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CHAPTER -1

INTRODUCTION

Digital marketing is the promotion of your business, organization or brand using channels such as the

ernet. mobile devices, television and radio in addition to using creative online advertising, video, podcasts

other such methods to communicate your message. Internet marketing in particular plays a huge part in any

ital marketing strategy and s becoming the core of many organizations overall marketing strategies,

icularly with regard to social media and viral marketing.

Digital marketing ecosystem is not only concerned with internet marketing and social media marketing,

ntroduction we discussed that peoples have a belief that internet or social media marketing are same but not

1e. be clear from beginning itself. Digital marketing ecosystem consists of internet marketing and social

dia marketing. They are just a channel for communication. digital ecosystem consists of integrating channels

d integrating services.

Digital Ecosystem

Search Engine

Search engine optimization (SEQ) is the

art of getting a website to work better with search engines (like
ogle. Bing & Yahoo).

and to look for achievable, profitable, ranking opportunities through keyword research.

S a quest for increased visibility in scarch engines via relevant copy, quality links, domain trust. socia

ularity and search engine connectivity.

Search engine marketing

Search engine marketing (51:M) is a broader term than SEO, and is used 1o encompass different option
ilable 10 use 4 ge

rch engine’s technology, including paid ads, SEM is often used to describe

submitting and positioning a website within search cngines. It includes things such as searc

acts associate
\ rescarching,
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. e have high affinity towards digital
Rrands want to build their presence over digital platform, becausc customers have high affinity towar@s #e
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—odia than other media’s. More than that customers arc highly information seckers and digital media 15 the only

tform for two way communication between brands and customers.

ieital media is the best platform 10 convert a product 10 a brand. Because it is more cost effective and it

o ide lot of touch points to marketer. Brands can able to engage their target group in an cffective way through

4izitz] platforms. Digital media is not only for engagement, brands can increase their customers or they can

~1in their existing customers. Digital platforms help to increase the impact of brand recall in target groups.

The research focused on the consumer buying behaviors shows that, Indian consumers are highly information

cecker and they will do rescarch about a product before going to a retail shop. So brands want to give platforms

1, consumers to understand their product or to get a really feel of that brand

and also to plan for futurc strategies.

[ conclude my research by quoting agam that “Brands can’t sustain without digital presence™



