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P r e f a c e
The book ‘Basics of E-Marketing: As Per Indian Perspective” has been written as

per the syllabus of most of Indian Universities. The book covers all theoretical

explanations and management functionalities of E-Marketing Management. A special

care is taken to prepare this manuscript error free. All the chapters provide in-depth

understanding of all the contents. Main feature of this book is that it covers all the

contemporary aspects of India in its way of explanation. Each chapter is ended with key

takeaways, review questions, keywords and case studies. Chapter 1 provides the brief

overview of E-Marketing system with the necessities of infrastructure. Chapter 2

compares conventional marketing (traditional marketing) with E-Marketing options.

Chapter 3 talks about how the Internet is useful as a marketing tool. Chapter 4 explains

about the Indian e-tailing system. Chapter 5, Chapter 6 and Chapter 7 describes on

e-mail marketing, online advertising and search engine marketing methodologies.

Chapter 8 depicts about the role of social media and content marketing to acknowledge

consumers. Chapter 9 describes the Web 2.0 technologies. Chapter 10 defines how to set

the electronic marketing strategies to gain success. Chapter 11 provides details about

privacy and safety considerations for the Internet transactions. Chapter 12 mentions for

designing and developing website for E-Marketing activities. Last Chapter 13 predicts

about the marketing positioning of India in the era of Information. Language of this book

is kept very lucid with good number of examples. Each of the topics is prolific with good

number of charts, illustrations and exhibits. All these special features provide freedom to

all readers to read any chapter without prerequisites of any base.

We hope that the book will be helpful to both teachers and students.

Comments are welcome to improve the contents. Feel free to contact us.
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Key Features of this Book

 This book is written by keeping Indian market scenario in mind.

 This book provides all the contemporary aspects with the finest understanding.

 This book covers all the recent case studies analysis, research studies and surveys.

 This book provides all the latest facts and findings.

 There is no requisite to read this book.

 Reader can start reading from any one of the chapter.

 It provides in-depth understanding in a lucid language.
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1. Introduction
Internet increasingly has integrated into people’s everyday life. The amount of time that Indian

Internet users devote to surfing the Net continues to increase. The Internet has become a key platform
for communication, information, and entertainment in Indian peoples of all ages, incomes, education
levels and occupations, such that it represents an ordinary, typical tool of everyday life. Among the
BRIC nations, India has been the fastest growing market adding over 18 million Internet users and
growing at an annual rate of 41 per cent. Hence Indian Marketers need an effective strategy to satisfy
shoppers and compete in today’s competitive market. A complete 360-degree view of every customer
is needed to deliver personalised service, build customer loyalty and increase revenue. One needs to
track and segment customers to deliver personalised marketing at physical points of sale or over a
desktop, Smart phone, tablet or call centres. Examples of web marketing include contextual ads on
search engine results pages, banner ads, blogs, rich media ads, social network advertising, online
classified advertising etc.

According to a report jointly published by the Internet and Mobile Association of India and
IMRB International, the online advertising market is expected to reach ` 2,938 crore by March 2014
in the country. The online advertising market, comprising search, display, mobile, social media, email
and video advertising, has grown by 29 per cent year-on-year to ` 2,260 crore by March, 2013. The
online advertising market on an average has expected to grow by 40 per cent annually in four years to
2013-14. Search and display advertising forms a large portion of the overall pie in 2011-2012. Their
percentage share has, however, declined somewhat in 2012-2013, owing to the rise in the mobile,
social media and video advertising.

Chapter 1
An Overview of E-Marketing

(1)
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Spends on mobile advertising have doubled from ` 115 crore in 2011-12 to ` 230 crore in 2012-13,
primary reasons being the proliferation of mobile phones in India. Advertisements on mobile phones
and tablets grew from a 7 per cent share in FY 2011-2012 to 10 per cent of the Indian online ad market
in FY 2012-13, totalling to spend of around ` 230 crore.

Social media, email and video advertising constitute 13 per cent (` 300 crore), 3 per cent (` 68
crore) and 7 per cent (` 150 crore) of the online advertising market respectively.

2. Definition of E-Marketing
Welcome to the world of pure digitalisation of selling and purchasing whatever you love. It is

all about virtual platform to be called eMarket where all types of businesses can meet their global
consumers. Businesses are just a mouse click away from consumers. This is an era of true
globalisation and liberalisation which converts world into a small village. E-Marketing is a
contemporary approach to service consumers. Consumers can purchase at their convenience by surfing
online sources.

Internet drives the market in a true sense. There is no way to stay in isolation from web by
anyone. Local businesses transformed into global through World Wide Web technologies. eBay,
flipkart, OLX, quicker are live instances of their huge success in providing excellent services to their
consumers in a particular segment. Online business remains open for 24 x 7 and 365 days a year in
every corners of the world. Online business is globally visible to every eyeball. E-Marketing becomes
a vital ingredient to all businesses to survive into cut throat competitive environment. E-Marketing
provides a competitive edge over your business rivalry. E-Marketing should be supported by sound
web strategies includes consumer online safety, product delivery cycle, technological updating, price
transparency, social marketing, SEO, web crafting and designing etc.

“A virtual electronic place (market) where consumers accomplish commercial transactions at
their convenience by minimising several cost and physical stress”.

OR

“Digitalisation of consumer transactions using electronic media such as the websites, email,
wireless (Wi-Fi, Wi-Max) technologies”.

OR

“Trading of goods and services online”.

E-Marketing is also known as internet marketing, web marketing, online marketing and digital
marketing. E-Marketing utilises internet platforms for buying and selling services. E-Marketing
opportunities are available into following business models.

B2B: Business transaction in between two different organisations.

B2C: Business transaction in between an organisation and consumers.

C2C: Business transaction in between consumers through intermediate.

C2B: Business transaction in between consumers and business.

Internet Marketing is any means you use to market your business online. How to market to
people has radically changed over the last few years and it can be very confusing to businesses.
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Social media in particular is an area that has radically changed how you market your business.
Consumers are much smarter and are not as interested in messages being broadcast to them and are
therefore engaging more with social networks. Through these they are finding out what products to
buy, services to use, and so on, based on trusted recommendations from their friends and family. It is
estimated that 78% of the time if you read a recommendation from friends online you trust that
recommendation but what’s more interesting is that if you read that recommendation from someone
you don’t know you still trust it 60% of the time.

2.1 Inbound Versus Outbound Marketing: Outbound marketing was typically the traditional
approach to market your business and this was known as interruption based marketing. This is where
you broadcast your message through advertising and other mediums and try to grab the attention of the
user. When consumers are bombarded with on average 3,000 messages a day you can understand why
this form of marketing is becoming increasingly difficult. It certainly still works in some cases
(for example, it can be very effective with Google advertising) but there are now other ways that can
be more effective.

Inbound marketing is where you provide something of value that attracts your customer to come
to you. When you attract that customer you try to build a relationship. After you build the relationship
you develop trust and this then allows you to sell your product or service to them. This form of
marketing although difficult to grasp is becoming increasingly effective.

A permission based approach such as this can also produce much better results because:

 When you build a relationship within any client online or offline your chances of a sale
increase significantly. When you go into a sales meeting and fail to build rapport with the
potential customer it is difficult to get the sale. Online is now becoming very similar.

 It’s generally more cost effective. It does involve more of your time but there is less
expense.

 Performance/return is relatively easy to track so you can adjust to get better results.

3. Different Ways to Market Your Business Online
This guide gives an overview of the

different means to market your business
online. It’s not a case of using everything in
this guide for your business as you don’t
have an endless amount of time and budget
but this guide will help you to identify the
areas that can be effective for your business.

The diagram gives an overview of the
type of areas we are talking about. Before
deciding which methods of online
marketing tools you are going to use, you
need to allocate time for the following:
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 Research – The initial research is to figure out what other people are doing and what is
working or not working. You will not necessarily copy other people but you may take some
guidance when coming up with your unique plan.

 Strategy – You need to define a clear effective strategy. It’s very easy to waste time and
money on internet marketing, a clear strategy will help with this. How are you going to
attract potential customers, how are you going to engage them, how are you going to keep
in touch with them and how are you going to convert them.

 Branding – Branding is becoming increasingly important in the online world. What
message are you giving out online? Are you an approachable company? Is your information
clear and compelling? What’s unique about your offering? Branding consistency is
extremely important in how you communicate, what you communicate and how it looks.
For example, always ensure the tools you use online to communicate with your customers
have the same look and feel as your website wherever possible.

 Content – You need to have a clear content strategy. What content are you going to provide
that will add value, what will be of interest to potential customers.

The following gives a breakdown of the key forms of Internet Marketing as outlined above.

Table 1.1: Key Forms of Internet Marketing

Type Explanation
Search Engine
Optimisation
(SEO)

This is a process used to optimise your website so that it appears more in Google
searches.

Social media Social media marketing is marketing yourself through conversation and
engagement with your potential customers. For example, using Facebook, Twitter,
LinkedIn, and so on.

E-mail
marketing

E-mail marketing is marketing yourself through delivery of e-mails to current and
potential clients. This could be in the form of signatures on e-mails (showing your
Facebook address etc.), newsletters, mailing lists and much more.

Online
Advertising

There are many forms of online advertising. Although advertising through the likes
of newspapers is not that effective, targeted advertising online can be very
effective. For example, if you are searching to buy a Canon camera and the ad is
directly relevant to this then you don’t view this as a bad thing. The advertisement
is directly related to what you are looking for.

Affiliate
marketing

Affiliate marketing is where you get third party companies to promote your
company with a commission paid for a lead or sale.

Website Your website is key internet marketing tool used to promote your business online.

Online PR PR Can be a very effective tool for promoting your business and there are many
ways of doing this online.

3.1 Search Engine Optimisation: Search engines such as Google and Bing (Microsoft’s competing
search engine to Google) index content and try to display the most relevant information to users when
they perform a search. The search engine optimisation process is about ensuring that the search
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engines give priority to your web pages over other competing pages and there are many techniques for
doing this.

For more in-depth information on Search Engine Optimisation and how to apply it to your
website, see the “Search Engine Optimisation (SEO)” training guide which is part of this series of
guides.

On Page Optimisation: On page optimisation is the process of optimising the content within
the web page to ensure that Google indexes it according to how you want to be indexed. Google goes
through your page to see what you have outlined what this page is about and then it goes through all
the content to figure out if it agrees with this. It’s important for Google to index content in a way that
makes the most sense.

For example, if you had a restaurant in Dublin and you wanted it to appear high on rankings
within Google when someone typed in ‘restaurant dublin’ then you would optimise at least one page
on these keywords. This means the name of the optimised page would contain the words ‘restaurant
dublin’, the title of the post could include this and any details displayed could display information
related to restaurants around Dublin.

Off Page Optimisation: When somebody links to your website, that is like someone giving you
a vote for an election. The more relevant votes you get the better. So Google checks to see who is
linking to you and what words they are using to link to you. You need to get important web pages to
link to you using the keywords you want to get indexed on. It is much better to get 10 links from 10
important and relevant websites (e.g. getting a link from Failte Ireland would be an important and
relevant link) rather than links from 1,000 poor quality sites.

3.2 Social Media: Social media is very simple. It’s really about people networking online and how
you communicate with people online. People are networking online with a range of different tools
such as LinkedIn, Facebook, and Twitter. As people spend more time on social networks they are
starting to recommend products and services, share out information on their holidays, trips, products
purchased and much more. There are many ways of taking advantage of this and generating sales.

For more detailed information on Social Media and the many tools you can use, see the range of
social media training guides that are part of this series of guides. A full list can be found in the section
“Related Guides in the Series” at the end of this guide.

Twitter: Twitter is the answer to the question ‘what are you doing now’. It allows you to create
a text like message of up to 140 characters through a PC or on your phone and send it to your
followers.

It’s a mix of business and social. You could be at home communicating what you are doing or
in work.

It can be a very useful tool to market your message to a lot of people at the same time very
quickly. It can also be used to find out if people are actively looking for your services. For example,
recently I searched for ‘recommend restaurant dublin’ and within 1 hour of me submitting this
somebody was looking for a restaurant in Dublin. So it can be very useful, however, until you master
the tool it can be very time consuming to use.

LinkedIn: LinkedIn is a business networking tool with over 150 million users worldwide and
over 66% of them are considered influencers or decision makers. You create your personal profile
(similar to a CV) on the site and then network with other people. One big advantage with LinkedIn is
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that when you connect with someone through the site they become part of your network and you are
made aware of who is in their network. This can be a very powerful way of getting warm leads.

Facebook: Facebook is a social network with over 800 million users and is ideal for companies
in the tourism industry to promote their business. You can create a personal profile to connect with
your friends and a business page to connect with your customers. By marketing through your business
page you can communicate directly to your fans of that page.

Google+: Google+ is a business social network developed by Google. It’s relatively new but
it’s growing quite fast. You can have a personal and a business profile similar to Facebook but at the
moment it’s more suitable for business networking.

Blogging: A blog is basically a set of online articles normally displayed through your website.
When you write an article you want people to read this content and share it out. If this doesn’t happen
it can still be very advantageous to keep a blog because it gives Google extra pages to index.

Every time you create a new post that’s fresh content for Google to index so it really likes blogs.

Social Bookmarking: A bookmark is a way of keeping track of sites you went to before that
you might want to go back to. Social bookmarking allows you to share out the information on the sites
you have bookmarked to your friends and of course they can do the same.

Podcasting: A podcast is a series of files, in either an audio and/or video format that can be
downloaded and listened to or viewed at a later stage. For example, a radio station could produce a
podcast of a show they run so that people that missed the show can come to their website and
download it to listen to it at their leisure.

Video: There are many online video sites that can be used to market your business. Video can
be a very effective tool and as Google really likes video it is more likely to appear in search results.
YouTube is the biggest video sharing site and is also one of the biggest search engines as so many
people search for content through YouTube.

Alerting Applications: There are applications available on the web that allow you to monitor
what people are saying on the internet about your product, service or even your competitors. It’s
important to ‘Listen’ to these conversations and join in if it’s useful. For example, Google have a free
alerting application called Google Alerts (www.google.ie/alerts). With this application you can enter
in what you want to be alerted about and each day Google will e-mail you with details of where on the
Internet somebody mentioned these phrases. For example, if you want to be alerted if your hotel name
was mentioned on the Internet you could create an alert for the hotel name. When your name is
mentioned Google will send you an e-mail with a link to a web page to where your hotel name was
mentioned.

3.3 E-Mail Marketing: Although there is a lot of talk about social media, e-mail is still the primary
form of online communication for a lot of people. This may change in years to come as social media
becomes more important but at the moment e-mail marketing is still quite effective at keeping in touch.

For items such as newsletters there are many cost effective tools available that will help manage
this process and most of these tools will allow you to customise the look of the newsletter so that it is
consistent with your brand. For example, MailChimp allows you to fully customise the look and feel
of the newsletter. It also lets you monitor statistics such as who is opening your newsletter, who
deleted it, who clicked on a link and went to your website.



An Overview of E-Marketing 7

This is extremely important information to monitor as you want to continuously tweak your
newsletter to make it more effective. If you find that people are more engaged with any particular type
of information you provide then provide a lot more of it.

Your newsletters should have the following characteristics:

 Branding consistency – Make sure it follows your branding guidelines.
 Clear call to action – When you send out a newsletter you want people to take action. For

example, if you have any special deal make sure you have a clearly visible way of a
potential customer availing of this offer (e.g. Book Now!).

 Clean design – They say that people make a judgment on design in less than 1/20th of a
second. If your newsletter doesn’t look professional you are facing a real uphill battle.

 Relevant, short, interesting – Be considerate of the time pressures that people are under.
Keep the information relevant and short with very interesting catchy titles. If they want to
read more information, give them the option but don’t provide too much content upfront.
They don’t have time to read everything so they will skim through the content and pick out
what is relevant to them. How many people read your entire newsletter? Very, very few.

 Regular – People like consistency to what you do, so if you decide that you are going to
send a newsletter every month make sure you deliver it every month like clockwork.

Do not automatically subscribe anybody to a newsletter. This should be an ‘Opt-In’ process
where people decide they want to see your content and opt-in to receive it. It is just annoying for a
person to be put on a newsletter they didn’t subscribe to and if they consider this as spam (unwanted
online communication) they can report you.

There are other forms of e-mail communication such as people just signing up to a mailing list,
however, the guidelines for a newsletter still apply.

For more in-depth information on Email Marketing and the many tools and techniques you can
use in an effective email marketing campaign, see the “Email Marketing” training guide which is part
of this series of guides.

3.4 Online Advertising: Although permission based marketing (e.g. social media) is growing and
advertisements are not as appealing as they were, targeted online advertising can still be very effective.
The following gives an outline of some of the most popular ways of advertising your products online.

Google Adwords: When you do a search on Google you generally see advertisements to the
right hand side of the search and sponsored advertisements across the top.
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Companies are paying for these advertisements based on a cost per click or cost per impression basis.

 Cost per click — this means that you pay when somebody clicks on the advertisement but
you don’t pay for it to be displayed.

 Cost per impression — this means you pay an amount every time the advertisement is
displayed 1,000 times irrespective of whether someone clicks on the advertisement or not.

When you create an advertisement you decide when the advertisement will appear and this is
based on matching up with keywords that people use for searching. So if you sell boating tours on the
Shannon you might want your advertisement to appear when somebody searches ‘boating tour
shannon’. The price of this advertisement is based on an auction so it is more expensive if there are a
lot of companies that are also interested in these keywords and want advertisements based on this.

There are many other factors that Google also take into account when pricing the advertisement.
For example, it assigns a quality score to your advertisement. If your quality score is high then your
advertisement cost could be lower compared to another competitors with a similar ad with a lower
quality score. The quality score is calculated using a variety of factors and probably the most
important is the click through rate. If your ad is displayed and nobody clicks on it then your click
through rate is 0%. Google now thinks your ad is not relevant so penalises you for this.

Your advertisement can be displayed on Google searches but it can also be displayed on partner
websites that work with Google. This is known as the content network.

For more in-depth information on using Google Adwords, see the “Using Google Adwords”
training guide which is part of this series of guides.

Banner Advertisements: A banner advertisement is an advertisement that appears on the
website that is clickable. When you click on the advertisement you are brought to the website for the
company that is paying for the advertisement. Here is an example of a banner advertisement on the
RTE website.

Typically the banner advertisement would be graphical and you pay on a pay per click or pay
per impression basis.
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Facebook Advertising: In Facebook you can run targeted advertising based on a cost per click
or cost per impression basis. The big advantage with Facebook is that you can target in on exactly who
you want to see the advertisements. For example, if you ran an adventure centre and the typical profile
of a customer is a male between 30 and 45 that live in Dublin you could just advertise to them. When
they login to Facebook they see these advertisements on the right hand part of the screen.

3.5 Affiliate Marketing: Affiliate marketing is where you use other websites to help drive traffic to
your website. The source of the traffic is called the affiliate. The affiliate then gets payment for driving
this traffic depending on the result. For example, the affiliate may only get paid if they drive traffic to
your website and this ends up in a sale.

There are many forms of affiliate marketing and sometimes these cross over with other forms of
advertising. Here are some examples:

 You write a blog post about a hotel you stayed in and the link to the hotel is an affiliate link.
So if you go to the hotel and book a room then the source of this traffic will get paid an
amount.

 You send an e-mail newsletter and include an affiliate link in this content.

3.6 Website: Your website is a key internet marketing tool where you can promote your business
and sell your products and services. When you do all your work with other forms of online promotion
and drive traffic back to your website you want to convert this traffic. If this is not a sale then at a
minimum you need to capture their details so that you can continue to market to them.

So the design of your website is very important. You want it to look professional to follow all
the appropriate usability guidelines and you want it to produce business. A key term on a website is a
“call to action” and this is what you want the visitor to do. For example ‘Book Now’ is a call to action
to make a booking. If they are not ready to book now maybe you’ll provide another call to action to
sign up to a newsletter or become a fan on Facebook. At least then you’ll have another opportunity to
market to them.

There are many websites out there that are just brochure websites. They tell us how good the
company is and all the great services they provide but that is not enough anymore. You need to
provide some value to people arriving at your site. Think about what information you can provide that
will help them make a decision about booking a room at your hotel, a table at your restaurant, or an
activity at your adventure centre. Don’t think about how you can promote your business. If they are
booking a hotel let them know what other people have said about the hotel, let them know all the
facilities nearby and provide them with a video where they really get a feel for what the place is like.
Recommendations from other people are extremely important online.

For more information on how to get the most out of your website through the use of an effective
layout and design, calls to action, and many more, see the training guide “Getting the Most from Your
Website” which is part of this series of guides.

3.7 Online PR: PR is a very effective tool for promoting your business and there are many ways of
achieving this. The following gives some examples:

 Irishpressreleases.com – This is a site that the press monitor for any Irish press releases so if
you’ve got something interesting to say, say it here!

 Guest Blog Post – Instead of you writing a blog post (article online) on your own website,
why not find another popular blog that is related to your business and write a post for them.
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That is good PR for you and you can also provide a link back to your website that helps
with your rankings on the search engines.

 Article writing – There are many sites online that allow you to write articles and these
articles are read and distributed by many people.

3.8 Other Forms of Internet Marketing: Internet Marketing contains a lot of different areas and it
is continuously changing. The following are some newer forms of internet marketing you may come
across.

Location Based Check-ins: There are many sites (e.g. Foursquare, Facebook places) that are
providing the ability for people to check in to any location they are. When they check in they see who
else is checked in, what there is to do in an area, and much more.

Mobile Marketing: The mobile device has become increasingly popular over the last few years
and with a mobile being with you 24 hours a day 7 days a week it’s not something to ignore. There are
lots of new and innovative ways of using the mobile to promote your products and services. For
example:

 Mobile Applications – You can then develop mobile specific applications (e.g. iPhone
Applications) that can run on the mobile and can be used to promote your service. For
example if you run a hotel in Kerry maybe you’ll have an application for tourists which
shows you where to go and what do to.

 Mobile website – Your website can be a very effective marketing tool but does it work on
the mobile device? Make sure it does!

 Mobile location based services – Increasingly people will use their mobile device to see
what’s going on in the area, what activities are running today etc. It will be important to be
part of this conversation.

4. Evaluation of E-Marketing
Marketing is a common widely used term which includes all those activities which are related

with selling and buying activities. Since long back
the day when human first started trading whenever
it was that they first traded, marketing was there.
Marketing was the stories they used to convince
other human to trade. Humans have come a long
way since then and marketing has too.
E-Marketing is the process of marketing a brand
using the internet technologies. E-Marketing uses
Internet technology to connect businesses to their
customers.

But, the methods of marketing have revolved
and improvised and we have become a lot more
effective for marketing messages out there.
Information travelling and communication among
people has become very fast and easy with the
induction of internet. E-Marketing has made it
necessary for every type of business small or big,Illustration 1: Online Cloud
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private or public, domestic or multinational to change their ways of transacting business portfolio.
E-Marketing is the product of the blend of modern information as well as communication technology
and the age old marketing concepts that humans have always applied. In a simple manner,
E-Marketing or electronic marketing refers to the application of marketing concepts and rules via
electronic media and more specifically the Internet. Today’s world is with full of WebApps in online
could shown in illustration 1.

An E-Marketing facility serves many new golden opportunities to market out several types of
goods and services of various industries. Local businesses can be easily converted into global by just
developing and hosting website into the web servers. Any business can pick up an appropriate
E-Marketing business model from the list of B2B, B2C, and C2C etc.

The Internet has brought media to a global addressee. The interactive nature of E-Marketing in
terms of providing speedy responses and eliciting responses are the unique qualities of the medium.
E-Marketing has widen scope because it not only refers to marketing through the Internet, but also
includes marketing done via blog, social online web portals, e-mail and wireless media. Businesses
can transfer emails/newsletters to their targeted consumers to make them aware about their existing or
new products. Marketing through emails is known as email permission marketing. E-Marketing also
refers to the appointment of media at different stages of the consumer involvement cycle by search
engine marketing (SEM), search engine optimisation (SEO), banner advertisements on specific
websites, and Web 2.0 strategies. Businesses can register their web address (a.k.a. IP address or URL
– Uniform Resource Locator) with search engines/meta search engines and can easily attract
consumers towards themselves by showing their URL’s hyperlink(s) at upward side in the list of
search pages of a search engines like yahoo.com, ask.com, bing.com, hotmail.com etc.

E-Marketing is a business essential because the Internet is an immutable and inescapable trend
of society. Even if you have a conventional “brick-and-mortar” business, you'll lose valuable
consumers without an online presence. People regularly searches for items with their computers in lieu
of the yellow pages. If your business does not exist on the Web, consumers will probably choose
alternative option with whom to do business.

Any organisation can show their web advertisements and can appeal their excellence into good
numbers of highly popular websites like google.com, yahoo.com, AOL.com, hotmail.com,
facebook.com, twitter.com etc. Publicity in the telephone directory, magazine or a newspaper is
costlier than online publicity and advertising. Publicity through social web media, email, blog, online
directory is almost free, and you can generate links directing consumers to your website for more
information. And because you can make obtainable and provide consumers with a wealth of
information, they no longer have to pick up the phone to have their questions answered.

Business can own a website for their web presence. Website designing, developing and hosting
into a server is not a gigantic task which cannot be done. The first thing to do is to develop a good
website and registering a suitable domain name. The name of your business is usually a good place to
start, because it can help to build your brand and will be easy for consumers to remember. If that's not
obtainable, you may have to settle for additional name. Before you commit, give your domain name
serious consideration; the name you choose will be your business's online identity for years to come.

Once you choose your domain name, you’ll need to give a professional touch to your website.
You can use readily available templates, hire a Web designer to develop your website, or use software
to design it professionally.
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The thorny and complicated part is to mount above the crowd and discriminate yourself from
your rivalry. This is where a well thought out E-Marketing plan can help. Here are the key
components of any good online marketing plan:

 Registering your website with search engines and directories
 Search engine optimisation of your website for search engines
 Sponsoring search engine keywords
 Execution of online market research
 Sending email newsletters
 Buying online advertisements
 Creating online presence through online social media like facebook, twitter etc.

5. Status of E-Marketing in India
India is among the top three fastest growing Internet markets in the world after China and the

United States. With increase in demand for information, access to knowledge, data acquisition and
transaction reaching out on business levels, Websites and commercial portals help and equip
traditional means and techniques of media, (print, radio, cinema, television, exhibitions and events etc.)
in marketing of products and services. E-Marketing in India has seen unprecedented growth in recent
years as an efficient distribution channel to reach out to the consumers, offering a unique value
generating proposition for all stakeholders. With focus shifting from computers to other devices like
tablets, I Pads and smart phones it becomes important to understand the current status and
development of Indian online marketing communications for local businesses. This book introduces
two primary aspects: media types and subject placement. It also continues to explain major issues in
Internet marketing and how an effective Internet marketing strategy led to a local business success. A
finding of research studies also brings out how success of business is related to online visibility of the
company. Data was collected from Internet users among students, business owners, retailers and
advertisers in India. A purposive sample was recruited which is considered a representative of the
population. The large number of Internet population of this country also gives this research a greater
generalisability and acceptance.

India has come out of immaturity level of E-Marketing and progressing quickly but still it is far
behind the developed countries like U.S.A, Canada and U.K. There are many factors which have
impacts on condition of E-Marketing in India. A greater part of the Indian population lives in rural
territories where the literacy rate is to small and the infrastructure required for E-Marketing is
inadequate and lacking in many terms. The instances of cyber crimes are rising at rapid rate in the area
of E-Marketing. In the absence of sufficient legal protection and talent, people hesitate to indulge in
online marketing. The cultural scenario of India is entirely diverse from those countries where
E-Marketing has become common as well as frequent practice. India is multilingual and multicultural
nation. Around two dozen languages are spoken in India. The multilingual characteristic of India
hinders the growth of E-Marketing. High initial investment in setting of infrastructures of E-Marketing
also counts towards the progress of E-Marketing. However, in the light of advancement of technology
the factors discussed above are diluting and it is expected that India will soon catch up with the
advanced countries on this front.
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6. How E-Marketing Works
Market turmoil makes understanding strategic movements very complex. Practicing managers,

consultants, investors, and students all face the troubles associated with analysing a dynamic market
movement. For the manager, market volatility makes it more difficult to see the forest from the trees.
As the environment changes, managers need to ask the following questions.

 Are we investing in the right business opportunities?
 Are these opportunities ever going to be profitable?
 Are we using the right business model to attack these opportunities?

In today’s environment, more than ever, managers of old-economy companies need the right
tool to support and to improve their effectiveness when making major strategic moves, allocating
scarce resources, and managing risk. Why? Because the large old economy companies from consumer
products to industrial manufacturing have begun to see relatively small pieces of their markets taken
away be new, web enabled firms. As a result, those companies are waking up to the e-business threat
and have started to push toward more efficient digital strategies based on optimising the customer’s
experiences, integrating their value chains, and accelerating information flow.

As the focus shifts from physical assets to digital assets, managers should monitor
macroeconomic and customer trends to trigger new e-business structural design. The resulting new
business models, in turn, are the genesis for the next generation of corporate strategic planning.
However, many companies still don’t take the digital world seriously.

Clearly, we are in the early stages of a revolution that is changing the business landscape. As
with any revolution, there will be moments of extreme optimism. When the potential reveals itself;
there will also be moments of extreme pessimism, when skepticism rules, however, one thing is
certain: e-Business is creating new opportunities for companies willing to adapt. For other companies,
this same revolution represents a destabilising threat to the status quo of business as usual. When all is
said and done, we will find a few big corporate winners joining the ranks of the premier companies in
the world.

The first step an organisation must take in creating a security policy is to determine which assets
to protect from which threats. For example, a company that stores its customers’ credit card numbers
might decide that those numbers are an asset that must be protected from eavesdroppers. Then the
organisation must determine who should have access to various parts of the system. Next, the
organisation determines what resources are available to protect the assets identified. Using the
information it has acquired, the organisation develops a written security policy. Finally, the
organisation commits resources to building or buying software, hardware, and physical barriers that
implement the security policy. For example, if a security policy disallows any unauthorised access to
customer information, including credit card numbers and credit history, then the organisation must
either create or purchase software that guarantees end-to-end secrecy for electronic commerce
customers.

A comprehensive plan for security should protect a system’s privacy, integrity, and availability,
and authenticate users. When these goals are used to create a security policy for an electronic
commerce operation, they should be selected to satisfy the list of requirements shown in Table 2.
These requirements provide a minimum level of acceptable security for most electronic commerce
operations.
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Table 1.2: Requirements for Secure E-Marketing

Requirement Meaning

Secrecy Prevent unauthorised persons from reading messages and business plans,
obtaining credit card numbers, or driving other confidential information.

Integrity Enclose information in a digital envelop so that the computer can
automatically detect messages that have been altered in transit.

Availability Provide delivery assurance for each message segment so that messages or
message segments cannot be lost undetectably.

Key
Management

Provide secure distribution and management of keys needed to provide secure
communications.

No repudiation Provide undeniable, end-to-end proof of each message’s origin and recipient.

Authentication Securely identify clients and servers with digital signature and certificates.

7. Shift from Computers to Smart Phones, I Pads
Internet marketers are aware that the focus is shifting from computers to other devices like

tablets, I Pads and smart phones. No other device has managed to capture the consumer’s imagination
and interest as the mobile phone has. It has managed to stay ahead in terms of technology as well as
utility. They have become the new shopping tools. Smart phones are coming with apps to help the
consumers have a better shopping experience like book my show, make my trip etc.

8. New Trends for Online Marketers

 Mobile Friendly Web Design: Website are designed that will respond to different sized
browsers on mobile devices such as smart phones or tablets, and still look great on desktops.

 Easy Navigation and Slide Shows: One can reach any page of the site from any other page,
thus making navigation easier. Slide shows too give the option of awesome transition
effects between the slides to have a good look of the product or services.

 Rotating Testimonials, Forums and Blogs: Rotating Testimonials are used to pull
customers by providing views of satisfied customers. Marketers create a forum where
clients or web visitors can ask questions, get tech support, or post comments.

 Pay per Click Advertising: One of the fastest methods of online marketing today is pay-
per-click advertising, utilising Google Ad Words, Microsoft Ad Centre, and Facebook.

 SEO: SEO stands for Search Engine Optimisation. The purpose of SEO is to get website to
rank well for certain specific keywords on search engines, so as to get more traffic to the
site from those search engines.

 Google Maps/Places: Google has changed the search landscape with the introduction of
Google Maps/Places. When someone enters a search that Google determines is local in
nature, it puts up a map in the right hand column showing businesses nearby.
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 Social Media Marketing: Social media accounts for business are set up on the websites
like Facebook, Facebook fan page, Twitter, LinkedIn etc. and in addition few websites also
allows hooking up of all other social media accounts from one place.

 Video Production: It explains what the business does and show their products or services
to sell them. These are usually 2-5 minute videos, placed in strategic places on the
company’s website and uploaded to online video sharing sites eg. You Tube.

 Email Marketing: The biggest area where email marketing is effective today is sending
email to own in-house email lists, i.e. lists of customers and prospects that have been build
up over time.

9. E-Marketing Strategies
Companies are classifying customers into groups and creating targeted messages for each group.

The sizes of these targeted groups can be smaller when companies are using the web – in some cases,
just one customer at a time can be targeted. New research into the behaviour of website visitors has
even suggested ways in which websites can respond to visitors who arrive at a site with different needs
at different times. This ways companies are making money by selling advertising on their websites.

Most companies use the term marketing mix to describe the combination of elements that they
use to achieve their goals for selling and promoting their products and services. When a company
decides which elements it will use, it calls that particular marketing mix its marketing strategy. A
company’s marketing strategy is an important tool that works with its web presence to get the
company’s message across to both its current and prospective customers.

Most marketing classes organise the essential issues of marketing into the four Ps of marketing:
product, price, promotion, and place. Product is the physical item or service that a company is selling.
The intrinsic characteristics of the product are important, but customers’ perceptions of the product,
called the product’s brand, can be as important as the actual characteristics of the product. The price
element of the marketing mix is the amount the customer pays for the product. In recent years,
marketing experts have argued that companies should think of price in a broader sense, that is, the
total of all financial costs that the customer pays to obtain the product. This total cost is subtracted
from the benefits that a customer derives from the product to yield an estimate of the customer value
obtained in the transition. The web can create new opportunities for creative pricing and price
negotiations through online auctions, reverse actions, and group buying strategies. These web based
opportunities are helping companies find new ways to create increased customer value.

Promotion includes any means of spreading the word about the product. On the Internet, new
possibilities abound for communicating with existing and potential customer. Using the Internet
companies can engage in meaningful dialogs with their customers using email and other means.

For years, marketing managers dreamed of a world in which instant deliveries would give all
customers exactly what they wanted when they wanted it. The issue of place is the need to have
products of services available in many different locations. The problem of getting the right products to
the right places at the best time to sell them has plagued companies since commerce began. Although
the Internet does not solve all of these logistics and distribution problems, it can certainly help. For
example, digital products such as information, news, software, music, video, and e-books can be
delivered almost instantly on demand through the Internet. Companies that sell products that must be
shipped have found that the Internet gives them much better shipment tracking and control than did
previous information technologies.
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9.1 Consumer Based E-Marketing Strategies: Most companies offer a variety of products that
appeal to different groups. When creating a marketing strategy, managers must consider both the
nature of their products and the nature of their potential customers.

Managers at many companies think of their businesses in terms of the products and services
they sell. This is a logical way to think of a business because companies spend a great deal of effort,
time and money to design and create those products and services. If you ask managers to describe
what sell or use to create a service. When customers are likely to buy items from particular product
based organisation makes sense. Most office supplies stores on the web believe their customers
organise their needs into product categories.

9.2 Product Based E-Marketing Strategies: Web creates an environment that allows buyers and
sellers to engage in complex communication modes. The communication structures on the web can
become much more complex than those in traditional mass media outlets such as broadcast and print
advertising. When a company takes its business to the web, it can create a website that is flexible
enough to meet the needs of many different users. Instead of thinking of their websites as collections
of products, companies can build their sites to meet the specific needs of various types of customers.

A good first step in building a customer-based marketing strategy is to identify groups of
customers who share common characteristics.

10. Strategy for Successful Internet Marketing
 Define business objectives. Provide information, gather leads, receive phone calls and sell

products.
 Target the right customers. What and why do they need, why, where, when and how will

they be access your content?
 Decide on technical resources and platforms. What device or devices will your target

customers use to access your information — desktop, tablet, phone or all three? Who will
create and maintain your site?

 Determine your website content. What content do you have, what needs developing, and
where are you going to use and reuse it? Content must meet the needs of your customers
and prospects, and help achieve your business objectives.

 Develop a plan. How will you disseminate your content so you can attract traffic?
 Determine how you will measure success. How will you measure success? Use analytics to

measure basics, goals, conversions and eventually segmentation, behaviours, and attribution.
 Claim and update your profiles on the local search directories, engines, and aggregators.

11. 6 Cs of E-Marketing
The following are the benefits of the presence of Internet:

1. Cost Reduction: Internet reduces the need for sales and marketing enquires and also for
printing and distributing the marketing communication material. Each and every one this
can be published on the website. It, therefore, significantly reduces the publicity and
advertising costs for a business.
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2. Capability: Internet make obtainable and provides opportunities for exploiting new
markets.

3. Competitive Advantage: A business can achieve a competitive advantage by introducing a
new tool before its competitor and can retain that advantage until its competitor has the
same capability.

4. Communications Improvement: Internet is an excellent medium to improve the
communications with the consumers, staff, suppliers and distributors.

5. Control: Better marketing research can be done with the help of the Internet by tracking the
consumer behaviour and the staff response to the consumer queries and problems.

6. Consumer Service Improvement: It is provided by interactive queries of the statistics and
facts base containing consumer information. Personalisation of the websites for the
individual users also helps in achieving high consumer satisfaction.

12. Impact of E-Marketing on Business
Within a few years, the Internet will turn business upside down. Be prepared—or die, says

Matthew Symonds.

In five years’ time, says Andy Grove, the chairman of Intel, all companies will be Internet
companies, or they won’t be companies at all. Just another example of the arrogance and exaggeration
the information-technology industry is notorious for? Yes, in the sense that Mr Grove is as keen as the
next chip maker to scare customers into buying his products. No, in the sense that, allowing for a little
artistic licence, he is probably right.

The Internet is said to be both over-hyped and undervalued. Ask any signed-up member of the
“digirati”, and you will be told that the Internet is the most transforming invention in human history. It
has the capacity to change everything—the way we work, the way we learn and play, even, maybe, the
way we sleep. What is more, it is doing so at far greater speed than the other great disruptive
technolgies of the 20th century, such as electricity, the telephone and the car.

Some companies are using the Internet to make direct connections with their customers for the
first time. Others are using secure Internet connections to intensify relations with some of their trading
partners, and using the Internet’s reach and ubiquity to request quotes or sell off perishable stocks of
goods or service by auction. Entirely new companies and business models are emerging in industries
ranging from chemicals to road haulage to bring together buyers and sellers in super-efficient new
electronic marketplaces. The Internet is helping companies to lower costs dramatically across their
supply and demand chains, take their customer service into a different league, enter new markets,
create additional revenue streams and redefine their business relationships.

There are three acknowledged facts about the Internet’s effect on commercial activity:-

 First it shifts power from sellers to buyers by reducing the cost of switching supplier (the
next vendor is only a mouse-click away) and freely distributing a huge amount of price and
product information.

 The second fact is that the Internet reduces transactions costs and thus stimulates economic
activity.
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 The third fact is that the speed, range and accessibility of information on the Internet and
the low cost of distributing and capturing it create new commercial possibilities.

13. Benefits of E-Marketing
“Internet is the world’s least expensive and most efficient marketing tool and help companies of

each and every one sizes from each and every one parts of the world disseminate sales and marketing
messages, craft one-to-one relationships, educate prospects, and support existing consumers on a
worldwide scale”. Doing marketing on the Internet, companies can have several benefits based on
those features that the environment of Internet make obtainable and provides; following are the typical
benefits for doing E-Marketing to both companies and consumers.

13.1 Cost Efficient and Effectiveness: It is said that doing E-Marketing is less expensive than doing
conventional, customary and traditional marketing. Because the new companies who want to do
business over the Internet don’t need to spend capital to open new stores for selling goods & services.
In addition, both new and existing companies can reduce some costs for their firms such as the cost of
printing the brochures, leaflets, or catalogue for introducing new goods & services to the market.
Moreover, most of services and communication are done over the Internet, so companies can decrease
the number of staff in some departments, as the result they can lower the overhead costs. If companies
can sell goods & services directly to consumers, they don’t need the middle men and can save capital
for that. Some companies can also cut the cost of warehouse and inventory, because they just need to
make an order from the suppliers while there are consumers who order the goods & services from their
websites.

13.2 World Wide Reach: The age of information technology enables populace to access the
websites if they have Internet connection, no matter where they live in the world. This feature
becomes an advantage for companies who do business online and do E-Marketing as such. Each and
every one the way through that the addressees can know the information about companies, their goods
& services, making the purchase or creating the contact with one additional, and so on. Companies can
launch a marketing promotion and campaign over the Internet, populace from everywhere can see it if
they access to the website. Having the website over the Internet can bring the chance for companies to
have more potential consumers than in offline marketing, because the market now is extended, and
also get more chance to amplify and raise the sales. Consumers can freely stay or leave your websites.
It not only make obtainable and provides the chance for companies to have “business to consumer”
relationship but also open a chance to have new relationships between business and business together.

13.3 Time Save: Populace can get access into your companies’ website each and every time in 24
hours a day and 7 days of the week. E-Marketing has the advantage that it has auto responders, email,
and frequently asked question (FAQ). It helps to save time for both consumers who look for the
answers in some common questions and time of the staff of companies. Companies’ staff instead can
use the time intended for answering the same questions for doing other things, so they can work more
efficiently.

13.4 Space: Companies have an unlimited space on the Internet to store information about their
companies as well as the goods & services and other necessary information, such as reports, video,
and publicity and advertising banner, news, and financial information and so on. The monthly capital
to host a website is cheap and companies can store as much information as they want.

13.5 Interactive Mode: Marketing on the Internet can craft more interactivity between companies
and consumers. Populace can give feedback about goods & services by posting comment on the
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websites. They can ask questions and get the answers quickly or immediately from companies’ staffs
or from other visitors. Each and every one the way through a website populace can focus on the
specific information they want to see, rather than the general information from the television which
advertises about companies and goods & services. Companies can also conduct study and surveys on
their websites to know more about their consumers as well as the prospects.

For instance, companies want to know who visit the websites, what kind of information they are
looking for, what interest them and what kind of goods & services they like, dislike, and the reasons. If
the website it has a community chat, it can see the response from consumers about the goods &
services they have bought. Consumers can give feedback about goods & services’ quality as well as
services of companies, below product descriptions. It is a good base for those who want to buy the
similar goods & services from companies later and also make obtainable and provides a good chance
for companies to have more sales if their goods & services make consumers satisfied. In online
marketing consumers can compare the goods & services and prices between different companies
before making a purchase decision.

13.6 Value Added Services and Competition: Updating information in traditional marketing can be
costly. Nevertheless, in E-Marketing information can be updated frequently as much as companies
want without any cost. They can bring in and launch new goods & services, new offers to consumers
by writing information, post the digital pictures, videos on their websites, and so on. Companies can
add value to consumers by sending e-mails to them about the new goods & services if they wish, or
while there is the time for discounting the cost of delivery, or offer better price if they buy online, etc.
Internet make obtainable and provides the equal competitive environment for each and every one
companies, no matter how big or small they are, because what consumers interest more than
companies’ size are the goods & services with the attractive prices.

14. Drawbacks of E-Marketing
Internet is considered to be a wide and expansive source of information. It is updated everyday

and everytime from populace each and everyone over the world. So, the information on the business
web-website should be updated usually and quickly or it is going to lag behind compared to the web-
websites of the competitors. The goods & services should be varieties and updated as well to catch up
with the trends, especially in the fashion industry. Due to Internet, populace can take a look at several
websites at the same time to see new goods & services, and compare the prices between them. If the
business’s information about goods or services is not updated and providing the competitive prices, it
is reducing or losing the opportunities to keep these online prospects.

14.1 Security Issues: Security in the dot.com world is still a problem for several populace from the
government agencies to the ordinary ones who use the Internet. Not only businesses face it, consumers
also take it into consideration. A business should use several methods to protect its information for
example keep it in several safe places, or use encryption, and so on from the attacks of viruses or some
kind of hackers. There are several famous stories about fraud on the Internet which happens in the
payment process. It is the reason that keeps several online addressees afraid to pay over the Internet.
What can consumers do to make the payment safe and sound for themselves?

The sellers are important to consumers as well, they usually choose to buy the goods & services
from whom they trust or from the reliable websites. But there are some cases that they are led to some
websites similar to the websites they trust and their account information is stolen. The trusted business,
which it is not necessary a big business, usually offers competitive prices, a variety of goods &
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services, and it has reliable delivery service for online consumers. Consumers are usually afraid of an
unknown website, because any risks can happen, such as delivery delay or even no delivery, stealing
information from consumers, and so on.

14.2 Competitive Market: We know that the Internet make obtainable and provides an equal
environment for populace to start up their businesses, no matter how big or small and every one the
companies are. Yet, it is harsh to compete in this kind of environment as such. The numbers of website
with marketing and selling purposes are increasing at an accelerating rate. A business is not necessary
big to do business in this environment, small business has its own advantages because it is flexible.
The strategy of the business is what counts.

14.3 Website: Not so several populace see how the Amazon Business looks like in the real life.
Nevertheless, several of them know its website. The website is the appearance and the face of a
business on the Internet. An attracting website can draw populace to it, but to keep those online
addressees, it needs more than that. Below are some elements considered to be important and also
what the online addressees expect such as functionality, information, ease of use, redundant navigation,
and simple graphics.

15. Internet Marketing in India – Challenges
 Governance, laws and regulations: When it comes to online businesses, there are stricter

money transaction rules. Law enforcement and protection against cybercrime requires
review. Widespread corruption is another big issue. Many people don’t want to set up
online shops to escape taxes and do things unaccounted.

 Cultural issues: Most people believe that shopping online can prevent them from getting the
best deals. This gives them excellent F2F opportunity to do maximum negotiation and
receive other freebies.

 Online shopping worries: A lot of computer literate people are still hesitant to consume
online shopping facilities that are available out there in India for the following reasons.

 Fear factor: A lot of people still do not believe things that are not tangible.
 Unreliable delivery mechanisms: Postal service or the most expensive courier companies

may not be able to guarantee prompt delivery.
 Lack of technical infrastructure: The backbone of any reliable online service or sales is a

strong supply chain. In volume business, this has to be at its best and this is exactly what
many online services in India lack.

 Marketing philosophies and channels: Television, hoardings and cinema ads are still way
ahead of the Internet when it comes to preferred marketing channels. This also results in
poor quality affiliate networks and online ad services. Moreover, there are a lot of
inconsistencies and dishonesty prevailing with the networks as well. This has further
decelerated the affiliate marketing penetration in India.
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Important Questions

1. What is Marketing? What is E-Marketing? How it works?
2. “India is observing a drastic transition from marketing to E-Marketing” – Do you agree with

the statement. Justify your answer.
3. What are the various E-Marketing approaches? Describe all in detail.
4. What are the applications of E-Marketing in business? Explain.
5. What do you mean by on page and off page search engine marketing? Describe.
6. What is the current Indian E-Marketing scenario? How it affects to India? Narrate.
7. “E-Marketing is a curse or a boon” – Justify your answer.
8. Write a note on 6 Cs of E-Marketing in detail.
9. Which are the new trends of E-Marketing? What is an impact of E-Marketing on a business?

Explain.
10. “Social media is playing a vital role in changing Indian culture positively” – Measure the

validity of this statement.
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