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Unit 1: IntroducƟon to Digital MarkeƟng  

  

Learning ObjecƟves:  

1. Explain the concept of digital markeƟng and differenƟate it from tradiƟonal 
markeƟng approaches.  

2. Analyze the importance of digital markeƟng in today’s business environment 
and its role in customer engagement, brand building, and revenue generaƟon.  

3. IdenƟfy and describe the key digital markeƟng channels, including search, 
social, email, content, and paid media, and understand their interconnecƟons.  

4. Apply theoreƟcal concepts to real-world business scenarios through caselets 
and case studies that illustrate pracƟcal use of digital markeƟng strategies.  

5. Recall and accurately use essenƟal terminology related to digital markeƟng, 
ensuring conceptual clarity and precision in communicaƟon.  

6. Demonstrate comprehension through descripƟve responses to quesƟons that 
test knowledge, understanding, and applicaƟon of digital markeƟng concepts.  

7. Summarize and reflect on key learnings from the unit to build a strong 
foundaƟon for advanced topics in digital markeƟng.  

  

  

Content:  

1.0 Introductory Caselet  

1.1 What is Digital MarkeƟng?  

1.2 Importance of Digital MarkeƟng  

1.3 Overview of Digital MarkeƟng Channels  

1.4 Summary  

1.5 Key Terms  

1.6 DescripƟve QuesƟons  

1.7 References  

1.8 Case Study  
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1.0 Introductory Caselet 

 

“The Rise of FreshBrew Café Online.m” 

 

FreshBrew Café, a small Bengaluru chain of neighborhood coffee shops, had always depended 
on word-of-mouth and passers-by to get customers in the door. For a while, this worked quite 
well — regular patrons brought friends along, and occasional discounts printed on flyers 
made wandering walk-ins more likely. But when bigger global coffee companies began to take 
hold in the city, FreshBrew would loose ground. Sales faltered, and management awoke to 
the fact they could no longer rely on old approaches. 

 

In an aƩempt to counter this, the café’s young markeƟng manager suggested running a digital 
markeƟng campaign. First, we built a robust social media following. FreshBrew started 
sharing high-quality photos of its specialty brews, behind-the-scenes videos of baristas 
making laƩe art and polls that asked followers to vote on which new flavor to roll out. In just 
a few weeks, their Instagram followers began to climb and engagement was strong. 

 

Bolstered by the response, they also ran an experiment using Google Ads to target office 
workers nearby and offered a “Buy 1 Get 1 Free” for a limited Ɵme. They also launched a 
basic email newsleƩer that offers special offers and advice on home-brewed coffee. 
Unbelievably, the online user reviews of their customers was what really helped — a large 
number of posiƟve Google Maps and Zomato tesƟmonials got them a lot of “new” walk-ins 
who had never even heard about the café. 

 

At the end of three months, FreshBrew Café had a 25% rise in fooƞall and a boom in takeaway 
orders via food delivery apps. Management understood that digital markeƟng was not only 
about adverƟsing, but also about building relaƟonships with customers and establishing brand 
loyalty in ways that tradiƟonal markeƟng couldn’t reach. 

 

This parƟcular case demonstrates how even small local businesses can uƟlize digital to go up 
against the big boys and maintain their growth in a changing landscape. 

 

CriƟcal Thinking QuesƟon 
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As the markeƟng manager of FreshBrew Café, how do you balance between using various 
digital channels (social media, search, email, online reviews) to create long-term customer 
engagement rather than only short-term spikes in sales? 

 

1.1 What is Digital MarkeƟng? 

 

1.1.1 DefiniƟon of Digital MarkeƟng 

 

Digital markeƟng is the promoƟon of products or brands via one more forms of electronic 
media and differs from tradiƟonal markeƟng in that it involves the use of channels and 
methods that enable an organizaƟon to analyze markeƟng campaigns and understand what is 
working and what isn’t typically through other digital media. Whereas tradiƟonal markeƟng 
may employ devices such as television, radio, or newspapers (among others), digital 
markeƟng makes use of connected devices and online channels in order to deliver a message 
to one's audience.Digital MarkeƟng isn’t for everyoneUnlike tradiƟon media-billboards, 
newspaper ads OR TVCs, which are shown on physical billboards, newspaper spaces or 
through the airwaves – Digital MarkeƟng tackles customers where they spend so much of their 
Ɵme Online. At its most basic, digital markeƟng encompasses the applicaƟon of tradiƟonal 
markeƟng principles through digital means and modern technologies to reach, engage with 
and influence real Ɵme audiences. 

 

Digital is really about an exchange between brands and consumers, not simply selling a 
product or service. It gives brands the ability to listen, learn and transform customer 
preferences into sound business decisions on a massive scale. For instance, a company can do 
more than just put out a message - it can have conversaƟons on social media, gauge customer 
saƟsfacƟon through reviews and tailor ads to specific browsing history. 

 

Datacenter of Digital markeƟng One of the key aspects to digital markeƟng is that it is largely 
data-driven. Every interacƟon, whether a click on a banner ad or the opening of an email, 
leaves measurable traces. This allows customers to measure campaign success more 
accurately than ever before, a luxury that few other forms of markeƟng offer. For example, if 
a company is running an online ad campaign on Facebook, it can track how many people saw 
the ad, how many clicked on it, how many then visited the website and browsed around and, 
ulƟmately, bought something. 

 

1

3
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In addiƟon, digital markeƟng is a wide market. These strategies include SEO which improves 
a website's visibility in searches; PPC, where adverƟsers only pay for ad clicks; social media 
markeƟng including plaƞorms such as Instagram, LinkedIn and TikTok; Email markeƟng that 
delivers personalized content to encourage leads; Content creaƟon — arƟcles, videos or 
infographics created to bring value to the customers you are targeƟng at; Affiliate and 
Influencer MarkeƟng as you collaborate with third parƟes who promote your product in 
exchange of commission or joint-partnerships. 

 

Consumers’ behavior, in turn, has led to a burgeoning digital markeƟng industry over the past 
20 years. As more people employ smartphones and high-speed internet, consumer journeys 
start and end online more oŌen. A customer might research a product on Google, watch 
unboxing videos of it on YouTube, read peer reviews from other buyers on e-commerce sites 
and then make a purchase through a mobile app. Each of these buzz moments presents 
marketers with the opportunity to leverage decisions if they( insert them transform 
themselves for digital. 

 

The globalism and local orientaƟon of digital markeƟng is another defining aspect. An SMB 
can adverƟse to people all over the world, cheaply, without having to buy an expensive 
internaƟonal campaign. kon to his Mayfair commiƩee room, Mussolini was able to project 
himself as the savior of local shopkeepers and farmers even as he simultaneously turned Rome 
into a capital city worthy of an empire. 

 

So in conclusion, digital markeƟng is not just a series of online adverƟsing techniques. It’s a 
360 approach that is interacƟve and measurable, ideally suited for the digital-first consumers 
of today. Through digital transformaƟon, organizaƟons provide seamless integraƟon of 
cuƫng-edge technologies with their go-to-market strategies enabling stronger relaƟonships, 
beƩer visibility and long-term growth in very compeƟƟve markets. 

 

1.1.2 Difference Between Digital and TradiƟonal MarkeƟng  

 

The goal of all markeƟng, anyway, is to marry brands with consumers. But tradiƟonal and 
digital markeƟng channels, tacƟcs, and results aren’t the same. These differences are criƟcal 
for understanding exactly how digital markeƟng has taken the world by storm in our modern 
economy. 
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Channels Used 

 

Offline channels includes TV, radio, newspapers, magazines, billboards and direct mail which 
is what we commonly known of tradiƟonal markeƟng. These are the so-called "above-line" 
and "below line" tacƟcs used. On the other hand, electronic markeƟng entails the use of 
online/internet plaƞorms, such as websites, search engines, social media networks and 
mobile apps. The major difference is accessibility: the classic markeƟng uses mass media to 
speak to its audience and digital markeƟng leverages virtual and online medias to connect 
with its potenƟal customers. 

 

Audience Reach and Engagement 

 

One-way communicaƟon is more or less effecƟve in tradiƟonal markeƟng. That is to say: a 
television commercial will be seen by millions, but won’t give those people a way to respond 
and act immediately. Internet markeƟng, however, is built on interacƟon that goes 2 ways. 
People can weigh in, share or respond then and there to posts, ads and fund-raising pitches. 
This two-way engagement allows businesses get instant feedback and increases customer 
interacƟon. 

 

Measurement and AnalyƟcs 

 

Among the most basic differences is that of measurability. AƩribuƟon for classic campaigns 
is infamously difficult with no truly reliable way to measure performance. TV raƟngs or 
circulaƟon figures can offer an esƟmate, but they cannot accurately show just how many 
people took acƟon as a result of the campaign. Digital markeƟng provides/reports real and 
measurable-Ɵme stats and metrics through plaƞorms such as Google AnalyƟcs, including web 
visits, conversion rate/ click through rate (CTR) – all with granular precision. 

 

Cost Efficiency 

 

A lot of tradiƟonal media is expensive to produce. Television adverƟsements, front page 
newspaper ads and big billboards are expensive and out of the reach of most small companies. 
In comparison, social media markeƟng is cheaper and can be scheduled. Startups can begin 
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with Ɵny budgets, conduct extremely targeted campaigns and modify spending in real Ɵme 
based on their performance. 

 

TargeƟng CapabiliƟes 

 

TradiƟonal adverƟsing tends to be very blanket and for all audiences. Digital markeƟng allows 
micro-targeƟng. Marketers can specify audiences in terms of demographics (age, gender, 
income), psychographics (interests and values), geographics (locaƟon) and even behavior — 
like browsing history or purchase intent. This helps to make sure markeƟng resources are 
spent on the recipients most likely to convert. 

 

Lifespan of Campaigns 

 

Outbound markeƟng campaigns like print adverƟsing is widely scheduled and does not change 
once it’s gone to make it while its out there. Aux defined, but digital campaigns can be 
adjusted or paused — or even redesigned — on the fly. This flexibility enables marketers to 
react immediately to emerging trends or market response. 

 

Customer Journey Influence 

 

Classical markeƟng only covers the awareness and iniƟal interest stage. It is the perfect 
answer when it comes to digital markeƟng that may works according to all buyer’s journey 
stages — awareness, consideraƟon, purchase and then post-purchase loyalty. Ads 
retargeƟng, automated email sequences and personalized content deliver constant 
engagement. 

 

In the end, the disƟncƟon between digital and tradiƟonal markeƟng is not just about 
technology. If tradiƟonal markeƟng is great at awareness and brand recall in reaching broad 
audiences then digital markeƟng is effecƟve in accuracy, its many measurement tools, 
personalizaƟon and flexibility. The vast majority of companies now use a hybrid model that 
employs both to increase reach and effecƟveness. 

 

1.1.3 Key CharacterisƟcs of Digital MarkeƟng  
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The digital markeƟng is not an idenƟfiable tools but its features and characterisƟcs that 
disƟnguishes itself from the tradiƟonal markeƟng. It has four especially important 
characterisƟcs: measurability, interacƟvity, targeƟng and cost. And Each of these are quite 
valuable to business in the cut-throat compeƟƟon. 

 

Measurable 

 

One of the most enduring benefits in digital markeƟng is that both data and invoices are 
available real-Ɵme. Campaign performance can be scored using Google AnalyƟcs, Facebook 
Insights or an email automaƟon plaƞorm. For instance, they can track how many people click 
on an ad, how much Ɵme readers spend on a page, what content people engaged with most 
and what proporƟon then converted to paying customers. The results are not esƟmates like 
in old school markeƟng and the data allows you to make informed decisions. Companies 
have the opportunity to apply this knowledge, update tacƟcs and ditch poor-performing 
campaigns to ensure they are geƫng maximum Return on Investment. 

 

InteracƟve 

 

Two-Way CommunicaƟon Digital markeƟng develops a reciprocal relaƟonship between 
businesses and consumers. Consumers can ask quesƟons, submit feedback and share 
experiences via social media, online forums and brand websites. Such interacƟvity increases 
customer engagement and helps to build trust and brand loyalty. Unlike tradiƟonal, passive 
TV commericals or staƟc print ads, interacƟve markeƟng can start conversaƟons that forge 
relaƟonships and moƟvate customers to act as ambassadors for those you serve. 

 

Targeted 

 

One of the aspects that makes digital markeƟng so effecƟve is its capacity for pinpoinƟng an 
audience. Businesses can target down to demographic informaƟon (age, sex or income), 
locaƟon, interests and behaviors, and even based on past purchase history. For instance, an 
online retailer could display ads for sports gear only for people who had previously browsed 
through athleƟc goods. This way you're delivering the right messages to the right people and 
not wasƟng money on inhabitants who are likely never going to convert. 
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Cost-EffecƟve 

 

Digital markeƟng is much more cost effecƟve than tradiƟonal adverƟsing. Television or print 
adverƟsing carries heavy upfront costs; digital plaƞorms enable businesses to start with small 
budgets and then grow those budgets according to campaign effecƟveness. PPC ensures that 
companies only have to pay when a user takes the desired acƟon, and organic techniques 
such as SEO and content markeƟng provide long-term results with relaƟvely low costs. Digital 
MarkeƟng therefore becomes ever more aƩracƟve for SMEs who have maximum impact on 
a limited budget. 

 

 

  

“Digital markeƟng budgets have been steadily increasing worldwide, with many organizaƟons 
now allocaƟng more than half of their total markeƟng spend to digital channels. This shiŌ is 
driven by the ability to measure results, target specific customer segments, and achieve beƩer 
ROI compared to tradiƟonal adverƟsing.”  

 

1.2 Importance of Digital MarkeƟng 

 

1.2.1 Growth of Internet and Mobile Users  

 

The Importance of Digital MarkeƟng The world is rapidly becoming digital. During the past 
20 years, the internet has gone from being a shiny luxury allowing research and 
communicaƟon to an embedded necessity for everyday life. As connecƟvity increased, the 
addressable audience through digit al mediums grew exponenƟally, providing businesses with 
new and powerful channels for markeƟng their products. 

 

Smartphones were an instrumental part of this shiŌ. From being just devices for calling and 
texƟng, mobile phones have come a long way. Since 4G and 5G were introduced, mobile 
internet has surpassed desktop use. This has led to a world where people now read, buy, 
learn and communicate mostly using their mobile devices. For marketers, it has unveiled an 
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enƟrely new plane: developing strategies designed to meet the needs of mobile-first 
consumers with markeƟng tools like responsive sites, apps and locaƟon-based targeƟng. 

 

An interesƟng issue regarding internet trucks is the ongoing process of global digital divide 
reducing. Internet adopƟon has surged in many developing naƟons, powered largely by 
growing smartphone deployment and data plans — which are becoming more affordable. For 
instance, less developed regions which unƟl recently had liƩle to no adverƟsing can now be 
targeted via digital and are becoming a market for businesses hitherto focused on ciƟes. 

 

Furthermore, the proliferaƟon of mobile users has established personalized, always-open 
communicaƟon channels. People take their devices everywhere, so brands can reach them 
virtually anyƟme. Digital communicaƟon via push noƟficaƟons, SMS campaigns, in-app 
messages and targeted ads on social all provide instant direct lines of communicaƟon. This 
immediacy has reprogrammed consumer habits, when instant responses, custom-fit offers 
and last-mile digital experiences are the norm. 

 

Social media sites have also bolstered this expansion. Featuring billions of acƟve users across 
Facebook, Instagram, TikTok, LinkedIn and other plaƞorms, the services turn social networks 
into a global marketplace for businesses to directly reach their audiences. They make it easy 
for companies to scale up campaigns rapidly, but localize them to a region or demographic at 
the same Ɵme. 

 

One more layer to this growth, is e-commerce. More of them click today, but retailers are, 
essenƟally, forced to have an on-line shop. Today’s consumer aspires to research a product 
online and make informed decisions, based on reviews or comparisons of prices without ever 
seƫng foot in a brick-and-mortar store. This new online-first behavior makes the importance 
of digital visibility even more substanƟal, since in most cases customers decide where and 
who to purchase from solely through interacƟon with what (and how) you have represented 
yourself online. 

 

With a rapidly growing dependence on the mobile and internet, digital literacy is now not 
only a need for consumers if businesses are to be believed. Businesses that do not have an 
online profile in today’s digital world are most likely to be invisible to prospecƟve customers. 
Advances in internet and mobile usage have pracƟcally transformed digital markeƟng to the 
way people do things, just because it extends beyond physical boundaries, works at lightning 
speed and isn’t afraid of changes or new market trends. 
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1.2.2 Digital MarkeƟng as a Driver of Business Growth  

 

Digital markeƟng is a disrupƟve force for business growth — it gives wealth of opportuniƟes 
to businesses, opening new ways for them to grow and reach out to prospects. These types 
of digital methods have bridged accuracy, adaptability and data centric insights which not only 
help businesses to grow at a faster pace but also the wins are sustainable. 

 

Its ability to break the geographical barriers, serve far more customers than tradiƟonal 
markeƟng and tap into various markets with liƩle effort is at the core of the growth-driving 
force customizaƟon has become. Thanks to e-commerce, social media ads and internaƟonal 
shipping services, a local brand today can sell to consumers on other conƟnents. This 
globalisaƟon of opportunity was once the sole province of MNC's with big ad budgets. Access 
has also been democraƟzed through digital plaƞorms, enabling startups and SMEs to go 
head-to-head with “big boys”. 

 

Yet another is cost effecƟveness and scalability. Most digital campaigns start with a small 
investment and scale as the results get beƩer. For instance, a company can start running pay-
per-click campaign with a small budget, measure which keywords bring the most conversions 
and further expand in more profitable channels. This nimble approach enables businesses to 
reduce risks and achieve results. 

 

There is no doubt that digital markeƟng also enhances customer relaƟons management. 
Personalized email campaigns, retargeƟng ads, and content strategies help businesses guide 
leads through the customer journey. This allows for no lost leads on the first touch and 
movement towards close (conversion) via meaningful and connected email interacƟons. The 
power of creaƟng an ongoing dialogue turns into more sales and repeat customers. 

 

On the other hand, digital markeƟng serves as a vehicle for innovaƟon to scale. Businesses 
are turning to new formats like interacƟve videos, gamified ads, augmented reality 
experiences and influencer integraƟons. These creaƟve methodologies cut through the noise 
of the digital landscape, increasing brand disƟncƟon. For instance, a beauty company can 
enable customers to virtually “try on” products via an augmented reality filter, leading to more 
confident purchases and sales. 
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The data analyƟcs are instrumental in helping to scale. Companies use the insight gathered 
from customer behavior, preferences and purchase trends to improve their offerings and 
markeƟng messages. This in turn results in more-educated decision making and beƩer 
resource allotment. Businesses that know their data can refine markeƟng campaigns in the 
moment, saving on costs while increasing conversions. 

 

Last, but certainly not least, digital markeƟng promotes long-term sustainable growth by 
developing brand loyalty. Brands form emoƟonal connecƟons with customers through 
community building on social plaƞorms, customer service chatbots and personalized offers. 
These relaƟonships not only result in repeat orders, but also lead to spreading throughout 
word of mouth – gaining more customers without such exorbitant costs. 

 

The truth is, digital markeƟng has ceased being just a form of adverƟsing — and is something 
more akin to an organizaƟon's primary growth engine. 

 

1.2.3 Benefits for Businesses 

 

Key advantages of digital markeƟng to businesses – from startups to mulƟnaƟonals Some of 
the key benefits include: Extended reach – true in-the-moment engagement and beƩer ROI 
tracking. Each of these factors has an important impact on the way markeƟng is conducted 
today. 

 

Wider Reach 

 

The internet has broken the borders of markeƟng altogether. With online channels, a brand 
can go global without infrastructure and distribuƟon network like it used to be. A small 
craŌsman, for example, can display goods on an e-commerce site and sell them around the 
world. Plaƞorms of which are also possible only in the digital space allow beƩer focus on the 
niche for example, very specific groups can be targeted in a most efficient way. Unlike 
tradiƟonal approaches which rely on the broadcast effect and tend to address everyone, 
digital intervenƟons allow targeƟng with great precision. 

 

Real-Time Engagement 
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Real Ɵme communicaƟon Real-Ɵme messaging is one of the greatest advantages for business 
among those provided by digital markeƟng. Patrons may also instantly engage with a 
business through online conversaƟon and direct messages on social media. Not only does this 
level of responsiveness delight customers, but it also allows queries or complaints to be 
addressed right away. Engaging in real-Ɵme promotes brand authenƟcity and accessibility, 
which helps market parƟcipants to form more meaningful relaƟonships with brands. In 
addiƟon, real-Ɵme updates enable businesses to respond quickly to market shiŌs, what’s hot 
in the market or customer responses and ensure campaigns remain relevant. 

 

BeƩer ROI Tracking 

 

Under common markeƟng methods, you cannot quanƟfy your returns exactly. Digital 
markeƟng on the other hand is measurable for every campaign. Marketers can measure 
impressions, clicks, conversions and customer acquisiƟon costs and lifeƟme value. This 
accuracy enables businesses to measure how effecƟve each approach might be and then 
invest money in other areas if they see more favourable results. If, for instance, a certain 
social-media ad is converƟng beƩer than a search ad, businesses can make the swap instantly. 
This constant opƟmizaƟon of campaigns leads to the maximum profitability of markeƟng 
work. 

 

Enhanced PersonalizaƟon 

 

Beyond the big three, digital markeƟng also facilitates the personal touch. A business can 
customize these messages based on customer preferences, purchase history and caresses. 
RecommendaƟons from experience and offers tailored to each individual dramaƟcally 
improve conversion rates, while engaging your customers for a lifeƟme. 

 

Cost-EffecƟve MarkeƟng 

 

Another criƟcal benefit is affordability. SMBs (small and medium businesses) that can’t afford 
high-priced television or print campaigns have the ability to use digital at a fracƟon of 
tradiƟonal prices. Inbound tacƟcs such as SEO, social media engagement and content 
markeƟng deliver effecƟve ROI to the boƩom line while requiring much less budget; They’ll 
give you room to challenge larger corporaƟons. 

 

Page 15 of 33 - Integrity Submission Submission ID trn:oid:::3618:127375960

Page 15 of 33 - Integrity Submission Submission ID trn:oid:::3618:127375960



Through these advantages, digital markeƟng evolves as not only an opƟon but a crucial 
strategic edge of business in the contemporary world. 

 

1.2.4 Role of Digital MarkeƟng in Different Sectors  

 

One of the reasons digital markeƟng is so awesome is that it can be used across industries, 
with each one tailoring the tacƟcs to its own needs. Its funcƟon changes from that of the 
consumer, business and industry. 

 

Retail and E-Commerce 

 

For retail and e-commerce, digital markeƟng is the backbone. SEO is used for bringing in 
visitors, social media ads are deployed to boost promoƟons, and email campaigns are uƟlized 
for engagement. Customer reviews and influencer collaboraƟon add to trust, as well. Online 
retailers such as Amazon and Flipkart also make the best out of targeted adverƟsing and 
recommendaƟon engines, driven by digital markeƟng algorithms. 

 

Healthcare 

 

Digital markeƟng can be used to establish trust and educate paƟents in healthcare. Using 
websites and content markeƟng, hospitals and clinics offer advice on everything from 
checking for breast lumps to managing diabetes, while search ads scan the internet for people 
on the verge of booking an appointment with a specialist. TelemedicineBilling is based on 
digital markeƟng and product promoƟon. AddiƟonally, healthcare faciliƟes can get the 
message out about prevenƟve care and wellness programs through its social media channels. 

 

EducaƟon 

 

Digital Campaigns Work Wonders for the EducaƟon Sector Digital ads help e-learning 
plaƞorms and universiƟes worldwide target prospecƟve students. And content like blogs, 
webinars and free resources are what establishes credibility, with retargeƟng ads converƟng 
potenƟal learners into paid students. Emails are also highly effecƟve in nurturing long-term 
student relaƟonships. 
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Finance 

 

Banks, insurers or fintechs depend on digital plaƞorm to provide services, adverƟse products 
and earn trust. Online adverƟsements encourage the purchase of financial products, such as 
credit cards or investment plans, and chatbots deliver customer service. Social media 
programmes teach people about financial literacy, and target adverƟsing brings banks in new 
customers. 

 

Hospitality and Travel 

 

From hotels to airlines, to tourism boards, they are increasingly embracing digital markeƟng 
— including social media and messaging apps — and shiŌing their ad dollars from plaƞorms 
like print magazines. With virtual tours, review sites and tailor made offers digital markeƟng 
is simply a must have.” Consumers are driven by ‘customer engagement’ on the likes of trip 
advisor or booking apps ImpacƟng purchase decisions. 

 

Real Estate 

 

Digital markeƟng, meanwhile, for real estate developers and agents offers the opportunity to 
show off properƟes through 3D virtual tours, video walkthroughs, and targeted campaigns. 
This eliminates the need for on-site visits by potenƟal buyers as well and provides 
internaƟonal purchasers with the ability to visit properƟes virtually. 

 

Entertainment 

 

Digital spend behind digital campaigns is the lifeblood of streaming plaƞorms, film studios 
and gaming companies. Consumer interest will be stoked by all that social media buzz and 
those trailers, not to menƟon targeted ads. Data insights also enable entertainment 
companies to suggest tailored content for users, increasing engagement and retenƟon. 
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By tailoring digital strategies to industry specifics, any business in any industry can increase 
its visibility, gain trust and grow faster. Digital markeƟng is therefore a cross-industry 
lodestone of consumer orientaƟon. 

 

 

“AcƟvity”  

  

  

Imagine you are the markeƟng head of a startup offering eco-friendly products such as 
reusable boƩles, biodegradable packaging, and organic clothing. Design a brief digital 
markeƟng plan to increase brand visibility and customer engagement. Consider which digital 
channels (social media, email, SEO, paid ads) would be most effecƟve, explain how you would 
track performance, and suggest at least two strategies for building long-term customer loyalty 
through digital plaƞorms.  

1.3 Overview of Digital MarkeƟng Channels  

 

Figure 1.1  

 

 

1.3.1 Search Engine OpƟmizaƟon (SEO) 

 

2
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Search Engine OpƟmizaƟon also known as SEO is the process to built perspecƟve and visibility 
of a website in search engines like Bing, Yahoo or Google whenever users look for keywords 
relevant to your website Webmasters On The Roof Companies. The criƟcality of SEO is, most 
users do not go past the first couple results and thus if you are highly ranked, this creates a 
greater potenƟal for organic traffic without having to pay for ads. SEO is actually made up of 
a handful of different strategies: 

 

• On-Page SEO: This includes things that webmasters can do on their own website to make it 
more search-friendly, such as keyword opƟmized Ɵtle tags, meta descripƟons and header tags 
among others. EssenƟal on- page opƟmizaƟon quality content: Quality In SEO refers to the 
comparison of your content with that of your compeƟtor. For instance, if someone searches 
for “best running shoes,” a blog post is created about “best running shoes” should not only 
contain the keyword, but it must provide useful informaƟon in general that helps users. 

 

• Off-Page SEO: This is all about external signals as to how the site that you are opƟmising, 
should trust and authority. The most important is backlinks — other websites that link to your 
website. A backlink from a news site or college is going to be more valuable than some 
random blogger. Off-page SEO encompasses social signals and brand menƟons too. 

 

• Technical SEO: Search engines favor sites that are technically sound. Technical SEO may 
involve enhancing your site's speed, making it mobile-friendly and secure (HTTPS), and 
arranging site elements in a way that makes content easy to index by search engines. 

 

• Local SEO: For businesses working within a specific locality local SEO services can ensure 
visibility in locaƟon-based searches. This makes it important to properly set the business 
hours, the locaƟon informaƟon and reviews on Google Business Profiles (including now closed 
thoughts). 

 

SEO is not an endpoint,it’s a journey, as search engines always come up with new algorithms 
to rank websites. Businesses that stay informed on changes — for example, Google’s focus 
on user experience signals with Core Web Vitals, or voice search trends. Another key to the 
success, of course is quality and perƟnence. Now, SEO isn’t about keyword stuffing, it’s about 
wriƟng solid content and earning trust with end-users as well as search engines. 

 

2
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In the end, SEO is an investment for years to come. It is slow to produce visible result but the 
growth in natural traffic and brand credibility makes it worth spending Ɵme. OrganizaƟons 
who regularly follow the best pracƟces of SEO see not only increased visibility but get trusted 
as a leader in their industries. 

 

1.3.2 Social Media MarkeƟng (SMM) 

 

Figure 1.2  

● Social Media MarkeƟng - The use of Facebook, Instagram, Linkedin, TiwƩer (X), Youtube 
etc. 

 

and TikTok as adverƟsing channels for products, services and companies. In contrast to the 
one-way communicaƟon modes of adverƟsing, SMM seeks people talking and the 
development of communiƟes about brands. 

 

SMM operates on mulƟple levels: 

 

• CreaƟng and Sharing Content: Companies create posts, stories, reels, videos and blogs to 
inform and entertain audiences. The format varies by plaƞorm: Instagram is all about visuals, 
LinkedIn’s naƟve content revolves around professional insights and TwiƩer lends itself to 
rapid-fire updates. 
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• Community Building: A robust presence online fosters community and engagement. 
Responding to comments, reposƟng user-generated content and hosƟng live sessions foster 
a feeling of camaraderie. For example, companies like Nike use Instagram to moƟvate with 
athlete narraƟves, and smaller organizaƟons rely on SMM for community of the brand and 
behind-the-scenes looks. 

 

• Illicit AdverƟsing: These are paid promoƟons which are possible on such plaƞorms Files can 
be spread — from conversaƟons to movies. Ads can be served to an audience based on 
demographics, interests, locaƟon and behavior. This kind of micro-targeƟng ensures that ads 
are shown to the people most likely to click or convert. 

 

• Influencer MarkeƟng: Social media has created influencers / people with a following. 
Working with influencers can help extend reach and lend authenƟcity, since people tend to 
believe other real people more than they believe adverƟsing. 

 

• AnalyƟcs and Insights: They offer various metrics such as reach, impressions, click-through 
rates and engagement levels. These are the kind of observaƟons that enable you to iterate 
on your business strategies. For instance, a brand might see that short-form video drives 
more engagement than staƟc imagery and pivot accordingly. 

 

The thing with SMM is that it works by being interacƟve and viral. In a maƩer of hours, 
content can go viral, reaching millions of users around the globe. But it is also about 
reputaƟon management, because bad press and comments from customers can move just as 
fast in the opposite direcƟon. 

 

Social media markeƟng is not just ads but also storytelling, community involvement,and 
building your brand long term. “Those brands which deliver constant value and foster 
genuine engagements can transform casual followers to advocates.” 

 

1.3.3 Email MarkeƟng 

 

Despite being one of the oldest digital channels, email markeƟng sƟll holds a special place in 
the list of the most reliable and affordable markeƟng techniques. It includes e-mailing 
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targeted and personalized content to individuals to help educate, engage and direct them 
through the buying process. 

 

The power in email markeƟng is in the direct line of communicaƟon. Social media algorithms 
restrict the visibility of posts, emails go directly into users’ inboxes. Email offers a universal 
reach with billions of users using email every day. 

 

The following are some of the key elements of email markeƟng: 

 

• Subscriber List Building: Permission based subscriber lists are created for businesses through 
signup forms, lead magnets (like free ebooks or webinars) and opt-in offers. Quality lists that 
lead to beƩer engagement and less spam complaints. 

 

• SegmentaƟon and PersonalisaƟon: The generic template tends to do very poorly. 
SegmentaƟon: Subscribers are separated in groups according to demographics, behavior and 
purchase history. Customized emails, including a user’s name or suggesƟng products based 
on prior engagement, can dramaƟcally improve email engagement and conversions. 

 

• Types of Emails: NewsleƩers, promoƟonal offers, product updates, event invitaƟons, 
transacƟonal emails (order confirmaƟons, receipts), re-engagement campaigns. And each 
one has a specific role to play in the customer journey. 

 

• AutomaƟon: Email plaƞorms also allow for automaƟon such as welcome sequences, 
abandoned cart reminders or birthday offers. By automaƟng these, Ɵmely communicaƟon is 
guaranteed" we create long- term relaƟonships without having to put in copy and paste work 
all the Ɵme. 

 

• Analysis and OpƟmizaƟon: Data-driven measurements like open rates, click-through rates, 
conversion rates allow companies to quanƟfy success. Marketers have the opportunity to test 
A/B out subject lines, CTAs or images for opƟmum returns. 

 

Email markeƟng remains popular for its value and high ROI. Research consistently indicates 
for every dollar spent on email markeƟng businesses make back mulƟple Ɵmes the 
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investment. In addiƟon to that, with the independence and control unlike social media 
plaƞorms dependent on the third-party algorithm is owned by businesses themselves can’t 
be denied. 

 

1.3.4 Online AdverƟsing 

 

Paid media (online adverƟsing) Paid media, known also as online adverƟsing, is a form of 
markeƟng or sponsored content that are promoted on plaƞorms with the aid of paid 
placements. This is something businesses can quickly gain visibility and get in front of a more 
targeted audience. 

 

Online adverƟsing can be presented in the following formats: 

 

• Search Ads: Featured on search engine results pages (SERPs) when people look for certain 
keywords. For instance, a search for “buy running shoes online” might cause ads from e-
commerce brands to pop up at the top. Intent driven; search ads are shown to users who are 
searching for a product or service and thus has higher possibility of conversions. 

 

• Display Ads: Banners you see on websites, apps and in the Google Display Network. These 
come as staƟc images, clickable banners, and moƟon graphics. Display ads are good for brand 
awareness, and can retarget users who visited a site but did not convert. 

 

• Video Ads: This comes in as one of the most engaging formats given the popularity and 
preference with apps like YouTube, TikTok and Facebook. They enable brands to tell powerful 
stories, be that in a short form or long one. The ever-popular pre-roll ads (which appear before 
a video), mid-roll ads and sponsored videos are common spots. 

 

Online adverƟsing offers several benefits: 

 

• Highly Targeted: Brands can to target their customers by demographics, locaƟon or interests 
whether they are based on an individual’s offline or online behaviour. 
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• Budget regulaƟon: AdverƟsers specify budgets and bids to keep campaigns within budget. 

 

• QuanƟfiability: Robust reporƟng gives you impressions, clicks, conversions and ROI. 

 

• RetargeƟng: Ads can use to “follow” users across plaƞorms, in an effort to remind them of 
products they looked at and make it more likely that they’ll ulƟmately follow through and 
buy. 

 

And to any business needing instant exposure and a way to track its growth, online 
adverƟsing is ineluctable especially when complemented with free strategies such as SEO and 
content markeƟng. 

 

1.3.5 IntegraƟon of Channels in the Omnichannel MarkeƟng 

 

As beneficial as each type of digital markeƟng can be, combining all the different types to 
create an omnichannel and mulƟ-plaƞorm experience is how successful businesses are 
achieving more than anyone ever thought possible. Omni-channel markeƟng is simply about 
ensuring that the experience of who you are, and what you offer is seamless and consistent. 

 

Key aspects of integraƟon include: 

 

• Message consistency: Consumers want to have a consistent message. A discount promoted 
in social media should be consistent with the email campaign and show up on search ads. 
Consistency creates trust and minimizes confusion. 

 

• Syndicated Data from One Channel Can Inform the Other. For instance, SEO data about best-
performing keywords can help drive paid ad campaigns and email engagement insights can 
help sculpt social content. 

 

• Customer Journey Mapping : Modern customers engage with a brand across several 
channels before they make choices. A shopper might find a brand through a Google search, 
start following it on Instagram, subscribe to its newsleƩer and ulƟmately make a purchase 
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aŌer spoƫng a retargeted ad. Seamless transiƟons through these stages are facilitated by 
omni-channel strategies. 

 

• IntegraƟon of Technology: Technologies such as Customer RelaƟonship Management (CRM) 
systems, markeƟng automaƟon plaƞorms and analyƟcal dashboards can assist in coordinaƟng 
the campaigns. This integraƟon enables companies to provide relevant and 
hyperpersonalized communicaƟon on all touchpoints. 

 

• BeƩer customer Experience: Omni-channel is about the customer not the channel. The 
objecƟve is to deliver a seamless engagement across all touch points both on-line and in-
store where the customer feels cherished and he/she doesn’t feel like a stranger when 
engaging on an email, mobile app or site. 

 

EffecƟve IncorporaƟon of Digital MarkeƟng Channels By Growing Companies The blending of 
digital markeƟng channels allows companies to leverage the strengths of each, yet provide a 
seamless customer-centric approach that drives loyalty and long-term growth. 

 

 

  

Choose the correct opƟon:  

1. Which SEO component focuses on backlinks and external signals?  

a) On-page SEO  

b) Off-page SEO  

c) Local SEO  

d) Technical SEO  

2. Which social media markeƟng strategy leverages individuals with loyal 
followers? a) Paid ads  

b) Content sharing  

c) Influencer markeƟng  

d) Community replies  
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3. What type of email helps recover abandoned shopping carts? a) NewsleƩer  

b) Welcome email  

c) TransacƟonal email  

d) Reminder email  

  

4. Which online adverƟsing format is most intent-driven?  

a) Display ads  

b) Video ads  

c) Search ads  

d) Pop-up ads  

  

5. Omni-channel markeƟng primarily focuses on:  

a) Lower costs  

b) Consistent experience  

c) Viral content  

d) One-Ɵme campaigns  

  

1.4 Summary 

 

 Digital markeƟng is the promoƟon of goods and services through digital channel including 
search engine, websites, social media, email and mobile applicaƟons. 

 

It stands out of tradiƟonal markeƟng due to its features of interacƟvity, measurability, 
personalizaƟon and cost efficiency. 

 

– There has been an increasing number of internet and mobile users around the world, thus 
forcing businesses to adopt digital markeƟng. 

 

sizes. 
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 The effect of digital markeƟng in businesses to drive growth. It allows a business to open 
up channels for potenƟal customers and new markets without invesƟng money elsewhere 
(Nelson, 2007). 

 

 The main benefits are worldwide reach, instant interacƟon, monitored results and 
increased ROI against other tradiƟonal campaigns. 

 

 SEO plays the very important role in increasing organic visibility of the website on search 
engines by applying on-page, off-page, technical and local strategies : JaƟn Chhabra 39/43 
hƩp://www.srjbs.com factors whose aim is to increase online presence for your end 
customer. 

 

 It is an ideal plaƞorm to share stories for any organizaƟon with SMM (Social Media 
MarkeƟng). 

 

 Email markeƟng is sƟll one of the least expensive channels available to marketers when 
compared to value offering personalized and automated customer communicaƟons that 
provide a tangible ROI. 

 

ENel campo dell adverƟsing le campagne online, via search, display e video ads, assicurano 
visibilità immediata e mirata. 

 

Omni-channel markeƟng is an mulƟ channel approach to markeƟng that seeks to provide 
customers with a seamless and consistent experience across channels. 

 

 Digital markeƟng can have a sectoral interface in health care, educaƟon, banking and 
finance, retail trade, tourism and entertainment. 

 

 The flexibility and scalability have made digital markeƟng an essenƟal element of the 
business in this age of compeƟƟon. 
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1.5 Key Terms 

 

Digital MarkeƟng – The adverƟsing of goods, services and products through the use digital 
technologies. 

 

SEO (Search Engine OpƟmizaƟon) – Effort to enhance the visibility of a website on search 
engine result pages. 

 

On-Page SEO – Everything you can do to your site that is directly related to the content and 
programming of your site. 

 

Off-Page SEO – Methods such as backlinking and brand menƟons that boost site authority 
from the outside. 

 

Technical SEO –BeƩer site speed, mobile-friendliness and accessibility for search robots. 

 

Local SEO – Having a strong online presence for locaƟon related search. 

 

SMM (Social Media MarkeƟng) – Promote businesses and interact with the audience using 
social plaƞorms. 

 

Influencer MarkeƟng – Using popular personaliƟes to promote companies. 

 

Email MarkeƟng – CommunicaƟng to customers one-to-one via personalizaƟon & 
automaƟon. 

 

Online AdverƟsing – Paid online ads on search, display and video. 

 

PPC (Pay-Per-Click) – Ad model in which adverƟsers pay when an end-user clicks on their ad. 
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Omni-Channel MarkeƟng – Bridging online and offline channels for unified customer 
experience. 

 

1.6 DescripƟve QuesƟons 

 

Q:What is Digital MarkeƟng explain how it is different than tradiƟonal markeƟng? 

 

Explain how growth of the Internet and mobile has affected the adopƟon of digital markeƟng. 

 

Describe what is SEO and list its key elements. 

 

Examine how social media markeƟng contributes to the development of customer 
engagement and loyalty. 

 

Assess the importance of email markeƟng as a low-cost digital medium. 

 

Compare search, display and video ads; describe their pros and cons. 

 

Define omni-channel markeƟng in the context of contemporary business strategy. 

 

Explain specific use cases of digital markeƟng in industries such as educaƟon, healthcare, 
finance etc. 
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Answers to Knowledge Check  

  

Knowledge Check 1  

1. b) Off-page SEO  

2. c) Influencer markeƟng  

3. d) Reminder email  

4. c) Search ads  

5. b) Consistent experience   

 

 

1.8 Case Study 

 

BrightMart Superstores – Going Digital 

 

This is you Hope You Win Your prize @ BrightMart Superstores Yours Sincerely, Mr. For years, 
the business had depended heavily on walk-in customers, tradiƟonal billboards and 
newspaper adverƟsing. But the threat of e-commerce behemoths and shiŌing consumer 
tastes loomed large. Sales conƟnued to fell when the former with increasingly purchasing at 
the internet, which turned out to be more convenient, cheaper and had more of a selecƟon. 
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Realizing that the situaƟon was urgent, BrightMart management made a decision to embrace 
digital markeƟng as a way of rejuvenaƟng their brand and aƩracƟng younger customers while 
penetraƟng into e-commerce. The aim was not just to survive, but for long-term growth 
through digital transformaƟon. 

 

Steps Taken by BrightMart 

 

SEO and Website Redesign: CreaƟon of BrightMart An SEO OpƟmized E-commerce Web Site 
/ For Sale Ads. The storefront’s team used keyword research to home in on searches such as 
“affordable groceries online” and “daily essenƟals near me.” They emphasized local SEO to 
draw in city-specific customers. 

 

Social Media Campaigns BrightMart ushered in the digital era with Social Media handles 
highlighƟng promoƟons, customer feedback and seasonal offers. Influencer partnerships 
were leveraged to amplify quality products and deals. 

 

Email MarkeƟng Campaigns: Segment-based personalized emails were sent to repeat 
customers, with discount codes and reminders of sale in progress. There were also automated 
campaigns like abandoned cart reminders. 

 

Digital markeƟng: Paid search for high-intent keywords, and display ads with specials offers. 
Video ads featured BrightMart’s fresh and convenient philosophy. 

 

Omni-Channel IntegraƟon: Online and offline all categories open, BrightMart first tried the 
online order, in-store pick up mode. Ads on social media, emails and the website were 
coordinated for a single message. 

 

Problem Statements and SoluƟons 

 

Issue 1: My website is not geƫng enough traffic even when I follow SEO best pracƟces. 

 

• Challenge: OpƟmised website, but no significant traffic. 
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• SoluƟon: BrightMart turned to content markeƟng — blogs, recipes and grocery Ɵps — to 
bolster organic visibility. Food blogger backlinks inflated domain authority. 

 

Then bit by bit traffic improved and conversions went up. 

 

Issue 2: You’re not engaging much on social media. 

 

Challenge: IniƟal social media posts didn’t drive interacƟon. 

 

• SoluƟon: BrightMart moved to do more of an interacƟve campaign rather than just promos, 
like polls (“What’s your favorite weekend snack?”)., live chat with nutriƟonist and user-
generated content contests. Audiences increasingly engaged as they felt appreciated. 

 

Issue 3: Customer AƩriƟon in Online Orders 

 

• Challenge: Many of the business’s customers leŌ carts without making purchases. 

 

• SoluƟon: Personalizĳed reminder emails, pop-ups offering limited-Ɵme discounts and fewer 
steps in the checkout process nipped drop-off. The store also established loyalty points for 
those shopping online, encouraging them to buy again and again. 

 

ReflecƟve QuesƟons 

 

What necessitated the transiƟon of BrightMart from tradiƟonal to digital markeƟng? 

 

Explain the relaƟonship between SEO and content markeƟng in boosƟng BrightMart 
visibility? 

 

How did customer engagement help bring BrightMart social media back to life? 
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What role does an omni-channel strategy such as ‘Click and Collect’ play towards building 
trust and customer loyalty? 

 

If you were on the markeƟng team at BrightMart, what other digital strategy would you 
suggest? 

 

Conclusion 

 

BrightMart’s situaƟon is a perfect example of the radical effects a strategically executed 
digital markeƟng campaign can have. By integraƟng SEO, social media, email campaigns and 
online adverƟsement as well as omni-channel integraƟon,BrightMart turned around flagging 
sales while at the same Ɵme consolidaƟng customers friendship. The ride demonstrates that 
digital markeƟng is not a collecƟon of disconnected tacƟcs, but an integrated discipline 
necessitaƟng ongoing course correcƟon, relentless customer centricity and constant 
innovaƟon. And, it reenforces the need to go beyond tradiƟonal pracƟces to gain an edge in a 
more and more digital economy. 
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Unit 2: Understanding the Online Consumer  

  

Learning ObjecƟves:  

1. Explain the fundamentals of online consumer behaviour and idenƟfy the 
psychological, social, and technological factors influencing digital purchase 
decisions.  

2. Define and construct digital personas to represent target customers, enabling 
more effecƟve segmentaƟon and personalized markeƟng strategies.  

3. Analyze the buyer’s journey in digital contexts, from awareness and 
consideraƟon to purchase and post- purchase stages, and apply it to markeƟng 
strategies.  

4. DifferenƟate between various types of online consumers, recognizing their 
moƟvaƟons, expectaƟons, and engagement paƩerns across digital channels.  

5. Apply consumer insights to digital campaigns by aligning messaging, content, 
and channel selecƟon with specific personas and buyer journey stages.  

6. CriƟcally evaluate how digital markeƟng strategies evolve in response to shiŌs 
in consumer behaviour and technological innovaƟons.  

7. Demonstrate applicaƟon of theoreƟcal concepts through case study analysis 
and pracƟcal exercises, linking consumer behaviour with real-world digital 
markeƟng decisions.  

Content:  

2.0 Introductory Caselet  

2.1 Basics of Online Consumer Behaviour  

2.2 IntroducƟon to Digital Personas  

2.3 The Buyer’s Journey  

2.4 Summary  

2.5 Key Terms  

2.6 DescripƟve QuesƟons  

2.7 References  

2.8 Case Study  

2.0 Introductory Caselet 
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The Digital Shopper’s Dilemma 

 

GreenLeaf Naturals (a company that sells eco-friendly beauty and personal care products) was 
receiving a steady stream of website visitors, but a low number of purchases. Intrigued by 
this void, the addiƟonal push came when the markeƟng team analysed digital behaviour of 
their consumers. 

 

The data revealed interesƟng paƩerns. A lot of visitors came to the site via Instagram ads 
showcasing sustainable packaging and customer tesƟmonials. Although users spent a long 
Ɵme on product pages many of them dropped off right before checkout. An addiƟonal 
analysis revealed that customers were frequently price-checking against compeƟtors, reading 
product reviews on third-party sites and sought confidence in product authenƟcity before 
making a purchase. 

 

GreenLeaf resolved this by creaƟng rich digital personas. One persona consisted of young 
professional environmentally-aware consumers who were interested in sustainability, but at 
the same Ɵme price sensiƟve. Another stood in for middle-aged parents who are in search of 
safe, chemical-free products for their family, prioriƟzing trust and safety over discounts. These 
personas allowed the company to create content based on who you were. In an Instagram 
campaign, they emphasized the eco-friendly aspect of products for young people; email 
newsleƩers menƟoned product safety and cerƟficaƟons for families. 

 

AddiƟonally, the team also documented the buyer’s journey to help markeƟng efforts stay 
more in line. In the awareness phase, trust was created through educaƟonal blog posts and 
influencer collaboraƟons. Product comparison guides and customer reviews played a 
significant role at the consideraƟon stage. And discount codes and limited Ɵme offers drove 
the conversions at the decision stage. 

 

In six months, GreenLeaf noƟced a significant increase in conversions. Shoppers were no 
longer just clicking through—they were interacƟng with quality content that addressed their 
concerns and making purchases more confidently. 

 

CriƟcal Thinking QuesƟon 
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If you were on the markeƟng team at GreenLeaf, what could you do opƟmize the buyer’s 
journey to lower cart abandonment and increase long-term customer retenƟon? 

 

2.1 Basics of Online Consumer Behaviour  

2.1.1 CharacterisƟcs of Online Consumers  

 

Online shoppers are the people who encounter with the brands, products and services using 
digital medium and also purchase them through online plaƞorms like e-commerce sites, apps 
and social media plaƞorms The study will be conducted on human frame. In contrast to offline 
consumers, online shoppers have less opportuniƟes to touch products and try them on. 
Gichuhi did not parƟcipate in the interest of being felcted than his opponent, Beth 
Bulenchi.They are significantly lighter than aerobar counterparts. 

 

InformaƟon orientaƟon is one of the important dimensions of online customers. Online 
shoppers do their homework — shopping around for the best price, checking reviews and 
looking at a compeƟtor's site — before they buy. And this evidence-based behavior makes 
them extremely educated — and even more demanding. Offline buyers may follow in-store 
displays or suggesƟons by salespersons, but online consumers are the resources they rely on 
to form their opinions. 

 

Yet another standout feature is ease of use. Time-saving and accessibility are important to 
online consumers. They love that they can shop anywhere, at any Ɵme, on any device. That’s 
why websites with easy navigaƟon, fast checkout and mobile responsiveness are more 
successful in turning casual browsers into raving customers. 

 

Also, online consumers have a very clear preference towards personalizaƟon.” They 
anƟcipate product recommendaƟons, emails and ads that reflect their browsing history, 
purchasing habits or stated preferences. Businesses that use data analysis to offer custom 
experiences are beƩer placed to aƩract online consumers and generate loyalty. 

 

Moreover, online shoppers engage in social-influenced decision making. They depend greatly 
on peer reviews, influencer recommendaƟons and social media trends. e-commerce website 
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or by a trusted influencer, can cause you to decide in favor of purchase and negaƟve word-
of-mouth can slow you down or turn you away. 

 

One thing that also looms large is mulƟ-channel exposure. Online shoppers seldom confine 
themselves to a single channel. They might find a product on social media, search for reviews 
on another site, check prices on e- commerce plaƞorms and then buy the item within a 
mobile app. Such cross-channel behaviour makes consistency and integraƟon important for 
organisaƟons. 

 

Finally, online shoppers are both more sensiƟve to price and less brand-loyal than off-line 
shoppers. With so many websites dedicated to price checks and a race-to-the-boƩom 
discounƟng-based marketplaces at their fingerƟps, bouncing from brand to brand is a piece 
of cake. This also means that brands that provide value beyond pricing—good customer 
service, loyalty programs, or ethical ways of doing business—can sƟll gain long-term 
commitment. 

 

2.1.2 Factors Influencing Online Consumer Behaviour  

  

  

  

   

Figure 1.1 
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A number of dimensions drive online consumer behavior influencing decision-making in 
digital environments. Least four of them (proximately called convenient, price sensiƟve, social 
influence, and trust and security) are reasonable dominances. 

 

Convenience 

 

Convenience is a key determinant of consumer behavior in the online ecosystem. Shopping 
from home, any Ɵme of the day or nightBrowse, compare, and buy products while relaxing 
at home is one thing that digital shoppers are very fond of. Convenience is further enhanced 
by one-click checkout, same-day delivery, mobile apps and voice-driven shopping 
experiences. We all like things that don’t get in the way of our purchasing decision. Long 
checkout forms or complex returns policies, for example, are purchase deterrents while easy-
to-use plaƞorms are encouragers. 

 

Price SensiƟvity 

 

Price is sƟll a big draw for internet consumers. The digital universe at its fingerƟps, with price 
comparison websites, discount codes and seasonal sales on full display – consumers are more 
empowered than ever to save. Price-conscious consumers will quickly defect to compeƟtors 
offering lower prices or superior deals. This sensiƟvity is even more acute during online sales 
fesƟvals or flash sales, when all-out price cuts trigger huge spikes in traffic and orders. The 
need to balance such fiercely compeƟƟve pricing with perceived value - customers must also 
want something other than a good price - makes it hard for businesses to offer terrible terms. 

 

Social Influence 

 

Peer recommendaƟon, influencer endorsement, and community reviews are profoundly 
affecƟng the online consumers. Word-of-mouth communicaƟon, once restricted to local 
personal acquaintances, also has been extended across digital plaƞorms in the form of raƟngs 
and reviews, tesƟmonials and other viral content. Consumers value UGC more than branded 
promoƟons. PosiƟve feedback, popular hashtags, or influencer endorsements help to build 
trust and push buyers into the purchase. On the other hand, bad reviews can dissuade 
buying. 
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Trust & Security 

 

Trust and security are deciding factors in whether a customer will go ahead with an online 
purchase. Concerns about data privacy, payment fraud and counterfeit goods give us pause. 
Before making a purchase online, consumers seek out secure payment gateways, easy-to-
understand return policies, visible trust badges and consistent customer support. For new or 
lesser-known brands, building trust is even more crucial since security is oŌen associated 
with the brand name. 

 

AddiƟonal Influences 

 

4 Other factors There are other influencing factors than these four of course, such as interface 
design, customizaƟon, the brand of the phone and cultural differences. For instance, speed 
and innovaƟon might be more important for younger customers whereas simplicity and 
security may be more appealing to older customers. Companies that grasp these subtleƟes 
can develop tacƟcs in tune with their audience’s expectaƟons. 

 

 

 

  

“Studies show that more than 80% of online consumers read product reviews before making 
a purchase decision, and over half of them trust peer recommendaƟons more than brand 
adverƟsing. This indicates that social influence and trust are two of the most powerful drivers 
of digital consumer behavior.” 

 

 

2.1.3 Differences Between Online and Offline Consumer Behaviour  

 

Online and Offline Consumer Behavior NaƟonal Culture: Consumers tend to be the products 
of their respecƟve naƟonal cultures, all of which differ significantly in many aspects such as 
consumpƟon behaviour, language, religion etc. 
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There are many differences between online and offline consumer behaviour as the nature of 
their plaƞorms is vastly different. The end-result is the same, to meet needs and wants… but 
how you come into that situaƟon, what influences you passed through, and your experiences 
of it are different. 

 

One of the biggies is availability of informaƟon. Offline purchasers frequently rely on in-shop 
displays, personal viewings and salespeople for informaƟon. Rather, online shoppers have 
everything at their fingerƟps immediately — price comparisons, reviews, unboxing videos 
and product specs. As a result, online buyers are more intelligent and scepƟcal when making 
purchases. 

 

Decision-making speed also varies. Offline shoppers someƟmes swayed by store display 
(layout) or salespersons. There are e-shoppers, though, that may pass more Ɵme since they 
look for and compare various products from different vendors before making choices. 

 

The perceived risk is different between them. Offline buyers can physically inspect the items 
and feel less uncertain. Online shoppers need to trust that the item descripƟon, photo and 
customer reviews are accurate so risk associated with high-value products is perceived as 
high. It's therefore essenƟal to have a solid return policy and guarantee in place for online 
success. 

 

Epiphysial channels serve to differenƟate between the two as well. Offline buyers have direct 
interacƟons with the sales persons and enjoy face-to-face conversaƟon. Online consumers 
the online users interact with through digital interfaces, customer service chats and 
automated help systems. Online touchpoints don’t get to meet customers in person but make 
up for it in speed, 24/7 coverage and scalability. 

 

Social influence mechanisms also vary. Offline consumers are more family, friends and local 
community driven. Online customers, however influenced by global networks, influencers, 
online reviews and virtual communiƟes. 

 

AddiƟonally, loyalty paƩerns differ. Consumers offline may be loyal because of their locaƟon, 
habits or relaƟonship with physical retailers. With the era of global marketplaces, online 
shoppers are increasingly fickle: they’re not as loyal to brands and are quick to jump ship if 
compeƟtors offer beƩer value, convenience or experience. 
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Finally, customer experience is interpreted in its own way. Just because there are some 
things you can’t get online, literally — like touch, or trial, or instant graƟficaƟon. The role of 
sensory communicaƟon in online shopping Online shopping tends to be focus on convenience, 
personalisaƟon and ease accessibility but minimises the experience of senses. Companies are 
now working to narrow this divide by using technologies like augmented reality (AR) and 
virtual try-on tools to allow customers to see themselves in products through digital imaging. 

 

On the whole, whereas offline consumer aƫtude is based on experienƟal knowledge and 
interpersonal trust, online behavior is influenced by digital convenience, informaƟon 
richness, and technological trust devices. To design strategies that successfully target both 
environments businesses will need to understand these differences. 

 

2.2 IntroducƟon to Digital Personas  

2.2.1 Concept of Digital Consumer Personas  

 

Digital consumer persona is a half-ficƟonal character/person that constructs on data, insights 
and so on. It aims to focus on significant aƩributes, moƟvaƟons and challenges of a parƟcular 
consumer group that engages with a brand through online means. Unlike vague 
generalizaƟons about “target customers,” personas are based in solid behavior and data like 
analyƟcs, survey responses, interviews and digital footprints. 

 

The idea of digital personas evolved with the humanizaƟon of data and moving to human-
centered markeƟng strategies. Companies may have plenty of customer data at their 
fingerƟps, but leŌ unordered, it can become an inƟmidaƟng jumble without a clear purpose. 
Personas offer structure by converƟng anonymous numbers into humanly approachable 
profiles that help marketers beƩer pick and choose the efforts they want to take. 

 

For instance, a generic demographic designaƟon like “women 25–35 years” is not the context 
that strategic decisions can be based on. By construcƟng a hypotheƟcal customer using Riya, 
a 29-year-old professional who buys organic skincare online, follows eco-conscious 
influencers and wants to shop all across mobile first on she does not only drive up the 
efficiency of markeƟng campaigns (because now they can align their message with what that 
persona cares about), but also get general help guide future product development 
endeavours. 
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Yes as digital profiles are more agile than convenƟonal customer profiles. + they are built using 
data about online behavior markets and trends products and services interests / preferences 
in the pages we visit, links that we open emails that we read things to do or watch thanks 2 
them u will also understand ur client segments + create a list of acƟons you should take if you 
wish to meet their expectaƟons:) They think about how people look for informaƟon, what 
devices they use and to what extent, which social media plaƞorms consumers use and the 
consideraƟons they make before buying a product. This is parƟcularly important in digital 
markeƟng- where the consumer journey becomes fragmented across many touchpoints. 

 

Personas also let us understand not only who the consumers are, but why they do what they 
do. This more inƟmate knowledge enables marketers to form emoƟonal connecƟons and 
acƟons instead of just funcƟonal benefits. For example, if a persona values sustainability, 
then they should change their message to reflect eco-packaging and fair trade or organic 
sourcing. 

 

In the end, digital consumer personas are that bridge between data and markeƟng. They're 
instrumental in geƫng all teams to think and act strategically across content creaƟon, 
adverƟsing, product development, service and support by designing each consumer 
touchpoint with that very same understanding of the consumer’s needs, moƟvaƟons, and 
barriers. 

 

2.2.2 Elements of Simple Profiling 

 

Easy digital personae profiling by way of the capture and organizaƟon of data across four main 
areas: Demographic, Geographic, Psychographic and Technograhic details. The combinaƟon 
of these gives a "whole" picture of the consumer. 
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Demographic Factors 

 

Demographics It is the basic informaƟon of a consumer, like age, sex, income level, educaƟon 
achievement, marital status and profession. These are the aƩributes that typically form the 
foundaƟon of persona development; they are also measurable and quanƟfiable. For example, 
a high-end fashion brand may target those with above-average income and professional 
occupaƟons. Demographics can be used to break users in the general audience bulks, but 
should be joined with profound insights for approachable strategies. 

 

Geographic Factors 

 

Geographic profiling considers where consumers live and what role locaƟon plays in shaping 
their behavior. This can be country, region, city size, climate and yes, culture. For instance, an 
e-commerce site selling winter clothing would craŌ its campaigns differently for potenƟal 
customers in a freezing climate and for those who live in a tropical region. Geographical 
gauges also impact language preference, payment type, and regional shopping behaviors they 
both maƩer for global and local campaigns. Psychographic Factors 

 

Psychographics digs beyond the surface of such informaƟon to delve into values, interests, 
aƫtudes, lifestyles and moƟvaƟons. This faculty explains why consumers do what they do. 
For example, two people with idenƟcal characterisƟcs may act differently, if one prefers 
luxury and status above all else, while the other puts cost efficiency and convenience first. 
Psychographics allow marketers to create emoƟonal appeals and stories that have meaning 
for consumers on an individual basis. 

 

Technographic Factors 
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Technographic profiling is digital personas only. It includes the consumer technology habits – 
from type of device consumers prefer, to form factor of gadget they most use, as well as OS 
they are comfortable with and some other aspects. For instance, a digitally-naƟve millennial 
who mostly lives on mobile apps might resonate more with mobile-first campaigns and app-
based loyalty programs while older age groups might prefer email-based outreach. 

 

And by puƫng these four pieces together, marketers can transiƟon from general guesswork 
to specific, nuanced insight that can produce a very precise ad targeƟng and personalizaƟon. 
The blending of demographic, geographic, psychographic and technographic data it’s digital 
personas to be more lifelike and beƩer able to shape markeƟng plans. 

 

2.2.3 Role of Personas in Digital MarkeƟng Strategy  

 

Digital personaliƟes are essenƟal to helping develop as well as carry out efficient adverƟsing 
and markeƟng strategies by linking brand name efforts with consumer assumpƟons. In their 
absence, markeƟng can tend toward the generic, which is an ineffecƟve way of sending 
messages or engaging people anyway. Done well, personas provide organisaƟons with disƟnct 
strategic advantages in the following ways: 

 

Content CreaƟon and Messaging 

 

Personas direct the kind of content companies generate. EducaƟonal content, blogs, how-to 
videos and webinars are what's most preferred if your persona is into this. If the persona is a 
pleasure-seeker, then short-form social media videos or interacƟve quizzes might be more 
useful. Content tone and language change according to whether the persona is professional, 
casual, or young. 

 

Channel SelecƟon 

 

Different idenƟƟes live on different plaƞorms. A young professional, for instance, is likely to 
be acƟve on both LinkedIn and Instagram, while a budget traveler might spend more Ɵme on 
YouTube and travel forums. They assist in budget prioriƟes – to websites the end consumer is 
more likely engage with. 
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PersonalizaƟon and Customer Experience 

 

“Digital personas allow companies to speak in personal terms on a large scale. Email 
outreach, product noƟficaƟons, and ads can be personalized based on certain persona 
aƩributes. For instance in case we have a persona “Sustainability,” this person would get 
emails with the eco-friendly tacƟcs, on the other hand for our budget oriented personas they 
could receive promo alerts. 

 

AdverƟsing Strategy 

 

Within paid media, personas assist with keyword targeƟng, ad creaƟon and placement. 
Knowing how a persona searches and how they behave online is key to geƫng your ad in the 
right place at the right Ɵme. You can also implement retargeƟng campaigns to speak to the 
unique fears of each persona. 

 

Product Development and InnovaƟon 

 

An inƟMal web app to define Personas serve as a professional, guideline on unmet needs and 
preferences 243 product development's roadmap. For instance, if a persona reflects 
frustraƟons with complex mobile interfaces, a company may focus on simplifying app design. 

 

Customer Journey Mapping 

 

“Mapping buyer journeys is enhanced when grounded in personas. Marketers can predict 
stages, potenƟal objecƟons and decision drivers specific to each persona, creaƟng clear roads 
from consideraƟons down to conversion. 

 

In essence, personas provide focus and direcƟon to “all things digital” by allowing you reveal 
insight into what drives your audience. They turn raw informaƟon into pracƟcal advice–and 
targeted, relevant and powerful campaigns. 

 

2.2.4 Example of a Simple Persona  
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For an example of how personas funcƟon in reality, here's a Budget Traveler Persona: 

 

Name: Rahul, 27 

 

Demographics: Male, mid 20’s, Single, mid-level IT employed, decent income 

 

Geographics: Bengaluru, India (pings around India and someƟmes beyond) 

 

Psychographics: Adventurous, preferrs experience to luxury, extremely price sensiƟve, 
appreciates authenƟcity and local food and accommodaƟons over upgrades 

 

Technographics: They are tech savvy, use mobile apps for nearly everything, present on 
Instagram, follow travel influencers, resort to price comparison plaƞorms and online booking 
providers Behavioral insights 

 

• Rahul likes to plan his trips on the fly but always checks for deals before booking flights and 
accommodaƟons. 

 

• He and PaƩaramon both follow Instagram accounts offering budget-travel Ɵps, and chat 
with YouTube travel vloggers to stay inspired. 

 

• He tries to stay away from costly hotel chains and seeks out Airbnb or homestays. 

 

• He puts more faith in peer reviews than in official travel websites. 

 

•Rahul is most responsive to discounts, “hidden gems,” or authenƟc cultural experiences. 

 

MarkeƟng ImplicaƟons: 
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• Content Strategy: Blog posts and short videos on inexpensive travel desƟnaƟons and 
iƟneraries. 

 

• Channel Focus: Instagram, YouTube and travel apps with customized deal alerts. 

 

• Messaging: Focus on savings, authenƟcity and adventure — not luxury or status. 

 

• RetargeƟng: Show ads of last-minute deals, budget-friendly packages and local acƟviƟes. 

 

This basic look at the persona is very useful for understanding how data can be brought 
together to create a profile that will work for your markeƟng team. If Rahul is considered as 
a person symbolic of a whole category, adverƟsing can appeal to thousands of people 
resembling him. 

 

“AcƟvity”  

Create a simple digital persona for an online grocery shopper in your city. IdenƟfy 
demographic, geographic, psychographic, and technographic details that define this persona. 
Then explain how a grocery delivery company could use this persona to design markeƟng 
campaigns. Consider which plaƞorms would be most effecƟve, what type of content would 
resonate, and how the brand could address key moƟvaƟons such as convenience, price 
sensiƟvity, or trust. 

 

 

2.3 The Buyer’s Journey 

2.3.1 Stages of the Buyer’s Journey  

 

The buyer's journey is the process buyers go through to become aware of, evaluate and 
purchase a new product or service. It is not an occurrence, but rather steps through which 
your customers go from awareness of a need to the evaluaƟon of soluƟons, and so on. The 
companies that know and appreciate these stages are able to build more effecƟve markeƟng 

1
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plans by figuring out the customer's quesƟons, concerns, and emoƟons at each stage of their 
journey. 

 

The buyer’s journey is typically broken down into 3 stages: Awareness, ConsideraƟon, 
Decision. But in today’s digital environments, the path has become complicated and ventures 
even into post-purchase behavior under the umbrella of loyalty and advocacy. 

 

• At the Awareness Stage – This is when the consumer becomes aware that she or he has a 
need, problem or want. They are not yet ready to solve the problem but are signaling that 
they know there is a problem. They are primarily oriented toward acquiring informaƟon and 
establishing clarity. 

 

• ConsideraƟon Stage: In this stage, the consumer has idenƟfied problem and started looking 
for the possible soluƟon. They review products and services and brands, soliciƟng pros and 
cons. It is now a crucial Ɵme for marketers to establish their soluƟons as serious candidates 
by offering specific and persuasive informaƟon. 

 

• Decision Stage: At this stage, the buyers have filtered what is available to them for a certain 
product/service/ soluƟon/provider. They might seek trust signals, price points, guarantees, or 
references to affirm they made the right decision before fully sealing the deal. 

 

Every stage is unique and it calls for businesses to consider this in their message, content and 
strategy. Hard selling during the awareness stage, for instance, might turn off consumers 
while you give them only general informaƟon in the decision journey will not convert these 
people. 

 

In the world of digital markeƟng, the buyer’s journey is also swayed by various touchpoints 
like search engines, social media channels and other networks, email campaigns, product 
reviews and raƟngs sites as well as forums. Shoppers may aƩend to these stages more than 
once, and at any Ɵme during their purchase journey. As such, it’s not just idenƟfying those 
moments that make a winning product strategy. 

 

2.3.2 Awareness Stage – IdenƟfying a Need or Problem  
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The Awareness Stage is the very beginning of the buyer’s journey, when a consumer realizes 
that he or she has what could be either a need, problem or desire that needs to be addressed. 
At such early stage the consumer is not in search mode and does not need a product or 
service yet, s/he is just exploring an issue. They are mostly moƟvated to learn about the nature 
of their problem. 

 

For instance, you may find that your skin has suddenly become more and more dry. They 
might not even know whether the culprits are weather, diet or skincare rouƟnes. Rather than 
rushing to address a lack of hydraƟon with moisturizers, they start by searching for the reasons 
skin might be dry. Likewise, a company with falling customer interacƟon may not search for 
a markeƟng agency first, however they might look into why their digital campaigns are seeing 
dissonant results. 

 

CriƟcal behaviors at this table stage are: 

 

• Looking for an overview on search engines. 

 

• Reading blogs, arƟcles, or guides that describe issues and potenƟal causes. 

 

• Viewing explanatory videos or listening to podcasts that offer enlightenment. 

 

• Read through posts on social media or expert to get qual clarity. 

 

Marketers need to stop producing content that sells and start contribuƟng content that 
informs. If not, the aggressive pitch for direct purchases would seem invasive because the 
customer at this point has probably not established their exact requirements. No, it's about 
offering something that brings value to their lives, like how-to guides, infographics, explainer 
videos and whitepapers which posiƟon a brand as an informed representaƟve of the truth. 

 

One of the most crucial elements of awareness is framing problems. The way the problem is 
framed can shape how a buyer will go on their journey. If, for example, a customer is framing 
the issue in terms of seasonal dryness they might iniƟally see temporary soluƟons. If they 
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deem it as “a sign of aging” then they can begin researching long-term skincare opƟons. This 
reinforces the need to sensiƟze customers to understand their problems exactly. 

 

All in all, the awareness stage is about building trust and visibility. Brands that assist 
consumers in idenƟfying their needs are more likely to be remembered as the journey unfolds 
into subsequent phases. 

 

2.3.3 ConsideraƟon Stage – EvaluaƟng OpƟons  

 

The consideraƟon stage is when potenƟal buyers have idenƟfied a need or problem, and are 
looking into possible soluƟons. Here, they transiƟon from general educaƟon to specific 
comparisons. They start to consider, product categories, types of services or methodologies 
which could potenƟally answer their problem. 

 

In the beauty space, for instance, the consumer suffering from dry skin could have progressed 
from a problem to soluƟons-based search tyype – natural moisturizers, medicated variants, 
and dermatologist-recommended products. They compare ingredients and efficacy — and 
price. In the business case example, we have the company that spoƩed deterioraƟng 
engagement and (based on analysis,) is now pondering whether it should invest in a social 
media strategy, a new CRM tool ordigital markeƟng agency. 

 

Specific behaviors during this stage are: 

 

• ContrasƟng aƩributes, prices, and advantages among products or services. 

 

• Accessing in depth product descripƟons, case studies or whitepapers. 

 

• Viewing demos, reviews or webinars that compare alternaƟves. 

 

• Searching for peer reviews and tesƟmonials to confirm decisions. 
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For marketers, the consideraƟon stage is pivotal because it’s when what sets you apart 
maƩers most. "Consumers are no longer seeking for informaƟon, but comparing today which 
one is beƩer for them," he said. Brands need to offer detailed, soluƟon-focused content, like 
product comparison guides, expert interviews, case studies and interacƟve tools like quizzes 
or calculators. 

 

One of the most important points during this phase is trust. Consumers are nervous and 
need to be reassured this is a good move. Honesty in communicaƟon, fact based claims and 
real customer tesƟmonials start to become the strongest tools. Offering a free trial, demo, or 
download also allows consumers to try out the product/service before they buy further. 

 

What also happens in this stage is that the client ends up with a “short list” of 5-7 potenƟal 
suppliers. This kicks out a lot of brands, if they don’t give enough informaƟon or engage. That 
means marketers need to be ahead of the curve and address your prospects’ quesƟons and 
concerns. 

 

UlƟmately consideraƟon is about geƫng the brand on best shortlist of possible soluƟons, 
amongst potenƟally many. Those who make it past this level are more likely to be selected in 
the decision phase. 

 

2.3.4 Decision Stage – Making the Purchase  

 

At the decision stage, when the customer has narrowed down his opƟons and knows what 
he wants to buy. This is the most sensiƟve moment for businesses because everything you've 
done so far comes down to this. That may pour cold water over the whole grand experiment, 
but even here, consumers might hang back if there are sƟll doubts, risks or fears. 

 

Key consumer acƟons at this stage are: 

 

• Comparing final prices, deals or discounts. 

 

• Verifying trust signals like reviews, raƟngs, cerƟficaƟons or guarantees. 
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• Searching for the availability of customer support, return policies and aŌer service. 

 

• Desiring that peers, influencers or family members will ulƟmately validate. 

 

What marketers have to do now: Conversion tacƟcs. These include: 

 

• HighlighƟng unique selling proposiƟons (USPs). 

 

• PromoƟons with discounts for a short period of Ɵme or bundled deals to drive immediate 
acƟon. 

 

• PosƟng comprehensive FAQs to take care of any lingering quesƟons. 

 

• HighlighƟng secure payment methods and obvious return/refund policies. 

 

• CommunicaƟng success stories from customers, to reassure buyers. 

 

Trust becomes incredibly important at the decision stage. Even if a product is priced right, the 
absence of reliable reviews or ambiguous policies will prompt customers to shop elsewhere. 
It also minimizes fricƟon by enabling seamless checkout processes and delivering immediate 
assistance from chatbots or live agents. 

 

Another factor is post-sale reassurance. Although it's not technically part of the decision 
stage, reassuring the buyer with thank-you emails and onboarding resources or incenƟvizing 
addiƟonal purchases with loyalty programs can minimize buyer’s remorse and build longterm 
relaƟonships. 

 

UlƟmately, the decision stage is about breaking barriers, building trust and taking acƟon. 
Companies that succeed here not only win conversions but also make the foundaƟon for 
future loyalty. 
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2.3.5 Aligning the MarkeƟng Strategies to the Stages. 

 

For digital markeƟng professionals, the secret to success is strategic markeƟng for every stage 
in the buyer’s journey. A one-size-fits-all strategy frequently falters when what resonates with 
a consumer during awareness doesn’t hold at decision. 

 

• Top-of-the-Funnel (TOFU) Strategies: Concentrate on content that teaches or answers 
quesƟons. Blogs, SEO-friendly arƟcles, social media posts and explainer videos are successful. 
Broad-based keyword phrases addressing problems rather than soluƟons are good for paid 
search campaigns. The aim is visibility and trust. 

 

• Middle of the funnel – Offer: Educate and demonstrate how your brand provides soluƟons. 
Case studies, whitepapers, comparison guides and webinars have done well. Otherwise, 
retargeƟng ads might be used to jog a user’s memory aŌer visiƟng the website. The objecƟve 
is to stand apart and above. 

 

• Decision Stage TacƟcs: Drive for conversions through irresisƟble calls-to-acƟon. Provide free 
sample, discount, warranty or demo service. Leverage customer tesƟmonials, influencer 
endorsement and clear policies to create that final trust. The objecƟve is commitment and 
purchasing. 

 

• Post-Purchase TacƟcs: Although not always considered part of your markeƟng funnel, loyalty 
programs, personalized check-in emails or texts and referral rewards are essenƟal to keep 
them coming back for more. 

 

Strategic alignment makes sure you’re not wasƟng valuable markeƟng dollars on anything 
that doesn’t resonate. It also provides a fricƟonless experience for the consumer––a 
touchpoint by touchpoint that feels thoughƞul, but not forced. This alignment is what 
underlies contemporary customer-centric markeƟng. 
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Choose the correct opƟon:  

1. Which stage involves idenƟfying a problem or need?  

a) Awareness  

b) ConsideraƟon  

c) Decision  

d) Loyalty  

  

2. What is the main focus of the consideraƟon stage?  

a) Brand recall  

b) EvaluaƟng opƟons  

c) Final purchase  

d) AŌer-sales service  

3. Which factor is most criƟcal during the decision stage?  

a) Price deals  

b) Trust signals  

c) Product features  

d) Social trends  

  

4. Which strategy works best in the awareness stage?  

a) Discounts  

b) Case studies  

c) Blogs and guides  

d) Loyalty programs  

  

5. RetargeƟng ads are most effecƟve during which stage?  

a) Awareness  

b) ConsideraƟon  
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c) Decision  

d) Post-purchase  

 

 

2.4 Summary 

 

Online customer behavior Owing to digital plaƞorms, easier access to knowledge and 
convenience. 

 

 Internet consumers are higher-educated, price-sensiƟve and socially-influenced than 
offline consumers. 

 

 Digital personas enable firms to humanize data about customers, as well as their ideal 
consumer segments. 

 

 Personas are created by profile-ing demograph-ics, geographics, psychographics and 
technogra-phic factors. 

 

Well-craŌed personas will help direct overall markeƟng strategy including what types of 
content are produced, which channels to use and how personalizaƟon should happen 2. 

 

 The business buyer journey has awareness, consideraƟon and decision stages with different 
buying behaviors at each stage. 

 

 Customers are in the awareness stage, recognizing that they have a problem or need. 

 

 At the consideraƟon stage, buyers consider alternaƟves, compare aƩributes and create a 
shortlist. 

 

 At the decision stage, a purchase is made with signs of trust, offer and communicaƟon. 
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 Tailored MarkeƟng strategies for each stage whenever implemented keep targeted content, 
being relevant to the customer and moving through them into strong engagement and 
conversion. 

 

 Post-purchase behaviour, oŌen neglected, is really important for loyalty and advocacy in 
digital markeƟng. 

 

 Customer behavior, personas and buyer journey allow companies to create customer-
centric campaigns that work. 

 

2.5 Key Terms 

 

Online Consumer Behavior – Understanding the ways that people make choices while 
shopping online. 

 

Persona –Digital A ficƟonal ‘character’ based on a type of user or customer. 

 

Demographics – QuanƟfiable staƟsƟcs about a given populaƟon, such as age, gender and 
income. 

 

Geographics – Factors in the locaƟon of a customer that affect his or her behavior (e.g. 
populaƟon size, climate, etc.) 

 

Psychographics – Aƫtude, values, interests and lifestyle that drive purchase behavior. 

 

Technographics – How consumer technology is used, devices, apps and digital habits. 

 

Awareness Stage – The problem-first phase, consumers become aware of the need for 
something. 
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ConsideraƟon Stage – The stage at which shoppers compare possible opƟons and consider 
soluƟons. 

 

Decision Stage – The point at which the consumer decides to buy. 

 

Trust Signals – Reviews and raƟngs, cerƟficaƟons/assurances/guarantee that put the shivering 
buyers at ease. 

 

Omni-Channel Experience – InteracƟng flawlessly across several digital channels. 

 

Consumer Journey Mapping- Refers to the redirect and align of touchpoints in the purchase 
stage. 

 

2.6 DescripƟve QuesƟons 

 

Define online consumer behavior and describe some of the ways that it differs from offline 
consumer behavior. 

 

Explain the noƟon of digital personae and what they mean for markeƟng strategies. 

 

JusƟfy the role of demographic, geographic, psychograhic and technographic factors while 
profiling customers. 

 

Explain the buyer’s journey process and examples for each stage. 

 

How do companies match their markeƟng approach to the awareness, consideraƟon, and 
decision phases of the? 

 

buyer’s journey? 
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Discuss the role of trust and security in online consumer moƟves. 

 

11 Explain the effect of social impact and peer review on online purchasing behaviour? 

 

Create a basic digital profile of someone who is an online learner oŌen and describe ways in 
which businesses could apply that informaƟon. 
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Knowledge Check 1  

1. a) Awareness  

2. b) EvaluaƟng opƟons  
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3. b) Trust signals  

4. c) Blogs and guides  

5. b) ConsideraƟon 

 

 

2.8 Case Study 

 

StyleNest – Geƫng to Know the Digital Consumer 

 

StyleNest Style Nest is a small to mid-size fashion retailer exclusive to young, urban 
professional. The brand is known for delivering chic fashion at budget-friendly prices. AŌer 
an iniƟal run of success, StyleNest is beginning to feel a fight in the space now that its domain 
has been rushed by both global players as well as smaller local startups. 

 

Yet website traffic is up, conversion is down, cart abandonment is on the rise and loyalty isn't 
there. The execuƟves are aware that they will have to reinvent themselves by knowing beƩer 
their digital clients. To overcome this, StyleNest starts to map out digital personaliƟes and 
understand the buyer journey as matched to a strategy. 

 

Problem 1: Conversion Rates Are Dropping 

 

Challenge: If people aren’t buying, then there are visitors coming to the website. The analysis 
reveals that many leave aŌer scrolling through product categories. 

 

SoluƟon: 

 

• StyleNest created two main characters: “Riya, 26 year old professional in search of 
affordable office wear” and “Arjun, a 30-year-old style-savvy buyer who appreciates premium 
styles. 

 

• Riya: personalized value added recommendaƟons (discounts and bundles) by the brand. 
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• For Arjun, it was quality and fabric details, and premium collecƟons. 

 

• Increased product descripƟons, sizing guides, and clear pictures helped alleviate consumer 
reservaƟons. 

 

• StyleNest increases engagement and decreases drop off by personalizing content and offers 
based on personas. 

 

Issue 2: Cart Abandonment is Astronomical According to the baymard insƟtute , if cart 
abandonment were a country, it would be around Russia's size. 

 

Challenge: Many shoppers added products to cart and abandoned the checkout. 

 

SoluƟon: 

 

• The group looked at behavior and discovered that buyers were discouraged when 
confronted with unexpected shipping costs and convoluted checkout processes. 

 

• To counter this, StyleNest implemented minimum value for free shipping, streamlined the 
checkout form and added some payment opƟons to choose from. 

 

• Automated reminder emails and retargeƟng ads prompted users to return to their 
abandoned carts, occasionally with small rewards like discount codes. 

 

• This not only minimised abandon rates, but also increased the number of sales completed. 

 

Problem 3: Low Customer Loyalty Key words: Brands that have weak customer loyalty. 

 

Challenge: StyleNest had signed up new customers, but repeat purchases were not very high. 
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SoluƟon: 

 

•The brand introduced a loyalty program that awards points for purchases, reviews and 
referrals. 

 

• Ppost-purchase emails customized by each user included styling informaƟon, how-to-care-
for-them advice, and ideas for other items that might go nicely with them. 

 

• A “feedback loop” prompted customers to talk about what it was like there, and even a bit 
of community-mindedness. 

 

• Social media campaigns supported with user-generated content that fostered trust and 
long-term engagement. 

 

those levers will also cause customers to compare you less on price and more on personality, 
resulƟng in further repurchasing. 

 

ReflecƟve QuesƟons 

 

How did defining digital personas enable StyleNest to tackle falling conversions? 

 

What is it about checkout that was corrected to decrease cart abandonment and why did 
these tacƟc works? 

 

What is the role of trust and personalizaƟon in building online customer loyalty? 

 

If you were running the markeƟng team at StyleNest what other tacƟcs would you employ to 
get more engagement from consumers? 
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Why is it beneficial for us in the long-term to align the buyer’s journey with our markeƟng 
strategy? 

 

Conclusion 

 

The StyleNest one is the best example of the importance of understanding online consumer 
behaviour in your industry, and how to be as accurate as possible with digital personas and 
buyer journey based strategy alignment. "Instead of a complaint, challenge came in areas such 
as decreased conversions, cart abandonment and low loyalty, that the brand was able to see 
as opportuniƟes. It shows that good digital markeƟng isn’t about generic campaigns, but 
about empathy, personalisaƟon and trust-building rights the way down a funnel. Companies 
that have these tenets embedded in their approach are more likely to succeed within 
compeƟƟve online commerce. 
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Unit 3: Website & Content Basics  

  

Learning ObjecƟves:  

1. Describe your site is for businesses, organizaƟons the digital asset 

 

2. Explain what content markeƟng is and how we can develop, engage, and preserver 
our online audience communiƟes. 

 

3. Examine the role of ease of use website design on consumer behavior, engagement 
and conversion. 

 

4. Determine why a website is "good," by analyzing basic components like features, ease 
of use & navigaƟon, as well as response Ɵme. 

 

5. Leverage content creaƟon and delivery to gain trust, authority, and relaƟonships with 
new age digital consumers. 

6. Evaluate the relaƟonship between website design, content markeƟng, and overall 
digital markeƟng strategy.  

7. Demonstrate pracƟcal understanding of how to assess, improve, and integrate 
websites and content strategies to enhance user experience and brand presence.  

  

Content  

 3.0  Introductory Caselet  

 3.1  Understanding Websites  

 3.2  Basics of Content MarkeƟng  

 3.3  Role of User-Friendly Design  

 3.4  Summary  

 3.5  Key Terms  

 3.6  DescripƟve QuesƟons  

 3.7  References  
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 3.8  Case Study 

 

 

3.0 Introductory Caselet 

 

“The Makeover of FreshThreads” 

 

FreshThreads, a rapidly growing online clothing brand had spent big integraƟng digital 
adverƟsing campaigns. The company was geƫng thousands of clicks on its ads, but saw very 
few visitors sƟck around long enough to complete a transacƟon. Management was worried 
because, even though they had spent a lot of money on markeƟng, sales were quite patheƟc. 

 

It was also discovered that the FreshThreads website had addiƟonal audit issues. There was 
too much text, the images took forever to load and I couldn’t figure out where anything was 
on the home page. Shoppers had a hard Ɵme finding specific product categories and filtering 
for size and color. And the order process was way to much (also too many) steps and made 
users not complete their orders. 

 

In addiƟon to these design fails, the brand also found itself on shaky content ground. With 
FreshThreads, yes there was a big product selecƟon but not much to engage me past what 
the products were. No blogs, style guides or narraƟves to bring the brand values across. So 
people thought of the site as transacƟonal, not inspiraƟonal. 

 

As for these some where these, simpe and user friendly. The new home looks modern, fast 
and easy to browse. A blog secƟon was incorporated featuring fashion Ɵps, trends per season 
and sustainability stories that are in line with the brand’s mission. It is had a one page checkout 
process and personalized product recommendaƟons level so was even beƩer to shop. 

 

Three months aŌer the redesign, FreshThreads saw a marked decrease in bounce rates, 
longer average session Ɵmes and increased completed purchases. The case illustrated how a 
user-friendly design and compelling content could turn a Web site from being a passive 
catalog system into an acƟve markeƟng tool. 

 

Page 5 of 37 - Integrity Submission Submission ID trn:oid:::3618:127379331

Page 5 of 37 - Integrity Submission Submission ID trn:oid:::3618:127379331



CriƟcal Thinking QuesƟon 

 

As a member of FreshThreads’ markeƟng team, how would you encourage more integraƟon 
between content markeƟng and website design to beƩer support customer engagement and 
brand love? 

 

3.1 Understanding Websites 

 

3.1.1 What is a Website? 

 

A website is a collecƟon of digital pages, which contain mulƟmedia content that is hosted on 
Internet servers by organizaƟons and/or individuals, primarily intended to be accessed by 
users using web browsers. Fundamentally, a website acts as the digital locaƟon or storefront 
of brands, businesses or individuals. It’s accessed using a special domain name and visit on 
web browsers like Chrome, Firefox, or Safari. The core funcƟon of a website is to offer on-
demand access to specific informaƟon, products or services. Websites are wriƩen in code 
(HTML, CSS, and Javascript), and can vary from a simple informaƟon page to an intricate 
interacƟve plaƞorm. 

 

Websites are a different kind of digital asset, compared to social media pages or apps, because 
they give ownership and control to the organizaƟon. Content on social media is constrained 
by plaƞorm rules, but websites enable businesses to arrange, style and update informaƟon to 
meet their objecƟves. It’s this independance that makes sites feel like a permanent investment 
and a fundamental piece of our digital infrastructure. 

 

Also from an end-user viewpoint, websites have several roles: 
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figure 1.1  

 

• Access to informaƟon: The websites provide useful and necessary informaƟon, background 
of the company, product info and contact details. 

 

• CommunicaƟon – They are the place where users communicate to each other in real Ɵme 
using forms, live chats and customer service integraƟons. 

 

• TransacƟons: Many sites allow direct ordering of products, services or payment for 
something. 

 

• BRANDING: Let’s face it, when push comes to shove, your website is the image and 
funcƟonality of your brand. 

 

A second disƟncƟve aspect of websites is that they facilitate digital discovery. 

Websites are indexed by search engines to be discovered by the millions of Internet users 
around the world. While maybe it should be the other way around, let's face it –*Online stores 
are not bound by physical space and take down all Ɵme zone or geographical barriers.They 
can be accessed worldwide 24/7. 
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AŌer all, a website isn't simply an online object, but a living reflecƟon of an organizaƟon's 
brand, communicaƟon and customer outreach. As the fabric of digital markeƟng, it allows 
companies to merge content, design and technology into one robust plaƞorm driving growth 
and visibility. 

 

3.1.2 Types of Websites – StaƟc vs Dynamic 

There are in general two groups of websites: staƟc and dynamic. These types are structurally 
different, manage content differently, have a different level of interacƟvity between users and 
rather than funcƟon similarly. Knowing the difference can help  businesses select the 
appropriate type according to their goals and available assets. 

 

 

StaƟc Websites 

 

About My StaƟc Site A staƟc website is one whose web pages are served to the user's web 
browser exactly as stored. They are constructed using mostly HTML and CSS, so any 
alteraƟons must be made directly to the code. 

 

CharacterisƟcs of staƟc websites include: 

 

• They are easy to design and implement. 

 

SpeedStaƟc pages can be loaded faster since there are no database calls. 
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• Easy Maintenance: Due to low components, they are easy to maintain. 

 

• Economical: It is inexpensive to develop StaƟc Websites, which makes it perfect for small 
businesses or if you are in an individual just needing simple web presence. 

 

Yet, staƟc websites are not interacƟve or flexible. They are not for companies that need to 
update them regularly or generate user engagement, for example. 

 

Dynamic Websites 

 

A dynamic website is created to provide personalized, interacƟve informaƟon. Rather than 
presenƟng staƟc content, they draw on a database and create content as needed in response 
to user acƟon or preference. 

 

Some examples are online shopping sites, news sites, and social networks. 

 

CharacterisƟcs of dynamic websites include: 

 

• InteracƟvity: They enable users to log in and contribute comments, recommendaƟons or 
other personalized material. 

 

• Content Management Systems (CMS): Plaƞorms such as WordPress or Drupal allow 
companies to change and update content simply, without the need of knowing how to code. 

 

• Scalable: The dynamic websites can be scaled depending on business needs, including but 
not limited to payment gateways, chatbots, product catalogs, etc. 

 

• PersonalizaƟon: They can offer personalized experiences, like displaying recommended 
items based on previous purchases. 
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Dynamic websites are more resource and manpower intensive. However as I menƟoned, 
their versaƟlity and flexibility are what makes it the prime soluƟon for enterprise who values 
communicaƟon with customers and changing content oŌen. 

 

Choosing Between StaƟc and Dynamic 

 

The answer is up to business goals. A small consultancy that wants to display staƟc 
informaƟon may only require a staƟc website, but an expanding e-commerce outlet will prefer 
dynamic soluƟon. Hybrid structures Some organizaƟons are using hybrid models where some 
units are stable while others are dynamic. 

 

 

 

  

“The world’s first website, created by Tim Berners-Lee in 1991, was enƟrely staƟc, containing 
only text and hyperlinks. Today, over 80% of websites are dynamic, reflecƟng the growing 
demand for interacƟvity, real-Ɵme updates, and personalized user experiences.”  

 

 

3.1.3 Importance of a Website for Businesses 

IdenƟty The digital era depends on a website for all business to be seen, heard and noƟced 
IdenƟty, which means the strength, credibility and confidence of every enƟty. It acts as a home 
base for your digital presence, combining markeƟng, branding and customer service into one 
place. The need for a website is mulƟ-faceted when it comes to businesses. 
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Figure 1.3  

 

Credibility and Professionalism 

 

In the mind of many consumers a professional site is synonymous with credibility and 
reliability. Without a website, some clients will wonder if you are an actual business. A good 
website evokes trust from consumers, because it communicates respectability, authority and 
an aƩenƟon to detail. 

 

Global Reach 

 

Websites have no geographical limitaƟons like physical stores. And businesses can reach their 
audiences in countries, Ɵme zones and markets. This worldwide visibility broadens growth, 
partnership and revenue opportuniƟes. 

 

MarkeƟng IntegraƟon 

 

Let’s face it—your website is the center of your digital markeƟng world. Usually, you rely on 
SEO tacƟcs, campaigns on the social media plaƞorm or email and adverƟsing investments to 
outreach users to reach the website. Without a “central command”, markeƟng is very miss 
and parƟƟon. 

 

Customer Engagement and EducaƟon 

 

Businesses can connect with consumers via blogs, FAQs, video tutorials and product guides 
on websites. 

 

EducaƟonal content educates, as well as validaƟng the brand a voice of authority. 

 

Sales and Revenue GeneraƟon 
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Direct sales are possible from web-based catalogs, secure online payment gateways, and 
shipping provisions in e-commerce sites. 

 

Even if you’re not an e-commerce site you’re sƟll collecƟng leads whether that be inquiries, 
sign ups or booking services etc. 

 

Cost Efficiency 

 

Website costs are low compared to other forms of adverƟsing or storefront rent. It’s relaƟvely 
easy to iterate concepts and scale campaigns at lower prices. 

 

AnalyƟcs and Insights 

 

Websites offers measurable informaƟon using staƟsƟcs tools and services. Enterprises are 
able to monitor visitor acƟvity, page performance, conversion data and more. Such insights 
drive strategy and assist in improving user experiences. 

 

CompeƟƟve Advantage 

 

A professional website sets a business apart from compeƟtors in compeƟƟve industries. 
Enterprises with intuiƟve, high-quality websites are more likely to acquire customers 
compared to those with poor or outdated sites. 

 

In other words, a website is not just a digital accoutrement - it’s a fundamental business tool 
that provides visibility, credibility and growth in the long term. 

 

3.1.4 Examples of Business Websites (E-commerce, Corporate, Porƞolio, Blogs) 

Websites have parƟcular shapes based on business goals. There are four main ones 
including: e-commerce business websites porƞolio sites personal or company blogs Both have 
their differences and advantages. 
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E-commerce Websites 

 

With e-commerce websites businesses can directly sell products and services online. Hey 
include things like product catalogs, shopping carts, secure payment systems and delivery 
tracking. Fashion Retailers / Grocery Stores / Electronics Store etc. These sites focus on the 
user experience, speed and trust signals for buyers making purchases. 2. Corporate Websites 

 

Corporate web sites posiƟon companies, presenƟng details on the history of a company, its 
values, services and stakeholders. They are not so much about selling but more on 
establishing trust and an ongoing dialogue with customers, investors and employees. Key 
features are company profiles, press releases, vacatures and recruƟng and corporate social 
responsability iniƟaƟves. These websites also generate credibility and act as point of 
references to different stakeholders. 

 

Porƞolio Websites 

 

Porƞolio sites display work of individual or business homes and therefore are also used for 
professional objecƟve by designers, photographers, architects etc. These bare skills, tell 
tesƟmonials make menƟon of past projects and services. 

 

Porƞolio websites are notoriously visual and their funcƟon is to showcase your skills while 
also generaƟng new business. 

 

Blogs 

 

Blogs are simply sites that house content; they can be created by individuals or businesses. 
They are produced to inform, entertain or persuade people. Blogs and blogging Content 
markeƟng businesses oŌen use blogs in content markeƟng campaigns to create inbound 
leads, highlighƟng that it is the excepƟon rather than the rule that a blog comes with zero 
organic traffic (blogging your way to more business by digitalist). 

 

Other VariaƟons 
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These four are in addiƟon to all the educaƟonal sites, government portals, news websites and 
community forums. All types, while discussing different things, all serve the broader purpose 
of enabling communicaƟon in the digital world. 

 

By knowing these categories, business can build their own sites in a way to reflect those goals 
– whether earning money, establishing trustworthiness, sharing ability, or informaƟon. 

3.2 Basics of Content MarkeƟng  

3.2.1 DefiniƟon and Role of Content MarkeƟng  

 

Content markeƟng is a strategic markeƟng approach focused on creaƟng and distribuƟng 
valuable, relevant, and consistent content to aƩract and retain a clearly-defined audience — 
and, ulƟmately, to drive profitable customer acƟon. TradiƟonal adverƟsing would directly 
push a product or service, but content markeƟng is about providing informaƟon, educaƟon, 
or entertainment that answers customers' quesƟons and develops trust. 

 

The secret to content markeƟng is value-based conversaƟon. Instead of interrupƟng 
consumers with obnoxious ads, businesses publish arƟcles that educate, answer quesƟons or 
make an old-school video comparison. It means showing people how to achieve a certain 
result (or solve a certain problem), rather than simply markeƟng your product or service. An 
example here would be if you’re in the skincare business, publishing arƟcles on healthy skin 
rouƟnes, instead of just puƫng out promo ads for moisturizers. In this way, the brand 
establishes authority and is someone consumers can trust to read from when they are ready 
to convert. 

 

Here’s what content markeƟng does at a glance: 

 

• Brand IntroducƟon- Content provides businesses a way to educate a new audience about 
who they are. There is great visibility that content like blogs, videos and social media posts 
can bring to the digital realm. 

 

• Lead generaƟon: Engaging content yields interest and users are more likely to subscribe to 
newsleƩers, download e-books and aƩend webinars. 

 

1
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• Customer RetenƟon: It also provides for conƟnued customer engagement to keep the brand 
on the top of your customers’ mind. 

 

mind. InteracƟon is kept up with interacƟve posts, quesƟon and answer sessions or podcasts. 

 

• SEO & Traffic: Keyword friendly content shoot up your seo rankings and generate all organic 
traffic right into your domain. 

 

• Trust and Authority: A teachable authenƟc content helps to posiƟon your brand as an 
authority, therefore building trust with clients. 

 

• Conversion Assistance: The clients can read case studies reviews and product informaƟon 
which promotes making them feel more at ease with placing an order. 

 

The other factor of course is that content markeƟng relates to the customer journey. Content 
at the awareness level leads to diagnosing a problem. It offers solvers and comparisons in 
exchange. When the purchase decision is close,it adds a buyer’s trust as one will see other 
successful purchases, tesƟmonials or reviews. Post-purchase responsive content (think 
loyalty emails or tutorials) are designed to drive long-term relaƟonships. 

 

AŌer all content markeƟng is not a short term fix, yet more of a long-term assignment. It 
encourages relaƟonship building, results in beƩer brand factoring and…Best of all — it can 
talk to every other part of your online markeƟng too (social channels, emails etc) so that 
everything Ɵcks. 

 

3.2.2 Types of Content – Blogs, Videos, Infographics, Social Media Posts  

 

There are so many types of content markeƟng that all have their own applicaƟons depending 
on the audience and plaƞorm. And the four most widely shared formats are blogs, long 
videos, infographics and social media posts. 

 

Blogs 
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The most common form of content markeƟng is Blogs. They write comprehensive content for 
community member of interest. Blogs serve mulƟple purposes: 

 

• SEO Benefits: They do good about picking the site up and it is typed in some targeted 
phrases or words on any search engine. 

 

• Thought Leadership – companies are posiƟoning themselves as industry experts through 
the authoring of educaƟonal arƟcles. 

 

• Engagement: By reading posts on a blog the audience can get to dwell deeper into 
subjects..this is how trust and long term engagement are built. 

 

• Lead GeneraƟon: Calls to acƟon in blogs and suggesƟons to sign up for newsleƩers or look 
at a line of products. 

 

Videos 

 

Video is a super flexible, ultra-engaging content type. They’re the best kind of visuals, audio 
and storytelling that stay with you! This could be explainer videos, how-tos, customer 
tesƟmonials, behind the scenes and live streams, and other video formats. Benefits of video 
include: 

 

• Improved Engagement: More informaƟon is remembered when it’s presented visually. 

 

• Shareability: Videos can be shared on social media plaƞorms. 

 

• Demo: Of course, they also allow businesses to show product usage and benefits in acƟon. 

 

• EmoƟonal bonding: Video storytelling is an emoƟonal medium. 
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Infographics 

 

Infographics are graphic visual representaƟons of informaƟon, data or knowledge. They’re 
supposed to make the tough stuff easy. Good infographics combine text and visuals to 
quickly convey complex data, trends or comparisons. Their advantages include: 

 

• Clarity: Simplifying complicated data in graphic form. 

 

• Memory: Your viewers are more likely to remember visual content. 

 

• Shareable: Infographics can be shared on blogs, LinkedIn and Pinterest. 

 

• Authority: When brands share well researched informaƟon in a visually appealing manner, 
they demonstrate their credibility. 

 

Social Media Posts 

 

Social video posts are the short bite size, plaƞorm first content that gets in and out quickly; 
consumed and shared on a whim. These can be capƟons, stories, reels, polls or tweets. Their 
impact lies in: 

 

• LIVE Engagement: LIVE chat with customers. 

 

• Community Building: Centering on user generated content and conversaƟon. 

 

• Virality PotenƟal: Quick content can trend and explode faster. 

 

• Brand InspiraƟon: Post possible brands that will suit your tone, style and aƩributes. 
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A good content strategy will likely have some of all these types (just as the HBR’s does), to 
ensure a brand can get at different audiences in different ways. Blogs provide insight, videos 
sƟr feelings, infographics are for learning on the fly, social media posts open up a dialogue 
that links to long relaƟonships. 

 

3.2.3 Importance of Storytelling in Content MarkeƟng  

 

Storytelling is the foundaƟon of good content markeƟng. A nd it bestows data, features or 
offers with stories that resonate with people on an emoƟonal level. Stories are imminently 
more recallable than facts and figures, and that makes storytelling an essenƟal tool for 
capturing aƩenƟon and inspiring acƟon. 

 

Storytelling with markeƟng is the pracƟce of developing narraƟves about consumers instead 
of products. Instead of saying “our shoes are durable,” for example, a brand might tell the 
story of an athlete who relied on their products to win. This makes the customer the hero of 
a story and puts the brand in as a guide (or enabler).

 

 

The mystery surrounding the very act of storytelling can be approached from three disƟnct 
angles: 

 

EmoƟonal Engagement:Brands share stories to invoke feelings of 
excitement,compassion,trust etc. These feelings serve to strengthen that soŌer (warm and 
fuzzy, even) relaƟonship between the consumer and your brand. 
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• DifferenƟaƟon: BuƩerfly / commodity filled markets if product benefit is a much of a 
muchness, storytelling gives character. 

 

3) An awesome story gets the brand remembered. 

 

• Trust Building: The founder's and/or customer peel back journey delivers transparency. 

 

• Clarity: Storytelling can make complex ideas (technical, abstract concepts) easier to 
understand. For example, the tale of a small-business owner’s first exposure to cybersecurity 
is relatable. 

 

• Virality And Shareability: Content shared on other plaƞorms means higher chances of 
spreading viral stories further increasing your brand engagement. 

 

Generally, A good story contains to a problem, journey/journalling, resoluƟon and leave 
taking. This aligns with the buyer’s journey, so stories are powerful at every sopt. 

 

Brand narraƟve can also be expressed through visual storytelling in the form of videos, photos 
or infographics and even designed in interacƟve storytelling formats namely quizzes or 
gamificaƟon campaigns. The key is “realness” — The stories must resonate with the values 
that consumers actually hold rather than feeling forced or just markeƟng. 

 

Content markeƟng has allowed organizaƟons to break down these transacƟonal exchanges 
and turn them into meaningful relaƟonships through storytelling. Customers begin to 
empathize with the brand and it’s no longer about what we’re selling, but values, experiences, 
even emoƟons. 

3.2.4 Case Examples of Successful Content Campaigns  

 

A number of global companies have shown us the potenƟal impact of content markeƟng with 
campaigns that truly cut through to an audience. These four are just a few of many 
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demonstraƟng the ways different content and storytelling tacƟcs can achieve engagement, 
loyalty, and conversion. 

 

Coca-Cola’s “Share a Coke” Campaign 

 

Coca-Cola replaced the brand’s logo with popular names on Coke boƩles, urging fans to find 
boƩles with their own name or the names of friends. This easy personalizaƟon inspired a lot 
of user-generated content, with people posƟng photos of their boƩles on social media. The 
campaign worked because it was personal and mixed emoƟonal storytelling about moments 
of joy shared. 

 

Nike’s InspiraƟonal Stories 

 

Nike’s content markeƟng doesn’t largely revolve around products but, more so, on the stories 
of athletes overcoming obstacles. Nike presents itself as a brand that moƟvates perseverance 
and strength through short film, blog and social campaigns. By telling the actual stories like 
that of Hoppi, Nike can forge that emoƟonal bond with its audience that is so much more 
powerful than shoes or apparel. HubSpot’s Inbound MarkeƟng Content 

 

HubSpot relies on content markeƟng to become the internaƟonal leader -creaƟng e- books, 
seminars, blog arƟcles or tutorials that are useful. Rather than push direct sales, HubSpot 
teaches companies the benefits of digital markeƟng techniques, posiƟoning itself as an 
authority and drawing in customers who eventually take on its CRM technology. 

 

GoPro’s User-Generated Content Strategy 

 

GoPro encourages its users to submit videos they have filmed with their cameras. These real, 
passion clips serve as promoƟonal material demonstraƟng value of the product in a real life 
situaƟon. By piggybacking on to user-generated content, GoPro created a capƟve community 
and was able to use less tradiƟonal adverƟsing. 

 

Dove’s “Real Beauty” Campaign 
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Fact Dove created a series of ad campaigns that featured real women (versus models), and 
criƟcized the industry for promoƟng stereotypes about beauty. This was genuine storytelling 
and it not only struck a chord around the world, it placed Dove as a brand with an interest in 
self-esteem and inclusivity rather than just selling beauty products. 

 

And these campaigns demonstrate that content markeƟng works when it focuses on 
authenƟcity, emoƟonal connecƟon and alignment with the audience’s values and aspiraƟons. 

 

 

“AcƟvity”  

  

Choose a brand you frequently engage with online. Analyze how the brand uses different types 
of content such as blogs, videos, infographics, or social media posts. IdenƟfy one example 
where the brand has used storytelling effecƟvely to connect with its audience. Then, suggest 
one addiƟonal content strategy the brand could adopt to improve engagement, ensuring it 
aligns with the buyer’s journey stages. 

 

3.3 Role of User-Friendly Design  

3.3.1 Importance of Website Design in Digital MarkeƟng  

 

The look and feel of the website can make or break a user's impression of you as an 
organizaƟon, and its ability to fulfill their needs. Digital markeƟng YES is quite effecƟve on 
social media, email and paid ads when it comes to converƟng traffic that your websites riders 
on (your actual sales or booking of products, services and content consumpƟon). Bad Web 
site design can neutralize the effects of good markeƟng. 

 

The significance of website design can be examined in various ways: 

 

First Impressions and Branding: It’s known that users make up their minds about a website 
within seconds of arrival. A good looking professional design brings credibility, a bad layout 
does the opposite. In the world of internet markeƟng, percepƟon is reality: and if someone 
does come to your website but has any doubts about what they see/feel in terms of trust, 
then… next! 
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Conversion opƟmizaƟon- Clour scheme, buƩon alignment, typography and layout its all 
designing. What it does is that it recommends about how people are using the website. A 
bold “Sign Up” buƩon or “CTA,” for example, can encourage users to do something, like 
download, sign-up or buy. A design that supports the conversion funnel is a big part of 
markeƟng working on the surface. 

 

Design And User Engagement – It’s not just about the looks, the design decides how long 
users will stay in a site. The interacƟvity, its user-friendly design and striking imagery will draw 
students in. The longer you stay on the more likely they can engage, convert or sell to you. 

 

Cross Channel Consistency: In a world of omni-channel markeƟng, the site should warp 
around brand used in ads, email or social. Divergent designs are confusing for users and dilute 
branding efforts. Consistent in design There is a common theme in the design of all adverƟsing 
point and with that, Everything speaks. 

 

Accessibility and inclusivity: Contemporary design is an effort to consider the interest of 
different types of people, even those with disabiliƟes. Design details like font readability, 
image alt text and color contrast are not only a disclosure of regulatory compliance but also 
offer up an ethos for how inclusive one would like to be seen by the public. 

 

AŌer all, a website is more than just an informaƟonal source; it’s the hub of your online 
markeƟng acƟviƟes. It affects campaign performance and how your customers perceive your 
brand, as well as whether or not visitors end up converƟng. 

 

And that’s why the role of intuiƟve, thoughƞul design is so criƟcal for digital long-term 
success. 

3.3.2 Key Elements of User-Friendly Design – Easy NavigaƟon, Mobile-Friendliness, Fast 
Loading Speed A user-friendly design is defined by how easily visitors can interact with a 
website, find informaƟon, and complete tasks. Three criƟcal elements that determine usability 
are easy navigaƟon, mobile-friendliness, and fast loading speed.  

Easy NavigaƟon 

 

Easy NavigaƟon 
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At its core, user experience is about navigaƟon. Users should be able to travel from one part 
of your site to another effortlessly. Key pracƟces include: 

 

• Easy Menus: In navigaƟon bar and language used should be simple and reasonable rather 
than jargons or complex sub-menus. 

 

• Breadcrumbs: They help users see where they’ve been and guide them back to previous 
web pages when necessary. 

 

• Explore: Users have convenient access to tables of contents, search within the document, 
and links to slecific secƟons. 

 

• Consistency Of "Look" - by placing the navigaƟon bars in the same locaƟon on every page, 
your customer feels comfortable knowing where to find things. 

 

Poor navigaƟon is something that will get people irritated, and it goes beyond bounce rates – 
though of course bad navigaƟon leads to higher bounce rates – seriously impact on 
conversions. BeƩer navigaƟon is good for efficiency and SEO, because it allows bots to crawl 
your site as opƟmally as possible. 

 

Mobile-Friendliness 

 

Since the majority of Web traffic is now mobile, websites must be scaled down for small 
screens. Key aspects include: 

 

• Responsive websites: Designs that look good on all the devices and screen sizes. 

 

• Touch-Friendly: BuƩons and menus should be large enough for easy touching without 
zooming. 
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• Keep it short: When you stay on point, your email will be read to the end and less scrolling 
may ensue. 

 

• Mobile Enhancements: add “click-to-call” buƩons and locaƟon maps to make your site work 
beƩer on mobile. 

 

Failing to adhere to this rule might result in you driving a big chunk of your audience away, as 
well as damage in terms of SEO (since mobile opƟmizaƟon has been integrated into Google’s 
algorithm). 

 

Fast Loading Speed 

 

It is all about speed when it comes to user friendly layouts. People leave if a site is slow; and 
even seconds maƩer when people decide to mosey. Below are some of the things you should 
be doing as a part of your speed opƟmizaƟon: 

 

• Compressed Images: Save images in low size and without losing your quality, loads faster. 

 

• Code OpƟmizaƟon: minifying the CSS and JS files can boost your performance. 

 

• Caching: This is what allows browsers to store files that can help the page load more quickly 
for people who visit more than once. 

 

• Content Delivery Networks (CDNs): CDNs store copies of a website’s content worldwide, so 
it can be accessed quickly. 

 

What role does load speed play in user saƟsfacƟon? Users are more inclined to engage with 
fast and snappy websites. 
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These three factors— navigaƟon, mobile-opƟmizaƟon and speed — are foundaƟonal 
elements of design that contribute to funcƟonality, usability and consumer behavior as well 
as markeƟng performance. 

 

3.3.3 Balancing AestheƟcs with FuncƟonality 

 

There are two aspects of website design; you got the visual and funcƟonal dimension of it. 
The visual side leaves funcƟonal to the aestheƟc, but is insured for operaƟon and 
funcƟonality. The secret is to walk the line between both and create websites that are 
beauƟful, but also useful. 

 

AestheƟcs count as Colors, Type, Layouts, Images and Brandings. Make your site look 
trustworthy There is something to be said for aestheƟcs and trust. For instance, a luxury 
brand might chose minimalisƟc designs with fancy fonts and a children’s toy company may 
opt for bright colors and goofy graphics. 

 

Usefulness also makes the web applicaƟon usable and useful. It is instead whether users can 
find informaƟon easily, transact seamlessly and navigate without impediment. 

 

It's important to strike that balance, because if all the aƩenƟon is on aestheƟcs, oŌen it's not 
very usable, and designs that are completely funcƟonal can look old or dull. For example: 

 

• A website chock full of animaƟons and graphics may make an impression, but it will slow 
the loading Ɵme. 

 

• The user won't be interested or visually represented by a page that helps to have the 
graphics down pat. 

 

Some of the ways to balance between aestheƟcs and funcƟon that we all discussed: 

 

• Human-Centric Design: Human focus in design, understand user’s need and expectaƟon In 
visual as well funcƟonal affairs. 
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• Minimalism: Simple, airy designs balance harmony and navigaƟonal flow. 

 

• Consistency: OŌen, reusing paƩerns across the designs can add to recogniƟon and legibility. 

 

• Test and feedback: Regular usability tests reveal whether design decisions improve or 
worsen the user experience. 

 

There is a gray border between markeƟng and great customer experiences. PreƩy websites 
draw in users, but usable elements and copy keep them on the page and help persuade them 
to convert. This balance represents compeƟƟve advantage, increases brand elevaƟon and 
opƟmizes results from digital markeƟng campaigns. 

 

3.3.4 RelaƟonship Between SEO and User Experience 

 

SEO and UX are thought of as completely separate funcƟons, but they are much more closely 
connected. With the formaƟon of Content and Search engines like Google, factors dealing 
with user experience are becoming more important in the rankings. Friendliness: A site easier 
to use will oŌen have a beƩer ranking in searches. 

 

How user experience influences SEO: 

 

• Bounces : The quick abandonment of a site they’ve clicked through to: They didn’t find what 
they want, or it took too long to load, so bounces are bad. 

 

• Time Spent on Page – (#DwellTime) The longer you remain a page, the more useful it is 
likely (to them), thus improves rankings. 

 

• Mobile OpƟmizaƟon: With mobile-first indexing, your site’s mobile version is now its default 
version for Google indexing. Poor mobile design harms SEO. 
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• Core Web Vitals: Page experience signals are now comprised of loading performance, 
interacƟvity and visual stability. 

 

SEO’s ContribuƟon to UX: 

 

• Highlighted Content: How to structure content, via headers and keywords as well as meta 
descripƟons, so that it stands out more. 

 

• NavigaƟon and Internal Linking – The beƩer your site is navigated, the easier it becomes for 
search engine spiders to crawl your content and users to actually find what they’re looking 
for. 

 

• Accessibility- The SEO wire have an on the reciprocal benefits of accessibility. 

 

SEO and UX partner to ensure websites are not only discoverable but enjoyable. Instead, 
companies should stop thinking in keywords and start performing a more holisƟc 
opƟmizaƟon — the understanding that technical SEO, good content and human-centered 
design all work together. 

 

When SEO is blended with UX, businesses not only bring users, but they also make use of 
those users and convert them into acƟons and sales. The symbioƟc relaƟonship between 
search visibility and customer saƟsfacƟon very well may be what makes the website a 
workhorse for digital markeƟng success. 

 

 

Choose the correct opƟon:  

1. Which aspect creates first impressions in digital markeƟng?  

a) SEO ranking  

b) Website design  

c) Social ads  

d) Paid clicks  
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2. What is the most criƟcal element of easy navigaƟon?  

a) Pop-ups  

b) Clear menus  

c) Bright colors  

d) Video banners  

  

3. Which factor directly improves both UX and SEO?  

a) AnimaƟons  

b) Loading speed  

c) Color schemes  

d) Pop culture references  

  

4. Balancing aestheƟcs with funcƟonality requires:  

a) More visuals  

b) Minimalism  

c) Bold fonts  

d) AnimaƟon-heavy design  

  

5. Google’s Core Web Vitals measure:  

a) Branding style  

b) Website traffic  

c) Page experience  

d) Paid ads  

 

 

 

3.4 Summary 
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 Websites act as the centerpiece of your digital presence and are important both from the 
point of view of credibility as well as business growth. 

 

 A website is the final desƟnaƟon for the majority of digital markeƟng acƟviƟes - it takes 
traffic and converts that into an acƟon or transacƟon. 

 

 IntuiƟve layout is crucial for improving user comfort, increasing Ɵme on site and minimizing 
bounce 

 

rates. 

 

 IniƟal impression of a website significantly impact consumer trust, and design plays an 
important role in brand percepƟon. 

 

 User-friendly design is all about making it easy to navigate, mobile and desktop-responsive, 
and fast to load. 

 

 NavigaƟon : user should be able reach the required content easily without causing any 
confusion. 

 

 OpƟmize for mobile, as the majority of website visitors come from mobile devices 
(smartphones and tablets) these days. 

 

 The speed at which your website loads directly affects conversions, with people leaving the 
site when it doesn’t load quickly enough. 

 

A happy medium between form and funcƟon that makes for beauƟful yet usable websites. 

 

 Social media and SEO are tangled together—would-be marketers should know that search 
engines reward websites that offer great experiences to users. 
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 Load speed, interacƟvity, visual stability and other Core Web Vitals are ranking signals 
related to user saƟsfacƟon. 

 

 Successful designing of website to be compaƟble with search engine opƟmizaƟon 
contributes towards digital markeƟng by enhancing its visibility, usability and conversion rate. 

 

3.5 Key Terms 

 

Website – A series of web pages stored on a server and viewed through an internet browser. 

 

NavigaƟon – The architecture and layout that facilitates moving between pages of a website. 

 

Responsive Design – Carry successful look and feel on mobile. 

 

Loading Time – The amount of Ɵme it takes a web page to load up and present the contents. 

 

AestheƟcs – Visual beauty through color, typeface, image and layout. 

 

Usability – The usefulness and efficacy of the overall design and funcƟonality on an website. 

 

Responsive Design – The designing technique which makes the layout compaƟble for all size 
of screens. 

 

Ability Access – The ease with which websites are used by disabled people. 

 

Browse By Category to learn about other topicsSEO (Search Engine OpƟmizaƟon) – Strategies 
for increasing search visibility on search engines. 
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UX (User Experience) – The general feelings of pleasure or discontent that a user experiences 
while browsing your site. 

 

Bounce Rate – Bounce rate is the rate at which, people land to your webpage but do not 
interact. 

 

Core Web Vitals –Google’s user experience quality metrics such as speed and stability. 

 

3.6 DescripƟve QuesƟons 

 

Discuss the importance of website design in digital markeƟng and customers confidence. 

 

Explain how easy navigaƟon, mobile responsiveness’ and fast loading Ɵme are useful for user-
friendly websites. 

 

Evaluate the difficulƟes that businesses experience in developing aƩracƟve and funcƟonal 
web site designs. 

 

How are SEO and user experience combined to impact on search engine rankings? 

 

Examples of how page speed can affect conversions and engagement. 

 

Why Does Mobile OpƟmizaƟon MaƩer in the Digital Arena Today? 

 

Examine the effect of accessiblity on the inclusivity and brand reputaƟon of a website. 

 

Recommend how to merge SEO into design for visibility and user pleasure. 
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Answers to Knowledge Check  

  

Knowledge Check 1  

1. b) Website design  

2. b) Clear menus  

3. b) Loading speed  

4. b) Minimalism  

5. c) Page experience  

 

 

3.8 Case Study 

 

Overhauling the Website for UrbanGlow CosmeƟcs 
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UrbanGlow CosmeƟcs: UrbanGlow CosmeƟcs is a mid-range beauty brand that offers eco-
friendly, cruelty-free products. Even though the brand had spent enormous sums on social 
media ads and influencer deals, its own eccomerce site was plagued by low conversion rates, 
high bounce rates, and abandoned carts. Customers reported problems with design and 
usability when Singer Sewing Machines were released. 

 

Problem Statement 1: Poor NavigaƟon 

 

Challenge: Visitors were finding it hard to get around and find the products they needed fast. 
The navigaƟon was buried into scrollwitheyle bar, and the surfing was irraƟc. Visitors 
abandoned on the website in frusto, engagement was lost. 

 

SoluƟon: 

 

• UrbanGlow has re-designed the navigaƟon bar and separated products into obvious 
buckets, such as; 

 

“Skincare,” “Makeup,” and “Haircare.” 

 

• Sub categories were streamlined in order to prevent lengthy drop-down lists. 

 

• The update has included predicƟve search, so you can narrow down what you are looking 
for by typing a few leƩers. 

 

• Breadcrumbs made their debut, enabling shoppers to follow where they had been. 

 

Impact The new experience lowered bounce rates by 20% and increased average session 
duraƟon as users found browsing both easier and more enjoyable. 

 

Problem Statement 3: Not Mobile-Friendly 
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Challenge: 70%+ mobile traffic was not served with mobile opƟmized website. Pages felt 
cluƩered, buƩons were too small to tap and checkout forms had too much scrolling. 

 

SoluƟon: 

 

• The site was redesigned as responsive, which means that it works on screens of different 
sizes. 

 

• New mobile-first elements, like “click-to-call”, easier navigaƟon and being thumb-friendly 
buƩons were brought on board. 

 

• Checkout forms and steps were streamlined and reduced, with mobile-opƟmized typing. 

 

Impact: Mobile conversions went up by 30% and customer saƟsfacƟon scores from surveys 
jumped. 

 

3 Issue 3: Low Loading Speed Picture this; You are on an eCommerce plaƞorm and need to 
search for your desired product. 

 

Challenge: Product images in hi-res and heavy coding decelerated the website load-Ɵme. A 
click was oŌen derailed by sluggish load Ɵmes, especially on mobile networks, and many 
users bailed as pages took too long. 

 

SoluƟon: 

 

• Models and images were encoded using the latest formats without loss of quality. 

 

• Unwanted plug ins and scripts were removed, code was streamlined. 
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• We brought in a CDN (Content Delivery Network) to speed up content distribuƟon for 
different regions of the world. 

 

• Product images lazy loading: Only visible content was loaded first. 

 

Impact: Page load Ɵme was nearly 40% faster. Abandonment rates fell, and conversion rates 
rose, especially during Ɵmes of heaviest traffic like sales events. 

 

Problem 4: Towards an AestheƟc and FuncƟoning Balance. 

 

Challenge: Brand wanted to create an opulent design, however heavy animaƟons and 
complex visuals were slowing the flow of work and making navigaƟon cumbersome. 

 

SoluƟon: 

 

• AnimaƟon was kept to a minimum, with only animaƟons that would improve the user 
experience implemented. 

 

• The design is minimalist with clean layouts, intense brand colors and selecƟve use of 
gradients. 

 

• It was user tested to maintain that the new design is aƩracƟve and easy to use. 

 

Impact: Now contented customers reported, and sales grew, propelled by more fluid browsing 
and speedier checkouts. 

 

Problem Statement 5: SEO and UX are not Integrated mutually. 

 

Challenge Not visible in the first search results page for the major product categories and 
pages were not opƟmized with SEO content. 
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SoluƟon: 

 

• SEO audits performed, the result: - Keyword opƟmizaƟon of product descripƟons, meta 
Ɵtle, headings. 

 

• Content was presented in clear subheads, bullet points, and resized images with alt text. 

 

• Internal linking enriched the navigaƟon for users and search engines. 

 

• Skincare Ɵps and sustainable beauty blogs were created to draw organic traffic. 

 

Impact: Organic Traffic increased 35% over a period of 6 months and keyword rankings 
showed significant improvement. 

 

ReflecƟve QuesƟons 

 

NavigaƟon: What was the effect of making navigaƟon easier on user behaviour and 
engagement? 

 

Why was mobile-first design so important for UrbanGlow and how did it affect the customer 
outcome? 

 

How does SEO and loading speed work together in improving user experience? 

 

How to Find the Balance Website Appealing vs FuncƟonality. 

 

You are a markeƟng strategist at UrbanGlow, what other features would you propose to 
them? 
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enhance long-term loyalty? 

 

Conclusion 

 

UrbanGlow demonstrates that a website is more than just an internet catalogue – it’s a vital 
tool to the success of digital markeƟng. UrbanGlow made its web portal user friendly by 
improving navigaƟon, mobile support, loading speed, beauty and SEO. The modificaƟons 
increased conversion rates and supported the brand’s modern, sustainable and customer-
inƟmate image. The case also illustrates the point that good web design is where beauty, 
usability and performance intersect and both user saƟsfacƟon and markeƟng goals are served 
by it. 
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Unit 4: Introduction to Search Engines & SEO  

  

Learning Objectives:  

1. Elaborate what is search engines, and how it index, rank and retrieve the 
information for user perspective. 

 

2. Explain what is meant by SEO and summarize the key concepts and techniques. 

 

3. Discuss why businesses cannot survive without SEO in attracting organic traƯic, 
getting visibility and boosting credibility. 

 

4. Explain the diƯerence between on-page, oƯ-page and technical SEO and how 
these fit together in an eƯective strategy for optimizing a site. 

 

5. Assess the influence of SEO on customer retention, digital competitive advantage 

and brand... 

 

6. Practice applying SEO concepts in an actual business environment with 

exercises and a case study. 
7. Demonstrate an understanding of SEO’s integration with broader digital marketing 

strategies to create sustainable results.  

 

  

Content  

 4.0  Introductory Caselet  

 4.1  What is a Search Engine?  

 4.2  Basics of SEO (Search Engine Optimization)  

 4.3  Why SEO Matters for Businesses  

 4.4  Summary  

 4.5  Key Terms  
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 4.6  Descriptive Questions  

 4.7  References  

 4.8  Case Study 

 

 

4.0 Introductory Caselet: 

 

SEO has its retard, that's for sure – BrightBites Café 

 

Local Ėateries Outside the school, a small chain of healthy food service providers called 
BrightBites Cafe had been building up a strong customer base in its local area. Their 
menu also focused on fresh ingredients, plant-based options and sustainable sourcing, 
capturing the attention of city workers and students. With glowing app store reviews and 
strong word-of-mouth recommendations however, BrightBites found it diƯicult to scale 
outside of its immediate network. 

 

The marketing team started out working primarily with social media ads and some one-
oƯ influencer collaborations. This tactic did drive immediate traƯic but the brand found 
that a lot of the recent “new” customers had only encountered them as a result of paid 
campaigns. Website traƯic fell oƯ a cliƯ once ad spending ended. This reliance on paid 
promotion was worrying for the future of the business. 

 

Upon examining the website’s analytics, management encountered an intriguing trend. 
Instead of people who perused they web for keywords such as “healthy lunch near me” 
or “best vegan café in the city” landing on BrightBites, many were going to our 
competitors’ sites. Great website, and pretty appetizing menu, but if you were searching 
for BrightBites on the internet, your search life would be a short one. As a result, the very 
people who could drive potential purchasers interested in healthier food options were 
actually not knowing about the brand. 

 

They soon learned the importance of being visible, and decided to invest in SEO. The first 
involved conducting keyword research to determine the phrases that potential 
customers were using to search. They discovered high search volumes for phrases like 
“gluten-free breakfast,” “vegan smoothie bowls” and “eco-friendly café.” 

Page 5 of 34 - Integrity Submission Submission ID trn:oid:::3618:127379868

Page 5 of 34 - Integrity Submission Submission ID trn:oid:::3618:127379868



 

We then performed site optimisation – updated meta tags, reorganized content and 
added keyword rich blog posts like “5 Nutritious Breakfast Ideas for Busy Professionals” 
and “Why Sustainable Cafés Are The Future of Dining.” They even invited them to leave 
reviews on Google and food apps, increasing local SEO ranking. There were also some 
technical upgrades, including faster load times and optimization for mobile. 

 

Things shifted for BrightBites from there. Their site began ranking on the first page of 
google for major key terms. Acquarius experienced a gradual increase in organic traƯic, 
because more and more people were walking into their cafés after discovering them on 
the web. This expansion was not at all like the paid advertising pictured above, as it was 
growing and has demanded a diminishing percentage of recurring spend. The investment 
in SEO was key: All of a sudden, BrightBites could go toe-to-toe with chains that were 
much larger but not on equal footing. 

 

It's a case that highlights the power of search in consumer discovery, and brand building. 
Unlike conventional advertising that defines how customers know about brand-related 
solutions, SEO presents the possibility for brands to insert itself in those conversations 
when consumers are seeking to purchase. 

 

Critical Thinking Question 

 

How would you, if on BrightBites' marketing team, balance an ongoing investment in SEO 
with the short-term gains from a $40K/month PPC campaign so that neither is 
undervalued/underutilized? 

 

 

4.1 What is a Search Engine? 

 

4.1.1 Definition and Purpose of a Search Engine 

“So what is a search engine?” you may ask (in your own way). It is eƯectively a piece of 
software that aggregates, classifies and retrieves from the internet information and 
presents it in an organised manner allowing users to find results quickly. Search engines, 
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after all, are what allows the internet to be more than just a vast collection of billions of 
sites and documents -- they enable people to find things that interest them quickly. 

 

Search engine is a bridge between people and information which helps in finding the 

necessary information. It crawls and indexes great initiates picking the relevant content 
on the web and delivers it based on its quality, ranking by relevance to what a user intends 
to search. When, for instance, a user enters the search phrase “best running shoes,” the 
search engine quickly sifts through thousands of web pages, examines their content and 
serves up the ones most likely to meet that query. 

 

Search engines serve a number of essential functions in this digital age: 

 

• Access: They make the deep stores of knowledge accessible to anybody with a 
question. 

 

• Time - There is no need to spend the time scouring all the sites one at a time. 

 

• Relevance: Search engines use sophisticated algorithms to deliver the most relevant 
and helpful results. 

 

• Organization: They organize the infinite sprawl of the internet by indexing and crawling 
content. 

 

• Business Sense: Also used to be found organically or for sale (Paid Search would 
function like that). 

 

Search engines are useful for more than simply finding recipes. They guide consumer 
choice, shape learning paths and provide exposure to the world of work. Search engines 
are more than just resources for students, professionals and the general public; they are 
essential avenues to data and answers. 
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Search engines are extremely important in digital marketing as they provide businesses 
with the opportunity to interact and reach potential customers during a time when they 
need answers. That makes the search engines one of the most lucrative platforms for 
exposure, discovery and growth online. 

4.1.2 How Search Engines Work (Crawling, Indexing, Ranking – simplified)  

 

Search engines operates on the basis of patterns thereby to make it able that huge 

internet information can be surfed and made possible to user against their queries. These 
operations can then be broken down into three main steps: 

 

crawling, indexing, and ranking. 

 

 

 

 

Crawling 

 

Crawling: How search engines discover content on the web. Automated software bots, 
known as “crawlers” or “ spiders,” go from page to page, following links and reading new 
or updated material. Crawlers crawl text, image and code data which are analyzed. 
Websites need to be crawlable (such as by submitting sitemaps, not having any issues 

that would prevent search engine spiders to see the site). 

 

Indexing 
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After crawlers get to the website, it is time for indexing. Indexing is the taking of all that 
data, and organizing it that data in a big library-like (with books!) database. When 
engines index a page, they don’t read anything like humans do rather they look at 
keywords, metadata, alt text and page structure to understand what the page is about. 
Pages that are not indexed won’t show up in search results, no matter how valuable they 
may be. 

 

Ranking 

 

Search engines scour their index for content based on the keywords a user enters into the 
search engine. Many factors aƯect how websites rank, from the quality of content and 
its keyword usage to authority of the site35 to how fast it loads for users36 and whether 
or not it is mobile-friendly. They wish to provide the most relevant search results in a 
matter of moments due to the fact that relatively few people view more than one page of 
search results. 

 

In reality, the process is so sophisticated it’s driven by machine learning and artificial 
intelligence. Search engines don't just operate along exact keyword matches; they look 
at search intent. For instance, a search about “best smartphones 2023” will turn up 
curated lists, reviews and e-commerce options rather than just pages that use those 
same words. 

 

Businesses and individuals who produce web content can more eƯectively create 
websites that appear as results in search engines by utilizing SEO knowledge to 
understand how crawling, indexing, and ranking work. This is what Search Engine 

Optimization (SEO) is based on. 

 

4.1.3 Popular Search Engines: Google, Bing, Yahoo, Others  

 

There are numerous search engines, but few are popular. all the search engines are 
diƯerent but have many similar functionalities which help to access proper information 
for the users. 

 

Google 
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Google is the most popular search engine in the world and has an audience of millions. 
Google With its accurate and fast algorithms that are rapidly changing, Google provides 

results that closely match user intent. 

 

It connects with services like Maps and Images, as well as YouTube in a comprehensive 
ecosystem. 

 

Bing 

 

Bing is Microsoft’s creation and the second largest search engine in many areas. It 
provides visually interesting search results with image previews and video carousels. 
Bing is also a built-in component of Microsoft products like Windows, as well as the Edge 
browser, which provides it with a readymade user base. 

 

Yahoo 

 

Once a titan, Yahoo remains in decline yet still commands a following. It's often selected 
because it is integrated with Yahoo Mail and its homepage oƯers news, financial and 
search babble. 

 

Other Search Engines 

 

• DuckDuckGo: Praised for preserving privacy, it does not track users or tailor results 
according to browsing history. 

 

• Baidu: The largest search engine in China, providing Chinese language or multilingual 
search. 

 

• Yandex: A Russian and Eastern European version, it oƯers localized search results from 
gambling to shopping, like Google’s 
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ecosystem. 

 

Google is the search leader worldwide, but regional preferences underscore the value of 
diverse sources of traƯic for businesses looking to dominate a particular country. 

 

 

  

“Although Google dominates globally, in countries like China and Russia, Baidu and 
Yandex hold the majority of market share. This shows that local culture, regulations, and 
user preferences can strongly influence search engine adoption despite Google’s 
worldwide dominance.” 

 

 

 

4.1.4 Why Google Wins the Market 

 

The fact that Google rules the search market is no coincidence; it comes from years of 
innovation and designing for humans while building a business. Google has acquired 
>90% of market share worldwide in this industry among other regions, and Google 
searching is part and parcel with online activity. Several factors explain this dominance. 

 

Accuracy and Relevance of Results 

 

Google’s algorithms are advanced and constantly improved to focus on quality content. 
Updates like Panda, Penguin and BERT enhanced the capacity to clean spam, content 
stuƯing and irrelevant search results. By concentrating on user intent and providing 
contextually relevant answers, Google was able to gain the confidence of users. 

 

Speed and User Experience 
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Google is all about speed, they get you the results in milliseconds. And although its 

clean, minimal interface means that it’s less of a distraction when focused on search 
results. All of this faster, more intuitive search is designed to naturally integrate into your 
life. 

 

Integration of Services 

 

Google brings search together with products like Gmail, Google Drive, Google Maps and 
YouTube. This tendency breeds in users the habit to remain within Google’s services, 
deepening its position. Such a search will instantly pull in Maps, for example, when you 
look up a location; when you search how to do something, it seamlessly links through to 
video on YouTube. 

 

Continuous Innovation 

 

Google is a major actively in vesting company in the area of artificial intelligence, voice 
search and predictive technology. The likes of Google Assistant, and personalised 
search have continued to develop in order to meet changing user behaviour and 
expectations in the digital age. 

 

Brand Recognition and Trust 

 

"Google" has even become a verb over the years to show how deeply embedded it is in 
everyday life. Extremely accurate and dependable, this will last generations. 

 

Global Reach with Local Adaptation 

 

And while it’s a global stage, Google localizes content to the language, culture and tastes 
of its users. Elghobashy Its ability to maintain an international stranglehold while 
simultaneously retaining regional relevance is what makes it so fearsome. 
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All these factors together have made Google the superpower of search and shaped how 
people get information across the globe. For those in the business and marketing world, 
this means “optimizing for Google”, In other words; making sure that a website is visible 
when people search visit Google. 

 

4.2 Basics of SEO (Search Engine Optimization)  

4.2.1 What is SEO?  

 

Search Engine Optimization (SEO) is the process of optimizing a webpage so that it ranks 
higher in search engines like Google, Bing or Yahoo, for its targeted keyword in order to 
attract free, organic traƯic. SEO's end-goal is to get a website ranking higher in results 
pages when users search for related queries. Since the vast majority of users don’t click 
past the first handful of results, it’s essential to rank well for visibility, traƯic and 
conversions. 

 

SEO is considered as art and a science. It is a science in that it depends on algorithms, 
keyword research, technical optimization and quantifiable patterns analysis. It’s an art 
because it demands creativity in building content, telling stories and designing engaging 
user experiences. All of which combine to make sure websites rank well, and convert and 
engage customers. 

 

SEO's basic functions can be categorized in three main segments: 

 

• On-Page SEO: Page optimization for keywords, readability and headings/experience. 

 

• OƯ-Page SEO: Building of trust and authority via backlinks, social signals, and brand 
references on the web. 

 

• Technical SEO: Ensuring that the site can be crawled and indexed by search engines, 
is fast to load when people land on it, mobile-friendly and accessed over a secure HTTPS 
connection. 

 

1
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SEO also focuses on user intent. That doesn’t mean you can simply pack a page with 
keywords; the content needs to meet what the user is really seeking. For instance: type 
in a search for “how to train for a marathon,” and the result people want to see is a guide 
with tips on how they should be training — not just any old page that repeats the words 
“marathon training” ad nauseum. 

 

Another important thing is that SEO plays a long game. While paid advertising produces 
traƯic, but stops when they budget is canceled, SEO keeps long term visibility. An 

eƯectively optimized page will continue providing traƯic for months — or even years! 

 

Around digital marketing, SEO is important to the marketing and advertising process 
given that it means discoverability. Why the best product or service is completely 
useless without potential clients being able to find it?Because in the noisy, overcrowded 
digital marketplaces of today, fortune favors ‘the seen’. 

 

4.2.2 Keywords Explained (short-tail vs long-tail)  

 

Keywords are the foundation of SEO. They are the words and phrases that searchers type 
into search engines to find what they are seeking. When a website is optimised around 
relevant keywords, businesses are using these terms to speak the same language as 
potential customoers who’re actually going online and typing in search queries. 

 

There are two types of keywords: short-tail keywords and long-tail keywords. 

 

Short-Tail Keywords 

 

Short-tail keywords (also known as ‘head terms') are typically one to three words in 
length. For example, “shoes,” “digital marketing” or “healthy recipes.” Since these 
keywords are so expansive, they are very competitive. Although they draw a lot of 
searches, they are not as targeted and more diƯicult to rank for. For instance, the query 
“shoes” may refer to running shoes, dress shoes or children’s shoes. 

 

Characteristics of short-tail keywords: 

3

4

5
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• High volume search- It gets searched by many people around the world. 

 

• High competition – many competing businesses for the same terms. 

 

• User intent is vague and broad, so less specific. 

 

• Low conversion rate – visitors may not be ‘in the mood’ to buy. 

 

Long-Tail Keywords 

 

Long-tail keywords are long phrases, generally three or more words. For example, “best 
running shoes for beginners,” “digital marketing courses small business,” or “gluten-free 
healthy dinner recipes.” These keywords have less search volume, but they draw a 
targeted audience. 

 

Characteristics of long-tail keywords: 

 

• Lower search volume – this tends to be much less often searched for on its own. 

 

• Lesser competition – less diƯicult for websites to rank higher. 

 

 

High specificity – the user intent is more explicit. 

 

Increased conversion rate – How likely a user is to take action. 

 

For example: A searcher looking for “best vegan protein powder for athletes” likely has 
strong purchase intent than someone inquiring for “protein powder.” Businesses 
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frequently have more luck with long-tail keywords, because they bring in higher quality 
leads, even though the search volume is lower. 

 

The best keyword strategy is all about balance. Short-tail keywords create brand mass 
awareness and visibility, while long-tail keywords connect with individuals at a moment 
deeper in the funnel, such as closer to the purchase. 

 

4.2.3 Meta Tags and Page Titles Made Simple Here we go again! 

 

Meta tags and page titles are two of the most important on-page SEO factors that can 
aƯect how you’re indexed and ranked. They’re HTML fragments that are embedded in 
web pages with structured information about the content. 

 

Page Titles (Title Tags) 

 

The page title is the clickable headline you read on the search engine results pages (the 
SERPs). It informs users — and search engines — what the page is about. The headline 
might read “10 Best Running Shoes for Beginners,” for example, if the writing were a blog 
post about running. 

 

Key aspects of page titles: 

 

• Relevance: Keywords must be relevant to the content on page. 

 

• Length: Approximately 50 to 60 characters, so the tag won’t be cut oƯ in web search 
results. 

 

• Clarity: What people can expect from the page should be made readily apparent. 

 

• Informative: Engaging titles draw more clicks. 
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Meta Descriptions 

 

The meta description (alternatively called a “snippet”) is the short paragraph of text 
placed in the HTML of a webpage that describes its content. It will often show up in search 

results pages and can be crawled by search engines. Not that it does have a direct 
impact in the rankings, but when it is that compelling, users could be swayed to go there. 
For instance: “Discover the best running shoes for beginners, complete with expert 
reviews and tips to get you oƯ on the right foot.” 

 

Characteristics of eƯective meta descriptions: 

 

Should contain relevant keywords naturally. 

 

You do want to show what the page is discussing. 

 

• Should be motivating and persuasive. 

 

Other Meta Tags 

 

• Meta Keywords (defunct): Once a hit, but search engines ignored these. 

 

• Robots Meta Tag: Tell crawlers whether or not to index a page, or follow its links. 

 

Meta Tags The meta tags, together with page titles are the only components used in 
judging by search engines what your site is about. On the flip side, a poor title or 
description might result in less clicks even for well-ranking pages — while an optimised 
one can improve click-through and view rate. 

4.2.4 Other On-Page Elements: Headings, Alt Text, Internal Linking  

 

There are a few more on-page aspects that count for SEO and make the user experience 
better. 

2
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Headings (H1, H2, H3, etc.) 

 

Headings structure the content of a page. They are what drive the manner in which 
search engines comprehend hierarchy and relevance. 

 

• H1: The title… the primary heading of the page in most cases. 

 

• H2 and H3: Subheads that break up content into parts. 

 

• SEO Benefit: Adding keywords to headers is helpful in search engines figuring out what 
the page is about. 

 

• User Role: Headings make scanning through a page easier for the reader. 

 

Alt Text for Images 

 

Alt text is a brief description you give to an image in the HTML that also contains the jpg 
of gif. 

 

• Accessibility: It helps blind users to understand what images display on screen 

readers. 

 

• SEO Work: It adds to what search engines know about the images, and it oƯers a chance 
for these images to rank in Google Image search. 

 

• Example: Instead of “image123. jpg”, the alt text for that image could be “red running 
shoes for beginners. 

 

Internal Linking 
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Links to internal pages on your site Internal Links Explanation : Internal links are those 
related to the site QVERIFY.US and linking to another page. 

 

• Navigation: Leads reader to other content on the site. 

 

SEO Benefit: Helps search engines crawl and understand site architecture. 

 

Power Distribution: Distributes PageRank throughout your pages to make SEO more 
powerful. 

 

Other on-page stuƯ to keep in mind: Short, keyword-optimized URLs. Lightweight media 
(low-res images, videos and so forth). Schema markup for rich snippets. Combined, all 
of these contribute to making the content easier to comprehend for both search engines 
and humans alike. 

 

“Activity”  

  

Choose a website you frequently visit, such as an online store, blog, or news portal. 
Examine one of its pages and identify the SEO elements it uses, including the page title, 
meta description, headings, alt text for images, and internal links. Reflect on how 
eƯectively these elements are optimized and suggest one improvement that could 
enhance its visibility on search engines.  

 

 

4.3 Why SEO Matters for Businesses  

4.3.1 SEO vs Paid Ads: Long-Term vs Short-Term Visibility  

 

Many businesses struggle with this strategic question today: investing in Search Engine 
Optimization (SEO) for organic visibility or longevity, versus a pay-per-click campaign for 
immediate traƯic. Both these methods have key roles to play in digital marketing, 
however they share diƯerent purpose and has its unique set of pros and cons. 
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Paid Ads and Short-Term Visibility 

 

Paid media, like Google Ads or social media advertising deliver immediate visibility. 
From the instant a campaign launches, brands are in featured locations on search or 
within relevant feeds. Quick visibility is great when you have new products, seasonal 
promotions or limited time oƯers. Paid ads oƯer targeted advertising so companies can 
target demographic groups, areas or interests. But as soon as the ad budget runs out, so 
does reach. In other words, ad spend causes a short-lived spike in traƯic rather than a 
sustained new plateau. 

 

SEO and Long-Term Visibility 

 

SEO on the other hand is about creating sustainable organic visibility. It is time-
consuming to optimize content, enhance site performance and get those backlinks but 
once it’s succeeded, results also last longer than PPC. A well ranking page for an 
important keyword can bring in targeted traƯic, potentially for months or years on end – 
without further expenditure. SEO builds 

 

trust and a growing number of people tend to pass the ads up and click on organic 
results. Brand authority – being visible for the long run through SEO also strengthens 
brand authority, since ranking at the top of search results conveys a message of 
relevance and trust. 

 

Balancing SEO and Paid Ads 

 

The best sellers of the lot blend both tactics with purpose. Paid ads are ideal for short 
wins and to fill immediate gaps, whilst SEO creates longer-term sustainability and cost 
eƯective growth. For instance, a new e-commerce brand might drive traƯic from ads in 
the beginning but begin relying more on SEO as time goes on, to lessen dependence on 
paid campaigns. 
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The diƯerence showcases why SEO is the backbone of long-term digital marketing. 
Advertising is for ‘now’ in the moment and SEO is building for tomorrow’s battle in years 
to come. 

 

4.3.2 What Sucks Organic TraƯic Just like the name implies, Search Engine Optimization 
(SEO) refers to using search engines algorithms strategically to help increase search 
ranking in order to drive traƯic for website or blog-types of businesses. 

 

Organic traƯic is people who come to a website through the unpaid SERPs. SEO will help 
drive this traƯic by making a site more discoverable, relevant and user-friendly. 

 

 

 

 

Visibility in Search Engines 

 

Most online trips start with a search. As users perform searches, search engines sort 
through their database of pages to return the most relevant results. One that use SEO to 
target, produce good quality material, optimize for mobile and load quickly has a better 
shot at being featured near the top. When you rank higher you get more clicks, because 
most web users trust and click on the first or second results. 

 

Targeting User Intent 
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If anything, SEO only makes sure the website is found by the right people. Through 

analyzing the search intent (informational, navigational or transactional), companies can 
generate personalised content. For instance, a travel blog that is well optimized for “best 
budget destinations in Europe” draws the kind of visitors that are looking for cheap travel 
advice. This matching of intent and content pulls in more targeted traƯic that can spark 

interaction or conversion. 

 

Content Optimization 

 

Good SEO-optimized content is good, user-friendly material that fully serves their need. 
Blogs, guides, FAQs and videos targeted with keywords rank higher and receive more 
organic visitors. In addition, complete content helps to raise dwell time and lower bounce 
rates – which both indicate value to search engines. 

 

Backlinks and Authority 

 

SEO also places an emphasis on obtaining backlinks from well known websites, which 
will increase credibility. Pages that is linked to by authoritative websites are seen as 
trusted by search engines, which boosts its rankings even more. More authority means 
your organic visibility is stable and the growth of traƯic cycle``s. 

 

User Experience as a Factor 

 

Contemporary SEO also includes user experience indicators, such as site speed, 
browsing and mobile friendliness. 

 

Visitors to sites that provide a good user experience stay longer, spread the word, and 
come back – which in turn leads to more traƯic and better rankings. Through a strategic 
inventory management of content and technical functionalities as wished by search 
engines, SEO has its potential lever for organic traƯic. Paid campaigns stop when your 
budget does, but organic traƯic keeps running with regular optimization. 

 

4.3.3 SEO as a Cost-EƯective Marketing Strategy  
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Cost EƯectiveness One of the primary advantages of SEO for businesses is the cost 
savings that it oƯers in comparison to traditional advertisements, and while paid 
campaigns could be switched on and oƯ like a tap. Although an SEO strategy involves a 
lot of time, knowledge and tools need to be invested in it, the ROI for the long run is 
significantly more. 

 

Lower Cost per Lead 

 

If you get 1,000 clicks or impressions from a paid ad campaign, that can cost a lot of 
money, however with SEO traƯic it’s free. A page ranks and can continue to draw 
thousands of new visitors without incurring additional expense. This significantly 
reduces cost per lead vs. paid advertising. 

 

Sustainable Results 

 

SEO oƯers compounding benefits. The work you do today (like promoting great content, 
or building new backlinks) will lead to great things in months and even years to come. 
Paid advertising just stops flowing once the dollar runs out and can leave you in a 
perpetual spending loop. 

 

Outperforming Traditional Marketing 

 

SEO also oƯers more powerful reach than oƯline marketing such as print ads, 
newspaper ads, billboards and television commercials. And businesses reach people 
who are actively looking for solutions from those types of services, not to mention 
wasting a lot less money on disinterested audiences. 

 

Measurable ROI 

 

SEO is data-driven. With things like Google Analytics, companies can track traƯic, 
conversions and engagement that is directly related to SEO. This knowledge promotes 
eƯicient distribution of resource. 
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Scalability 

 

SEO can be scaled with a business. Small businesses can begin by focusing on local 
SEO to reach customers within close proximity and eventually scale their campaigns as 
their business grows. This versatility is what makes it ideal for both small and large 
businesses. 

 

SEO is of course an up-front investment with strategy, tools, and possibly some high-
quality consultants to help you out here and there. With organic traƯic comes the power 
of SEO because once optimized, you can generate high-quality traƯic that brings in 
consistent visitors without spending on an ad every time. 

 

4.3.4 Case Examples: Small Businesses Winning with SEO  

 

A lot of small business owners that rank at the top for keywords searched by their target 
market have learned how to use SEO eƯectively and punched up on companies many 

times their size. Such examples illustrate how strategic optimization can translate to 
visibility - and growth. 

 

Case Example 1: Local Bakery 

 

One family-run bakery fought for survival in its city against the chain shops that 
dominate Britain’s town centers. By investing in local SEO—using the techniques above, 
the company was also able to dump loads of gasoline into its local search. 

 

Its owners had deployed Google Business Profile, solicited reviews and specialized in 
keywords like “fresh bread near me” — the bakery came up first in local searches. Foot 
traƯic rose sharply, increasing 40 percent, and online orders doubled in a matter of 
months. 

 

Illustrative Case 2: Boutique Tour Operator 
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A boutique travel agency focused on adventure travel. By generating blog content 
targeted as long-tail keywords, for instance “best hiking tours throughout South 
America,” it began to capture travelers who were actively searching for something 
diƯerent and which no other brand was oƯering. 

 

Organic leads steadily increased, enabling the agency to cut back on expensive ads. 

 

Case Example 3: The Handmade Crafts Store 

 

An online crafts retailer was jockeying for position against big e-commerce sites. The 
owner concentrated on SEO - optimising product descriptions with keywords such as 
“eco-friendly handmade candles” and creating backlinks from guest blogs. Niche 
queries helped the site rank and draw organic traƯic, a small percentage of which turned 

into loyal customers. 

 

Case Example 4: Fitness Instructor 

 

A freelance fitness instructor also leveraged SEO to establish authority, writing guides on 
“home workout routines” and optimizing video tutorials with keywords. A year later the 
website ranked for various fitness search terms and had leads coming through without 
having a large advertising budget. 

 

These examples illustrate that SEO is the great equalizer. Small businesses, even with 
limited budgets, can gain visibility and reach targeted audiences and establish authority 
by concentrating on optimization instead of trying to compete directly with the paid 
advertising spend of larger competitors. 

 

 

 

  

Choose the correct option:  
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1. Which provides short-term visibility?  

a) SEO  

b) Paid ads  

c) Blog posts  

d) Backlinks  

  

2. Organic traƯic comes from:  

a) Paid campaigns  

b) Direct visits  

c) Unpaid results  

d) Banner ads  

  

3. Why is SEO cost-eƯective?  

a) Free hosting  

b) No ROI tracking  

c) Long-term results  

d) Unlimited budget  

  

4. What is a key focus of local SEO?  

a) International reach  

b) Paid clicks  

c) Nearby customers  

d) Banner placement  

  

5. Small businesses often succeed with SEO by:  

a) Ignoring content  

b) Using long-tail keywords  

c) Spending only on ads  
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d) Avoiding optimization  

  

4.4 Summary 

 

 SEO is a long-term game plan to get your business visible on search engines for the 
long haul, while paid ads are quick and hot. 

 

 SEO-generated organic traƯic is attributed to unpaid search results, making it more 
sustainable and aƯordable than the never-ending process of advertising. 

 

 SEO helps to align your website with user’s intent, so you attract and generate qualified 
prospects who are more likely to engage or convert. 

 

 Good SEO combines on-page factors, great content, and good user experience to help 
the ranking of your site. 

 

 Paid advertising is good for here and now reach and targeting, but SEO creates 

authority and credibility to the brand 

 

over time. 

 

 With analytics, SEO gains a valuable return-on-investment by showing you traƯic 
patterns, conversions and keyword performer. 

 

 Optimising content and boosting backlinks gives a website authority, moving it further 
up search results inorganically. 

 

SEO is beneficial as you can save cost per lead compared to old advertising methods. 
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 SOEs Can Give Smaller Businesses a Competitive Advantage and integrate it with 
Companies Needing Niche or Geo-Specific Keywords. 

 

 Local SEO tactics, including Google Business Profiles and consumer reviews help 
smaller companies compete with larger players. 

 

 SEO improves discoverability exactly when customers are searching for solutions; in 
real-time. 

 

 If you fill your businesses with both SEO and paid ads then it is the best equilibrium for 
short terms as well as long run success. 

 

4.5 Key Terms 

 

SEO (Search Engine Optimization) –A practice of optimizing a website to get free traƯic 
from search engines. 

 

Organic TraƯic – These are the website visits you get from unpaid search engine results. 

 

Paid ads – Adverts in search engines, or platforms with visibility based on a budget. 

 

User Intent – The motivation behind the user’s search query. 

 

Cost per Lead (CPL) – The amount one spends to generate a business lead through 
advertising. 

 

Backlinks – Links to a page from other websites, increasing its authority and rankings. 

 

Local SEO – Optimization of search for local searches and customers. 
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Conversion Rate – The percentage of visitors that complete a desired action (purchase, 
sign up, etc). 

 

Keyword Strategy – Which search terms a company aims to be visible to. 

 

Dwell Time – The time a user spends on a page when they click on it in the search results. 

 

Authority – The level of trust search engines place in your site and is determined by the 
number, quality, and relevance to your website. 

 

ROI (Return on Investment) – The profitability of advertising in relation to the costs. 

 

4.6 Descriptive Questions 

 

Describe how SEO and paid advertising are diƯerent in terms of visibility, cost, and 
longevity. 

 

Explain how SEO helps to increase organic traƯic and brand discoverability. 

 

Critique why it is believe that SEO is an eƯicient marketing tool (not only comfortable for 
big corporations but also small businesses) of any company. 

 

Explain the impact of user intent on keywords and content optimization strategies. 

 

How can little businesses utilize SEO to compete with bigger companies? Provide 
examples. 

 

Explain how backlinks and content optimization are crucial to the success of SEO. 
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How come it is important for businesses to combine SEO and (PPC) Paid Ads in their 
digital marketing strategies? 

 

Explain how local SEO can help bricks and mortar businesses get found online. 
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Answers to Knowledge Check  

  

  

Knowledge Check 1  

1. b) Paid ads  

2. c) Unpaid results  

3. c) Long-term results  
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4. c) Nearby customers  

5. b) Using long-tail keywords   

 

 

4.8 Case Study 

 

Enhancing Visibility Through SEO: The GreenLeaf Home Décor Case 

 

GreenLeaf Home Décor is a little environmentally friendly furniture shop afterwards. 
Even from oƯering the best product and receiving positive reviews, the company could 
not drive consistent online traƯic. With weak search rankings on their website, they 
were forced to depend heavily on paid ads that were draining their budget. Management 
came to understand that they could not grow their way out of the problem, and decided 
that SEO should instead grow the way forward. 

 

Issue 1: Depending too Much on Paid Ads 

 

Challenge: The company was shelling out tens of thousands of dollars for paid ads to get 
site traƯic. Although ads produced short-term sales, the expenses were not viable and 
traƯic declined after each campaign ended. 

 

Solution: 

 

• The team pivoted to SEO via keyword research. They identified longer-tail keywords 
like “sustainable wooden coƯee tables” and “handmade eco-friendly chairs.” 

 

• They¬ optimized product pages with the keywords and developed blog posts around 
home décor tips, eco-friendly living and design inspirations. 

 

• They published regularly and optimized for search intent, cutting down on reliance on 
paid ads. 
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Results: Or vice versa, as you wish In six months, organic traƯic grew by 40% and 
spending on paid campaigns was reduced by 2 times. And the business gained 
sustained visibility without having to spend on ads all the time. 

 

Problem #2: Lack of Website Authority 

 

Challenge: GreenLeaf’s website had no backlinks and domain authority, therefore being 
hard to rank for competitive keywords. Bigger e-commerce rivals crowded the top of 
search results. 

 

Solution: 

 

• The team cold-called eco-lifestyle blogs and interior design websites, proposing guest 
posts in return for a backlink. 

 

• They led happy customers to post reviews and user-generated content on their blogs 
and social media, with links back to GreenLeaf’s site. 

 

• Collaborations with environmentally aware influencers helped them increase their 
reach and establish credibility. 

 

Impact: Domain authority grew thanks to high-quality backlinks from other websites. 
Some of GreenLeaf’s content found it’s way to the first page on selected niche keywords, 
and high relevant organic traƯic was achieved. 

 

Issue 3 – Lack of visibility in the local market 

 

Challenge: GreenLeaf was interested in becoming a national company but much of their 
audience could be found right in their own backyard. But they hadn’t worked on local 
SEO, so customers searching for furniture stores near them seldom encountered the 
business. 
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Solution: 

 

• They claimed and updated their Google Business Profile, which now includes detailed 
product photos, business hours and eco-friendly credentials. 

 

• Reviews were solicited to boost local search rankings. 

 

• They used location-based keywords such as “eco-conscious furniture in Austin” and 
“sustainable décor Texas,” which they optimized on their web content. 

 

Impact: Local visibility increased significantly. TraƯic to the showroom increased by 
30%, and local online sales trippled. 

 

Reflective Questions 

 

How has the transition from paid ads to SEO given long-term stability to GreenLeaf? 

 

What is the importance of backlinks for increasing website authority, and how did 
GreenLeaf utilize them? 

 

How can local SEO play a role in increase in online as well as oƯline sales? 

 

How much of a balance between SEO and paid advertising should businesses try to 
achieve for the best results? 

 

If you were running GreenLeaf’s strategy, what other SEO tactics would you 
recommend? 

 

Conclusion 
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The GreenLeaf case study is proof that small businesses can take oƯ and succeed with 
SEO by not relying too much on paid ads, building up domain authority and optimizing for 
local. Blending the finding of obscure long-tail keywords, acquiring backlinks and writing 
good content GreenLeaf managed to grow in a competitive industry for the long term. The 
move to SEO also generated more than simply visibility – it also built credibility, by 
proving there’s a market for eco-friendly brands catering to local and national customers. 
This case further demonstrates that SEO is not a marketing tactic, but rather an 
investment in the long-term digital infrastructure of a business. 
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Unit 5: IntroducƟon to Search Engine MarkeƟng (SEM)  

  

Learning ObjecƟves:  

1. Explain the concept of Search Engine MarkeƟng (SEM) and differenƟate it from SEO.  

2. Describe the fundamentals of Pay-Per-Click (PPC) adverƟsing and analyze how it 
contributes to online visibility and traffic generaƟon.  

3. IdenƟfy and evaluate the key elements of campaign structure, including ad groups, 
keywords, bids, and ad copies.  

4. Assess targeƟng opƟons such as demographic targeƟng, geographic targeƟng, device 
targeƟng, and remarkeƟng within SEM campaigns.  

5. Compare the advantages and limitaƟons of SEM in achieving both short-term and long-
term markeƟng goals.  

6. Apply SEM concepts to real-world business contexts by analyzing case studies and 
designing effecƟve ad campaigns.  

7. Demonstrate understanding of how SEM integrates with broader digital markeƟng 
strategies to maximize reach and return on investment.  

  

  

Content  

 5.0  Introductory Caselet  

 5.1  Concept of SEM  

 5.2  Pay-Per-Click (PPC) AdverƟsing  

 5.3  Campaign Structure & TargeƟng OpƟons  

 5.4  Summary  

 5.5  Key Terms  

 5.6  DescripƟve QuesƟons  

 5.7  References  

 5.8  Case Study 

 

5.0 Introductory Caselet 
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“QuickFix Plumbing’s SEM Journey” 

 

QuickFix Plumbing, a small home services business, had long depended on word-of-mouth 
referrals and local newspaper ads for customers. That business model had kept the business 
alive for years, but a shiŌ in consumer habits was now creaƟng problems. More and more 
customers were turning to the internet for quick fixes, using “emergency plumber near me” 
or “24/7 leak repair.” QuickFix got in touch with us when they discovered that although they 
had a website, they were nowhere to be found on the search engine’s first page. They were 
being outperformed by compeƟtors that had bought digital ads, and who were geƫng the 
most calls. 

 

To make up for this shorƞall, QuickFix determined to give Search Engine MarkeƟng (SEM), 
namely Pay-Per-Click adverƟsing a try. They placed ads for high-intent keywords such as 
“plumbing services in Dallas” and “affordable emergency plumbing.” Rather than just 
banking on SEO, which is slow to produce results, there PPC placed them at the top 
immediately. 

 

The campaign is well-structured. Different ad groups were created for disƟnct services — pipe 
repairs, drain cleaning, water heater installaƟons, etc. —with a corresponding ad copy and 
relevant keywords to match. They targeted geographically to make sure their ads were seen 
only by people within a 25-mile radius of where they worked. To scale efficiently, QuickFix 
had set their own daily budgets and bids to pay only if someone clicked their ad. In just a few 
weeks, the business experienced a steep upturn in calls and bookings, with new customers 
calling them despite the fact that they had never even heard of them. With SEM, QuickFix 
was able to compete with much larger, established players on an even field in terms of search 
visibility. 

 

This is a shining example of how SEM can provide instant results – parƟcularly for companies 
looking to quickly make an impression in a compeƟƟve marketplace. 

 

CriƟcal Thinking QuesƟon 

 

If you were running QuickFix Plumbing’s markeƟng, what would be your approach to juggling 
pay-per-click while building search engine results for organic growth? 
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5.1 Concept of SEM  

5.1.1 DefiniƟon of Search Engine MarkeƟng  

 

Search engine markeƟng (SEM) is a form of Internet markeƟng that involves the promoƟon 
of websites by increasing their visibility in search engine results pages (SERPs) through paid 
adverƟsing. It is one of the best means for businesses to get in contact with customers who 
are ready to buy whatever it is they have to offer. Unlike other, broader adverƟsing 
approaches, which are designed to raise awareness and get iniƟal interest rather than actual 
conversions of any kind (like display or social campaigns), SEM is focused solely on the people 
who search for something specific and type out a related keyword. 

 

At its core, SEM is based on pay-per-click (PPC) adverƟsing; adverƟsers essenƟally purchase 
keywords that relate to their business and offerings. Users who search for those keywords 
are shown the ads above or beside organic search results. With SEM, adverƟsers pay when a 
user clicks on ads, which means that the channel is cost-controllable and performance-
driven. This model offers businesses the ability to calculate with exacƟtude their investment 
compared to results. 

 

SEM is about more than just posƟng ads. It includes several components: 

 

• Keyword Research: Discovering the words that customers use. 

 

• Ad WriƟng: This is where you create your own “ad” and aƩempt to get clicks. 

 

• TargeƟng: Singling out the audience by geography, demographics, device or behavior. 

 

• Bidding and BudgeƟng: Seƫng the amount to spend on click (or impression). 

 

1
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• Performance metrics: Impressions, clicks, conversions and return on investment levels. 

 

One of the big values for SEM is in that it's targeƟng based on intent. SEM is different from 
social media adverƟsing in that it doesn’t disrupt users with promoƟonal messages but 
instead reaches out to them when they are looking for a soluƟon. For instance, when someone 
searches ‘‘best waterproof boots,’’ SEM ads for shoe brands can pop up immediately, 
providing context. 

 

In short, SEM is a paid program to get visibility and traffic fast. SEO is establishing organic 
ranking over Ɵme, while SEM provides urgent presence. Combined, these techniques make 
sure that a company is meeƟng both short and long-term digital visibility requirements. 

 

5.1.2 Difference Between SEM and SEO  

 

SEM and SEO are similar in that both try to improve a business’s presence on search engines, 
however they differ greatly in their techniques, cost and Ɵme frames. These differences are 
criƟcal for businesses to be made aware of when making allocaƟons. 

 

Search Engine OpƟmizaƟon (SEO) 

 

SEO is the art of making a website more visible in natural search results by opƟmizing content, 
structure, and technical aspects. It includes on-page such as keyword usage, headings and 
metatags, and off-page tacƟcs like earning backlinks. SEO is a long-term process. It takes 
consistent work and can take months to see results, but once a website is ranked well it 
doesn’t require as much ongoing cost to stay visible. 

 

Search Engine MarkeƟng (SEM) 

 

SEM, on the other hand, is focused on paid adverƟsing. AdverƟsers bid on its keywords and 
run ads in search results. When you launch campaigns, ads show up almost instantly – instant 
visibility. SEM is highly flexible: 
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businesses can ramp up campaigns for product launches or pause them when budgets are 
Ɵght. 

 

Key Differences 

 

• Cost: SEO requires an iniƟal investment to create content, and you need to regularly produce 
new material, but you are not directly charged for clicks. As every click has a price, SEM needs 
you to keep on spending budget for cover clicks. 

 

• Pace: SEO is slower, but has a longer life span. SEM can provide immediate results, but 
when the adverƟsing spend stops, it vanishes. 

 

• Placement: SEM ads typically display at the top of search results, before organic lisƟngs and 
paid SEO rankings below those. 

 

• Trust: People trust organic results more than they do ads, but ads are the gateway to 
visibility. 

 

• AnalyƟcs: While you have to wait before determining SEO results, SEM delivers immediate, 
very granular data. 

 

IntegraƟon of SEM and SEO 

 

None of these is considered an ideal policy and, instead of being presented as conflicƟng 
aƫtudes, the most common approach amongst business is a form of both. SEO provides long 
term presence and SEM offers faster results and data inputs. For instance, from PPC data for 
high-performing keywords to act as a guide for creaƟng SEO content. This symbioƟc 
relaƟonship means that businesses help maximize the now, and a company’s potenƟal. 

 

5.1.3 Benefits of SEM for Businesses  
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SEM has many advantages that make it a useful digital markeƟng tool. The intent-based 
targeƟng, measured ROI and scalability of good old SEM – this is for businesses of all sizes. 

 

 

 

Immediate Visibility 

 

One of the strongest sides that SEM has to offer is its speed. Search ads can appear as soon 
as a campaign is launched. This feature is super useful for new companies who do not have 
many organic rankings in place (or if you are promoƟng something and just need instant 
exposure). 

 

High Intent TargeƟng 

 

SEM is aimed at readers who acƟvely look for parƟcular goods or services. Whereas other 
adverƟsing puts ads in front of people based on interest, intent targeƟng connects as 
someone is looking for your products or services. 

 

This leads to higher conversion rates as people are already incenƟvized. 
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Budget Flexibility 

 

SEM is Reflexive SEM doesn’t require you to spend the same amount every month. 
Businesses can test ad performance with low budgets and reinvest in successful campaigns. 
Pay-per-click model means adverƟsers only pay for real interacƟon. 

 

Detailed AnalyƟcs 

 

Search engine markeƟng services show impressions, clicks, CTR (click-through-rate), 
conversions and CPA (cost-per-acquisiƟon). This depth of informaƟon is the key to opƟmizing 
campaigns so they can pull in profitable keywords and drive even more value. 

 

Geographic and Demographic TargeƟng 

 

Businesses may sharpen their targeƟng to make sure ads go out to the right people. There 
are opƟons to filter results by locaƟon, age group, device type and even behaviors. So a 
restaurant, for instance, can run ads just when people are hungry — say, during dinner hours 
and only in a 10-mile radius. 

 

CompeƟƟve Advantage 

 

On compeƟƟve marketplaces, SEM ensures that smaller companies can compete with the 
larger brands and be seen together in search results. An organizaƟon may not have long term 
SEO authority, but a well-executed SEM campaign would put them in the same playing field. 

 

Brand Awareness 

 

Impressions also contribute to brand awareness even when users don’t click ads. If you keep 
seeing a brand in search results again, and again, that brand will surely start to build up. 
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All these advantages make SEM popular in various industries. It’s quick and efficient, giving 
businesses greater flexibility when it comes to their online presence. 

 

5.1.4 Popular SEM Plaƞorms (Google Ads, Bing Ads)  

 

Search adverƟsements are implemented on all major search engines, and almost all 
plaƞorms offer search adverƟsing. They all have different benefits and audiences. 

 

Google Ads 

 

Because of Google’s vast search market share, Google Ads reigns supreme in SEM. AdverƟsing 
is displayed on Google’s search results and networks. Features include: 

 

• Key-Word Bidding: AdverƟsers bid on ad placement based on relevance and value of their 
bids. 

 

• Ad Extensions: AddiƟonal informaƟon can be included (e.g. phone numbers, reviews, 
sitelinks). 

 

• TargeƟng opƟons: have the ability to target by locaƟon, device model, demographic and 
interest. 

 

• Tracking Performance - Google Ads has up-to-the-minute numbers for impressions, CTR and 
conversions. 

 

For companies looking for scale, Google Ads is perfect because there are billions of searches 
every day. It also has room for easy performance assessment with a connecƟon to Google 
AnalyƟcs. 

 

Bing Ads (MicrosoŌ AdverƟsing) 
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With smaller market share, Bing Ads (rebranded as MicrosoŌ AdverƟsing) also shouldn’t be 
ignored, especially in areas and sectors where there’s more Bing usage. Bing Ads display ads 
on Bing, Yahoo, and AOL search networks providing a way for the exposure outside Google. 
Key benefits include: 

 

• Less CompeƟƟon: Less adverƟsers than Google means you pay less per click (CPC). 

 

• Non-Google Users: Bing oŌen appeals to an older, more affluent demographic which makes 
it relevant for some industries. 

 

• Import Features: You can import your campaigns directly from Google Ads so you don’t 
have to manage them separately. 

 

There are other SEM plaƞorms as well, (e.g Radio and television could use baidu +baidu s 
economy). 

 

 

  

  

“While Google Ads controls over 85% of the global SEM market, Bing Ads oŌen delivers higher 
return on investment (ROI) for certain industries due to lower compeƟƟon and cheaper click 
costs. Many businesses use Bing Ads strategically to target niche demographics overlooked by 
Google campaigns.” 

 

 

5.2 Pay-Per-Click (PPC) AdverƟsing  

5.2.1 What is PPC and How It Works  

 

PPC – Pay-Per-Click -an adverƟsing model used to increase web traffic in which an adverƟser 
pays a publisher, typically a search engine or website owner for every click on their 
adverƟsements. Unlike 'old media' (such as a poster on the motorway claiming that "1 in 3 
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people are millionaires - find out why") where businesses pay for placement (and don't care 
if it engaged with or not), PPC makes payments dependent on user acƟvity. It is one of the 
most measurable, and performance oriented forms of online adverƟsing, this gives 
businesses instant visibility along with full control over their ad spend. 

 

PPC's basic idea is straighƞorward: adverƟsers get their message out to consumers who have 
already expressed an interest in their products or services. These ads are shown when users 
search or navigate the respecƟve plaƞorms. The adverƟser is only billed if the user clicks on 
the ad, so that the model is driven by performance. The Working of PPC in Search Engines 

 

A search engine user submits a query. 

 

The search engine holds an aucƟon to decide which ads go up. 

 

Ads that are relevant and meet the bidding criteria appear on the top or boƩom of SERP page. 

 

The adverƟser pays when the user decides to click on the ad. 

 

PPC Campaign Components 
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• Keywords: Words selected by adverƟsers that prompt ads to appear. 

 

• AdverƟser’s Copy: Text or visual elements that compel users to click. 

 

• Landing Pages – the page where users land aŌer clicking through an ad – for conversion 
opƟmizaƟon. 

 

• Budgets: The maximum amount an adverƟser will pay Google to prevent costs from geƫng 
too high. 

 

PPC is not only for search engines. This includes display networks (website banners), 
shopping ads (product pages) and social. The good part is that it's precisely targeted. 
Marketers can target by locaƟon, device type or browsing behavior through the filters and 
reach those certain audiences. All in all, PPC provides a welcome dose of flexibility and 
accountability for businesses. It is especially useful for generaƟng short-term traffic, product 
releases, or promoƟons to supplement long-term campaigns such as SEO. 

 

5.2.2 Understanding the Bidding Process 

 

The bidding process, however, is central to PPC adverƟsing and it decides how ads will be 
displayed and in which sequence. Because search terms are usually bid on by more than one 
adverƟser, the servers 940 and/or search engines must conduct aucƟons in real Ɵme 
whenever a search is made. 

 

How the Bidding Works 

 

• AdverƟsers choose a maximum bid, which is the highest amount that they are willing to pay 
for a click on a keyword. 

 

• When a user makes a search, the plaƞorm matches all the bids of adverƟsers. 
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•Â Bid is not the only factor that determines the placement of your ad butÂ also the quality, 
relevance, and expected performance of your ad. 

 

Bid Types 

 

• Manual CPC Bidding: AdverƟsers will set max bids for their keywords. 

 

• Auto-Bidding: AdverƟsing plaƞorms can automaƟcally bid for the most clicks, conversions 
or impressions available within a defined budget. 

 

• Maximize clicks: AutomaƟcally adjusts your bids to get the most clicks. 

 

• Target CPA/ROAS – Advanced tacƟcs in which users opƟmize toward certain cost per acquire 
or return on ad spend. 

 

AucƟon Dynamics 

 

The aucƟon system promotes fairness and breaks the rule of the richest bastards. A low bid 
ad can win as well due to relevance and other engagement signals, despite a higher bid. 

 

Factors AffecƟng Final Cost 

 

The real cost per click (CPC) oŌen ends up being less than the maximum bid. It varies 
depending on the keyword compeƟƟon level, industry, and ad quality. Ad companies are 
charged only the minimum amount necessary to outspend the compeƟtor immediately 
behind them. 

 

Balance the interest of adverƟsers and user experience The aucƟon makes an effort to ensure 
that it upholds a balance between adverƟser interests and user experience. Ad networks 
highlight ads that are related, aƩracƟve and useful for users making the ecosystem beneficial 
for all. 
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5.2.3 Quality Score and Ad Rank  

 

Just bidding high does not guarantee you top ad posiƟon. Search engines implement Quality 
Score and Ad Rank in order to keep the ads D) Search engines use Quality score determine 
relevancy and. 

 

Quality Score 

 

Quality Score is a number used by adverƟsing plaƞorms such as Google Ads to determine the 
relevance and quality of an adverƟser’s ads, keywords and landing pages. Its score ranges 
from one to 10. 

 

Factors influencing Quality Score include: 

 

• CTR (Click-Through Rate): The higher the CTR, the more relevant an asset is. 

 

• Ad Relevance: The relevance of the ad copy to the keyword. 

 

• The Relevance of the Landing Page: All about navigaƟon, content and load-Ɵme. 

 

• Historical Performance: The previous performance of ads and accounts. 

 

Ad Rank 

 

The Real Ad PosiƟon on the Search Pages is determined by your Ad Rank. It is calculated as: 

 

Ad Rank = Bid × Quality Score × EsƟmated Impact of Ad Extensions 
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This equaƟon helps in boosƟng the quality to win aucƟons of lesser bids but with beƩer 
quality ads. For instance, an adverƟser with a lower bid and high Quality Score could be 
ranked higher than one with a high bid but lower relevance. 

 

The Significance of Quality Score and Ad Rank 

 

• They reward adverƟsers who produce user-friendly ads, not simply those that outspend the 
compeƟƟon. 

 

• They can reduce costs for the adverƟser when ads perform well, because high-quality ads 
receive discounts on their CPC. 

 

• By showing ads that are more relevant to users, overall the user experience is improved. 

 

Businesses need high Quality Scores and Ad Rank to offset the cost pay for these compeƟƟve 
search terms. 

 

It incenƟvizes the effort put into ad relevance, creaƟvity and targeted landing pages. 

 

5.2.4 Examples of PPC Ads (Search Ads, Display Ads, Shopping Ads)  

 

(Other types of PPC adverƟsing exist, but not all are suitable for all business goals.) The laƩer 
three include Search Ads, Display Ads, and Shopping Ads. 

 

Search Ads 

 

Search ads are those text ads seen at the top or boƩom of search engine results pages. They 
are response based upon user quesƟons, and work best for high purchase intent type of 
searches. 

 

2
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Features: 

 

• Headline, descripƟon, linkU.S. And World House BriefingThe TradiƟonal CommiƩee 
RoomThe very nature of the House’s version of the old-fashioned Avalon commiƩee room has 
encouraged abuses. 

 

• Commonly feature ad extensions, such as call buƩons or site links. 

 

• Meta descripƟon for businesses looking to reach users who are searching for their services. 

 

Example: A person looking for “best denƟst near me” types in that query and up pops 
sponsored ads from local dental clinics before organic search results. 

 

Display Ads 

 

Display ads are visual ads that display on websites, apps or social media plaƞorms as part of 
a network. 

 

They're typically banners or visual ads. 

 

Features: 

 

• Suitable for brand and retargeƟng campaigns. 

 

• May contain graphics, videos or animaƟons. 

 

• Get in front of audiences passively as they look at other content. 
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Example: As a user reads an arƟcle about travel Ɵps, that user might see a display ad offering 
deals on flights. 

 

Shopping Ads 

 

Shopping ads display products right in search results. They consist of product images, prices, 
store names and raƟngs. 

 

Features: 

 

• Highly visual and product-focused. 

 

• Let people see their choices right in the search results. 

 

• Tap into clicks from users with high purchase intent. 

 

Example: Searching Google for “wireless headphones” will bring up ads with photos, pricing 
and brand from various vendors. 

 

There are other types of PPC, such as site-specific adverƟsing (banner ads), and app install 
ads, but search, display and shopping are the most popular in SEM. All have their strengths: 
Search ads capture demand, display ads measure awareness and shopping ads are the belle 
of the e-commerce conversion ball. 

 

“AcƟvity”  

Select a product or service of your choice and design a basic PPC campaign outline. IdenƟfy 
the keywords you would target, specify the type of PPC ad (search, display, or shopping), and 
explain how you would structure your bidding strategy. Then, describe what metrics you 
would track—such as click-through rates or conversions—to measure campaign success. 
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5.3 Campaign Structure & TargeƟng OpƟons  

5.3.1 Elements of a Search Campaign – Campaigns, Ad Groups, Keywords, Ads  

 

Structured search campaign structure is key to successful SEM strategy. Without organisaƟon, 
adverƟsers may end up overspending, targeƟng the wrong people or be unable to track 
performance. Search campaigns 

 

organized into * four layers: Campaigns, Ad  Groups, Keywords, and Ads. 

 

 

 

Campaigns 

 

The campaign is the top-level organizaƟon. It sets out high level objecƟves, budget splits and 
targeƟng. For instance, a seller of apparel might have campaigns for “Men’s Fashion,” 
“Women’s Fashion” and “Accessories.” The campaign-level seƫngs are including daily 
budget, geographical targeƟng and bid strategies. 

 

Ad Groups 

 

Ads within the campaign are organized into ad groups, with each grouping of ads being 
closely related, or containing a similar keyword. One ad group might look at “Formal Shirts” 
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and another at “Casual Shoes”, for instance, within a broader campaign named “Men’s 
Fashion.” It makes ads extremely relevant to the user request as a result. 

 

Keywords 

 

The keys are the words that trigger ads. AdverƟsers choose keywords they think their target 
market will search for. Keywords research help you to find search terms with the right 
balance between volume and relevancy, making it easier for your content to rank. Good 
keyword choices fit with buyer intent—whether that is informaƟonal, navigaƟonal or 
transacƟonal. 

 

Ads 

 

The ads are the visual parts that users will see. These are headlines, descripƟons, display 
URL's and extensions like a call buƩon or sitelinks. Good ads are relevant, compelling, and 
directly correspond to the keywords and ad group. The promise of the ad should also be 
consistent with what the landing pages serve so that user experience is seamless and 
conversion rates increase. 

 

Each structure level builds upon the one below it: campaigns are foundaƟonal, ad groups 
further target, keywords trigger when ads show and ads tell the story. A well-run campaign 
liŌs performance by staying up-to-date, achieving scale, and facilitaƟng accuracy in 
measurement. 

 

5.3.2 Keyword Match Types – Broad, Phrase, Exact, NegaƟve  

 

Match types determine how closely someone's search query must match an adverƟser's 
keyword for the ad to appear on the search results page. They’re essenƟal to balancing reach 
and relevance. 

 

Broad Match 
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Default is broad match. The ads will be displayed on searches which contain the keyword 
and corresponding words, like synonyms or misspellings. For example, the search term 
“running shoes” could prompt ads for buy jogging sneakers.” 

 

• Advantages: Maximum reach and visibility. 

 

• Cons: Can result in wastage, irrelevant clicks, especially if your budget is limited. 

 

Phrase Match 

 

This also includes an Ads based on the query, where you have keyword phrase not just the 
specific word/phrase, but appearing in that order and could include other words before or 
aŌer. Example: “affordable running shoes” can trigger “affordable running shoes online.” 

 

• Advantages: Balances control and reach. 

 

• Downside: Somewhat less broad than broad match, won’t include some variaƟons. 

 

Exact Match 

 

Exact match ads will appear only when the query is an exact match or close variant. Example: 
the keyword 

 

[“running shoes”] will display ads for “running shoes” or the term “running shoe,” but not 
“best shoes for running.” 

 

• Advantages: Highest relevance and precision. 

 

• Cons: Reach is limited; can overlook related opportuniƟes. 
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NegaƟve Keywords 

 

NegaƟve keywords stop ads from showing up for irrelevant searches. For instance, a luxury 
shoe seller could add “cheap” as a negaƟve keyword to prevent their ads from being seen by 
those bargain shoppers. 

 

• Advantages: Saves budget, improves targeƟng. 

 

• Con: Must be done carefully to avoid cuƫng out 'good' traffic. 

 

AdverƟsers balance between sharp targeƟng and broad coverage by mixing match types 
accordingly. For example, broad match is designed to reach the most people, while exact 
match offers specificity and negaƟve keywords help you target by excluding people who aren’t 
quite right. 

 

5.3.3 Audience TargeƟng OpƟons – Demographics, LocaƟon, Device, Interests & Behaviors  

 

Audience targeƟng helps to streamline your campaigns because you can beƩer focus ads to 
those most likely to convert. AdverƟsers don’t use just keywords, but also demographic and 
behavioral informaƟon to further target impression. 

 

Demographics 

 

Age-oriented, gendered, income filtered or parentally targeted adverƟsing enables brands to 
reach lagging consumer segments. For instance, a reƟrement village may target people over 
55 years old and a toy store sells toys to be played with by children. 

 

LocaƟon TargeƟng 

 

This is someƟmes called geotargeƟng -- it targets locaƟons in the geographic sense. Local 
businesses oŌen use locaƟon 
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targeƟng to show up in searches like “restaurants near me.” The service will let adverƟsers 
place ads targeƟng by country, region, city, or even a radius around a store. 

 

Device TargeƟng 

 

Campaigns can be focused on the users device— desktop, mobile or tablet. For example, 
rideshare apps typically value mobile targeƟng as they operate on an app. Best pracƟces per 
device are in place to opƟmise ads for user context. 

 

Interests and Behaviors 

 

Plaƞorms compile informaƟon about browsing habits, interests and previous interacƟons. 
Ads can be targeted to users by lifestyle interests like “fitness enthusiasts” or “frequent 
travelers.” Another form of behavioral targeƟng is remarkeƟng which targets the users that 
previously visited a certain website. 

 

Work together and these targeƟng opƟons work harder to ensure that experts are not only 
showing the right audience the right ad, they’re doing it at the opƟmal Ɵme. Businesses save 
wasted spend and enhance conversion rate by also not targeƟng irrelevant people. 

 

5.3.4 BudgeƟng and Bidding Strategies 

 

It is inside its budgeƟng and bidding strategies that an adverƟser decides how much to spend 
and how ads compete in aucƟons. Both are criƟcally important to the success of these 
campaigns, keeping costs under control and visibility high. 

 

BudgeƟng 

 

You can assign budgets on a daily or monthly basis at the campaign level. For instance, a 
campaign with a max daily budget of $50 will never be able to exceed the pacing that sets it 
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at $60. Wise allocaƟon among campaigns means that resources will go to the most profitable 
locaƟons. 

 

Bidding Strategies 

 

• Manual CPC: For this, adverƟsers enter their maximum bid for each keywords. Has control 
but is not automated. 

 

• Enhanced CPC: Yes, the plaƞorm can adjust bids to increase chances for a conversion within 
the constraints. 

 

• Target CPA (Cost per AcquisiƟon): AutomaƟcally set bids to help get as many conversions 
and closing at what you aim for cost. 

 

• Target ROAS(Return on Ade Spend): ObjecƟve to maximize the revenue generated by each 
ad dollar. 

 

• Maximize Clicks/Conversions: Algorithmic bids that increase volume or outcomes. 

 

Bid Adjustments 

 

AdverƟsers have the flexibility to bid up or down on context like device, locaƟon or Ɵme of 
day. For instance, a restaurant could raise bid amounts during the evening while users seek 
menu opƟons. 

 

Professional budgeƟng and bidding should be an ongoing analysis process. Excess spending 
means resources are squandered, and underfunding is limiƟng coverage. In order to run a 
profitable campaign, you need to find a balance between compeƟƟveness and efficiency. 

 

5.3.5 Tracking and Measuring SEM Performance  
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Performance tracking is key to assessing SEM campaigns and opƟmizing for success. AŌer all, 
without measurement, adverƟsers have no way to know what works and what doesn’t — and 
where they get the best return on investment (ROI). 

 

Key Metrics to Track 

 

• Impressions: Number of Ɵmes an ad was shown. Indicates visibility. 

 

• Click-Through Rate (CTR): Percentage of impressions that lead to a click, an indicator of ad 
relevance. 

 

• Conversion Rate: The percentage of the clicks that result in the desired acƟons (sales, sign-
ups). 

 

• Cost per Click (CPC): Amount spent on average for each click. 

 

• Cost per AcquisiƟon (CPA): Amount you paid to acquire a customer or lead. 

 

• Quality Score: A search engine's raƟng of the relevance and quality of ads. 

 

• Return on Ad Spend (ROAS): The amount of revenue you earn for each dollar spent on 
adverƟsing. 

 

Tools for Tracking 

 

Google Ads, Bing Ads, and other web analyƟcs tools generate dashboards to monitor metrics. 
The integraƟon with Google AnalyƟcs also gives rich insight, like post click user acƟvity on 
ads. 

 

Importance of A/B TesƟng 

3
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By tesƟng different ad copy, keywords and targeƟng you can figure out what works best. For 
instance, the tesƟng of two ad headlines could show which incorporates a higher CTR. 

 

AƩribuƟon Models 

 

AƩribuƟon analysis aids businesses in knowing which ad or keyword was most responsible for 
conversions, so more intelligent budget allocaƟon can follow. 

 

Tracking is what takes SEM from being something that costs you money to something where 
you invest it. ongoing analyƟcs support, for campaign tweaking and cost-reducƟon while 
maximizing returns. 

 

 

  

Choose the correct opƟon:  

1. Which is the highest level in a search campaign structure?  

a) Ad group  

b) Campaign  

c) Keyword  

d) Ad  

  

2. Which match type gives the broadest reach?  

a) Phrase match  

b) Broad match  

c) Exact match  

d) NegaƟve keyword  

  

3. Which targeƟng opƟon focuses on users’ past site visits?  
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a) LocaƟon  

b) RemarkeƟng  

c) Demographics  

d) Device  

  

4. What does CPA stand for in bidding strategies?  

a) Cost per ad  

b) Cost per acquisiƟon  

c) Clicks per acƟon  

d) Campaign per audience  

  

5. Which metric shows how many people clicked aŌer seeing an ad? a) CPC  

b) CTR  

c) CPA  

d) ROAS  

 

 

5.4 Summary 

 

 Search Engine MarkeƟng (SEM) ensures that a business can be found on search engines 
immediately via paid ads. 

 

 Performance based: Pay-Per-Click (PPC) campaigns do not only charge adverƟsers for ads 
and clicks, but also drives performance through that interacƟon between potenƟal customers 
and ads. 

 

 With search, a campaign is contained within campaigns>ad groups > keywords & ads to 
maintain relevance and organizaƟon. 
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 Keyword match types (broad, phrase, exact and negaƟve) represent a compromise between 
reach and precision in targeƟng. 

 

TargeƟng to audience choices and opƟons may include demography, geo-locaƟon, device type 
and user's interests for an improved campaign opƟmizaƟon. 

 

 CompeƟƟveness and cost are formed by budgeƟng and bidding strategies – for instance, 
manual CPC, target CPA, maximize conversions. 

 

5.Good Ad rank or Quality Score for visibility Relevance and quality ads are favored in 
relevance over less opƟmized ones. 

 

 PPC ad types are search ads, display ads and shopping ads that you would use map to 
different objecƟves like demand capture or brand awareness. 

 

 Performance can be tracked through CTR, CPA, CPC and ROAS to opƟmize campaigns. 

 

 Exclusion of negaƟve keywords will enhance the targeƟng as only the relevant queries will 
show ads. 

 

 With remarkeƟng features, adverƟsers can target those users who have visited their 
website already. 

 

 OpƟmized SEM process should include planning of structure targeƟng budgeƟng and 
tracking to deliver the best ROI as efficient as possible. 

 

compeƟƟveness. 

 

5.5 Key Terms 
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SEM (Search Engine MarkeƟng) – Paid tacƟcs used to promote websites in search engine 
results. 

 

PPC (Pay-Per-Click) – An adverƟsing medium in which users only pay when visitors click on 
their ads. 

 

Campaign: : A group of ads defined by its highest level of structure (budgeƟng and targeƟng). 

 

Ad Group: A sub-category within campaigns that encompasses similar keywords and ads. 

 

Keywords – Words that are searched and cause ads to be displayed. 

 

Ad Copy – Text or imagery that users see in an ad. 

 

Broad Match – Keyword match type that displays ads for variaƟons and related searches. 

 

Exact Match – Keyword match type that displays an ad only for exact queries. 

 

Keywords NegaƟve – Words not to bid for in your campaigns to avoid off-target traffic. 

 

QS – Search engine grading of how relevant your ad and user experience have been. 

 

Ad Rank – The actual posiƟon of the ad on the page, ranking is caused by Bid x Quality. 

 

CTR (Click Through Rate) – Percentage of the Ɵme an ad is clicked on aŌer being seen. 

 

5.6 DescripƟve QuesƟons 

 

What is Pay-Per-Click adverƟsing and how does it work? 

Page 30 of 36 - Integrity Submission Submission ID trn:oid:::3618:127377576

Page 30 of 36 - Integrity Submission Submission ID trn:oid:::3618:127377576



 

Explain the anatomy of a search campaign, including how campaigns, ad groups, keywords 
and ads are organized. 

 

Explain the different kind of keyword match types and how each play a role Achieving ideal 
SEM targeƟng. 

 

How audience targeƟng opƟons in SEM help make a SEM campaign more efficient? 

 

Describe how Quality Score, Ad Rank and performance of your campaigns are related. 

 

Examine SEM budgeƟng and pricing strategies and their influence on ROI. 

 

Why is it important to monitor your SEM results and which metrics offer the most valuable 
informaƟon? 

 

Give examples of how businesses can use search, display, and shopping ads for various 
markeƟng goals. 
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Answers to Knowledge Check  

  

Knowledge Check 1  

1. b) Campaign  

2. b) Broad match  

3. b) RemarkeƟng  

4. b) Cost per acquisiƟon  

5. b) CTR  

 

 

5.8 Case Study 

 

Increasing Leads with SEM – The BrightSmile Dental Clinic Story 

 

BrightSmile Dental Clinic is a medium-sized healthcare provider that specializes in cosmeƟc 
denƟstry, orthodonƟcs and prevenƟve dental care. Although it’s a reputable offline pracƟce, 
the clinic found it difficult to get new paƟents on its site. Other clinics overwhelmed search 
results with paid ads, rendering privider BrightSmile invisible to consumers looking for dental 
services. 

 

To counter this, the clinic made strategic investments in SEM campaigns that included 
structured search programs, exact targeƟng and compeƟƟve bidding tacƟcs. 

 

Problem Statement 1: Not Being Visible Enough Online 
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Challenge: BrightSmile’s web presence was next to none in high-intent search queries, 
including “cosmeƟc denƟst near me” or “teeth whitening services.” Players hearted with 
successful SEM drives above all. 

 

SoluƟon: 

 

• IniƟated structured campaigns with unique ad groups for areas such as orthodonƟcs, 
cosmeƟc denƟstry and prevenƟve care. 

 

• Local keywords that the business is targeƟng, such as “best denƟst in [city],” "teeth 
whitening near me," and "braces at affordable price." 

 

• Wrote persuasive ad copy highlighƟng USPs such as same-day appointments and customer 
tesƟmonials. 

 

• Implemented call and locaƟon extensions to make it easier for paƟents to reach or visit the 
clinic. 

 

Impact: Ads popped up in the top search results, impressions soared and the website also 
drew first-Ɵme visitors who had previously found only compeƟtors. 

 

Problem 2) Mismanagement of Budget Now suppose the same employer has budget 
management. 

 

Problem: Early experiment campaigns were spread too thinly across dozens of keywords, of 
which many could be immediately determined as either irrelevant or too broad. This wasted 
ad spend, and generated a lot of poor quality traffic. 

 

SoluƟon: 
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• Researched and recommended opƟmal high-converƟng long-tail keywords like “teeth 
whitening.” 

 

cost in [city]” and “emergency denƟst open now. 

 

• Added negaƟve keywords such as “free,” “DIY” and “training” to prevent clicks from 
irrelevant searches. 

 

• setup a tCPA bidding strategy which would look to hit targets of efficient conversions, not 
just clicks. 

 

• Budgets shiŌed towards top converƟng ad groups. 

 

Impact: Wasted ad spend decreased by 25%. Conversion rates increased as the quality of 
traffic increased, and more people booked appointments online. 

 

Problem 3: Performance Not Measured 

 

Challenge: The clinic’s IniƟal campaigns were not properly tracked, so it was impossible to tell 
which ads, keywords or targeƟng delivered leads. 

 

SoluƟon: 

 

• Linked Google Ads to Google AnalyƟcs for tracking campaigns and user paƩerns. 

 

• Create conversion tracking for online bookings, phone calls and contact form submissions. 

 

• Tested various ad headlines and landing page formats with A/B tesƟng. 
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• Ran remarkeƟng campaigns to Winback visitors who didn’t make an appointment on their 
first visit. 

 

Impact: BrightSmile got insights from the users themselves. Tracking of conversions 
confirmed that the vast majority of bookings were generated by mobile searches which in turn 
led to a larger focus on ads and landing pages opƟmized for mobile. Remarkeitng brought 
back many more visitors and conƟnued to drive confirmed appointments. 

 

ReflecƟve QuesƟons 

 

What is the advantage of structuring campaigns as mulƟple ad groups for BrightSmile? 

 

NegaƟve Keywords: Why It’s EssenƟal For The PrevenƟon Of Wasted Ad Spend For Your SEM 
Campaigns 

 

What is the importance of conversion tracking to measure the effecƟveness of SEM? 

 

How remarkeƟng tacƟcs may be used to solidify paƟent acquisiƟon for healthcare providers 
or even service-related companies? 

 

If you were in charge of BrightSmile’s campaigns, what other targeƟng opƟons might you test 
to try and reach new paƟents? 

 

Conclusion 

 

BrightSmile is a case-in-point in terms of how SEM can help transform visibility, channel 
relevant traffic and win customers for service businesses. BrightSmile fought the baƩle of lost 
visibility, budget allocaƟons and monitoring – to become a leader instead of ranking low 
performing keywords where compeƟtors were towards top of SERPs. This change not only 
drove more online bookings, but also conƟnued to build trust in the brand by delivering 
customers to the clinic at their Ɵme of need. 
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The case is a reminder that SEM involves more than paying for ads—it’s an organized, data-
driven effort which in turn begets measurable growth and sustained advantage. 
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Unit 6: Basics of Online AdverƟsing  

  

Learning ObjecƟves:  

1. Explain the concept of online adverƟsing and its role in the digital markeƟng 
ecosystem.  

  

2. IdenƟfy and differenƟate between various types of online ads such as display, 
video, naƟve, social media, and programmaƟc ads.  

3. Analyze the importance of budgeƟng in online adverƟsing and how it impacts 
campaign performance and ROI.  

4. Evaluate strategies for allocaƟng adverƟsing budgets across different plaƞorms 
and ad formats.  

  

5. Demonstrate understanding of how online adverƟsing integrates with broader 
markeƟng strategies to achieve visibility, engagement, and conversions.  

6. Apply knowledge of ad types and budgeƟng principles to design pracƟcal, cost-
effecƟve online adverƟsing campaigns.  

7. CriƟcally assess case studies to idenƟfy best pracƟces and challenges in 
execuƟng successful online adverƟsing campaigns.  

Content  

 6.0  Introductory Caselet  

 6.1  What is Online AdverƟsing?  

 6.2  Types of Online Ads  

 6.3  Importance of BudgeƟng in Ads  

 6.4  Summary  

 6.5  Key Terms  

 6.6  DescripƟve QuesƟons  

 6.7  References  

 6.8  Case Study  

6.0 Introductory Caselet 
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“Online AdverƟsing and the Power of FreshBlend Juices” 

 

FreshBlend Juices, a start-up that makes organic cold-pressed juices, had been building 
momentum by selling at local farmers’ markets and booking word-of-mouth referrals. But the 
founders quickly saw that being built from scratch on offline promoƟons would be a 
boƩleneck for their expansion. Facing compeƟƟon from major beverage companies, 
FreshBlend required addiƟonal exposure to reach health-minded consumers outside of their 
current surrounding area. 

 

The firm opted to dabble in internet adverƟsing as a way of magnifying its business. At first, 
they spent a small budget on display ads in big health and lifestyle websites. These ads 
showed off colorful product images and talk about what made FreshBlend different: only 
100% natural ingredients (no added sugars) here. While this brought some traffic, the team 
observed: few users returned to the site. 

 

To combat it, FreshBlend iterated on its adverƟsing approach. They adverƟsed on social 
media to young professionals and fitness fans with short video clips that showed the juicing 
process, as well as tesƟmonials from saƟsfied customers. The brand experimented with search 
ads, bidding on keywords including “best organic juices near me” and “healthy detox drinks.” 
Those campaigns effecƟvely linked FreshBlend with health conscious consumers on the 
lookout for a drink opƟon to lead their lifestyle. 

 

BudgeƟng was key to their success. Through analyzing ad performance, the company found 
that video ads on both Instagram and YouTube generated more engagement than display ads, 
but search ads drove more conversions. Armed with this understanding, FreshBlend shuffled 
its budget to favor the strongest-performing channels so that every dollar spent was actually 
making an impact. 

 

In a few months, FreshBlend began to get constant online orders and subscripƟons. The 
health and wellness verƟcal not only broadened its reach, but the online made inroads into 
establishing stronger brand recall. 

 

CriƟcal Thinking QuesƟon 
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If you are managing adverƟsing for FreshBlend how would you determine what mix of display 
ads and search ads could reach, on a standard budget? 

 

6.1 What is Online AdverƟsing? 

 

6.1.1 DefiniƟon of Online AdverƟsing 

 

Online adverƟsing (also called digital adverƟsing) is an increasingly effecƟve way to promote 
your product, service or brand across all kinds of digital media. While convenƟonal 
adverƟsing venues like print, TV and radio depend on tried-and-true methods to reach an 
audience, digital media have a unique set of channels – search engines, social plaƞorms, 
websites and apps, video sites etc. – that it caters to audiences with. 

 

Somehwat oversimplified, online adverƟsing is about geƫng messages delivered to users 
through paid placements. These ads might be banners, search query results, social media 
posts and shares, video content or interacƟve graphics. The main goal here is to gain further 
exposure, get clicks and website traffic, which in turn leads to more potenƟal leads or sales. 

 

One of the disƟnct characterisƟcs of internet adverƟsing is the accuracy and quanƟfiability. 
TradiƟonal adverƟsing commonly reaches a great number of viewers without targeƟng, in 
online adverƟsing businesses can target the adverƟsements to specific audience according to 
demographics, locaƟon, interests or past behaviour with the brand. What’s more, you can 
monitor campaigns in real Ɵme with metrics like impressions, CTR (click-through rates), CPC 
(cost per click), or conversion. 

 

Online adverƟsing has various models, which are usually divided into the following: 

 

• Pay-Per-Click (PPC):AdverƟsers pay when users click on the ad. 

 

• Cost-Per-Thousand Impressions (CPM): Costs are determined by the frequency of Ɵmes an 
ad is shown, not clicked. 
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• Cost-Per-AcquisiƟon (CPA): AdverƟsers pay when a user takes a parƟcular acƟon, such as 
making a purchase or signing up. 

 

• ProgrammaƟc AdverƟsing: The purchase and placement of ads through a medium 
controlled by computers, with targeƟng and placements opƟmized in real Ɵme. 

 

 

 

 

The point of online adverƟsing is that it can reach people where they already are — on the 
web. With shopping, entertainment and communicaƟon on digital devices soaring, businesses 
turn to online ads in their efforts to grab aƩenƟon, sway decision-making and compete in 
technology-dominated markets. 

 

6.1.2 Difference Between Online Ads and Organic MarkeƟng  

 

Online ads and organic markeƟng are both criƟcal pieces of a digital strategy, but they are 
dramaƟcally different in strategy, cost structures and Ɵmeframes. Being more mindful of these 
differences enables companies to balance both, to beƩer effect. 

 

1
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Online AdverƟsing 

 

Online markeƟng is essenƟally paying for eyeballs to look at your site. Brands compete for 
placements via search engines, social media plaƞorms or websites to achieve immediate 
visibility. Ads are narrowly targeted and can be served up instantly to the target audience. 
But the exposure is fleeƟng and wallet-dependent; when the spending ends, so do the ads. 

 

Organic MarkeƟng 

 

Organic markeƟng is about reaching and engaging your audience without using paid efforts. 
That involves SEO (Search Engine OpƟmisaƟon), content markeƟng, social engagement and 
creaƟng a community. Rather than purchasing clicks or impressions, businesses invest in the 
creaƟon of valuable content and its opƟmizaƟon for algorithms so that they get organically 
discovered by users. Organic markeƟng helps build long-term relaƟonships and brand trust, 
but it requires Ɵme to see results unlike ads. 

 

Key Differences 

 

Cost: You make ongoing payments to run ads; organic markeƟng requires an up-front 
investment in content and opƟmisaƟon. 

 

Speed: Ads get you in front of your audience immediately; organic markeƟng can take months 
to gain tracƟon. 

 

Longevity: Organic content doesn’t only target traffic during its publicaƟon Ɵme; it gets to 
engage and aƩract the audience long aŌer, while ads disappear when budgets dry off. 

 

AuthenƟcity: Organic results are perceived as more authenƟc that sponsored, but ads sƟll 
rule visibility. 

 

Control: Ads can be more precisely targeted to your audience and Ɵmed with messages; 
organic relies on a steady strategy and algorithmic help. 
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How They Work Together 

 

The best companies combine both approaches. Online ads produce immediate outcomes, 
enabling businesses to acquire traffic, test messaging and see whether there’s interest in the 
market. Authority based, keeping you on top of the long term for good. For instance, a 
business might be running paid ads for product launch and at the same Ɵme posƟng blog 
posts or opƟmizing SEO for ongoing traffic. 

 

And so, online ads and organic markeƟng are not compeƟtors — they are two sides of the 
same coin. AdverƟsing quickens the campaigns, and organics establish consumer trust and 
brand recogniƟon. 

 

6.1.3 Why Businesses Invest in Online Ads  

 

STANDARD SA STANDARD Businesses spend on online adverƟsing because of unparalleled 
reach, targeƟng opƟons and measurable value. In today’s digital space,   consumers’ acƟve 
behavior is influenced by the presence of a large number of online applicaƟons and depending 
exclusively on organic reach may not be enough to compete any longer. 
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Immediate Visibility 

 

“Digital ads let companies pop up in front of audiences immediately. For example, one can 
launch Google Ads that very day and start driving traffic. This is parƟcularly useful for startups 
or limited Ɵme offers. 

 

Precise TargeƟng 

 

Whereas tradiƟonal adverƟsing broadcasts to broad audiences, online ads can allow 
companies and brands to home in on specific demographics, geographic areas or user 
interests. For instance, an internet fitness regimen might aim at those looking up “home 
workout plans” or to people who are into wellness communiƟes. This accuracy minimises 
budget wastage and maximizes effecƟveness. 

 

Scalability and Flexibility 
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Ad campaigns can go as big as a pocketbook. Small business can start with low spend and 
scale up when they see results. And you can change your campaigns on the fly — you can 
pause ads, change them, move your budget around to higher-performing pumps of the well. 

 

Measurable Results 

 

You can measure everything in online adverƟsing: the number of views, clicks, conversions 
and expenses. This openness means businesses can accurately assess ROI and make data-led 
decision. For example, if video ads are driving more engagement than display, the budgets 
can be reallocated. 

 

CompeƟƟve Advantage 

 

In sectors where compeƟtors are promoƟng themselves heavily, not and you would lose the 
potenƟal customers. Despite the power of organic rankings, ads tend to come above those 
results on the page itself, meaning that adverƟsers get a head start in visibility. 

 

Support for Other Strategies 

 

Online adverƟsing also reinforces other digital maneuvers. You can use paid ads to push new 
content, a/b test what’s working for SEO, or retarget any one who abandoned cart. This is part 
of helping a business get the most performance, no maƩer what channel. 

 

Businesses ulƟmately buy online ads, not to drive traffic, but to stay relevant in crowded 
markets, respond quickly to consumer demand and meet measurable business goals. 

  

  

“Over 60% of users click on Google Ads when they are ready to make a purchase, highlighƟng 
the power of intent-driven adverƟsing. Online ads not only create awareness but also directly 
influence consumer buying decisions at the criƟcal moment of need.”  

 

   

Page 11 of 31 - Integrity Submission Submission ID trn:oid:::3618:127375957

Page 11 of 31 - Integrity Submission Submission ID trn:oid:::3618:127375957



 

6.2 Types of Online Ads  

6.2.1 Search Ads (text ads on search engines like Google)  

 

Search ads are the most prevalent and successful types of online adverƟsing. They come up 
on search engine results pages (SERPs) when users enter a query that correlates to parƟcular 
keywords. These are most commonly text-based ads that appear above or below organic 
search results, and look similar to a user’s typical search query but with the word “sponsored” 
next to them. 

 

The key advantage of search ads is that targeƟng is based on intent. Us ki jo search term hai 
best laptop under 60000 aisa agar koi is type ke keyword use karte he to ise ka matlab wo 
laptop payer hasab se choose kar rahe ACHHA LAPTOP CHAHE HOTA HAI. Through bidding on 
such keywords, adverƟsers put their brand in front of interested consumers at the precise 
Ɵme when they are making decisions. 

 

Key CharacterisƟcs of Search Ads 

 

• Format: Headlines, descripƟons and URLs for a complete story are in a Ɵght message. 

 

• BlackHat VS White Hat: There is no Black to DoorTags, Giving you searches with relevance. 

 

• AucƟon System: Decided by bid and quality score which consists of ad relevance, landing 
page experience, and expected CTR. 

 

• Ad Extensions- Extra informaƟon such as phone numbers, site links, reviews can be 
presented to drive engagement. 

 

Advantages of Search Ads 
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Commercial Intent: Those searching for a commercial intent are the best prospects to 
convert. 

 

Measurability: It’s simple to measure metrics like impressions, CTR, and conversions. 

 

Real-Time: Ads are published as soon as campaigns are acƟvated. 

 

Flexibility: Real-Ɵme performance based changes to adverƟsing. 

 

LimitaƟons 

 

• Highly compeƟƟve fields typically have high CPC (i.e. cost-per-click). 

 

• The ads disappear once the budget runs out. 

 

• A strong focus on keywords may restrict opportuniƟes for broader brand building. 

 

Taking into account the fact that you are working on sales lead generaƟon and service 
inquiries, it is best to use search ads. They’re not as great for pure reach focussed campaigns 
but rock when driving consideraƟon. 

 

6.2.2 Display Ads (banners, images, video ads on websites)  

 

Display ads are visual banners that run across websites, mobile apps and social media. And 
display ads also don’t pay to get in front of people with the search intent. They are frequently 
in the form of banners, sidebar informaƟon or video clips on third-party websites. 

 

Key CharacterisƟcs of Display Ads 
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• Visual Approach: Includes pictures, animated graphics, or video in addiƟon to text. 

 

• Placement Networks – The Google Display Network and other related plaƞorms offering 
adverƟsers the opportunity to run ads across tens-of-thousands of partner sites. 

 

• Target OpƟons : It can be targeted based on demography, browsing history and contextual 
data. 

 

• Formats: StaƟc banners, animated graphics, rich media ads and interacƟve units. 

 

Advantages of Display Ads 

 

Brand Exposure: Great means of reaching broad masses and increasing exposure. 

 

ArƟsƟc liberty: Visuals evoke a lot of brand recall. 

 

RetargeƟng OpƟons: Re-TargeƟng Display contributes to bringing back visitors who have 
shown interest before. 

 

Broad Reach: There are billions of impressions on networks to get maximum coverage. 

 

LimitaƟons 

 

• CTR of a display ad generally much lower than that of a search ad since users may not be 
acƟvely searching at the Ɵme. 

 

• Banner blindness happens when adverƟsers tune out repeƟƟve ads. 

 

• Fraud hazards and mistaken clicks can eat up budgets. 
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Yet in spite of these drawbacks, display ads are effecƟve at creaƟng awareness and 
strengthening brand idenƟty. And when used alongside a retargeƟng approach, they help 
ensure businesses are kept top-of-mind for those potenƟal customers who might not decide 
to convert straight away. 

 

6.2.3 Social Media Ads (e.g. Facebook, Instagram, LinkedIn etc.) 

 

Social media adverƟsements are very popular in modern digital markeƟng, given the high 
volume of users on Facebook, Instagram, LinkedIn and TwiƩer (X). Social ads engage users 
much more directly than do search or display ads because they are integrated into the user’s 
feed and so feel less like an intrusion. 

 

Main Features of Social Media AdverƟsing 

 

• NaƟve Format: AdverƟsements adopt the same aspect raƟo and visual appearance as 
naƟve Posts into Stories. 

 

• TargeƟng Power: Plaƞorms employ sophisƟcated algorithms and user informaƟon to allow 
for targeƟng by age, interests, locaƟon, profession and behavior. 

 

• Variety of Formats: Carousel ads, stories, reels, promoted posts, lead generaƟon forms and 
influencer partnerships. 

 

• InteracƟve Elements: Some plaƞorms enable polls, quizzes and shoppable posts within ads 
themselves. 

 

Advantages of Social Media Ads 

 

SophisƟcated TargeƟng: Super targeted segmentaƟon to get your message in front of the 
right people. 
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Engagement: Likes, comments and shares generate two-way engagement. 

 

Cost EffecƟveness: Businesses can operate on a shoestring, with flexible budgeƟng. 

 

Brand Personality: Visual and interacƟve representaƟons, focuses on values/tone/creaƟvity. 

 

LimitaƟons 

 

• AdverƟsers risk having their ads be seen as in-your-face to audience which are poorly 
conceived. 

 

• Overexposure could lead to ad faƟgue. 

 

• Takes constant oversight and imaginaƟon to be effecƟve. 

 

Social media ads are a force when it comes to building community, aƩenƟon and conversion. 
B2B campaigns are perfectly suited to LinkedIn ads, and well-targeted Instagram ads appeal 
to younger, lifestyle audiences. That flexibility makes them useful in virtually any field. 

 

6.2.4 Video Ads and Emerging Formats  

 

Video ads are one of the most powerful adverƟsing formats online, as they have the unique 
feature of combining sound, imagery and storytelling. Video ad spending is concentrated with 
plaƞorms like YouTube, Facebook and Instagram but expanding on streaming services and 
connected TV. 

 

Key CharacterisƟcs of Video Ads 
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• Variety of Formats: Skippable & Non- skippable ads, in-stream ads, bumper ads as well as 
interacƟve shoppable videos. 

 

• Plaƞorm IntegraƟon: YouTube pre-roll in-feed and IG reels, sponsored programming on 
streaming plaƞorms. 

 

• Engaging: Video and storytelling is engaging compared to staƟc content. 

 

Advantages of Video Ads 

 

Storytelling: Blending facial and sound imagery to Be Memorable. 

 

High Engagement Rates: Videos will be shared and commented on more than texts or image 
ads. 

 

Flexibility: Works across awareness, educaƟon and conversion campaigns. 

 

Mobile-Friendly: As viewing on mobile devices conƟnued to increase, short-form ads 
corresponded with user behaviors. 

 

Emerging Formats 

 

• ProgrammaƟc Video: Real-Ɵme placement opƟmizaƟon with buying powered by 
automaƟon. 

 

• Shoppable Video Ads: Viewers can tap on products in the video. 

 

• InteracƟve Ads: Viewers can parƟcipate in polls, branch narraƟves or submit their 
informaƟon within the ad. 
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• Augmented Reality (AR) Ads: Brands design interacƟve AR experiences, such as trying on 
products virtually. 

 

LimitaƟons 

 

• Costs are higher to produce video than text or staƟc ads. 

 

• Some viewers flip past ads so fast they have less impact. 

 

• Storytelling must be closely aligned to brand objecƟves. 

 

Video and new ad forms are examples of the trend that digital adverƟsing is moving towards 
a more experienƟal and interacƟve one. Those businesses able to harness these trends have 
the upper hand in capƟvaƟng audiences, and breaking through digital noise. 

 

 

  

Pick a product or service you are familiar with and design a sample online adverƟsing mix. 
Decide which ad type—search, display, social, or video—you would use for awareness, 
engagement, and conversions. Explain why each ad format fits the specific stage of the 
customer journey. Reflect on how you would allocate budget across these formats to 
maximize effecƟveness.  

6.3 Importance of BudgeƟng in Ads  

6.3.1 Seƫng AdverƟsing Budgets  

 

Online AdverƟsing & BudgeƟng One of the most important aspects in online adverƟsing – 
Budget Seƫng. Great, so how to establish the right adverƟsing spend? With a sensible budget 
adverƟsers can fairly balance loŌy business goals with financial frugality and will help 
guarantee both visibility and conversion without breaking the bank for clients. 
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The first step for establishing campaigns is to determine your goals and objecƟves. Different 
objecƟves require different levels of spending. So, a brand awareness campaign needs reach 
and high impression volumes, while a lead generaƟon campaign might invest more in targeted 
ads that have higher potenƟal for conversion. 

 

Companies also need to evaluate their industry and compeƟƟveness. More compeƟƟve fields 
like finance or real estate tend to have higher average costs per click as well. You are into 
these spaces and with not enough budget, you get lame visibility and also waste of energy. 
Herd is less interested in compeƟƟve niches and there a small budget can go long way if 
placed smart. 

 

Size and scale of the audience are also considered in establishing a budget. NaƟonal or global 
campaigns need to spend more than smaller campaigns focused in a specific area. Similarly, 
since hiƫng more than one ad network at a Ɵme — Google Ads + Facebook + Instagram — 
again requires you to allocate across them all, it increases total spend requirements. 

 

Campaign level budget allocaƟon is also relevant. As a crucial next step, adverƟsers have to 
allocate budgets down the funnel — from the campaign level, to ad groups and individual 
ads. This is to ensure that priority areas get properly funded. 

 

Lastly, companies need to have a mindset of being flexible. Ad Budgets Shouldn’t Be Set in 
Stone. Performance depends on seasonality, algorithm plaƞorm changes and new consumer 
behaviors. Marketers need to audit their budget regularly, reallocaƟng money to the most 
successful campaigns. 

 

At its core, budget seƫng is about achieving a balance: of invesƟng enough to make progress 
of genuine value but not squandering resources through aimless and bloated spending. 

 

6.3.2 Spending Wisely – Relevance and ROI  

 

Seƫng a budget simply isn’t enough — companies need to make sure that their adverƟsing 
dollars are helping them get results. And being smart about spend, means invesƟng where it 
maƩers most and ensuring where possible to get the greatest ROI. 
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“Smart ad spend is all about relevancy.” Ads need to be shown to people that are probably 
most interested in the product or service. Badly targeted ads simply waste money, clicking or 
otherwise engaging with users that are unlikely to convert. For instance, a high-end fashion 
brand hoping to aƩract budget-friendly buyers will likely spend money for liƩle in return. 

 

Marketers can enhance relevance by: 

 

• SegmenƟng the audience: Classifying the audience into categories according to 
demographics, interest or purchase intent. 

 

• SelecƟng keywords: deciding on terms relevant to what a brand offers and what its target 
user seeks. 

 

• Plaƞorm alignment: Choosing a plaƞorm that is most acƟve with your desired audience, 
such as B2B ads on LinkedIn vs. lifestyle ads on Instagram. 

 

Show me the money, or: ROI -Return on Investment ROI by definiƟon is how much revenue 
you make compared to the cost of geƫng new customers From PPC. To achieve the best ROI, 
businesses need to keep opƟmising and tweaking campaigns. This includes tweaking bids, 
iteraƟng ad copy, opƟmizing landing page experiences and trimming the fat (aka removing 
underperforming keywords or placements). 

 

Relevance and ROI are interdependent. AdverƟsements that are highly relevant most 
commonly get more engagement, meaning a higher quality score on plaƞorms and therefore 
lower cost per click Lowered costs and increased conversions mean you are geƫng more ROI. 
So being frugal does not mean spending less, it means spending the necessary right amount 
that makes the outcome commensurate with the investment. 

 

6.3.3 Common BudgeƟng Models – CPC (Cost Per Click), CPM (Cost Per Thousand 
Impressions), CPA (Cost Per AcquisiƟon)  

 

Different budgeƟng models on online ad plaƞorms decide how adverƟsers will be charged. 
The best model will depend on your campaign goals. 
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CPC (Cost Per Click) 

 

• AdverƟsers are charged only if a user clicks on the ad. 

 

• Great for website traffic or lead gen campaigns. 

 

• Has measurable performance, because payment is linked directly to engagement. 

 

• Risk: Missed Clicks from poor targeƟng mean you waste budget. 

 

CPM (Cost Per Thousand Impressions) 

 

• AdverƟsers are charged each Ɵme their ad is shown, not on the basis of clicks. 

 

• Best used for brand awareness campaigns where visibility is more important than 
immediate acƟon. 

 

• Approximately reaches broadly, not necessarily engagement. 

 

•Example: A company that wants to promote a new line of products would select CPM in 
order to generate high volumes of impressions. 

 

CPA (Cost Per AcquisiƟon) 

 

• AdverƟsers pay when and only if an acƟon like a purchase, sign-up or download takes place. 

 

• Connects spending most closely to outcomes, it is very performance-oriented. 
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• Tend to cost more at first, but it saves cash in the long run by linking spend to actual 
conversions. 

 

• Applicable to businesses with specific objecƟves, such as subscripƟon sign-ups or e-
commerce sales. 

 

Each model carries trade-offs. CPC strikes a balance between engagement and cost, CPM 
increases visibility, and CPA guarantees conversions. Companies will frequently experiment 
across different models and fine-tune them depending on ROI and budget. 

 

6.3.4 Tracking Ad Spend vs Business Goals  

  

No budget is fully carved in stone without ongoing monitoring. Businesses need to quesƟon 
if ad spend complements business objecƟves and results in measurable growth. 

 

Defining Explicit KPIs (Key Performance Indicators) 

 

Every campaign needs to set success metrics - impressions, clicks, conversions, cost per 
acquisiƟon (CPA) or even return on ad spend (ROAS). These are KPIs that basically Ɵe ad 
spend to results. 

 

AƩribuƟon Models 

 

When it comes to tracking performance, you need to recognize which ads or plaƞorms had 
the most impact on results. For example, a user may "see" the brand for the first Ɵme on a 
display ad and then convert via a search ad. AƩribuƟon models (first-click, last-click, linear, 
data-driven) explain how credit is assigned. 

 

Tools for Tracking 

 

Page 22 of 31 - Integrity Submission Submission ID trn:oid:::3618:127375957

Page 22 of 31 - Integrity Submission Submission ID trn:oid:::3618:127375957



Services like Google Ads, Facebook Ads Manager and Google AnalyƟcs offer dashboards 
displaying both how people are using budgets and what kind of results they’re geƫng. 
Companies can follow day-to-day spend in comparison to conversions and adjust accordingly. 

 

Aligning Spend with Business Goals 

 

If the objecƟve is leads/signed customers, CTR which is high but conversion is low could be 
indiciaƟon of a bad use of S850. Similarly, if the objecƟve is brand awareness, then forage 
impressions and reach are more important than clicks. Tracking ensures that resources are not 
wasted monitoring the wrong thing. 

 

OpƟmizaƟon and Adjustments 

 

Budgets must be dynamic. High ROI converƟng campaigns should be invested harder in and 
poor performing campaigns should be paused or re-worked. Feedback loops keep businesses 
from wasƟng away into unprofitobeing and help maintain focus on what works. 

 

When adverƟsing spend becomes Ɵed to business outcomes, organizaƟons can turn the 
discipline from a cost center into a growth driver that can be measured. 

 

 

 

  

Choose the correct opƟon:  

1. What is the first step in seƫng an adverƟsing budget?  

a) WriƟng ad copy  

b) Defining objecƟves  

c) Choosing plaƞorms  

d) Analyzing clicks  
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2. Which factor ensures wise ad spending?  

a) Relevance  

b) Impressions  

c) Large budgets  

d) Random tesƟng  

  

3. In which model do adverƟsers pay per thousand views?  

a) CPC  

b) CPM  

c) CPA  

d) CTR  

  

4. What does CPA stand for?  

a) Cost per ad  

b) Cost per acƟon  

c) Cost per acquisiƟon  

d) Campaign per ad  

  

5. Which tool helps track alignment of spend with goals?  

a) Print media  

b) Google AnalyƟcs  

c) Radio reports  

d) Flyers 

 

 

6.4 Summary 
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 The adverƟsing budget as a "foundaƟon of campaign success" by matching resources with 
corporate objecƟves. 

 

 ObjecƟve seƫng needs to be clear prior to budget allocaƟon in order that budgets are 
relevant and efficient. 

 

Size of budget is a funcƟon of not only the level of compeƟƟon in an industry, but so too 
campaign scope and number reached. 

 

 Budget flexibility is necessary, since performance changes based on seasonality or plaƞorm 
updates and consumer behavior.” 

 

Spending Wisely: relevance, ROI The central theme of spending wisely is concentraƟng on 
relevance and opƟmizing when it comes to return on investment (ROI). 

 

 Relevancy Picked up through audience segregaƟon, keyword focus and synergy with the 
plaƞorm reduces wastage. 

 

 PPC (Pay Per Click), CPM (Cost Per Thousand Impressions) and CPA (Cost Per AcquisiƟon) 
are the typical rate models. 

 

 CPC is good for generaƟng traffic, CPM helps in brand reach and CPA offers performance 
based on conversion. 

 

 Monitoring spend against targets allows you to determine whether campaigns are achieving 
the desired results. 

 

 Performance indicators like CTR, CPA, CPC and ROAS make ROI analysis extremely 
transparent. 
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 AƩribuƟon models assist companies in idenƟfying the campaigns or channels that are 
contribuƟng to conversions. 

 

 Constant adjustments and opƟmizaƟons ensure adverƟsing budget is uƟlized efficiently and 
it’s spent as more sustainable. 

 

6.5 Key Terms 

 

AdverƟsing Budget – The budget set to spend adverƟsing a campaign or over Ɵme. 

 

ROI (Return On Investment) – The raƟo of profits to the cost of investment. 

 

CPC (Cost Per Click) – A method of charging in adverƟsing on the internet, adverƟsers pay for 
users clicking their ads. 

 

CPM (Cost Per thousand Impressions) – An ad pricing model where adverƟsers pay for every 
one thousand impressions of an ad. 

 

CPA (Cost-per-acƟon) – Model in which adverƟsers pay only for a specified type of user 
acƟon. 

 

SegmenƟng the Audience – The process of grouping users based on various aƩributes for 
improved targeƟng. 

 

AƩribuƟon Models – Ways to assign value to different ads or touchpoints in the conversion 
path. 

 

And a percentage of those impressions will turn into clicks (this is CTR). 

 

Conversion Rate – The raƟo of ad interacƟons which resulted in a conversion. 
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Budget DistribuƟon – How the total ad spend is spread across campaigns, ad groups or 
plaƞorms. 

 

OpƟmizaƟon – Using data to opƟmize campaigns for beƩer performance and returns on 
investment. 

 

Impressions – How many Ɵmes your ad was shown to users. 

 

6.6 DescripƟve QuesƟons 

 

Discuss the major issues that should be taken into account by business companies in 
determining adverƟsing budgets. 

 

Explain the value of relevance to online ad campaigns and how it relates to ROI. 

 

What are the differences between CPC, CPM and CPA adverƟsements with examples? 

 

How do you effecƟvely monitor ad spend in your business for the purpose of aligning with 
your business goals? 

 

Why is budget flexibility important and how can it help to opƟmize campaign performance? 

 

Talk about how audience segmentaƟon can cut down on wasted ad spend. 

 

What role does aƩribuƟon modeling play in helping businesses measure the impact of 
campaigns? 

 

What challenges do businesses face while finding a happy medium between visibility and cost 
effecƟveness in adverƟsing budget? 
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Answers to Knowledge Check  

  

  

Knowledge Check 1  

1. b) Defining objecƟves  

2. a) Relevance  

3. b) CPM  

4. c) Cost per acquisiƟon  

5. b) Google AnalyƟcs 

 

 

6.8 Case Study 

 

SmartGear Electronics – Balancing AdverƟsing Budgets to Grow 
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SmartGear Electronics CorporaƟon is a medium-sized consumer electronics brand of home 
appliances and smart devices. With robust offline sales, the company also wished to grow its 
online presence. They started with digital campaigns, but soon realized their budgeƟng 
strategy was impeding their success. This is a case study of their issues, responses and results. 

 

Problem Statement 1: Challenge for Inadequate Budget AllocaƟon: 

 

SmartGear did the spread adverƟsing spend thinly on different inventory types for varied 
plaƞorms: search ads, display ads and social media campaigns. Instead of concentraƟng on 
high performing channels, funds were spread equally. That’s what this caused, mediocre 
returns on all campaigns that leŌ me without a single KPI of ROI. 

 

SoluƟon: 

 

The company performed agro-commercial examinaƟon STDMETHOD ANALYSIS The 
METHODA 200.7 was used for detecƟon of heavy metal like lead and zinc in the sample 
concentrate(12). Data showed that search ads focusing on keywords such as “buy smart 
washing machines online” received higher conversions, while broad display was great for 
impressions but lower engagement. SmartGear’s budget shiŌ put 50% of its dollars into search 
ads, 30% into retargeƟng display ads, and the remaining 20% toward social media 
engagement. 

 

Impact: 

 

Conversion rates were 40% higher thanks to that reallocaƟon. The company directed efforts 
where ROI was most idenƟfiable and minimized spend waste. 

 

Problem Statement 2: CounƟng costs, praying for relevance Challenge: 

 

Ad campaigns were aimed at broad keywords like “electronics” or “appliances.” And while 
these got clicks, they were coming from users who may not have necessarily been interested 
in SmartGear’s products. This resulted in high CPC and low cvr. 
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SoluƟon: 

 

SmartGear shiŌed to relevance-driven targeƟng. They perfected keywords strategies by 
targeƟng long-tail 

 

keywords such as “best smart refrigerator under $1000” and “energy-efficient air purifiers.” 
They also included negaƟve keywords, which were “free”, “cheap”, and “repair” to prevent 
clicks that did not lead to results. 

 

Impact: 

 

The updates decreased character per click (CPC) by 25% and conversion rates were increased 
with a much beƩer quality of traffic. 

 

Users who clicked on ads were more likely to buy, because the ads matched their search 
intent. 

 

Problem Statement 3: No Spend Tracking and Business Goals Alignment Challenge: 

 

SmartGear’s markeƟng team had been measuring clicks and impressions but were unable to 
link ad spend to broader business objecƟves like revenue purchase volume. Without this 
alignment, management had doubts about the return on ad budgets. 

 

SoluƟon: 

 

Team implemented conversion tracking in Google AnalyƟcs and introduced CPA for leadgen / 
online sales campaigns. They define KPIs such as cost per sale, ROAS and CLV. Annual 
performance appraisals were introduced to align results with objecƟves. 

 

Impact: 
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The firm found that its campaigns around air purifiers had the highest ROAS. This learning 
informed subsequent campaigns, dedicaƟng higher budgets to product categories that 
performed well. 

 

ReflecƟve QuesƟons 

 

In what way did SmartGear reallocate its adverƟsing budget to enhance the overall 
effecƟveness of the campaign? 

 

Why is Context relevance important when we want to lower our Cost-per-click and increase 
conversions? 

 

How do negaƟve keywords safeguard campaign budgets from wastage? 

 

How does conversion tracking help bring in adverƟsing dollars against business objecƟves? 

 

If you were the head of markeƟng, what other budgeƟng tacƟcs would you propose to sustain 
ROI? 

 

Conclusion 

 

A case study of SmartGear is evidence of the significance of well structured budgeƟng in 
online adverƟsing. By fixing waste of spend, enhancing relevance and ensuring adverƟsement 
budgets linked back to business value, the company turned their digital campaigns into a more 
accurate driver of growth. Good budgeƟng models (with the right follow up and opƟmizaƟon) 
made adverƟsing to a strategic investment instead of an administraƟve cost center. The most 
important thing to learn here is that efficient use of an ad budget doesn't mean you need to 
keep throwing more dollars at a campaign, but rather, being judicious with those you do 
have—focusing spend on what demonstrates the greatest effecƟveness, conƟnuously keep a 
pulse check on ROI and link everything back to business outcomes. 
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Unit 7: Social Media MarkeƟng  

  

Learning ObjecƟves:  

1. Explain the role of social media plaƞorms in digital markeƟng and their unique features 
for brand engagement.  

2. Analyze how brands use social media to build communiƟes, increase awareness, and 
drive customer loyalty.  

3. IdenƟfy best pracƟces for creaƟng effecƟve and engaging content tailored to different 
social media plaƞorms.  

4. Evaluate strategies for balancing promoƟonal, educaƟonal, and interacƟve content on 
social media.  

5. Understand the importance of consistency, tone, and brand voice in social media 
communicaƟon.  

6. Apply knowledge of social media markeƟng to design basic content plans and 
campaigns for businesses.  

7. CriƟcally assess case studies to idenƟfy successes and challenges in social media 
strategies across industries.  

  

  

Content  

 7.0  Introductory Caselet  

 7.1  IntroducƟon to Social Media Plaƞorms  

 7.2  How Brands Use Social Media  

 7.3  Basics of Content CreaƟon for Social Media  

 7.4  Summary  

 7.5  Key Terms  

 7.6  DescripƟve QuesƟons  

 7.7  References  

 7.8  Case Study 
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7.0 Introductory Caselet 

 

“GlowSkin’s Social Media TransformaƟon” 

 

GlowSkin, a medium cosmeƟcs company was busƟng its ass to keep up with the bigwigs of 
the beauty world. Their offerings were dermatologist approved and customers loved them, 
but the brand needed more recogniƟon in a full market. The old adverƟsing methods like print 
magazines and billboards yes were producing diminishing returns, but the cost of acquiring 
customers was going up. 

 

What the markeƟng team discovered was that their potenƟal customers — young college 
students and professionals — were spending Ɵme on plaƞorms like Instagram, YouTube and 
TikTok. It decided there and then to leverage that behavior by pivoƟng toward social media 
markeƟng through GlowSkin. Rather than going all in on product promoƟons, they took a 
storytelling-driven, educaƟonal approach that would try to give back to the community who’d 
supported their crowdfunding project. 

 

These included short, shareable videos about skincare rouƟnes, myths and Ɵps. They made 
support, user- generated content by asking their followers to send in “before-and-aŌer” 
stories. Partnerships with micro- influencers lent the brand credibility and further reach. How 
GlowSkin shared their industry knowledge with a new audience on LinkedIn to become 
thought leaders in dermatology-led skincare soluƟons. 

 

The impact was immediate. Post-engagement was off the charts as customers started tagging 
people, commenƟng and sharing images leŌ and right. DMSales from Instagram DMs went 
up, and the team also got feedback on products for a new product line. In Ɵme, GlowSkin 
built not just customers but a devoted online following who saw the brand as an adviser 
rather than just a seller. 

 

GlowSkin’s journey serves as one example of how brands can uƟlize social networks not just 
to sell products, but to start a conversaƟon, gain trust, and establish meaningful connecƟons. 
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In this day and age, social media markeƟng is about establishing relaƟonships more than 
pushing messages. 

 

CriƟcal Thinking QuesƟon 

 

If you were GlowSkin’s markeƟng manager, how would you ensure that the brand doesn’t 
lose its authenƟcity on social media, but can sƟll sell products to make sure sales grow? 

 

7.1 IntroducƟon to Social Media Plaƞorms  

7.1.1 Overview of Social Media in Digital MarkeƟng  

 

Social media has emerged as one of the top tools for marketers to reach their audience, 
changing the face of how brands interact with users. TradiƟonal media is oŌen one-way 
communicaƟon, while social media enables two- way dialogue enabling customers to 
parƟcipate directly with brands and share their voices. It’s no longer about a message, it’s 
about a dialogue with the customer, addressing to his needs and creaƟng communiƟes 
around the company. 

 

The surge of social media has democraƟzed markeƟng, too. With a great story, killer content 
and a liƩle creaƟvity, small businesses are able to go head to head with the big guys without 
busƟng their budget. Any brand no longer needs costly adverƟsing to aƩract audiences 
worldwide, as people can now do so within a split second by turning to Facebook, Instagram 
and LinkedIn and YouTube. 

 

The role of social media in digital markeƟng comes down to Bush the following factors: 

 

Raise Awareness of a Brand On Social Media, big brands can make introducƟons to the masses 
in cost-effecƟve manners. 

 

• Customer Involvement: Businesses use likes, comments, shares, and direct messages to 
form a beƩer relaƟonship between themselves and their customers. 
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• Convert Traffic: Ads on social media, product tags and links send customers to e-commerce 
or booking pages. 

 

• Gather Feedback: Using the informaƟon from customers to drive product, messaging, and 
posiƟoning. 

 

• Create Loyal brand advocate communiƟes: Fans and followers become loyal brand advocates 
who subsequently create a buzz or word of mouth. 

 

 

 

For marketers, the numbers-oriented nature of social plaƞorms also rewards. AnalyƟcs which 
show detailed engagement, reach and demography further refine strategies. For instance, a 
business could learn which age groups engage with their content and which one of their posts 
drive more sales conversions. 
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Social media markeƟng tacƟcs are oŌen employed in tandem with organic and paid methods. 
Organic markeƟng - generaƟng valuable content to aƩract and keep followers - is another way, 
ads increase your visibility in front of a certain group" And a hybrid method gives you long-
term growth and short-term gains. 

 

Simply put, social media is not something you can take or leave with regard to promoƟng 
online. For the ones that aren’t open to digital expansion, but rather adapt accordingly, they’ll 
be leŌ behind. 

7.1.2 Facebook – Community Building & Ads  

 

Facebook is sƟll one of the most popular social media plaƞorms, and there are many groups 
that can be uƟlized for organic growth as well as paid promoƟon. With billions of monthly 
acƟve users, it allows you to reach diverse audiences and that’s what makes it a plaƞorm for 
businesses of all sizes. 

 

Community Building 

 

One of the things Facebook does well is bring people together in groups. Through features 
like Facebook Pages and Groups, brands can help foster a community where customers can 
connect with one another and learn more about the brand. For example, a fitness brand 
might create a Facebook Group where customers share workouts, ask quesƟons and moƟvate 
each other. This connectedness enhances brand allegiance. 

 

Businesses can also interact with users in real Ɵme via comments, live sessions and polls. 
These are the kind of engagements that humanize brands, giving them a relatable and 
trustworthy face. Facebook is not a one-way medium, and its power lies in its ability to keep 
the conversaƟon flowing. 

 

AdverƟsing CapabiliƟes 

 

Facebook Ad Plaƞorm is EXTREMELY advanced. Businesses can target ads to people by age, 
gender, locaƟon, interests and even behaviour. The Meta Pixel makes it easier to follow the 
acƟons that users take on other sites, which makes remarkeƟng more efficient. Ad formats 
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range from carousel ads, video ads, lead forms and the like giving adverƟsers a variety to 
choose from depending on their goals. 

 

Business Benefits 

 

• ApplicaƟon: As well suited for the B2C player as it is for B2B brands. 

 

• Extensive Coverage: Reach to mulƟple worldwide audiences. 

 

• Cost-effecƟveness: There are budgetary versions available, which is ideal for small-scale 
businesses. 

 

• Integrated: Works painlessly with Instagram Ads for even more exposure. 

 

Challenges 

 

Facebook provides boundless potenƟal, but when compeƟƟon is fierce, ad prices are driven 
up in compeƟƟve industries. 

 

plus organic reach has decreased as a result of algorithm changes, meaning brands need to 
rely more heavily on paid ads. 

 

However, despite such challenges, it remains the most important tool for brands looking a 
mixture of community driven engagement and data use in their ads strategy. 

 

7.1.3 Instagram – Visual MarkeƟng & Stories/Reels  

 

Instagram, a photo and video sharing plaƞorm built around visual storytelling is one of the 
best markeƟng strategies available for lifestyle, fashion, beauty travel or consumer brands. 
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With its emphasis on photos, videos and bite-sized content, businesses have a powerful way 
to display their products by creaƟng aspiraƟonal brand idenƟƟes. 

 

Visual MarkeƟng Strengths 

 

Instagram is very much a photo and video-based plaƞorm. Businesses are able to offer a 
curated feed that represents brand personality and aestheƟcs in the plaƞorm. For instance, 
a high-end watch company use professional photography to emphasize product features while 
a food brand might use colorful imagery to promote recipes. 

 

Stories and Reels 

 

The advent of Instagram Stories and Reels has made the plaƞorm a two-way conversaƟon. It 
has plans to allow brands to share Ɵme-limited, behind-the-scenes content, polls and quizzes, 
product links and stories. Reels, Instagram’s short-form video product, brings immense 
exposure through algorithmic promoƟon, oŌen to viewers who have not already followed a 
user. Business Features 

 

• Shoppable Posts: Users can touch products in posts to see informaƟon and buy them on 
the spot. 

 

• Influencer CollaboraƟons: Leveraging the credibility and reach of content creators through 
partnerships. 

 

• Ads: Instagram Ads are offered through the Facebook Ads Manager. 

 

• Engagement Tools: Hashtags, polls, user menƟons are used to moƟvate audience 
parƟcipaƟon. 

 

Advantages 
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• Great for creaƟng powerful brands. 

 

• Higher engagement rates than other plaƞorms. 

 

• Good with younger audiences, including (but not limited to) millennials and Gen Z. 

 

Challenges 

 

Producing of high-quality content on a regular basis it's resource demanding process. This in 
your face approach can also turn off users that have a preference for genuine, lifestyle driven 
storytelling. 

 

When used correctly, Instagram turns brands into visual storytellers that not only spark an 
emoƟonal connecƟon with their customers, but also generate actual sales for the business. 

 

“Instagram Reels has really taken off as one of the fastest growing features on the plaƞorm, 
with businesses typically seeing more reach and engagement than regular posts. Brands that 
get on Reels early can gain an advantage, algorithms favor short-form engaging video 
content.” 

 

 

 

 

 

7.1.4 LinkedIn – Professional Networking & B2B MarkeƟng 

 

LinkedIn is the largest professional networking site avaliable, with business to business (B2B) 
being a primary focus. And this isn't your typical lifestyle or entertainment plaƞorm, LinkedIn 
is focused primarily on professional development, knowledge i.e. industry news sharing and 
corporate networking extensions. 
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Networking CapabiliƟes 

 

LinkedIn The world's largest professional networking site, LinkedIn allows businesses, 
professionals and thought leaders connect around various industries. It lets individual to 
create professional profiles, share accomplishments and have meaningful conversaƟons. For 
companies, LinkedIn is a plaƞorm for demonstraƟng experƟse, sharing ideas and showcasing 
authority on parƟcular topics. 

 

B2B MarkeƟng 

 

LinkedIn Ads make it easy for companies to target a specific demographic by job Ɵtle, 
company size, industry or seniority level. This makes it perfect to target kne color: #333-
lnudertaking individuals and business es in parƟcular fields. For instance, a computer soŌware 
company that provides enterprise soluƟons can efficiently reach CTOs, IT managers or 
procurement heads of the industries concerned. 

 

Content Strategy 

 

LinkedIn is such a performing plaƞorm on the basis of educaƟonal, professional and afresh 
best content. Whitepapers, opinion pieces, webinars and case studies do parƟcularly well 
with the audience. Video, parƟcularly thought-leadership clips and interviews is also in the 
top half. 

 

Business Benefits 

 

• Quality Leads: Higher B2B lead conversion rates. 

 

• Brand Authority: Establishes businesses experts in their fields. 

 

• Recruitment: This is a commonly used feature for recruiƟng talent and employer branding. 
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• Networking: Helps to form alliances, to collaborate with others and get new clients. 

 

Challenges 

 

LinkedIn ad costs are relaƟvely high as compared to others because of its premium targeƟng. 
And let’s not forget that the audience in there expect professional communiƟes, and not 
something casual or too promoƟonal. For companies looking to reach professionals and 
those in the B2B space, LinkedIn is conƟnuing to be a vital part of their digital markeƟng 
strategy. 

 

7.1.5 Youtube Video MarkeƟng & Brand Channels 

 

YouTube is the world’s largest video-sharing site and the second-largest search engine behind 
Google. It has billions of acƟve users and represents unprecedented reach and influence in 
video markeƟng. 

 

Video MarkeƟng Power 

 

YouTube provides an opportunity for brands to develop compelling video content that 
includes anything from tutorials and product demonstraƟons to storytelling narraƟves and 
tesƟmonials. Video is one of the most powerful content formats as it can bring together 
visuals, audio, and story. 

 

Brand Channels 

 

Businesses can develop branded YouTube channels to house content and aƩract subscribers. 
Channels are the places where viewers can "tune in" and browse through videos, playlists, 
and branded series. For instance a tech firm could run product launches, whilst an educaƟonal 
brand might release tutorial series. 

 

AdverƟsing OpƟons 

2
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YouTube Ads are made up of skippable in-stream ads, non-skippable ads, bumper ads and 
discovery ads. These enable companies to narrow down the audience based on user 
demographics, viewing interests, and search history. Google Ads integraƟon, so you can 
target and track performance at will. 

 

Advantages 

 

• High visibility across global audiences. 

 

• OpportuniƟes for long-form video you can’t get on plaƞorms like Instagram. 

 

• Strong SEO value: Videos tend to rank on Google search results! 

 

• Long shelf life—a video will conƟnue to aƩract views for a long Ɵme aŌer it’s uploaded. 

 

Challenges 

 

It’s no secret that creaƟng videos demands more Ɵme and resources. It’s really difficult to 
hold an audience when they can skip right past your ad in a fracƟon of a second. 

 

However, YouTube is sƟll invaluable for adverƟsers searching for the chance to tell stories, get 
people educated and reach an audience around the world. 

 

 

7.2 How Brands Use Social Media  

7.2.1 Building Brand Awareness  

 

Building brand awarenessOne of the primary contribuƟons of social media in digital markeƟng 
is helping establish a brand. In an overcrowded market where consumers are inundated with 
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informaƟon, it’s important that your brand be seen. Social media allows businesses to 
express its own idenƟty, voice out its culture and bring products in front of customers while 
having fun. 

 

 

 

Storytelling as Awareness Building 

Brands tell stories in order to connect with us on an emoƟonal level, rather than just 
bombarding us with tradiƟonal adverƟsing. Posts from a brand might tell its founding story, 
share customers’ experiences or emphasise its mission. 

This strategy also makes sense because people now care more about being sold something 
than they do about hearing authenƟc content. 

Consistency in Visuals and Messaging 

Brands build awareness by ensuring that their logo, color scheme, tag line and tone of voice 
are consistent in every channel. Coca-Cola for instance, has always used red and white 
imagery, when you see the color scheme; you know instantly who it is from on Facebook, 
Instagram: youtube. 

CollaboraƟons and Partnerships 

Working with influencers or celebriƟes, or even other brands can also help to expand reach. 
With awareness-building, in parƟcular, influencer markeƟng can be incredibly effecƟve – as 
people are more inclined to trust recommendaƟons from people they can relate to. A lifestyle 
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