4 ”~
L&)
SJIF Impact Factor: 6.260| ISI I.F.Value:1.241| Journal DOI: 10.36713/epra2016 ISSN: 2455-7838(Online)
EPRA International Journal of Research and Development (IJRD)

Volume: 5 | Issue: 1 | January 2020 - Peer Reviewed Journal

A STUDY ON IMPACT OF DIGITAL MARKETING AS A
COMPETITIVE ADVANTAGE IN TODAY’S ERA

M.Balaji

MBA saveetha school of management

EA Sindhujaa
MBA Rajalakshmi Engineering college

R. Rajkumar

ABSTRACT
Digital Marketing is that the new sort of selling wherever businessmen and marketers use digital medium and therefore
the net because the supply to focus on the purchasers or audiences for his or her disapproval and advertising. At a high
level, digital selling refers to advertising delivered through digital channels like search engines, websites, social media,
email, and mobile apps. It is a universal platform. The Digital marketing has been evolving over the course of
time then as its demand.

The most vital advantages of digital promoting are reaching the audience to the fullest. Digital promoting works
in pertod of time because it shows the success of every and each maneuver that has been used. the overall evolution of
promoting has given the increase to construct of business development, it’s generally dependent on how the way people
live, the way of business people prefer, the kind of digital technology they use and therefore the manner they sell &
purchase. In the current situation, mobile and laptops are one of the most prominent digital factors that have led to the
Mobile  itself nearly 1/2 all the  net traffic. ~ While the

comparatively new construct, it has started defining the new kind of marketing experience long time back. Everyone is

evolution. is presently driving  the net isn't a

online today. Whether you name banking services, hotel management, Govt services and so on. It is

not simply restricted to e-commerce or websites like platforms.

INTRODUCTION one ought tolearn and goat the side ofthe
Digital Marketing is that the new sort  trend that presently is Digital promoting.

of selling wherever businessmen and marketers use
digital medium and therefore the net because

LITERATURE SURVEY

the supply to focus on the purchasers or audiences for
his or her disapproval and advertising. At a high level,
digital selling refers to advertising delivered through
digital channels like search engines, websites, social
media, email, and mobile apps. It is a universal platform.
The new age digitally
blessed promoting consequently permits you to

attach can every  kind of = audience teams across the
planet. Today’s consumer behavior has helped to break
the boundaries of language, demographics, and
geography. Therefore, whether students or enterpriser,
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A number of research papers and articles provide a
detailed insight on Digital Marketing. The findings from the
literature are presented below:- Digital marketing has been
described simply as ‘achieving marketing objectives
through applying digital technologies’ (Chaffey et al.,
2009).

Digital selling is that the use of technologies to
assist selling activities soas toboost client information by
matching their wants (Chaffey, 2013).

In the developed world, companies have realized
the importance of digital marketing.
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In order for businesses to achieve success they're
going toneed to merge on-line with ancient ways for
meeting the requirements of consumers a lot
of exactly (Parsons, Zeisser, Waitman 1996).

Blogs as a tool for digital selling have with
success created a control for increasing sales revenue,
especially for products where customers can read
reviews and write comments about personal experiences.

For businesses, online reviews have worked really
well as part of their overall strategic marketing strategy
(Zhang, 2013).

Online services toolsara lot of influencing
than ancient ways of communication (Helm, Mbdller,
Mauroner, Conrad, 2013).

Asa part ofstudy, it is proven that users
experience increase in self-esteem and enjoyment when
they adapt to social media which itself is a motivating
sign for businesses and marketing professional (Arnott,
2013).

Web experiences have an effect
on the process of shoppers and enhance their shopping
for call on-line (Cetind, Cristiana, Radulescu, 2012).

Today, monotonous advertising
and selling techniques have given thanks
to digital selling. In addition, it is so powerful that it can
help revive the economy and can create tremendous
opportunities for governments to function in a more
efficient manner (Munshi, 2012).

Firms in Singapore have tested the success of
digital selling tools as being effective and helpful for
achieving results.

(Teo, 2005). More significantly, growth in
digital selling has been because of the speedy advances
in technologies and dynamic market dynamics (Mort,
Sullivan, Drennan, Judy, 2002).

In order for digital selling to deliver result for
businesses, digital content such as accessibility,
navigation and speed are defined as the key
characteristics for marketing (Kanttila, 2004).

Other tried and tested tool for achieving success
through digital selling is that the use of spoken WOM on
social media  and for  creating the location in
style (Trusov, 2009).
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In addition, WOM is linked with creating new
members and increasing traffic on the website which in
return increases the visibility in terms of marketing.
The Internet is the most powerful tool for businesses
(Yannopoulos, 2011).

In this digital era, practitioners must be digitally savvy
and analytically proficient (Grewal, Roggeveen, &
Shankaranaraynan, 2015), requiring a shift in the
knowledge and skills desired by employers (Schlee &
Karns, 2017).

In a recent survey and assessment of nearly 1,000
marketers in U.S. and U.K. companies, only 8% were
able to demonstrate entry-level digital marketing skill,
while more than two thirds recognized their need to
improve digital marketing skills in order to remain
competent in their current roles (O’Brien, 2016).

The report points at the role of universities in
contributing to this skills gap, noting, “Traditional
marketers are struggling to upskill, marketing graduates
have studied a syllabus that doesn’t include digital
techniques, and digital professionals have inconsistent
abilities due to a lack of standardized skills training”.

While some have argued that a university’s marketing
education should be measured on its theoretical
outcomes (Petkus, 2007) or that a professional training
focus should only be considered by some schools
(Schibrowsky, Peltier, & Boyt, 2002), the high demands
for professionally relevant, technical knowledge are
forcing universities to reconsider their approach to
training as an existential matter of relevancy (Schlee &
Harich, 2010) as more corporations like Google and IBM
make headlines for eliminating college degree
requirements for hiring (Glassdoor, 2018).

RESEARCH DESIGN : CONCEPTUAL AND
THEORECTICAL

The motive of the research is to make a selection
among these three classes. The selection will be done on
the basis of the element of suitability for the study.

Exploratory research is used for comprehending
the determined phenomenon initiated by Wiedershim-
Paul and Eriksson (2006). This type of research is
appropriate for a situation where significant traits or the
apt associations are hard to derive.

The researcher keeps records and collected to
describe means. It is the responsibility of the researcher
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to keep records and maintain charts for the collected
information (Wiedersheim-Paul & Eriksson, 20006).
Under this process, the researcher considers descriptive
research as apt for a state where problem is organized
and emphasis is led over the connections among the
relevant source and associations, which is comparatively
low. It is here that the researcher selects levels,
viewpoints, requisites, factors, basics, and above all
monitors records; categorizes, organizes and infers.
Researcher assesses the relevant sources and the links to
keep the intake explanations. For huge concentration
over the connection of some selective aspects followed
by the result oriented phenomena are structured under
exploratory research methodology (Wiedersheim-Paul &
Eriksson, 2006).

The basic objective of the research is to
comprehend consumer buying behaviour as per the new
age marketing and to follow its impact over business
performance.

RESEARCH METHOLOGY - FACTORS
TARGET MARKET

Before one decide to use digital marketing to
attract customers and increase sales, determine if and
how your customers use digital marketing to get
information about products, services or topics related to
your business.

BUDGET

Cost could be a issue despite what sort
of promoting campaign you  are coming up  with.
Businesses with restricted budgets may skip

digital promoting efforts altogether, for worry that it's
out of their budgets.

Low-cost  digital promoting choices embody making a
social media presence, blogging . Options such as setting
up micro sites, pay-per-click ad campaigns and short
message services often require a larger marketing
budget.

TALENT

The information and skill of your team have in
digital promoting influences whether or not or not you
incorporate it into your overall promoting strategy.

Before delving into digital marketing, it's
important to know your options, how to implement
digital marketing ideas and measure their success.

Technology

From servers being all the way down to browser
and code problems inflicting banner advertisements and
websites to not load, common
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technology problems will play a  significant role within
the success of a

digital marketing strategy. If a business experiences
frequent issues with its digital marketing campaigns,
they may be less likely to use digital strategies to
promote their brands.

Beyond technical
difficulties, corporations usually have to be compelled
to invest in instrumentation and services to implement
their digital promoting campaigns.

Numbers behind this trend:

An IBM report we covered earlier this month
concluded that nearly half (47 percent) of “Torchbearer”
CMOs said they were confident in managing today’s
abundance of data.

Just twenty seven personal computer of “Market
Followers” aforesaid identical.

Further, the expansion of marketing tools has
created a need for talented data analysts as companies
plan to use more digital channels in the near future.

Action content marketers ought to take:
these trends in person

Take

DATA MANAGEMENT

Successful content marketers dig into as much
data as possible to analyze what’s working (and what
isn’t) and better understand their target audience. If your
company or team has recently invested in new
technology, take it upon yourself to get comfortable with
it.

Doing therefore can enhance the standard of your
work and show higher management that you’re able
to be a “torch bearing” content merchandiser.

ADAPTING TO THE TECHNOLOGICAL
SHIFT

Digital promoting and innovation go connected at
the hip.Give us a chance to think about the case of radio.
At the point when radio was new to the world, the
promotions were played on it in this way motivating less
demanding to contact mass group of onlookers. Next in
the pipeline was TV. At the point when TV was created,
the advertisements could be envisioned and heard as
well. The client began getting a clearer image of the item
and administrations. Afterward, when the web came into
the picture, it helped clients to learn different highlights
of the item too. It very well may be seen that, as the
innovation changed, the advertiser needed to receive to
the new advancements to achieve the clients.
At first, it sets aside the opportunity to embrace the
evolving innovation, yet then it turns out to be
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exceptionally productive to receive them however step
by step. As per the U.S. Authority of Labor Statistics, an
extra 18,200 computerized advertising occupations will
be added to the U.S. economy by 2024.
As the outside condition transforms, one needs to
redesign the assets as well.

This is to be done to adapt up to the outer
changes.

KNOWLEDGE UPGRADATION

At the point when the new advances come into the
market, the group must be prepared with the goal that
they end up mindful of the outside market situation and
can likewise roll out required improvements in the
progressing systems.
Not just the organizations need to give preparing to their
workers yet additionally, it's the post of the
organizations that the representative is sufficiently
shrewd to redesign himself to predictable changes in the
innovation. These days, one can go for web-based
instructional meetings too which are inside the very
reach of the student.
Advanced advertiser have to be compelled to be addicted
to redesigning his insight from time to time.

PERIODIC TEAM ASSESMENT

Group evaluation is should know whether the
group is going the correct way and furthermore to know
the adequacy of pieces of training gave. It's great to have
the benchmark set before the preparation with the goal
that it turns out to be anything but difficult to assess.
These pieces of training are an astounding choice for
associations tested with the undertaking of drawing in
clients in a complex advanced

FOCUS ON RETURN ON INVESTMENT
(ROI)

ROI may be a important and inevitable parameter for
any advertiser.

A definitive execution of any advertiser is
measured by the arrival/income produced from the
promoting efforts be it disconnected or online battles.
For an advanced advertiser, it's extremely fundamental
to do the media arranging with the skill and learning he
formed into this field and after that begin with the online
crusades. This methodology would assist him in
analyzing the execution of each computerized
showcasing channel like SEO, SEM, internet-based life,
email, and so forth, by assessing the ROI produced by
the individual battle.
These are a portion of the components which through
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and through would be a fruitful digital marketer.
However, there are more factors, these essential ones are
the base required for assuming a fundamental job in the
achievement life of a digital marketer.

The Internet is the most powerful tool for businesses
(Yannopoulos, 2011). Marketing managers who fail to
utilize the importance of the Internet in their business
marketing strategy will be at disadvantage because the
Internet is changing the brand, pricing, distribution and
promotion strategy.

3. Rationale for the

The Internet is the most powerful tool for businesses
(Yannopoulos, 2011). Marketing managers who fail to
utilize the importance of the Internet in their business
marketing strategy will be at disadvantage because the
Internet is changing the brand, pricing, distribution and
promotion strategy.

3. Rationale for the

The Internet is the most powerful tool for businesses
(Yannopoulos, 2011). Marketing managers who fail to
utilize the importance of the Internet in their business
marketing strategy will be at disadvantage because the
Internet is changing the brand, pricing, distribution and
promotion strategy.

3. Rationale for the

Blogs as a tool for digital marketing have successfully
created an impact for increasing sales revenue, especially
for products where customers can read reviews and
write  comments about personal experiences.  For
businesses, online reviews have worked really well as
part of their overall strategic marketing strategy (Zhang,
2013)Blogs as a tool for digital marketing have
successfully created an impact for increasing sales
revenue, especially for products where customers can
read reviews and write comments aboutpersonal
experiences. For businesses, online reviews have worked
really well as part of their

overall strategic marketing strategy (Zhang, 20

FINDINGS

= Increase website visibility through Search
Engine Optimization (SEO) techniques

= Drive qualified traffic to website through Pay-
Per-Click (PPC) advertising

= Execute digital display campaigns

= (Capture, segment and manage subscribers to
plan and execute a successful email

=  Marketing campaign
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= Use suitable social media channels to grow and
engage an audience

* Measure and optimize social media campaigns

= Leverage mobile marketing for its micro-
targeting advantages

* Analyze and optimize overall digital marketing

activity
= Create a formal digital marketing plan for
business
CONCLUSION

The analysis and follow of
digital promoting is rising with the
technology.

The advancement in  technology  fosters
multifaceted opportunities and at the same time poses
unprecedented challenges for the marketers. Marketers
make use of Digital Portfolio as a platform to promote a
professional brand by defining the product in a manner
that adds credibility. Research highlights that B2B
buyers dislike cold emails and calls, hence, Digital
marketing allows enough provisions for finding the right
people through its streamlined search engine and
connections.

The strong visibility of the organization or the
brand through digital marketing allows the consumers to
develop perceived knowledge about the brand. By the
spread of word of mouth and getting recommendations
from their connections assist the users in making active
decisions about purchasing.

advancement of
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