
1

IIMV

Digital Marketing

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



2

IIMV

What is your idea of ‘Digital Marketing’?
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In simple terms

‘Achieving marketing objectives through applying digital technologies 

and media’
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Some other definitions

‘A form of direct marketing which links consumers with sellers electronically using 

interactive technologies like email, websites, online forums and newgroups, 

interactive television, mobile communications etc.’  (Philip Kotler)
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‘It is a means to achieve your business goals using the internet and digital platforms 

such as search engine, social media, business listing websites, e-commerce portal 

and so on.’

OR

‘The application of the internet and related technologies in conjunction with 

traditional communications to achieve marketing objective’
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Evolution of ‘Digital Marketing’
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Why do we need ‘Digital Marketing’?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



9

IIMV

Why do we need ‘Digital Marketing’?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



10

IIMV

Why do we need ‘Digital Marketing’?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



11

IIMV

Why do we need ‘Digital Marketing’?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



12

IIMV

Why do we need ‘Digital Marketing’?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



13

IIMV

Why do we need ‘Digital Marketing’?
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How does ‘Traditional Marketing’ is different from ‘Digital Marketing’ 
?
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How does ‘Traditional Marketing’ is different from ‘Digital Marketing’ ?

Traditional Marketing Digital Marketing

Promotion of product and service through 

TV, Telephone, banner etc.

Uses electronic medium such as SEO, SEM, 

PPC etc. to promote products & services

Traditional Marketing is not cost effective. Digital Marketing is more cost effective

Traditional Marketing is difficult to 

measure

Digital Marketing is easy to measure with 

the help of analytics tools.

After the posting of the advertisement, it 

cannot be altered

Even after the posting of advertisement, it 

can be amended.
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How does ‘Traditional Marketing’ is different from ‘Digital Marketing’ ?

Traditional Marketing Digital Marketing

Reach is limited Reach is unlimited

Users have no option except to watch the 

ads

Users can even skip the ads if they lack 

interest

One-way communication occurs in 

traditional marketing 

Two-way communication occurs that leads 

to more customer satisfaction.

There are standardized ways of targeting 

users

The targeting here is customized and relies 

on the type of user
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What are the Pros(Advantages) of ‘Traditional Marketing’?
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Pros of ‘Traditional Marketing’

• If you want to reach an older (50+) demographic, traditional marketing can be 

very effective. (Watch TV and reading newspapers as compared to age 21-34)

• TV or radio commercials will play multiple times and remind the audience of the 

business, whereas digital marketing items may be skipped through or blocked

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



19

IIMV

Digital Marketing vs. Traditional Marketing, Which one is better?

Depends
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What is Inbound Marketing and Outbound Marketing?
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What is the ultimate goal of ‘Business (using Digital Marketing)’?

Generate Revenue

Attract potential customers and convert them

OR

Driving traffic to your platform
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How can we do this?
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Inbound Marketing and Outbound Marketing

Prof. Pankaj Vishwakarma
Source: https://www.sarahbeststrategy.com/blog/winning-over-potential-customers-the-difference-between-inbound-and-outbound-marketing
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Inbound Marketing 

• Inbound marketing is a natural, authentic, value-based approach to drive traffic to 

your website and develop brand voice over time.

Customers find you when they need you

• Inbound marketing is one of the most effective marketing methods for grabbing a 

customer’s attention and driving traffic to your business. (Pull Marketing)

• It can lead to audience growth and improved brand presence.
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Inbound Marketing

• It includes content marketing, social media marketing, search engine optimization, 

newsletters and blogs

• It aims to provide potential customers with useful information that they value. As 

a result, you connect with them and build up a relationship. 

• E.g., Search for best marketing tool (10 marketing platforms)
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Inbound Marketing
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Outbound Marketing

• Outbound marketing sends a message to a large number of people, in the hopes of 

making a sale (Push Marketing)

• This strategy is rooted in the thought that the larger the group you message to, the 

larger the return. 

• Frequently, consumers are not even aware of or looking for the product that’s 

being advertised. 
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Outbound Marketing

Prof. Pankaj Vishwakarma

Aware but not looking for Not aware and not looking for
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Outbound Marketing 

• Outbound marketing is often associated with and include: Radio Ads, TV 

commercial, Billboard. In digital space, include (banner ads, spam email, pop ups, 

pay-per-click advertising)

• E.g., A customer is driving on the highway and sees a billboard for a furniture 

store in the area. They might briefly think that they really should invest in a new 

couch, but they keep that in the back of their mind. 
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What are the Characteristics of ‘Digital Marketing’?
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Characteristics of ‘Digital Marketing’

• Two-way Communication

• Consumer decides which brands to interact. Not just marketer-controlled 

message

• Precise Targeting

•  Precise targeting can happen in this case based on age, gender, location,

    income, interest, behaviour, device etc.
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Characteristics of ‘Digital Marketing’
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Characteristics of ‘Digital Marketing’

• Level-Playing Field

• Creates equal opportunities for all the marketers

• Does not require big budget hence also for small and medium businesses
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Characteristics of ‘Digital Marketing’

• Push and Pull

• Marketers has a choice to utilize either push or pull medium

• Banner Ads, Video Ads are towards the Push side of the marketing

• Search is more like a Pull marketing
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Characteristics of ‘Digital Marketing’

• Measurability

• It made the measurement of performance and ROI more powerful

• They can stop the ads as they know how many people saw the ad, how many 

clicked, how many got registered themselves
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Characteristics of ‘Digital Marketing’

• Real Time

• It facilitates the instant feedback for marketers; help in optimize the campaign

• The feedback suggest what is working and what is not; can tweak it mid-way

• Result in ROI improvement

   E.g., Launched an Email Campaign, Ad Campaign

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



37

IIMV

Characteristics of ‘Digital Marketing’
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What are you going to do in this ‘Situation’?
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What are the Benefits of ‘Digital Marketing’?
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Benefits of ‘Digital Marketing’

• Digital Marketing is Cheaper than traditional marketing 

• Digital Marketing helps you to reach a larger audience. 

    (Internet users and daily searches)

• Digital Marketing helps you precisely target the right audience

    (Facebook based on interest, demographics etc.)

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



41

IIMV

Benefits of ‘Digital Marketing’

• Digital Marketing helps you accurately measure the effectiveness of your efforts.

• Free and Paid tools

   (E.g., Travel Startup set up a blogging site)

     Primary purpose of blogs to get blog readers to sign up a form to talk to advisor.

     Also, set up Google Analytics account
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Benefits of ‘Digital Marketing’

Small restaurant distributing flyers to promote home delivery service

What will happen it this case?
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Benefits of ‘Digital Marketing’

• Digital Marketing helps you build a powerful brand: It helps in building strong 

brand presence online. Result in higher brand recall.

    (Buy gift/birthday card in Vizag): Search

     Run a Facebook Ad for people located in Vizag (interest, visited your website)

      Run campaign on Instagram

      (Higher brand recognition and recall)   
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Benefits of ‘Digital Marketing’

Do you think we should ditch traditional marketing?

No.

    Omnichannel Approach: Consistent message across channel (Online/offline)

     E.g., Disney app
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What are different facets of ‘Digital Marketing’?
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Facets of ‘Digital Marketing’

• Website:

• It is the face of your company or business

• It represent your business in online world

• It can work as a key differentiator for your business

   E.g., A visually appealing and engaging website from a startup vs a poor 

designed website of a big brand
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Facets of ‘Digital Marketing’

• Website:

• Website may be different for different businesses,

• For a website to succeed: Should Provide a great visitor experience.
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Facets of ‘Digital Marketing’

• Content Marketing Strategy:

• It is all inclusive of creating content and distributing it to the targeted 

audience.

• The purpose of creating it includes generating leads, building brand 

awareness, or any other specific marketing goal
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Facets of ‘Digital Marketing’

• Content Marketing Strategy:

The content marketing strategy should be able to answer the following 

questions:

• What is the end goal you want to achieve with your content?

• For whom you will create the content?

• Which kind of content will be helpful for your target audience?

• What makes your content unique?

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



50

IIMV

Facets of ‘Digital Marketing’

• Content Marketing Strategy:

• How will your target audience find your content online?

• How often will you create content?

• How will you monitor the performance of your content?
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If you already have content that you have created in the past. In this 

case, What are you going to do?

Content Audit

Find answers to question listed.
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Facets of ‘Digital Marketing’

What are different formats of ‘Content’?

Blog posts, Videos, Social media posts, Infographics, Podcasts

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



53

IIMV

Facets of ‘Digital Marketing’

Can be two possibility:

• Content is written for search engines (search engine optimized content), but 

not useful for target audience.

• Content written with high level of research, but it is not optimized
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Facets of ‘Digital Marketing’

What should you do?

Need to balance (how users will find the content (search engine friendly)) and how 

much value the content will create for the users (user friendly).

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



55

IIMV

Facets of ‘Digital Marketing’

Search Engine Optimization (SEO): 

• We all are dependent on Search engine to find information.

• Whether searching for restaurant, planning your trip etc.

• Search on Google, Yahoo, Bing etc.

• E.g., Searching for continental food on Google. Ask to allow location
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Facets of ‘Digital Marketing’

A popular hotel which serves excellent continental food, but not appeared in the 

SERP, What could be the reason?

Not optimized website for the keyword ‘Continental Food’
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Facets of ‘Digital Marketing’

• Search Engine Optimization (SEO): 

Company

(Shoe)
Increase sales

Aims to

Company

(Shoe)
Customers

Should buy

But how?
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Facets of ‘Digital Marketing’

• Search Engine Optimization (SEO):

Company

(Shoe)

Customers

Should buy

Company 

Website

Has a online face

discover/ not

OptimizeNeed to

Find the 

Website in top

Search for shoe

Result of
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Facets of ‘Digital Marketing’

Which type of content we will select is dependent upon?

The industry in which we are in
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Facets of ‘Digital Marketing’

• Social Media Marketing:

• Social media marketing (SEM) is the form of digital marketing in which 

content is created and distributed via social media networks.

What are the different social media networks?

Facebook, Twitter, LinkedIn etc.
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Facets of ‘Digital Marketing’

• Social Media Marketing:

• Most effective form of marketing , whether running paid campaign or doing it 

organically. (Suitable for both)

• It allows us to target audiences with unprecedented level of accuracy

  E.g., Facebook provides marketers an opportunity to target users based on

          location, interest and their level of engagement
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Facets of ‘Digital Marketing’

• Search Engine Marketing (SEM):

• Search engine marketing is the practice of marketing a business using paid 

advertisements that appear on search engine results pages (SERP)

• Also know as pay-per-click (PPC) advertising.

• It is used to run paid ads in search engine results.

• Uses the search engine platforms such as Google ads, Bing ads and Yahoo: 

Search Ads
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Facets of ‘Digital Marketing’

• Search Engine Marketing (SEM):

• Suppose a user is looking for smartphone: 

                                          What next?

Go and Search on Google, Bing

A series of search results appear

First two-three results of SERP These are paid advertisement

SERP (Search Engine Result 

Page)
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Facets of ‘Digital Marketing’

• Search Engine Marketing (SEM):

SERP
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Facets of ‘Digital Marketing’

• Analytics:

• It gives marketers the power to understand the effectiveness of their marketing 

strategy

• One can easily measure the ROI of their marketing activities

• Analyze the behavior on the website (engaged with your content over social 

media, blog etc.); actionable insights; help you to grow business
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Facets of ‘Digital Marketing’

• Analytics:

• Can use Google Analytics free tool to analyze marketing effort.

• Which channel is performing the best (blog, website, social media channel, paid 

campaigns or referral)

• Referral traffic (visitors from other websites linking to your site)

• It helps us to improve our marketing strategy to get better result

• With it, you do not have to wait long to know whether you are doing right things or 

not
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Analytics
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Digital Marketing
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Digital Marketing

Why Should Manufacturers use Digital Marketing?

Buyers has changed
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Digital Marketing

Digital marketing can solve many pain points for manufacturers, engineering firms and 

construction companies, such as:

• Educating buyers on complex products

• Improving brand perception and industry perception

• Generating qualified leads

• Increasing sales velocity

• Recruiting skilled workers
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Digital Marketing Strategy

It is a series of actions you take to achieve your business goals with the help of 

online marketing channels

Include

Paid, Earned and Owned Media 

Also known as PEOM framework

Prof. Pankaj VishwakarmaPGCDSMM : 2023-
24
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Digital Marketing Strategy

PEOM Framework

• Owned Media:

•   It is like an asset of the company; company has ownership of this media.

•    Company has full control over these media which includes

•    Company’s website

•    Company’s Facebook page

•    Company’s Twitter handle

•    Company’s YouTube Channel
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Digital Marketing Strategy
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Digital Marketing Strategy

• Paid Media:

   When a company pay for running advertisement or sponsorship on third-party

   sites includes

•    Search Engine Marketing

•    Ads on Facebook, LinkedIn and Twitter

•    Third-Party website
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Digital Marketing Strategy
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Digital Marketing Strategy
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Digital Marketing Strategy

Earned Media:

•    It is organic and unpaid publicity; also call free publicity (Voluntarily)

•    When consumer, press or anyone shares your content or speak about your 

brand

•    Word of mouth

•    Social Media Engagements (like, share, comment, replies, retweet)

• It is generated by the users hence credibility is high

• Successful only when users like the content and engage with it
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Digital Marketing Strategy
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Digital Marketing Strategy

PEOM Framework

• A firm should use the combination of these media. 

• Divide the marketing budget in 50-50, 50% for the content creation and 50% for 

running Paid Ads
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Digital Marketing Strategy

PEOM Framework

Paid Media

Earned 

Media

Owned 

Media
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Digital Marketing Strategy

Consumer Decision Journey:

A consumer goes through different stage in their buying journey.

AIDA Model

• Awareness/Attention

• Interest

• Desire

• Action
Prof. Pankaj VishwakarmaExe.CSDMAA : 
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AIDA model

Awareness

Interest

Desire

Action

What is it?

I like it

I want it

I am getting it
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AIDA Model

• Awareness

• The objective here to create awareness about product/brand

What is the implication of brand awareness on consumer purchase decision?

• No awareness implies no brand consideration in the journey

How can we create product/brand awareness among consumer?

Display Advertising on web, social media channel
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AIDA Model

• Interest

Is it enough to make consumer aware about the product/brand ?

• It is also known as ‘consideration stage’, where consumer has substantial 

number of brand in their mind.

How can we create interest about the product/brand in consumers?

Show customers the extraordinary features of the products.
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AIDA Model

• Interest

• As they have several set of option available,

         Interest can be sparked by running creative campaigns that break the clutter and 

the product/brand will stand out.

         The ads can highlight the unique benefits of the products over other.
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AIDA Model

• Desire

• With the available media, it is easy for consumer to ‘evaluate’ the choices using 

the inputs from peers, retailers, influencers, specialist etc.

• Here, the marketers can use the credibility platforms to build credibility for the 

product/brand.

• It includes, celebrity endorsement, influencer marketing, reviews and rating.
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AIDA Model

• Desire

• It provides consumers additional information and faith in their purchase decision 

making

• Here educate customer about the different criteria on which they can evaluate 

(E.g., screen size, camera mega pixel, battery life), more precisely

• Criteria for selecting diamond, 4 Cs- Carat, Color, Clarity and cut
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AIDA Model

• Action

• Here the purchase of the product happen which the consumer desire and prefer

• This is a stage which every marketer is looking for as generate revenue

• Here, the marketers should look for the various way through which consumers 

can approach the product/brand to buy the product.

• Inform customer about the ease of locating retail stores or availability of product 

online
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AIDA Model

• Action

• Also, marketers should ensure the smooth navigation of the website so that 

customer can find the product at the right time and right place.

• The marketer should ensure that the website should load quickly, has right 

design, payment gateway is working properly.

• Marketers should ensure that all the hurdles are removed
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Digital Marketing Strategy

• AIDA Model

AIDAA Platforms

Awareness Display Ads, YouTube, Facebook

Interest Online PR, Rating, Testimonial, Celebrity, Comparison, 

Review
Desire

Action E-commerce, marketplace, Aggregators, Portals

Advocacy Referrals, Recommendations, Review Websites
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Google Search
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What are the key factors that help in determine which results are 

returned ?
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key factors:

• Meaning

• Relevance of Content

• Quality of Content

• Usability

• Context
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Meaning:

• First try to establish what are you (user) looking for?: intent behind the user’s 

query

• Involves recognizing and correcting spelling, mistakes and fill it with the synonym 

system the Google has to understand the query to provide the relevant results.

• E.g., User might search for ‘Change laptop brightness’

            But Company has written ‘Adjust the Laptop brightness’
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Meaning:

Prof. Pankaj Vishwakarma

Words Intent

Google

Understand

Related

Match
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Meaning:

• Suppose a user used words in search query like ‘cooking’ or ‘picture’,

• Google systems realize that showing recipe or images may be the best to match the 

intent.

• If you search ‘pizza’, then you get results about nearby businesses that deliver 

pizza.
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Relevance of Content:

• Once system match the words and intent, it look for the best content for the search 

query.

• Google analyze the content to assess whether it contains information that might be 

relevant to what a user is looking for.

What is the basic signal in this?

When it contains the same keywords as your search query.
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Relevance of Content:

• E.g., user search keyword  in search query

• If those keyword appear on the page, or if they appear in the headings or body of 

the text: Information might be relevant.

• E.g., If someone search for ‘Dog’: What does it mean?

• Might be one will get the pages contains dog as keyword. But user don’t want 

pages contains ‘Dog’. Some more relevant content like Dog picture, videos etc.
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Quality of Content:

• After identifying relevant content, Google Priorities those content which seem most 

helpful.

• Identify signal that can help determine which content demonstrate expertise, 

authoritativeness and trustworthiness.

Usability: Page experience (mobile friendly), loading time

Context: Your location of search. E.g., search football in New York: American Football

Prof. Pankaj VishwakarmaExe.CSDMAA : 
2024



102

IIMV

Search Engine Result Page
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What is Search Engine Result Page?

The Search Engine Results Page (SERP or SERPs) is a single page that 

search engines serve in response to a user’s search query.
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SERP

Is it easy for people to find your website?

No, Hence a top position on SERP can make a big difference in your 

digital marketing strategy
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SERP

Prof. Pankaj Vishwakarma

Google SERP

Organic SERP Paid SERP

Appear naturally Paid Results 

Cost a fee to appear
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Organic SERP

Prof. Pankaj Vishwakarma

Google Features Snippet

• It is a large box located at the top of 

SERP.

• Here, it displays a snippet of the top-

ranking organic results.

• Google started it in year 2014.

What is intent of the user?

Informational 
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Organic SERP
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People Also Ask

• Questions relevant to search query.

• Google started it in year 2015.

• Aims to provide users with 

additional information by answering 

a series of closely related questions.
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Organic SERP
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Google Popular Products

• Unpaid and organic display of 

Google shopping product listings.

• Shows carousel of products relevant 

to search term and available to 

purchase.

• Positioned in the middle of the 

search result page
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Organic SERP
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Sitelinks

• Sitelinks are links to different pages 

on a specific website, which help 

users find quicker.

• Google will pick out site links from 

your website

Exe.CSDMAA : 
2024



112

IIMV

Organic SERP
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Image Pack

• Consists of a series of images 

displayed by Google based on search 

query.

• It would benefit from visual results.

• Introduced in early 2010.

Exe.CSDMAA : 
2024



113

IIMV

Organic SERP
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Videos

• Video results are actually organic 

results enhanced with a video 

thumbnail, and only pages with 

embedded videos are eligible.
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Organic SERP
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Local Map Pack

• Local packs appear when someone 

enters a query with a location name 

or when Google finds that a searched 

item is available nearby.
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Organic SERP
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Knowledge Panels

• A knowledge panel often includes 

images, facts, social media links, and 

other relevant information to the 

search query. 

• This feature normally appears when 

the search is tailored for specific 

places, organizations, people, events, 

etc. 
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Paid SERP
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Google Text Ads

• Google Text Ads are paid 

advertisements created by 

advertisers aiming to have their links 

displayed in Google’s search results 

for a keyword. 

• Introduced text ads directly on its 

SERP in 2000.
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Paid SERP
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Google Shopping Ads

• Known as Product Listing Ads 

introduced in early 2010s.

• Google Shopping Ads displays a 

carousel of products relevant to a 

user’s keyword that are available for 

purchase from paid advertisers.

• People can browse products across 

multiple e-commerce websites 
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Paid SERP
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Shopping-Multistore

• Paid results in SERP that refer to 

sponsored listings from multiple 

online stores.

• Appear at the top or bottom of a 

SERP depending on the user’s search 

query.
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Organic or Inorganic?
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Organic or Inorganic?
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