

.633

.272

.881

.213

.899

.458

.222

.391

.544

-1.363

98

.176

-1.474

62.306

.145

-1.147

98

.254

-1.140

51.321

.260

.854

98

.395

.887

56.649

.379

-1.389

98

.168

-1.611

74.050

.111

-2.518

98

.013

-2.525

52.398

.015

-.159

98

.874

-.173

63.027

.863

-1.073

98

.286

-1.080

52.784

.285

-1.313

98

.192

-1.426

62.898

.159

-1.252

98

.214

-1.249

51.881

.217

-.812

98

.419

-.840

56.209

.404

-2.537

98

.013

-2.639

56.846

.011

-1.998

98

.048

-1.905

47.234

.063

-.087

98

.931

-.088

53.049

.931
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19

20

21

22

Male

71

2.8732

.94005

.11156

Equal variances
not assumed

Female

29

3.2414

.91242

.16943

Equal variance
assumed

Male

71

3.0282

1.06867

.12683

Equal variances
not assumed

Female

29

3.2759

.99630

.18501

Equal variance
assumed

Male

71

2.7465

1.03811

.12320

Equal variances
not assumed

Female

29

2.6552

1.04457

.19397

Equal variance
assumed

Male

71

3.8310

.53415

.06339

Equal variances
not assumed

Female

29

3.9310

.45756

.08497

Equal variance
assumed

Male

71

3.8873

.57444

.06817

Equal variances
not assumed

Female

29

3.9655

.49877

.09262

23

.008

.048

.005

3.477

2.413

.930

.826

.944

.065

.124

-1.792

98

.076

-1.815

53.519

.075

-1.072

98

.286

-1.104

55.590

.274

.398

98

.691

.397

51.777

.693

-.884

98

.379

-.944

60.365

.349

-.641

98

.523

-.680

59.565

.499

1.I felt disappointment with price practice done by different showroom.2.I felt angry about some
accessory missing compare to other showrooms which is given to other buyers.3.I feel very sorry
about product information given by sales executive at the time of buying.4.I Regret to say that
engine performance not up to the mark.5.I Feel frustrate because often I meeting usage related
problem.6.Now I feel that I did not put enough effort into buying the product because I have not
taken my car after the full clarification.7.I regret my purchase because the Car never served it
purpose exactly.8.I Regret the car model I chosen because instated of this model I could have made
a better choice (or) model.9.I feel very sorry to say that I have spend to much time to collect the
quality information about the car I have purchase but had only very few information sources.10.I
felt regret that the car advertisement given in media is not sufficient to make purchase decision.11.
I feel regret say that the sales executive are not customer friendly.12.I regret to say that there is
uncomfortable feeling while driving the car because internal accessory not that much quality.13.
I felt annoyed I could have made a better decision then this one.14.I regret to say that I car now
having is worthless.15.I regret to say that often I meeting repair problem.16.I regret to say that
I would have wait for some more time to make better decision.17.I regret to say that I did not
have enough information from car marketers to make best decision.18.I regret to say that my care
that is giving high maintenance cost.19.I feel disappointment with often sales and services.20.
I feel disappointed hidden cost which is not express properly.21.I regret to say that the discount
promotion schemes are only attractive and not giving specific benefits. 22.I frustrate with the new
model coming often because sometime I feel that I mad old model or wrong choice. 23. Now I am
unhappy about the car price because I feel that at the time of buying I spent much higher than now.
A independent sample t-Test was performed in order to know whether reasons of buyer regret
feeling differing with respect gender or not. The result of the study revealed that following two
factors only significant difference on regret feeling differing with respect to gender. It means that
compare to male, female respondents (M=3.5517) were expressed high regret feeling because of
not spent enough time for make better decision (t=2.537,df=56.846,p=0.013<0.005). similarly
compared to male respondents (M=2.9014) female consumers (M=3.3103) expressed high regret
feeling because of insufficient information about to take better decision (t=1.998 , df=47.234,).
Hence it can be said that female consumers were more worried about time spending and insufficient
information at the purchase decision making.
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Suggestion
1. A buyers of any products and services they should feel good about purchase they have made
it.2. Try to avoid maximum comparison. 3. Be specific your purchase goal and based on that you
have go your purchase 4. Trying to clarify your doubts before purchase made. 5. Spend enough
time and make your purchase with sufficient information about products and services. 6. Do not
ignore valuable, useful information sources.7. Deepen your product technical details with the help
of experts. 8.Try to avoid impulse buying or confused state of buying.
Conclusion
A study on buyer remorse is study about regret feeling of the consumers after the have made
purchase decision But This feeling differ to consumer purchase decision But this emotional feeling
may exist among many consumers .This situation occurring because of after purchase comparison.
In this article car buyer’s remorse feeling were surveyed. The result of the study revealed and
concludes that the remorse feeling existing among car owners at varying level. Because of they were
compared the cars which owned by them with others as well as concerned about not taken enough
time to best purchase, This is specifically, comparing to male buyers, female respondents were
more worried about not spent enough time on purchase decision which leads them to post purchase
regret. Further study concludes that post purchase remorse feeling is common phenomenon even in
automobile sectors. However, current study findings may be good input for the future researchers.
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Abstract

Digital marketing’s development since the 1990s and 2000s has changed the way
brands and businesses use technology for marketing. As digital platforms are
increasingly incorporated into marketing plans and everyday life, and as people
use digital devices instead of visiting physical shops, digital marketing campaigns
are becoming more prevalent and efficient. The spread of information and
awareness can occur across numerous channels, such as the blogosphere, YouTube,
Facebook, Instagram, Snapchat, Pinterest, and a variety of other platforms. Online
communities and social networks allow individuals to easily create content and
publicly publish their opinions, experiences, and thoughts and feelings about many
topics and products, hyper-accelerating the diffusion of information. 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.
The lucrative offers would always help in making your digital campaign a success.

Introduction
DOI:
Digital marketing is the marketing of products or services using
https://doi.org/10.5281/
digital
technologies, mainly on the Internet, but also including mobile
zenodo.1461251
phones, display advertising, and any other digital medium. Digital
marketing’s development since the 1990s and 2000s has changed the
way brands and businesses use technology for marketing. As digital
platforms are increasingly incorporated into marketing plans and
everyday life, and as people use digital devices instead of visiting
physical shops, digital marketing campaigns are becoming more
prevalent and efficient. Digital marketing methods such as search
engine optimization (SEO), search engine marketing (SEM), content
marketing, influencer marketing, content automation, campaign
marketing, data-driven marketing, e-commerce marketing, social
media marketing, social media optimization, e-mail direct marketing,
http://www.shanlaxjournals.in
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display advertising, e-books, and optical disks and games are becoming more common in our
advancing technology. Digital marketing now extends to non-Internet channels that provide digital
media, such as mobile phones (SMS and MMS), callback, and on-hold mobile ring tones. In
essence, this extension to non-Internet channels helps to differentiate digital marketing from online
marketing, another catch-all term for the marketing methods mentioned above, which strictly occur
online.
The development of digital marketing is inseparable from technology development. One of the key
points in the start of was in 1971, where Ray Tomlinson sent the very first email and his technology
set the platform to allow people to send and receive files through different machines. However,
the more recognizable period as being the start of Digital Marketing is 1990 as this was where the
Archie search engine was created as an index for FTP sites. In the 1980s, the storage capacity of
a computer was already big enough to store huge volumes of customer information. Companies
started choosing online techniques, such as database marketing, rather than a limited list broker.
This kind of databases allowed companies to track customers’ information more effectively, thus
transforming the relationship between buyer and seller. However, the manual process was not so
efficient. In the 1990s, the term Digital Marketing was first coined, With the debut of server/client
architecture and the popularity of personal computers, the Customer Relationship Management
(CRM) applications became a significant part of marketing technology. Fierce competition forced
vendors to include more service into their software, for example, marketing, sales and service
applications. Marketers were also able to own huge online customer data by eCRM software after
the Internet was born. Companies could update the data of customer needs and obtain the priorities
of their experience. This led to the first clickable banner ad being going live in 1994, which was the
“You Will” campaign by AT&T and over the first four months of it going live, 44% of all people
who saw it clicked on the ad. In the 2000s, with more and more Internet users and the birth of
iPhone, customers started searching products and making decisions about their needs online first,
instead of consulting a salesperson, which created a new problem for the marketing department of a
company. Also, a survey in 2000 in the United Kingdom found that most retailers had not registered
their domain address. These problems made marketers find digital ways for market development.
In 2007, the concept of marketing automation was raised to solve the problem above. Marketing
automation helped companies segment customers, launch multichannel marketing campaigns and
provide personalized information for customers. However, the speed of its adaptability to consumer
devices was not fast enough.
Digital marketing became more sophisticated in the 2000s and
the 2010s when the proliferation of devices’ capable of accessing digital media led to sudden
growth. Statistics produced in 2012 and 2013 showed that digital marketing was still growing.
With the development of social media in the 2000s, such as LinkedIn, Facebook, Youtube and
Twitter, consumers became highly dependent on digital electronics in daily lives. Therefore, they
expected a seamless user experience across different channels for searching product’s information.
The change of customer behavior improved the diversification of marketing technology. Digital
marketing is also referred to as ‘online marketing,’ ‘internet marketing’ or ‘web marketing.’ The
term digital marketing has grown in popularity over time. In the USA online marketing is still
a popular term. In Italy, digital marketing is referred to as web marketing. Worldwide digital
marketing has become the most common term, especially after the year 2013. Digital media
growth was 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 a concern
of consumer privacy and data protection.
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Objectives of the Study
•
To analyze the digital era and Brand awareness
•
To analyze the Latest development and Effectiveness of digital marketing
•
To analyze the New non-linear marketing approach
New non-linear marketing approach
To engage customers, retailers must shift from a linear marketing approach of one-way
communication to a value exchange model of 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 variety of other
platforms. Online communities and social networks allow individuals to easily create content and
publicly publish their opinions, experiences, and 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.
Online 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 omnichannel strategy is becoming increasingly important for enterprises who must
adapt to the changing expectations of consumers who want ever-more sophisticated offerings
throughout the purchasing journey. Retailers are increasingly focusing on their online presence,
including online shops that operate alongside existing store-based outlets. The “endless aisle”
within the retail space can lead consumers to purchase products online that fit their needs while
retailers do not have to carry the inventory within the physical location of the store. Solely Internetbased retailers are also entering the market; some are establishing corresponding store-based outlets
to provide personal services, professional help, and tangible experiences with their products.
An omnichannel approach not only benefits consumers but also benefits business bottom line:
Research suggests that customers spend more than double when purchasing through an omnichannel
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.
Use in the digital era
There are some 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 customers 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. As such, digital marketing 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 on their experience with a product or brand. It has become increasingly popular for
businesses to use 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. Examples can be that social media
users share food products and meal experiences highlighting certain brands and franchises. This
http://www.shanlaxjournals.in
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was noted in a study on Instagram, where researchers observed that adolescent Instagram users’
posted images of food-related experiences within their social networks, providing free advertising
for the products.
Brand awareness
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 to create conversation
in which the targeted audience can 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 a 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
can pinpoint behavioral 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 about traditional means of marketing; Lowered external service costs,
advertising costs, promotion costs, processing costs, interface design costs and control costs.[32]
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. 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, the digital platform provides an
ease to the brand and its customers to interact directly and exchange their motives virtually.
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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 to
adapt to this major change in traditional marketing (Patrutiu Baltes, Loredana, 2015).
As digital marketing is dependent 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.
Segmentation: more focus has been placed on segmentation within digital marketing, to target
specific markets in both business-to-business and business-to-consumer sectors.
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.
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, to deliver
advertisements tailored to that user’s interests and preferences
Collaborative Environment: A collaborative environment can be set up between the
organization, the technology service provider, and 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 organization’s 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.
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 datadriven 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 customers’ moment and actions.
An important consideration today while deciding on a strategy is that the digital tools have
democratized the promotional landscape.
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 speak, they have either searched for particular products or services or visited a
website for some purpose.
Game advertising: Game ads are advertisements that exist within a computer or video games.
http://www.shanlaxjournals.in
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One of the most common examples of in-game advertising is billboards 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.
Increase the effectiveness of digital marketing
A strategy that is linked to the effectiveness of digital marketing is content marketing. Content
marketing can be briefly described as “delivering the content that your 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 behavior. This is effective in digital marketing as
it allows organizations to build up loyalty over email.
Low Technical Requirements: To get the full use out of digital marketing it is useful to make
your 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 at the end of the campaign. This would invite more engagement and word of
mouth publicity
Conclusion
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 makeup. Consumers
are increasingly using the Internet to look up product information, compare prices, and search for
deals and promotions. It is increasingly advantageous for companies to use 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.
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Abstract
Web based life give an unparalleled stage to customers to expose their
own assessments of bought items and along these lines encourage informal
correspondence. This paper inspects connections between customer posting conduct
and showcasing factors, for example, item cost and quality and investigates how
these connections advance as the Internet and shopper audit sites draw in more
all inclusive acknowledgment. In view of car show information from a few driving
on the web buyer survey sources that were gathered, this investigation exhibits
that the connections between showcasing factors and customer web based posting
conduct are distinctive at the early and develop phases of Internet utilization. For
example, in the beginning period of buyer Internet utilization, cost is contrarily
associated with the penchant to post an audit. As customer Internet utilization ends
up pervasive, in any case, the connection among cost and the quantity of online
purchaser audits movements to a U-shape. Interestingly, in the early years, cost has
a U-formed association with generally speaking customer rating, yet this connection
among cost and by and large evaluating turns out to be less huge in the later period.
Such contrasts at the two unique phases of Internet utilization can be driven by
various gatherings of buyers with various inspirations for online survey posting.
Research Highlights
•
We ponder connections between purchaser posting conduct and advertising
factors.
•
We break down car information from driving buyer audit sources.
•
Marketing factors influence the volume and valence of online postings.
•
Product cost and item quality have altogether different effects on posting
conduct.
•
Increased Internet and purchaser survey website utilization has modified
these connections.
Keywords: Connections, Internet, Customer.

Intoduction
Online person to person communication publicizing (SMM)
is a sort of Internet exhibiting that utilizations long range casual
correspondence destinations as an advancing instrument. The goal
of SMM is to convey content that customers will give to their casual
association to empower an association to construct check introduction
and enlarge customer reach. One of the key fragments of SMM is
online life change (SMO). Like site change (SEO), SMO is a system
for delineation new and stand-out visitors to a site. SMO ought to
be conceivable two diverse ways: adding web based life associates
with substance, for instance, RSS channels and sharing gets - or
propelling activity through online life by reviving statuses or tweets,
or blog posts.SMM empowers an association to get quick feedback
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from customers (and potential customers) while impacting the association to seem, by all accounts,
to be more genial. The natural parts of web based systems administration allow customers to make
request or voice complaints and feel they are being heard. This piece of SMM is called social
customer relationship organization (social CRM). SMM ended up being more run of the mill with
the extended noticeable quality of destinations, for instance, Twitter, Facebook, Myspace, LinkedIn,
and YouTube. Likewise, the Federal Trade Commission (FTC) has invigorated its benchmarks to
fuse SMM. If an association or its advancing office gives a blogger or other online investigator
with free things or diverse spurring powers to make positive buzz for a thing, the online comments
will be managed legally as backings. Both the blogger and the association will be considered
accountable for ensuring that the inspirations are clearly and unmistakably uncovered, and that the
blogger’s posts contain no beguiling or unconfirmed verbalizations and by and large consents to the
FTC’s precepts worried out of line or deluding publicizing. See likewise: relationship advancing,
social outline, social web record, Microsoft Town Hall, buzz promoting, viral displaying
Research Methodology
The paper relies upon the discretionary data and the information is recuperated from the web
through, journals, look at papers and ace sentiments on a comparative point.
7 Step Social Media Marketing Strategy Checklist
Create Social Media Marketing Goals That Solve Your Biggest Challenges
•
Research Your Social Media Audience
•
Establish Your Most Important Metrics
•
Research Your Social Competitive Landscape
•
Build and Curate Engaging Social Media Content
•
Engage With Your Audience and Don’t Ignore
•
Track Your Efforts and Always Improve
Different Types of Social Media Marketing
Natural Internet based Life Promoting
It is the path toward propelling your things or organizations using free gadgets given by each web
based life profile to develop an informal community and speak with them. All things considered,
you can share the presents and respond on comments through electronic systems administration
media profiles including Facebook, LinkedIn, Twitter, et cetera.
Paid Social Media Marketing
Paying to demonstrate adverts for substance, picture, video, et cetera or upheld messages to
relational association customers in light of concentrating on procedure like measurement, lead, et
cetera. A cost is incorporated into light of the kind of advancement configuration used. A summary
of essential web based life channels for paid publicizing are according to the accompanying
•
Facebook Advertising
•
LinkedIn For Business
•
Twitter Marketing
•
Instagram
Advantages
Since you have acknowledged what is web based life advancing it’s a perfect chance to know
the different favorable circumstances of web based systems administration publicizing. So take
http://www.shanlaxjournals.in
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a gander at the primary ten points of interest of electronic long range informal communication
displaying.
•
Helps in building the brand care and reputation.
•
Drives immense and concentrated on development by reaching a wide assembling of
individuals and expanding it.
•
Improves web searcher or normal rankings.
•
Boost the change rates of your site.
•
Satisfies customers and occupy them from visitors to enduring customers.
•
Improves check steadfastness and stamp authority.
•
Cost Effective than other publicizing or standard channels.
•
Helps you to wind up Influencer in your industry.
•
Helps in knowing your customers by giving accommodating bits of information.
•
Provides better customer experience and empower you to respond them.
Disadvantages
Clearly, online life promoting isn’t without its imperfections. So also as quick as customers
can share your substance by means of online systems administration media, they can share an
unflattering story about you or your business.
Negative Feedback
Online life customers have free rein to post whatever they require. This suggests satisfied
customers can leave sparkling reviews on your pages, anyway it in like manner infers that disturbed
ones can leave enraged furies about your business. A segment of this negative information could
begin from inside your very own affiliation. Frustrated delegates have been known to vent through
online systems administration media about work and their directors, which makes the entire
association look appalling.
Potential for Embarrassment
It’s definitely not hard to end up required with web based systems administration and post
whatever rings a chime, which can have epic implications for any business. Take, for example,
when Digiorno Pizza saw that “#Why I Stayed” was slanting on Twitter, and jumped going to have
an impact with a tweet that read “# Why I Stayed You had pizza.” This doesn’t sound unpleasant
until the point that the moment that you consider that the hash tag was being used to discuss
why setbacks of damaging conduct at home stay in harsh associations. For associations with a
considerable social event of individuals, bungles like this don’t go unnoticed. By virtue of internet
organizing customers’ lively reactions and tendency to share, the tweet was all over genuine media
outlets inside hours.
Time Intensive
It requires a huge amount of venture and effort to keep up a savvy electronic life closeness.
In case you have a little gathering or confined resources, it is now and again difficult to give the
expected advantages for web based life. People need to screen each casual association, respond
to request and info, and post huge updates. While a couple of individuals may consider this to be
a drawback, investing energy into electronic life can empower your business to make continuing
relationship with customers that will keep them returning for a significant time span to come.
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Conclusion
With respect to online life advancing, such an extensive number of affiliations do negligible
more than tick the cases in the check list they found in some book or ace’s webpage. The issue with
enrollment records is that once the container has a tick in it, senior organization acclaims itself and
pronounces to any person who will listen that they have managed these cases being checked—
anyway they don’t for the most part mind if every movement has been done suitably. To do thusly
might be to uncover the manner in which that they have truly managed nothing. It is this kind of
key organization that gives rise.
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Abstract
In this world of digitization, digital marketing is a vogue that is sweeping across
the whole world. The trend of digital marketing is growing day by day with the
concepts of Internet marketing that is turning into an important platform of digital
marketing along with the electronic gadgets like the digital billboards, mobile,
tablets and smart phones, gaming consoles, and many such gadgets that help in
digital marketing. Flip kart with its innovative digital marketing has created a
niche market in online stores competing with the conventional stores showing the
power of online marketing. The case study analyses how Flipkart.com has brought
in an array of digital and online marketing strategies to succeed and make it big
in the digital marketing sector. The case also discusses how Flip kart has had a
huge success in the online marketing sector as they brought in new insights into
the digital marketing field. And a few years from now it will be eventually seen that
the conventional marketing being replaced by digital marketing. Digital marketing
is going to be top on the agenda of many marketers, and they might be looking for
innovative ways to market online, reduce cost per lead, increase click-through-rates
and conversion rates, and discover what’s hot in digital marketing.

Introduction of Digital Marketing
Digital marketing means provide goods and services through the
internet. We use those things for digital marketing such as mobile
phones, tablets, display advertising, and any other digital medium.
The means motive of Digital marketing is internet brand loyalty,
brand awareness and to reach the customers in timely, relevant,
personal and cost-effective manner.
The Objective of the Study
•
To study about Digital Marketing Industry
•
To study about Impact of Digital Marketing
•
To study about the Marketing Industry in India
Methodology
Research Type: Descriptive Type
Data Collection: Secondary data Collected through leading
Journals, reviews, chapter Books.
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Review of Literature
Gupta (2014) in her paper “E-Commerce: Role of e-commerce in today’s business,’’ presents a
comprehensive definition of e-commerce while isolating it from e-business. The paper enlists the
different e-commerce models, i.e., B2B, B2C, B2G and C2C, narratively analyzing the nitty gritty
of each.
Rina (2016)also elaborates the different applications of e-commerce in “Challenges and Future
Scope of E-commerce in India,’’ at the same time, defining the degree to which they are operational
in the country.
Mishra & Kotkar(2015) trace the timeline and development of B2C e-commerce in “A Study
on Current Status of E-Commerce in India: A Comparative Analysis of Flipkart and Amazon with
its inception in the mid-1990s through the advent of matrimonial and job portals. However, due
to limited internet accessibility, weak online payment systems and lack of awareness, the progress
was very slow. The Indian B2C e-commerce industry got a major boost in the mid-2000s with the
expansion of online services to travel and hotel bookings which continue to be major contributors
even today.
Das & Ara(2015) observe in “Growth of E-Commerce in India” that though online travel and
hotel bookings still control the lion’s share of the e-commerce market, their share has comparatively
fallen over the years due to the recent augmentation and consequent rise of e-tailing services. There
has been a tremendous surge in the volume of investment in this sector. With the e-commerce
markets in the west reaching their saturation, investors see tremendous potential in the Indian
market, in the light of which, many start ups have received funding from venture capitalists
and private equity firms. China’s Alibaba Group and affiliate Ant Financial became the largest
shareholders of One97 Communications, the parent of Indian e-tailer Paytm, by investing $680
million, in 2015 (Aulakh, 2015). To tap the potential of what it regards as “underdeveloped internet
economy” of India, Japanese investment company and technology powerhouse Softbank invested
$627 million into online retailing marketplace Snapdeal and $210 million in Ola Cabs.
(Mac, 2014).¶ Similarly- New York firm Tiger Global Management has funded companies such
as MakeMyTrip, Flipkart, Myntra and Quickr. The availability of funds has presented a favorable
ecosystem and growth opportunities for big as well as small companies. It has enabled local startups
to survive in cut-throat competition against foreign giants and has facilitated the penetration of
e-commerce to every facet of human life; such that the differentiation between e-commerce and
traditional business is getting blurred.
Digital Marketing Industry in India
Digital Marketing industry in India is spread to almost all the business sectors. Some of the
applications of E-Marketing are shopping and order tracking, online banking, payment systems,
and content management.
The power of digital marketing allows geophysical barriers to disappear making all consumers
and businesses on earth potential customers and suppliers. It is known for its ability to allow
business to communicate and form a transaction anywhere and anytime.
Digital marketing industry in India is a booming career today. In a country with a rapid growth
economy, it is expected to have a very high significant growth in Digital marketing career.
The growth in digital marketing trends is making a very substantial impact on marketing and
advertisement. The big picture of the Digital Marketing industry in India cannot be complete if the
short preview of the past digital marketing statistics is not made.
Going back to history, International Journal of Advanced Research Foundation reveals the
following in 2016.
http://www.shanlaxjournals.in
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Between 1971 and 1972, The ARPANET is used to arrange a sale between students at the
Stanford Artificial Intelligence Laboratory and the Massachusetts Institute of Technology, the
earliest example of electronics or digital commerce.
1979: Michael Aldrich demonstrates the first online shopping system.
1981: Thomson Holidays UK is the first business-to-business online shopping system to be
installed.
1996: India MART B2B marketplace established in India.
2007: Flipkart was established in India. Every E-marketing or commercial enterprises use
majorly digital means for their marketing purposes.
In 2011, the digital marketing statistics revealed that advertising via the mobile phone and tablets
was 200% lower than that of the following years. During this year, the net worth was $2 billion.
The growth was in a geometric progression as it rose to $6 billion in 2012. The competitive growth
demands for more improvement in the career works and professionals are being added to the field.
From 2013 to March 2015, the investment total increase was 1.5 billion dollars over the preceding
years. There has been an impressive growth up till this present moment.
The report by the International Journal of Advanced Research Foundation revealed that
summarized that India is getting to 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 digital marketing.

Total Media, Digital and Mobile Internet Ad Spending in India (2013-2019)
Today, the digital marketing industry in India is growing at its peak and is still continuous. Many
factors are responsible for this growth. The use of communication tools has greatly changed in the
year past. No one ever thought to have a credible deal online. The below figure indicates the digital
marketing statistics.
The belief was that online information is virtual information full of lies. No one could listen to
any online advertisement not to talk of purchasing groceries, furniture or clothes. The story has
changed. Everything from marketing to sales can be done online. This is due to the trust that has
been restored to online communication in India. This has helped the marketing initiatives. The
revolution is from the communication industries. Low cost of the handset is now available making
it possible for India to have about 600 million internet users which ultimately creates a fascinating
business opportunity to sell to a growing population.
Moreover, the development in the digital marketing industry in India evident in the marketing
shift from anonymity to identity. Interaction on the Internet now looks more physical as opposed
to the anonymity of identity in the past. Also, marketing information’s is moving along in the same
line with entertainment. People of India needed an exciting spirit always. This targets their interest
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in the marketing information. Several factors have been found to contribute to the growth of digital
marketing in India. Before now, internet usage was only meant for the wealthy. There is now a
great change in the lifestyle of the middle class. The Very majority now have access to the internet
in India. Internet and 3G penetration revolutionized the marketing scenario for both consumers and
the marketers. It was discovered that changes in lifestyle and standard of living had increased the
level of consumption, quality and also the pattern of consumption. The quality of use in the urban
centers of India is on a high side. This is because the majority doesn’t have time for shopping.
Apart from struggles to earn money, people want some other things to be done at their convenience.
The following survey from people indicates the size of the Digital Marketing industry in India:
•
34% of the companies already had an integrated digital marketing strategy in 2016
•
72% marketers believe that the traditional model of marketing is no longer sufficient and this
will make the company revenue to be increased by 30% by the end of 2017

In 2017, 80% of businesses will increase their digital marketing budget which may surpass the
IT budget. Only the illiterates could not access the potentials of digital marketing because of the
accessibility to computing devices and computer education. Many of the people in this category
still don’t trust the method of online payment,and they lack training in English Language and other
foreign languages to market online in global markets.
The following are the channels that are playing an active role in the development of the digital
marketing industry in India.
Mobile Marketing
Digital marketing overview reveals that Social media has been playing a supporting role in
marketing. Over the years, it has been noticed that 92% of social media users are from mobile
devices. This enables the size of the digital marketing industries.
According to the research made by the Internet and Mobile Association of India (IAMAI, 2008),
communication has become a real mass communication tools having about 286 million accounts in
2008. The Indian telecommunications market has tremendous growth opportunities and according
to IAMAI is projected to exceed 500 million by 2010. According to TRAI, the numbers of a mobile
subscriber based in India grew to 980.81 million users in the second quarter of 2015.
http://www.shanlaxjournals.in
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Adoption of the mobile device is getting higher day by day. SMS marketing is one of the true
mass market media channels across many demographics before the convergence of mobile internet
and mobile devices.
Video Marketing
Growing need for the visual content has turned video marketing be one of the most appealing
trends of digital marketing in 2017.
Email Marketing

Online marketing
Email marketers of some of the most successful marketing agencies claim a return of $40 for
every dollar they invested. From the digital marketing overview, it was discovered that welltargeted email marketing would be one of the most effective ways of ensuring conversions in 2017.
As shown from the figure below, email is one of the most effective methods for digital marketing
as there is a facility to disburse messages to millions of people at a time.
Conclusion
In India, Digital Marketing started to get visible around 2010. With the entry of e-commerce
players like snap deal & Flip kart, the digital marketing arena started to pick. The industry growth
between 2010 and 2017 has been tremendous. Various figures on the internet about Digital
Marketing in India peg the growth at 25% to 40% on an annual basis coming to what is the future
of Digital marketing in India? Digital Marketing will remain to be a robust growing industry at
least for the next five years. There are a lot of reasons as to why I believe the industry is poised to
grow at a staggering pace.
To begin with, see below a research report from Forester Research. The report which came out
in Feb 2017 shows that India will be the fastest growing online retail country in the Asia Pacific.
Further, it says that India should grow at a staggering 31% per annum the next five years.
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Abstract
The main objective of this paper is to examine the preference of consumers towards
flagship and flanker brands of Hindustan Unilever Limited (HUL) and procter &
Gamble (P&G), and identify the impact of various factors which influence the buying
choices of consumers. Hair care and home care (detergents) product categories
were selected for the purpose of this study. It is found that the flagship brands of
both HUL and P&G command sizeable market shares, and the market shares of the
corresponding flanker brands are considerably lower. It is also found that there
is a significant difference in the preference of consumers towards the flagship and
flanker brands of HUL and P&G on the basis of price, quality and brand image.

Introduction
In general terms, flanker brand or fighter band is a lower-priced
product similar to the main offering, introduced by a company to
target competitors who are endeavoring to under-price the main
product. According to Hyatt (2008) the use of a flanker or fighter
brand is one of the oldest strategies in branding history, and was first
followed to promote cigarettes in the 19th century. This strategy is
often used in difficult economic times.
Ritson (2009) point out that as customers switch to lower-priced
offers due to financial imperatives, manager at mid – tier and
premium brands are confronted with a classic problem: Should they
handle the risk head on and reduce existing prices, knowing that it
will reduce profits and potentially commodify the brand? Or should
they maintain prices, hope for better times to return and meanwhile
lose customers who might never come back? With both choices
often similarly unpalatable, companies often select the third option
of launching a flanker or fighter brand. When the strategy works,
a flanker brand not only defeats a low-priced competitor, but also
opens up a new market. The Celeron microprocessor is an example
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