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Abstract: Digital marketing is a system of reaching to the prospective shoppers or consumers with 

products or services by using digital devices and channels. The rising trend of both mobile phone usages 

and internet over the last one decade in India has been creating a bigger avenue for the marketers to 

promote their products on the various social platforms at a cheaper rate compare to traditional media 

which indeed is very expensive. This study depicts that ~22% people of India which is, in fact, in upward 

trend now use the social media such as Facebook, You Tube, Twitter, Instagram and so on for their 

entertainment and thus, companies see it is an opportunity to go more on digital platform with their 

products and services. The digital marketing enables the marketers to collect information on shoppers 

buying behavior, their brand loyalty related insight and their preferences for making shoppers’ needs base 

business decision at an ease. This paper will help to understand the significance of digital marketing to 

draw shoppers’ attention towards a company’s products or services.. 
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I. INTRODUCTION 

Digitalimarketingiisiaisystemiofireachingi toi thei prospectivei shoppersioriconsumersiwithiproductsioriservicesibyiusin

gidigitalidevicesiandichannels.iThei keyi intenti ofi digitali marketingi isitoireachiconsumersibyiusingivariousionlineiplat

formsiatiai cheaperi rateithanitraditionalimarketingiapproach.iDigitali marketingiiiiniiiIndiaiiiisiatitheinascentistage,iho

wever,iitihasirecentlyibeeniexpandingiatiaiveryifasterirateiasitheinumberiofimobileiandiinternetiusersiiniIndiaihasisigni

ficantlyibeeniincreasingioveritheilastidecade.iAsiofiJanuaryi2020,itheipercentageiofisocialimediaiusersiiniIndiaiisi22%.

iTheipeopleiofiIndiaimostlyiuseiFacebook,iYouiTube,iTwitteriandiotherisocialmediaiplatformsiforitheirientrainment.F

oridigitali marketing,i ai marketeriiicaniusei Facebook,i LinkedIn,i BloggingiWithiCustomiContents,iTwitter,iWebsiteid

esigniimprovementiwithiContentiStrategy,iEmailiMarketing,iSMSiMarketing,iSearchiEngineiOptimizationi(SEO)iandi

soioniatiaicheaperiratei .Ai marketeri cani alsoiusei influenceri oni thei sociali mediaiforipromotingitheiriproductsiandi

services.iBeingiknowingithei risingitrendi ofi thoseiiisocialiiimediaiiiusersiiniiiIndia,iiimanyiiimarketersistartipromotin

githeiriproductsi onithoseiplatformsiati ai cheaperi rateithanitraditionalimedia.iTheidigitalimarketingitacticigivesitheima

rketeribetterioutputiinitermsiofigeneratingimoreiimpressionionitheiriadsiatiaicheaperirateiandienableitheimarketersitoire

achiwithivariousipromotionalioffersi toi thei prospectivei shoppersi iniorderitoiincreasei salesi revenue.i Asitheitrendista

rted,isoitheiecommerceisitesi havei alsoi beeni improvingiiiinitheilastioneiyeariiniIndiaiamidiongoingipandemic.i So,i t

herei isi aigoodiprospectiforidrawingishoppers’iattentioni throughi digitaliiimarketingiatiaicheaperirateiiniIndiaiandiitih

asitheipossibilityiofi quantumi boomiinitheinexticoupleiofiyears. 

 

1.1 Objectivesiofitheistudy 

 Toiidentifyitheiroleiandiimportanceiofidigitalimarketing 

 Toiknowihowiitidoesiplayiairoleiofidrawingishoppers’iattention 

 Toiidentifyitheicurrentichallengesiofidigitalimarketingiandiprovideirecommendationiforisolution 

 

1.2 DigitalivsiTraditionaliMarketing 

 Digitalimarketingiisilessiexpensiveicompareitoitraditionalimarketing 

 Digitalimarketingiisiaitimelessimarketingi systemi throughi whichiai companyi mayi reachi shoppersiatiaifaste

rirateithanitraditionalimarketing 
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 Foristartupiorismallicompanyidigitaliiiimarketingiiiisystemiiiiiisilessiburdensomeicompareitoitraditionalimark

eting 

 Digitalii marketingiii caniii beiii aniinstrumentalitoiplaceiani adibasedionitargetigroupithroughiprogramm

aticibuyingiorireal-timeibuyingiwhichiinicaseiofitraditionalimarketingiisiquiteidifficult. 

 

1.3 Advantagesiofidigital imarketing 

 Onlineimarketingiisicheaperithanitraditionalimarketingi(i.e.iTVCi,iPrintietc) 

 Wideri-reachiisiatianiinstanceibeyondinationaliboundaryi-soibrandingibecomesieasierinow 

 Anionlineicampaigniisivisibleiallitimeiduringitheicampaigniperiod 

 Shoppericanishopithroughionlineiportali24ihoursiiniaiday 

 Itiisitwo wayidirectedicommunicationiasiititakesitheiaudienceitoitheicompanyiwebsitesiforitheiinterface 

 Enableiaicompanyitoicirculateimoreiinformationioniproductsiandiservicesiatiaicheapericost. 

 

1.4 Disadvantagesiofidigitali marketing 

 Noifaceitoifaceiorientationiwithitheipotentialishoppersioriconsumers 

 Limitediaccessitoi thei grossi leveliofishoppersioriconsumersibecauseiofilessiaccessibilityi toitheiinternet 

 Variousiadsionitheionlineiportalidistractitheiattentioniofitheiaudience 

 Sometimesidigitalimessageigetsioverlookedibecauseiofiheavyitrafficionitheidigitaliplatform 

 Lessisecureianiadionionlineiportal 

 

II. CURRENTiCHALLENGESiOFi DIGITALiMARKETINGiINiINDIA 

 Poor-infrastructureiisioneiofitheimajoribarriersiiniDigitalimarketing 

 Mostiofitheiplayersiinitheidigitaliplatformioperateisilo-manner 

 Shoppersiareinoticonfineditoionlyioneiplatformiandidevicesi;i theyiuseimultipleiplatform 

 Massilevelipeopleiareiunablei toigetianiaccessitoionlineibecauseiofiexpensiveiinternetiservice 

 Lackiofieducationionitheiusageiofiinternetiespeciallyitoitheigrass-

irootilevelipeoplei(i.e.ifarmers,icraftsmenietc.) 

 Lackiofiaccessibilityitoiinternetisupportialongiwithismartiphoneitoitheibottomiofitheipyramidi 

(BOP)isegment. 

 

III. CONCLUSION 

Theiaboveistudyirevealsithatidigitalimarketingiplaysianiimportantiroleiinishoppersibuyingidecisioniprocess,itoidr

awishoppers’iattentioniatiaifasteripacei andi ofi course,i iti isi ai cheaperiinstrumentiforitheimarketersitoireachitheis

hoppersiwithitheiricompanies’iproductsiandiservices.iTheiusageiofimobilei phonei alongi withiiiinternetihasisignificant

lyibeeniimprovingiiniIndiaioveritheilastioneidecade.iConsideringirisingitrendiofi internetiandimobileiusersiiniIndia,ima

nyicompaniesihaveinowibeeniusingidigitaliplatformitoidisplayioriaditheiriproductsiatiaicheaperirateithanitraditionalimed

ia.i Ini India,i nowadaysimanyiofitheimarketersiuseiFacebook,iYouTube,iInstagramiandiotheri formsiofidigitaliplatform

itoipromoteitheiriproducts.iOneikeyiadvantageiofidigitalibasedimarketingiisithatimarketersicanipromoteitheiriproductsi

basedionitheitargetiaudienceiwhichiis,iinifact,iinitraditionalimarketingiisidifficulti.iToigetitheiadvantageiofidigitalimar

keting,imarketersimustiformulateitheirightistrategyibasedioniproductsioriservicesibyimappingitheitargetiaudiencei.

Theiprogrammaticibuyingiisialsoigettingimoreipopularityibecauseiofitargetiaudienceibaseiproductiadiplacement.iT

herefore,iiticanibeiideducediithatitheiprospectiofidigitalimarketingiiniIndiaiisinowiveryihighiandilucrative.iToiuph

olditheicurrentitempoiofidigitalimedia,ibothitheimobileioperatorianditheigovtiofiIndiaimusticomeiforwarditogetheri

toimakeitheimobileiphoneiandiinternetiuseimoreicheaperisoithatitheiadvantagesiofitheidigitaliplatformiisiensureditoi

allitheistrataiofipeopleiofitheicountryiinitheiupcomingidaysiiniaiwider-space. 
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