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Course Name: Introduction to Digital Marketing

Course Code: OL MBA DMA 101

Credits: 3
Teaching Scheme Evaluation Scheme (100 Marks)
Classroom Session | Practical / | Tutorials Internal Term End
(Online) Group Work Assessment (IA) Examination
9+1 = 10 Sessions - - 30% (30 Marks) 70% (70 Marks)
Internal
Assessment Assessment I Assessment Term End Examination
Pattern:
I
Marks 15 15 70
Type MCQ MCQ MCQ — 49 Marks,
Descriptive questions — 21 Marks (7 Marks *
3 Questions)

Course Description:

This foundational course, Introduction to Digital Marketing 101, traces the origin of Digital
Marketing, contrasts it with Traditional Marketing, and examines the digital advertising
market and internet usage in India. A core component is Search Engine Optimization (SEO)
and Search Engine Advertising, covering search engine introduction, on-page/off-page
SEO, keyword usage, Search Engine Marketing (SEM), and Google Ads. The course
extensively covers Social Media Marketing, including its benefits, the importance of brand
community, goal setting, and key trends like Influencer Marketing, Meme Marketing, and
Moment Marketing. Further modules focus on Online Reputation Management (ORM) and
Social Listening, including necessary tools, Social Commerce, and Word of Mouth
strategies. Key digital channels are explored in detail: Mobile Marketing (advertising,
toolkit, features) and E-mail Marketing. The curriculum also covers E-Commerce
(benefits, business models, popular platforms) and the emerging technologies of Chatbots
and Voice Search. The final unit provides an introduction to cutting-edge technologies like
Artificial Intelligence (AI), Augmented Reality (AR), and Virtual Reality (VR) in a
marketing context.

Course Objectives:
1. To introduce the evolution and foundational concepts of Digital Marketing,

distinguishing it from Traditional Marketing and understanding the Indian digital
market landscape.
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To teach the principles and techniques of Search Engine Optimization (SEO),
Search Engine Marketing (SEM), and the application of Google Ads.

To develop a strategic understanding of Social Media Marketing, including goal
setting, brand community development, and emerging trends like Influencer,
Meme, and Moment Marketing.

To explain the concepts and tools for effective Online Reputation Management
(ORM) and Social Listening, including their link to Social Commerce and Word of
Mouth.

To explore the key digital channels of Mobile Marketing and E-mail Marketing,
including their respective toolkits and features.

To provide an overview of E-Commerce business models and popular platforms,
along with an introduction to future trends like Chatbots, Voice Search, Artificial
Intelligence (AI), Augmented Reality (AR), and Virtual Reality (VR).

Course Outcomes:

CO1 (Remember): Recall the difference between Traditional and Digital Marketing
and define key terms like SEO, SEM, and Brand Community.

CO2 (Understand): Explain the benefits of Social Media Marketing and summarize
the purpose of on-page vs. off-page SEO and the use of keywords.

CO3 (Apply): Use the principles of E-mail marketing and Mobile Marketing
features to suggest a basic campaign for a product and identify suitable E-commerce
business models.

CO4 (Analyze): Differentiate and analyze the strategies behind Influencer
Marketing, Meme Marketing, and Moment Marketing as key social media trends.
COS5 (Evaluate): Assess the need for Online Reputation Management (ORM) in a
given business scenario and evaluate appropriate tools for Social Listening.

CO6 (Create): Formulate a foundational Digital Marketing Plan for a business,
integrating the use of Google Ads, relevant social media goals, and discussing the
potential role of Chatbots or Voice Search.

Pedagogy: Online Class, Discussion Forum, Case Studies, Quiz etc

Textbook: Self Learning Material (SLM) From Atlas SkillTech University

Reference Book:

1.

2.

Solomons, D., Kliphuis, T., & Wadley, M. (2022). eMarketing: The Essential
Guide to Marketing in a Digital World (7th ed.). Red & Yellow.

Chaffey, D., & Ellis-Chadwick, F. (2022). Digital Marketing: Strategy,
Implementation and Practice (8th ed.). Pearson Education.

Kingsnorth, S. (2023). Digital Marketing Strategy.: An Integrated Approach to
Online Marketing (4th ed.). Kogan Page.
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Course Details:

Unit | Unit Description

No.

1 Introduction to Digital Marketing 101 (Introductory Caselet, Origin of Digital
Marketing, Traditional vs. Digital Marketing, Internet usage and Digital
Advertising Market in India, Digital Marketing Plan.)

2 SEO and Search Engine Advertising (Introductory Caselet, Introduction to
Search Engines, On-page and off-page SEO, Keywords in SEO, Search Engine
Marketing and Search Engine Advertising, Google Ads.)

3 Social Media Marketing (Introductory Caselet, Introduction and Benefits of
Social Media Marketing, Brand Community and why it matters, Goal setting for
Social Media Marketing.)

4 Key Trends in Social Media Marketing (Introductory Caselet, Influencer
Marketing, Meme Marketing, Moment Marketing.)

5 Online Reputation Management and Social Listening (Introductory Caselet,
Understanding ORM and Social Listening, Tools to Implement ORM and Social
Listening, Social Commerce, Word of Mouth.)

6 Mobile Marketing and E-mail Marketing (Introductory Caselet, Mobile
Marketing and Advertising, Mobile Marketing Toolkit, Mobile Marketing
Features, Email Marketing.)

7 E-Commerce (Introductory Caselet, Benefits of E-commerce, E-commerce
Business Models, Overview of popular platforms.)

8 Chatbots and Voice Search (Introductory Caselet, Chatbots, Voice Search.)

9 Artificial Intelligence (Al), Augmented Reality (AR) and Virtual Reality (VR)
(Introductory Caselet, Artificial Intelligence (AI), Augmented Reality (AR),
Virtual Reality (VR).)
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Unit 1: Introduction to Digital Marketing 101

Learning Objectives

1. Learners will gain the capability to analyse traditional versus digital marketing channels
through evaluation of digital platform impacts on marketing strategies and consumer
engagement across the globe and the local market of India.

2. Learners will acquire skills to perform complete digital marketing campaigns which deploy
SEO together with content marketing and PPC and social media approaches for efficient
audience targeting.

3. Learners will understand how to analyse digital marketing metrics alongside converting them
to optimization rates thus enabling the measurement of campaign performance for better
data-based customer acquisition and retention initiatives.

4. Learners will be able to evaluate the effects of modern technological advancements including
Al together with automation and mobile search on digital marketing plans for stable
leadership within an evolving digital realm and preservation of their marketing capabilities

for future needs.

Content

1.0 Introductory Caselet

1.1 Origin of Digital Marketing

1.2 Traditional vs. Digital Marketing

1.3 Internet usage and Digital Advertising Market in India
1.4 Digital Marketing Plan

1.5 Summary

1.6 Key Terms

1.7 Descriptive Questions

1.8 References

1.9 Case Study
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1.0 Introductory Caselet

p

The business owner Emma started "GemCraft" as her small handmade jewellery venture in 2020. To

“The Power of Digital Marketing — A Small Business Success

generate customers she began by using craft fair displays along with verbal recommendations from her
neighbourhood. The pandemic caused the cancellation of all in-person events which substantially
reduced the sales numbers for her business. Bachelor Emma resolved to sustain her business

operations by exploring digital marketing options.

The first tactic Emma used was to establish a visually attractive website which displayed her jewellery
collections. She boosted her customer interactions through Instagram and Facebook by sharing
professional-quality posts with behind-the-scenes imagery. Her goal to attract new audiences brought
her to use Instagram and Facebook advertisements which were targeted at specific groups who liked
handmade jewellery. She designed an email marketing strategy that provided discounts to new clients

and suggested products to customers based on their past webpage visits.

GemCeraft achieved 150% more online visitors during the first six months of the pandemic while post-
pandemic sales registers marked double the pre-pandemic figures. Through Instagram her follower
base expanded from 500 to 10,000 and she built strong customer relationships through informative
content and social interaction. Emma achieved better website positioning through SEO strategies
which attracted more people to find her site organically. Digital marketing secured the future of her

business while simultaneously establishing her for long-term success.

Critical Thinking Question:
What elements from Emma's digital marketing strategy caused business expansion and what

alternative marketing techniques does she need to implement for enduring business stability?
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1.1 Origin of Digital Marketing

Digital marketing also operates under the name of online marketing. Digital marketing includes product or
service promotions across all electronic platforms and digital communication channels while using digital
platforms to reach specific audiences. Several companies choose from numerous online channels which
include social media networks Facebook, Instagram, LinkedIn, Pinterest, and email marketing along with
online flyers and banners and pay-per-click ads. Businesses utilise the method to connect with their target

market without unnecessary pressure.

Customers today boast strong technology prowess and short attention spans since they seek services whenever
and wherever desirable. Modern consumers rapidly consume digital content and the internet has expanded its

reach.
1.1.1 History of Digital Marketing

The field of Digital Marketing came into recognition during the 1990s. After the internet system launched
itself as the primary catalyst the Web 1.0 platform entered existence to establish the digital age. Web 1.0
enabled users to seek desired information without enabling them to distribute it through the internet. When this
milestone occurred brands worldwide displayed confusing attitudes about their digital marketing platform
relationships. At that time the internet had not become a conventional tool so marketers had doubts about the

success of their approaches.

The Basecamp company developed Hotwire as an open-source toolkit which lets developers construct
contemporary Single-Page Applications (SPAs) through standard web tools including HTML, CSS, and

JavaScript.

Hotwire achieves its operation through the assumption that most SPAs incorporate excessive complexity
beyond what is required for interactive web application construction. Hotwire eliminates the need for client-

side JavaScript frameworks to update DOM elements since it implements advanced HTML and WebSocket

techniques that reduce unnecessary complexity.
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HotWired bought their first clickable banner ad after the simultaneous launch of the interactive marketing tool
in 1993. The digital revolution in marketing started at this moment when clickable banner ads appeared.
Straightforward technological advancements streamed into digital spaces during the year 1994 because of this

steady transition. During that same period Yahoo made its debut.

Jerry's Guide for World Wide Web started by founder Jerry Yang fetched nearly one million page views in its
inaugural year. Multiple search engine launches and tools including HotBot and LookSmart and Alexa pushed

businesses to optimize their sites for higher search engine results.

1998 saw the birth of Google. Microsoft unveiled its search engine under the name MSN while Yahoo shared
their web search technology with the market. The introduction of the internet led to the demise of all remaining
search engines within two years following their launch thus resulting in major players dominating the market.

Major growth in digital marketing began in 2014 when monthly search engine traffic exceeded 6.4 billion.
1.1.2 Evolution of Digital Marketing

The following provides a timeline of waypoints during digital marketing development where the digital

revolution started before marketing condensed into its current form.

e HotWired magazine served as the inaugural customer adopting banner advertisements to achieve
increased magazine subscriber numbers. The official start of digital marketing transformation occurred
at this time. New technologies together with the creation of Yahoo! launched digital marketing
evolution in 1994. Yahoo managed to gather one million clicks in its inaugural year and this led
businesses to adjust their views about online advertising. At first websites were built to fulfil
requirements for search engines during their optimization process.

e Lou Montulli introduced cookies to the world in 1994 - cookies are kind-of small packets that arise
from web servers during site browsing and store on your PC. Websites use cookies to provide access
but these tracking tools enable monitoring of the website behaviour through recorded visit and
engagement details. By observing your interests’ businesses can show you personalized promotional
offers through customized marketing strategies.

e In 1996 search engine development brought Alexa and LookSmart and HotBot joined the existing

platforms.
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e Big daddy Google appeared along with MSN search engine from Microsoft and Yahoo web search in
1998.

e The year 1999 marked a critical point in digital marketing history through the launch of web 2.0
enabling users to both publish content and distribute it beyond passive consumption. Hardware usage
transformed into dynamic user participation. Such developments created the basis for digital platforms
of sharing along with social media systems and similar services to appear. Sites like Wikipedia,
Facebook, and blog sites all sprung up in this phase.

e At the turn of the millennium in 2000 doubt built regarding how computer systems would handle the
date transition when the new millennium began — now known as the Y2K problem. After the
devastating crash numerous smaller search engines disappeared to let the dominant companies take
over.

e In 2002 LinkedIn introduced itself as a social media platform for professionals which enabled
recruiters to discover suitable candidates alongside their professional counterpoints.

e In 2003 MySpace emerged as the first social networking platform before Orkut came online and
Facebook would also soon follow. Businesses started paying close attention because they understood
how these platforms represented major possibilities for their benefit. Many people became reachable
within seconds through their platforms with minimal costs for businesses. These platforms started
witnessing active marketing by companies which marked the dawn of a transformative business period.

e The United States alone generated $3 billion from internet advertising during 2004. The digital
marketing industry secured its position in the market as both newsworthy and sustainable through its
clear message of enduring presence worldwide.

e The 2005 milestone brought YouTube into existence as the essential video sharing platform
maintaining millions of users across different platforms today.

e The year 2006 experienced an abrupt spike when search engine traffic measured approximately 6.5
billion during a single month period. This year Microsoft established Live Search as a replacement for
MSN to maintain its position against Google and Yahoo while Twitter appeared in the market and split
testing emerged in marketing. According to Amazon's annual report the company generated e-
commerce sales of more than 10 million USD.

e Stream-based service Hulu together with microblogging site Tumblr became available to users in
2007.

e Google instant provided real-time search results when it introduced this feature during 2009.
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e In 2010 mobile users received the messaging application WhatsApp when it first became available.
Through '"WhatsApp Business' accounts this application provides multiple marketing instruments for
promoting business goods and services.

e Web uses surpassed TV viewing as the primary source of media consumption in 2011 while Google +
and Google Panda debuted during the same year.

e Social media marketing budget expenditures grew 64% during 2012.

e In 2014 Facebook Messenger debuted alongside personalised advertisement features on LinkedIn
alongside additional social media channels. In 2014 mobile device usage surpassed the browsing and
purchasing activities that took place on personal computers.

e The year 2015 brought wearable technology together with predictive features alongside active content

marketing and expanding inbound marketing practices.

New tools, platforms and technologies regularly emerge to shape the digital marketing domain each year.
Digital product marketing enables consumers to find readily available products at any hour throughout the
day. Facebook dominates all social media platforms by earning 99% usage from digital marketers.

Following Facebook in terms of popularity stands Twitter at 97%.

Al Chatbots )
Dominate [-._/—J

Social Media /'[l

Growth

Q/J'

Mobile
Marketing
Begins

Emergence of
Google

Introduction of @
Social Media O

Rise of Search
Engines Q
Birth of Digital
Marketing

Fig 1.1 Timeline of Digital Marketing
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Knowledge Check 1 ,Ol l—

State True or False:

1. Digital marketing allows businesses to reach a global audience more
effectively compared to traditional marketing methods.

2. Social media platforms like Instagram and Facebook are ineffective for small
businesses looking to build brand awareness.

3. Email marketing can help businesses retain customers by offering

personalized promotions and recommendations.

1.2 Traditional vs. Digital Marketing

Different methods exist to attract an audience. Business success depends heavily on marketing because this
strategy brings potential customers to notice products. The standard marketing industry includes two main
managing methods. Traditional marketing represents the classical approach to promotion alongside the
contemporary style of digital marketing. The practice of traditional marketing techniques has continuously
changed throughout ages before digital marketing came into existence several years ago. These strategies serve
different purposes within marketing because each has advantages as well as disadvantages. The selection

between these marketing methods exclusively depends on what people and organizations need for their use.

1.2.1 Traditional Marketing

Marketing philosophy targets audiences with offline promotional tactics that fall under the traditional marketing
category. Through traditional marketing methods marketers establish direct consumer contact at physical
locations. The placement of marketing materials by marketers occurs in locations that maximize audience
visibility and exposure potential. The family of marketing tools that includes radio ads and television spots and
outdoor display banners along with direct mail distribution methods stands as examples of traditional marketing
approaches.

Traditional marketing stands as an essential business approach because it focuses on people who choose not to
use digital technologies. Advertising strategically positioned where numerous people frequent will enable
reaching more potential consumers. Scientific transportation sites in the region serve as straightforward
opportunities to enhance marketing presence as well as find prospects who may become clients in the future.

Local consumers achieve their marketing objectives through traditional media including television
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advertisements broadcasted on airwaves and radio spots along with printed magazine and newspaper advertising

to build their community foothold.

1.2.2 Features of Traditional Marketing
The characteristics of traditional marketing are:

1. Traditional Marketing channels consist mainly of radio-television broadcasting yet incorporate outdoor
displays with billboards and printed newspapers against magazines. Face-to-face sales meetings serve
alongside direct mail marketing practice when combined with events as part of traditional marketing
strategies. Through traditional marketing channels companies achieve strong platforms to contact their
audiences because they generate clear audience engagement with broad reach possibilities.

2. Alternative segmentation strategies play a lesser role in traditional marketing approaches since the
broadcast of television programs and newspapers reaches an undifferentiated audience. The traditional
approach functions as a broad network whose general methods attempt to attract multiple prospective
viewers. Digital advertising enables brands to customize their advertising content by processing user
interests but traditional advertising shows the same material to the entire public. Traditional marketing
strategies effectively reach extensive clienteles yet they lose effectiveness when it comes to delivering
personalized advertising to individual users.

3. Traditionally marketed businesses build client-trust by conducting personal face-to-face communication
with their customers. Businesses create more loyal and trusting customers by using both direct human
encounters and telephone communications to serve unique customer needs. Intimate relationships that
produce positive effects create outstanding moments and enable businesses to build committed client
relationships and retain the same customer base.

5. The value of traditional marketing approaches exceeds digital marketing value at some points. The
combination of billboards with print advertising remains visible to viewers since the printed material
becomes integrated into their memory across the duration of time. The production of original marketing
materials only once can keep costs low for business targeting specific regions with limited customer
segments.

6. The real character of traditional marketing creates print and television advertisement formats that build
public trust. Traditional marketing campaigns gain authenticity through famous trusted channels because

of those channels' established reputation as reliable sources.
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7. Traditional marketing platforms can grab audience numbers that exceed the target range of digital
marketing platforms. Traditional marketing methods enable access to every demographic through
materials displayed in print media and billboards together with radio stations and television
advertisements. Traditional Marketing businesses achieve successful regional customer targeting that
enables them to communicate specific messages to community areas. Traditional marketing methods
provide excellent services to companies because they provide broad product exposure and dedicated
brand visibility that targets various customer segments.

8. Trusted brand recognition can be developed through traditional marketing because of continuous offline
operations enabling brand awareness development. Real brand engagements for customers come from
combined brand contacts that include radio and TV ads together with print material and outdoor displays

and direct mail pieces. Continuous conventional marketing contact allows people to recognize and trust

the brand.

1.2.3 Traditional Marketing Channels

1. Print Media: Traditional Media channels extend across various formats including newspapers and
periodicals and brochures as well as flyers. Traditional print media channels establish precise word delivery by
attracting diverse audiences and distributing detailed product information through multiple senses. Although
digital alternatives now dominate the market, print media maintains its effectiveness as a trustworthy marketing
tool.

Example: Print advertisements deployed by Coca-Cola present their brand logo together with social setting
pictures of people consuming Coca-Cola beverages during gatherings such as picnics and parties and sports
events. As a part of its advertising content, it shows the advantages of Coca-Cola products which enable
refreshment and social connection among friends. Big print materials within key publications reach many
consumer segments because they target high-circulation audience demographics. Print advertising enables
Coca-Cola to build robust brand recognition while promoting its product offerings to attract customers through

physical locations.

2. Broadcast Media: Businesses can create successful creative messaging through television ads through
broadcast media because of the stimulation power of visual and auditory elements within these platforms. Radio
entertainment similarly operates through audio elements to attract attention during the delivery of its specific

communicative content like television advertisements. Businesses employ broadcast media for their wide
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coverage because this lets them customize their content to target maximum audiences through time-based
strategies alongside demographic group targeting.

Example: Nike shows television viewers sports-related commercials featuring athletes and regular people
accomplishing athletic activities while showcasing their durable as well as stylish goods. Through its strategic
advertising at the Olympics and Super Bowl Nike aims to establish complete visibility with consumers across
the entire spectrum. Nike builds brand awareness through broadcast media that drives more people to physical

exercise and improves their marketplace success with products.

3. Telemarketing: The marketing approach which utilizes telemarketing involves phone contact made directly
to prospective customers as part of Traditional Marketing initiatives. Through this technique organizations
acquire business leads from targeting new opportunities to generate sales through purposeful and custom-made
communications.

Example: HDFC Bank implements telemarketing advertisement strategies which promote credit cards along
with bank loan and insurance bundles to its customer base. Inside their call centre their representatives make
specific customer-oriented contacts with current users and potential new clients. In this phone contact the
HDFC representatives deliver product information to customers before solving their inquiries and guiding them
through application requirements. Through its direct telemarketing programs HDFC supports customer

development growth as well as achieving greater product visibility and increased sales elevation.

4. OOH (Out of Home) Marketing: The advertising method called OOH (Out of Home) Marketing uses visual
advertising locations beyond customers' domestic environments and their business locations to deliver
advertisements. Visible OOH advertising depends primarily on pictorial content and displays its messages
through combinations of billboards with street furniture areas that include benches and bus shelters and stadium
malls and cinema locations.

Example: Titan uses outdoor advertising to display its main brand websites made up of Titanium wristwatches
and Tanishq jewellery and Fastrack fashion products. Large billboards combined with digital display screens
located in popular areas such as shopping malls and airports spread news collection designs to consumer
audiences. The branding initiative focuses advertising content to enhance recognition while creating specific
images for target demographics and draws additional customers to sales locations. Through OOH Marketing
initiatives Titan makes its products accessible to urban buyers by persuading people from different backgrounds

to choose their brand in the Indian lifestyle and fashion sector.
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5. Face-to-Face Meetings: Businesses use the conventional approach called In-person or Face-to-Face Meeting
to establish direct communication with prospects seeking their products. The engagement method helps
organizations enhance client relationships by addressing questions and presenting their fares to customers.
Companies use this approach to grow their prospects through partner relationships.

Example: MetLife insurance agents demonstrate all insurance choices to clients through personal meetings by
presenting life insurance along with health insurance and retirement plans. Team members first analyse
customer demands to develop individual solutions which they present to clients face to face. MetLife builds
fruitful business relationships by conducting one-on-one meetings to build trust and form lasting partnerships
and determine why their insurance plans hold value for customers. Personal meetings between MetLife agents

help the company retain clients while simultaneously acquiring new clients and selling insurance products.

6. Networking: Networks maintain their role in perpetual marketing operations since they enable industry
professionals to establish beneficial contacts by building productive relationships. The exchange of information
and business prospects happens at events with conferences and associations where members also obtain
professional referrals. Business expansion through this method enables organizations to improve market
visibility and collect high-quality leads and establish connections with new customer groups.

Example: LinkedIn established itself as a professional network to enable organizational and individual
connections between various business sectors. LinkedIn supports global events with seminars and webinars
which let professionals exchange ideas using its interconnected platforms. The dual platform structure of
LinkedIn builds professional relationships between users to produce bigger networks and business opportunities
and industry information sharing. The network-building feature of LinkedIn helps professionals develop
genuine professional contacts while business development occurs because users demonstrate expertise to

advance their enterprise goals.

1.2.4 Digital Marketing

Organizations depend on sites and applications and smartphone technology with social networks and search
platform resources and digital channels to market and sell their products and services. The modern approach of
digital marketing that links businesses to consumers uses behavioural analysis from customers together with
basic marketing methods. Strategic marketing strategies operated by companies unite fundamental marketing

principles with digital marketing principles. Unique challenges for business survival come out of the online
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marketing platforms. The spread of the internet worldwide during the 1990s resulted in digital marketing
becoming widely popular.

Companies leverage multiple marketing strategies using diverse media assets in their attempts to find suitable
customers who will strengthen their market status. Saturation depends on flexible strategic choices between
advertising and the selling operation for deploying successful marketing practices. Business professionals
conduct their marketing projects as either internal company staff or external marketing service providers who
manage various business client accounts.

Businesses until recently reached their market through printed outreach and television and radio ads because
such platforms were their sole promotional channels. The combination of websites and internet access made
digital marketing emerge as a new marketing channel.

Modern technologies and market trends created substantial changes in corporate marketing approaches along
with funding restructuring initiatives. During the early period of digital marketing email established itself as a
prominent marketing method. The focus moved away from email towards traffic search engines including
Netscape after businesses learned to use tagging and keyword items for marketing success. Through social
media platforms, Facebook developed new capabilities for companies to collect user data thus enabling precise
messaging delivery to target demographics.

Chances are companies rely on smartphones and portable devices to deliver their advertising content directly to
customers who are present almost anywhere. The latest research by Pew Research Centre reveals that 76

percent of US adults used mobile devices to make internet orders across the United States in 2022.

1.2.5 Types of Digital Marketing
Digital marketing channels developed from their 1990s origins and still evolve in present-day usage. Digital
marketers utilize eight primary channels for their activities which we will discuss now.

1. Website Marketing: The primary digital marketing objective of most companies’ caters to their
company website. Business websites should demonstrate brand identity and present products along with
services in ways that are both accessible and unforgettable to users. Online success today depends on
sites that load fast and work on mobile devices without any difficulties while navigating through the
pages.

2. Pay-Per-Click Advertising: Through pay-per-click (PPC) advertising marketers access population
audiences directly by purchasing advertisements on news sites as well as digital platforms. Through PPC

advertising on platforms including Google, Bing, LinkedIn, X and formerly Twitter as well as Pinterest
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and Facebook advertisers can display their marketing banners to target users who search for relevant
keywords and terms reflecting their products or services. Campaigns leverage user segmentation through
both demographic profiles spanning age or gender alongside location and specific interests. The Highest
among PPC service platforms exist Google Ads together with Facebook Ads.

3. Content Marketing: Organizations use written visual and video content specifically created for
potential customers who want interesting content to reach their target audience. Web-based content
distribution follows platform promotions via social media and email methods and search SEO and
payment-per-click initiatives. Content marketing uses small, almost invisible methods of promoting
products that sponsors want to market.

4. Email Marketing: Despite widespread disdain for promotional email content many businesses continue
to use this channel to reach customers successfully. Digital marketers build email lists through names
they collect across their various digital marketing platforms. After generating leads the marketing team
uses email campaigns to convert prospects into paying customers.

5. Social Media Marketing: The core function of social media marketing includes two main targets:
increasing brand recognition and creating trust with customers. Progressing through social media
marketing enables you to transform your platform into a lead generation tool while making it function as
a sales channel directly. The social media marketing strategy includes both promoted posts and
promoted tweets.

6. Affiliate Marketing: In its birth as a marketing tradition affiliate marketing now thrives thanks to
digital technology. A system in affiliate marketing lets businesses and "influencers" advertise products
of their partner company while collecting payments for any concrete products sold or new leads they
introduce. Major companies such as Amazon operate affiliate programs which reward their affiliates
millions of dollars for each sale they drive through promotion of Amazon products.

7. Video Marketing: Users on YouTube websites check for product buying decisions while also seeking
tutorials and reviews before they choose relaxation options. Businesses can execute video marketing
campaigns through different video platforms which include Facebook Videos and Instagram and
TikTok. When video content merges with SEO tactics along with content marketing approaches and
extensive social media marketing initiatives businesses achieve their best results.

8. Text Messaging: Businesses manage text messages (formerly designated as SMS, or short message
service) as their official means to spread information about their newest products and their current

promotional offers. Nonprofit organizations and political candidates alike use text message marketing to
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both establish presence and request donation support. Marketing strategies today enable customers to

support businesses or make charitable donations through basic text requests.

Did You Know? 9 _
| Did You Know? Z -8 _
— =

e Digital ads expenditures reached $569.21 billion in 2022
following a 16.2% increase over the prior year's total of $491.70
billion.

e Marketers identify return on investment as their number one
marketing obstacle according to 40% of respondents.

e Video marketing restrictions are a favourable financial
investment outcome for approximately 90% of practitioners..

1.2.6 Features of Digital Marketing

1. Global Reach: One essential benefit of digital marketing arises from its worldwide visibility.
Traditional marketing suffers from geographic constraints while building international marketing
requires high costs together with physical labour and expensive marketing efforts. Since digital
marketing performs within the Internet environment it provides businesses with extraordinary reach
abilities. Through digital marketing any local business owner can connect with consumers from across
the globe through their online store. The outcome would not exist in traditional marketing practices nor
could be accomplished without unreasonable expense. Businesses now benefit from many new avenues
for development because of the enhanced online accessibility.

2. Local Reach: Through digital marketing businesses can connect with customers across the globe while
also boosting their neighbourhood market visibility. The combination of local SEO with local
advertisement strategies provides businesses serving customers through door-to-door operations with
enhanced marketing benefits. Digital marketing enables businesses to market throughout their entire
neighbourhood space that exceeds traditional methods like posting premium flyers.

3. Cost-effective: Digital marketing stands as the second most significant advantage because it
demonstrates magnificent cost-effectiveness. The choice of both inexpensive and worldwide digital
marketing approaches rests entirely with businesses who want to target nearby customers or distant
markets. Virtual platforms provide smaller enterprises opportunities to fight off large competitors
through focused marketing frameworks accessible to them. Online marketing strategies starting with

SEO and social media and content marketing need no initial outlay expenses. Different digital marketing
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approaches possess varying effectiveness for business types along with varying expenditure levels
between methods. Companies find satisfactory marketing solutions through the strategies which match
their specific business targets.

4. Brand Awareness: All businesses can leverage digital marketing platforms for reaching their target
markets nationwide. Organizations that successfully utilize this approach will be able to expand their
business by acquiring new customers.

5. Effective Targeting: Digital marketing systems allow you to gather useful information that reveals your
ideal audience so you can modify your promotional efforts. The search engine optimization technique
depends on keywords yet pay-per-click structures operate with the opposite intent to access customers
through social media channels using demographic-focused user targeting. Digital marketing provides
multiple targeting tools that ensure every marketing campaign will reach its specific audience group.
Your marketing campaigns improve when you implement this method toward tracking how customers
change their behaviour. Every company secures its victory by quickly comprehending modifications in
customer needs.

6. Multiple Strategies: Digital marketing includes options for businesses of different types that exist
between various options. International business-to-business lead generation activities operate on a
different scale compared to the local business-to-consumer market of clothing products. Organizations
seeking maximum results from content marketing and SEO should choose these approaches although
conversion-based ad campaigns provide the best outcomes for businesses. Before progressing, you need
to review your findings by creating better tactical approaches. A digital marketing strategy improves its
effectiveness along with changes in business needs.

7. Multiple Content Types: Digital marketing grants businesses an important benefit through its wide
array of content options they can leverage for presenting their brand online. Most digital platforms let
you choose between numerous content choices to preserve creativity as you create effective branding

campaigns.

1.2.7 Traditional vs. Digital Marketing

Digital marketing contrasts traditional marketing through the utilization of preferred content formats combined
with communication modes and reach-cost capabilities alongside visitor targeting solutions and personalization
options, digital analytics tools, and fundamental campaign characteristics. An examination of these differences

alongside others between traditional marketing and digital marketing follows.
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1. Medium of Communication

Marketers utilize digital channels including websites and social media platforms alongside search engines and
email and mobile applications to deliver their marketing content. Through virtual analytics-based tools, this
method connects with customer engagement spaces that digital communities already occupy.

Products and services receive advertising support through television radio newspapers magazines billboards and
direct mail methods in traditional marketing strategies. Standardized advertisements exist in the physical spaces

where people routinely move.

2. Cost Efficiency

Online marketing strategies tend to deliver higher cost-effectiveness when compared to older marketing
approaches. Businesses can initiate marketing activities at a decreased cost level before adjusting their efforts
based on received performance data. The beginning budget for social media ads remains low but prices adapt
according to how well the campaign performs.

Businesses need to spend significantly more money before launching traditional marketing approaches. The
expense of print and radio and television advertising becomes substantial when targeting prime broadcast slots
or reaching wide audiences. The traditional marketing method features inflexible set expenses that fail to grow

in proportion to marketing performance.

3. Targeting and Personalization

The data available in digital marketing allows advertisers to send precisely targeted campaigns by using inputs
such as user demographic information alongside user interests and location and digital activities. The accuracy
provided by digital marketing methods enables businesses to create content that directly appeals to distinct
audience segments therefore increasing attention and stakeholder response.

Example: The targeted audience receives Facebook ads for fitness products when they demonstrate health and
fitness interests between 25 to 35 years and reside within the indicated area with recent gym membership
searches. The tailored advertising approach enables the brand to suggest ads containing content that makes
direct connections with individual audience segments resulting in increased audience interaction and conversion
success.

Marketing by traditional methods fails to provide the level of precise audience segmentation that modern
marketing approaches provide. The broad targeted audience becomes challenging to engage because traditional

delivery methods reach a lower level of precision when meeting the requirements of audience segments. Many




ATLAS

SKILLTECH
UNIVERSITY

traditional media platforms present difficulties when organizations attempt to create distinct marketing

messages for audiences with different backgrounds.

Example: A fitness product advertised through television commercials during prime-time service moves large
viewer populations even though dedicated fitness enthusiasts may not compose this group. Large-scale
awareness creation succeeds in media advertisements but the lack of personalized messaging makes the

challenge of viewer conversion difficult to achieve.

4. Interactivity and Engagement
Digital marketing creates interactive communication where brands manage to interact with customers instantly
by using features such as comments and direct messages and shares and likes. The user engagement done

through digital means helps build relationships and generates content produced by users.

Traditional marketing approaches transmit promotional material to target customers without expecting their
instant engagement because they do not necessitate real-time interactions. Time-sensitive connections that
evolve from digital marketing remain inaccessible via direct mail even though this marketing tool allows

feedback exchanges with a few consumers.

5. Measurability and Analytics

Through the digital marketing ecosystem businesses gain complete performance analytics which deliver quick
insights about campaign performance. The available metrics for measuring marketing performance consist of
clicks and conversions as well as bounce rates and traffic sources. Company marketers evaluate their marketing

strategies by using various metrics which support evidence-based strategic decision making.

None of the available marketing methods today can match the measurement precision of conventional
marketing methods. Citizens track traditional advertising metrics with straightforward methods such as TV

ratings and newspaper circulation but establishing direct sales and conversion changes proves very challenging.

6. Reach and Accessibility

Digital marketing technologies have no limits through their connection with online platforms because they
provide worldwide reach. The digital advertising technology provides vast capabilities to target audiences
globally as well as automates language selection for customers based on their market cultures.

Traditional marketing accomplishes its efforts throughout regional borders with restricted demographic

boundaries. The traditional advertising platform restricts itself to regions since it operates on newspapers and
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radio stations limited to single market areas. The expansion of marketing into bigger markets requires financial

support and local market-based strategy deployments.

7. Speed and Adaptability

Through implementing performance data digital marketers gain the ability to immediately restructure their
digital marketing campaigns. Through digital marketing methods advertising text content gets updated in real-
time and promotional audience selection occurs instantly together with spending amount adjustments. Through

digital marketing campaigns can be launched efficiently and operators can adjust them while still active.

The execution of traditional marketing methods entails long-term preparation work before application. The
process of changing printed advertisements or television commercials uses a combination of expensive
operational costs with significant time requirements. Future adaptive capabilities of marketing campaigns get

limited because their scheduling demands span multiple timeframes ahead.

8. Content Format and Creativity

Digital marketing allows businesses to utilize multiple content formats which include both attractive materials
with video-infographic combinations as well as podcast-infographic podcasts and interactive advertising with
animation and augmented reality elements. Digital content presents accessible transformational options which

make it better than traditional marketing methods.

Print ads and billboards form traditional marketing tools but offer no substantial options for creative
enhancements. The lack of interactive content features along with product diversity on television advertisements

makes the digital advertising platforms superior.

9. Customer Feedback Loop

All aspects of digital marketing allow customers to provide immediate feedback when they leave reviews or use
social media or take online surveys. Brands handle feedback swiftly which produces both satisfied customers
and enhances their overall reputation. The traditional marketing process for gathering feedback often requires
additional time and manual operations including mailed surveys and telephone interviews at each stage. The

entire feedback process progresses at a slower pace.



ATLAS

SKILLTECH
UNIVERSITY

10. Longevity and Shelf Life
Businesses can start and stop their digital marketing promotional efforts with a simple command. Numerous
digital marketing assets like blog content and video material and social media content endure to drive

engagement and generate sustained value when published to appeal to a broader audience.

The timeline of traditional ads remains determined because TV spots limit their broadcast to thirty seconds
while billboards run for one month. After the advertising campaign concludes its duration, the advertisement

reaches fewer audiences.

Traditional Digital
Marketing Marketing

Higher Initial
Costs

Cost-Effective

Scaling

High
Engagement

Fig 1.2 Comparison between traditional and digital marketing

Contextual Review:

1. LEGO: Building a Digital Playground

The worldwide recognized toy brand LEGO operates through its highly iconic construction brick system to
inspire creativity in children. However, as digital entertainment became increasingly popular among younger
generations, LEGO faced a challenge: Does LEGO maintain its value in an age where electronics and
smartphones control most interactions?

LEGO introduced digital marketing along with innovation to develop connections between its physical products
and digital entertainment systems. Through technological innovation and interactive platform creation along
with strong online community development LEGO not only preserved market importance but achieved

extraordinary brand-connectivity results simultaneously.
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Challenges: The tradition-based toy manufacturer LEGO faced difficulties because children moved away from
physical playthings toward digital device activities. Digital entertainment and mobile games and the increase of

screen time compelled LEGO to develop their own platform that would maintain their connection with children.

Solutions: LEGO established a complicated digital marketing strategy as their solution against this challenge.
LEGO Life represented a significant achievement through its development of a platform that allowed children
to safely showcase their building achievements to other members of the community. YouTube became one of
many video platforms that LEGO used to release interactive content that included animated episodes and
documentary-style videos showing how their toys were manufactured.

The product visibility of LEGO received support through influencer marketing because they worked with
YouTubers and digital creators who reviewed toys. The brand added augmented reality (AR) capabilities to its

products so children could establish interactive interactions with the company.

Outcome: LEGO accomplished major digital transformation success by attracting both contemporary children
and their parents as brand consumers. The company achieved better connection quality to their audience base
and higher brand visibility by leveraging their LEGO Life program together with influencer marketing and
video promotion methods which drove sales performance.
Digital Read
; ,_.-;I:.t:“" Scan the QR Code to Read!

“LEGO: The Building Blocks of a Modern-day
Superbrand” Francis, W. (2023, May 1).

2. Spotify: Streaming Success through Personalization

The digital music streaming leader Spotify began its operations in 2006. After launching in 2006 Spotify faced
market challenges that slowed its ability to reach new customers despite fighting for market uniqueness as well
as growing its listener network.

The element which proved essential to Spotify's success rested exclusively on its capability to personalize user
experiences. The company achieved this breakthrough by performing enormous user data analysis and

developing advanced algorithms which resulted in revolutionized consumer musical behaviour.
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Challenges: The music streaming business created the main challenge that prevented Spotify from developing
unique market positioning strategies. Spotify needed a new strategy to provide sustained value to users because

it wanted to protect its user base from competitors Apple Music and YouTube Music and Amazon Music.

Solutions: Spotify achieved its significant breakthrough through developing personalized services. The
company began implementing data science techniques together with machine learning systems to create precise
music recommendation outputs. The "Discover Weekly" playlist achieved popularity because its personalized
song suggestions reached users weekly which drove increased user interface.

Users enhanced their follower engagement with Spotify through social media platforms where they could

showcase their music selections and playlists for promoting their service.

Through strategic partnerships with influencers as well as artists and major brands Spotify achieved expanded
reach into new audiences. Through their Starbucks partnership customers experienced tailored playlists made by

the coffee chain while they visited stores.

Outcome: Through their digital strategy Spotify established itself as the dominant force within the music
streaming industry. Strategies that personalized experiences while integrating society and collaborating with
influencers enhanced audience retention and raised subscription numbers and audience participation. Through
data analysis of user activity, Spotify maintained listener loyalty which allowed them to expand from a

specialized service to become a prominent name in music subscription.

Digital Read

Scan the QR Code to Read!
“Spotify: the masters of marketing campaigns”
Gorbatch, A. (2021, October 7).

1.3 Internet usage and Digital Advertising Market in India

1.3.1 Internet usage

The rapid expansion of Internet usage in India during the past decade resulted from reasonable data plans and
decreasing smartphone prices and improving digital literacy combined with expanded technology availability.

Here is a detailed look at the internet usage landscape in India over the years:
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1990s: Early Beginnings

1995: The first Internet Service Providers started operations in India by launching dial-up internet services from
synchronized Videsh Sanchar Nigam Limited.

1998: Private telecom players enter the Internet Service Provider market through government deregulation of
this sector.

Late 1990s: Electronic connectivity during these years operated at slow speeds and high prices which limited its
access points mainly to urban areas and educational facilities.

2000s: Slow Growth and Basic Connectivity

2000: The Indian government launches the National Internet Backbone (NIB) as part of a plan to enhance
national internet infrastructure capabilities.

2004: The selected cities experience broadband services but face constrained speeds.

2005: The Internet access rate remains unfavourable as only roughly 25 million people out of about 1250
million Indians (less than two population percent) have online connectivity.

2007: India's expanding cybercafé infrastructure connects people to the internet throughout cities and across

rural territories.

2010-2015: Smartphone Growth and 3G Rollout

2010: Indian customers can now experience increased mobile network speeds from 3G technology across the
country. High costs remain an obstacle for adopting new technology even though its implementation has started
to spread.

2012: The number of mobile phones users in India grows consistently while the internet becomes more
reachable through phone devices consisting mainly of feature phones.

2014: Bharti Airtel announces 4G technology in defined cities yet extensive adoption of the network remains
out of reach.

2014: More than 200 million Indians have embraced internet use while major access happens through mobile
devices.

2015: Under their Digital India initiative, the government started two initiatives known as Make in India as well

as Digital India to increase internet usage while driving both e-governance and digital literacy.
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2016-2018: The Jio Revolution and Mass Adoption

2016: Due to its extremely affordable data plans Reliance Jio successfully launched 4G services while
simultaneously sparking a massive increase in mobile internet adoption. When Jio started disrupting prices in
the market other telecommunications companies had to provide equivalent attractive plans.

2016-2017: The widespread introduction of inexpensive mobile data and smartphones together produced the
first global internet growth that primarily impacted rural communities. Mobile data usage in India surpasses that
of every other country to achieve top position by 2017.

2017: India now has more than 400 million internet users because mobile internet users represent most online
traffic in the country.

2018: Widespread fame on social media platforms including WhatsApp and Facebook and Instagram has driven

increased digital content usage throughout rural areas.

2019-2020: Digital Literacy and COVID-19 Pandemic

2019: India launches its first 5G trials as telecom providers prepare for future internet speed enhancements.
2019: BharatNet has been launched by the government as a high-speed internet connectivity project for rural
areas and PMGDISHA (Pradhan Mantri Gramin Digital Saksharta Abhiyan) serves to better rural digital
literacy.

2020: Many millions of people prevented from attending school and work and conducting social interactions
now access everything digitally due to the COVID-19 pandemic. Traditional classroom education faces
permanent disruption as BYJU's along with Vedantu and Unacademy grow exponentially.

2020: The internet usage in India has surpassed 600 million subscribers because of extensive smartphone

adoption and rising mobile data consumption and digital platform adoption as result of pandemic restrictions.

2021-2023: The transition into e-commerce and 5G

2021: Flipkart, Myntra and Amazon are still making strides in India and the online market is expected to thrive
more in Tier 2 and Tier 3 cities, making online shopping even easier.

2021: The success of UPI (Unified Payments Interface) promotes more digital payments across India and
millions of transactions take place daily.

2022: 5G is introduced to major cities like Delhi, Mumbai, and Bangalore, significantly improving the internet

speed and reducing latency.
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2022-2023: With the rise in the number of online users, India is deemed the 2nd largest internet user base in the
world. The number has surpassed 800 million and the rest of the global population continues to rely more on
mobile devices. The use of video streaming apps, digital payment services and mobile gaming is increasing at a

rapid speed.

2024-2025: Predictions

2024: 5G networks are expanding throughout India and countries in the region, as new technologies like
augmented and virtual reality, as well as the internet of things, continue to emerge.

2025: The introduction of Al and machine learning to Indian digital platforms for e-commerce, education, and
entertainment leads to more tailored experiences

2025: With significant enhancement to the digital world, India estimates that the number of users will exceed

900 million.

India's Digital Journey: From Dial-Up to 5G

First Internet Service Reliance Jio Internet usage
Providers start launches 4G surpasses 600 Introduction of 5G in
operations services million major cities

1995 2016 2020 2022
[ [E— [E— I | =

2000 2019 2025

Launch of National Launch of BharatNet Success of UPI Internet user base
Internet Backbone for rural connectivity promotes digital expected to exceed
payments 900 million

Fig 1.3 Timeline of Internet Usage in India
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e Internet penetration in India increased by more than 52 percent in 2024, compared to
around 14 percent in 2014. Although the numbers appear somewhat low, this translated to
more than half of 1.4 billion people having internet access in that year. The country also
ranked second globally in terms of active internet users.

e Between 2024 and 2029, the number of smartphone users in India was forecast to
increase continuously by a total of 406.3 million users (+57.99 percent).

e The number of mobile broadband connections per 100 inhabitants in India was forecasted
to continuously rise between 2024 and 2029 by as many as a total of 16.5 connections
(+25.08 percent).
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1.3.2 Digital Advertising

Digital advertising utilizes online platforms including websites and search engines and social media to

broadcast brand promotional advertisements about products or services.

Digital advertising functions through sending content toward distinct users who hold demonstrated interest in

your advertisements. Below is the procedure behind digital advertising implementation and initial company

steps for digital advertising operation.

1. Select a Channel: Your choice of promotional channel begins with selecting one online platform from
which you wish to market your business. Digital advertising enables ads to run from search engines
including Google while also networks like Facebook and Instagram as well as other websites.

2. Choose an Ad Format: The decision to pick your advertising avenue leads to the selection of your
advertisement format. Your choice of ad format depends on your selected online channel. Your
advertisement on Google will blend into traditional search results when users view your campaign. When
you run social media ads you have options between displaying video or image content.

3. Create a Budget: Decide the amount you wish to spend on your advertising investment. Your payments for
ads will process through fees that trigger for every time someone clicks your advertisement or completes the
desired action the ad targets.

4. Outline Your Audience: Audience targeting features represent the critical next step for deciding ad
formats. Your platform's targeting options help you identify specific audience groups who are most
interested in acquiring your business offerings. Businesses depend heavily on digital ads for their marketing
strategies due to multiple essential factors. Consumers now invest increasing amounts of time accessing the
Internet through computers and their smartphones along with their smart home devices. Every American
home includes more than 10 interconnected devices. Through digital marketing efforts you can connect with

customers across all their devices.

Individuals make purchasing decisions concerning their goods and services throughout every day and through
all their daily activities. Your digital advertising can connect with potential customers who search online for
purchasing options. Your digital advertisement might find its audience either when they watch streaming
television or browse websites or use social media applications. Your brand will remain in their memory until

they become ready to buy so reaching them across multiple contexts is beneficial.

Various platforms and styles comprise the advertising formats within digital marketing structure. These are

some of the most common:
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Fig 1.4 Types of Digital Advertising

1. Search Advertising: Search Engine Marketing appears as search ads which show up within search
engine results pages. Text ads displayed above and adjacent to the natural search results make up
most of these search advertisements.

2. Display Advertising: Display advertising features text alongside visual components including
images together with animation to reach viewers on websites and apps. Display advertising
integrates within the website content format.

3. Online Video Advertising: Ads with video elements embedded in them complete the definition of
online video advertising. Out-stream video ads appear in places like display ads: on websites, apps,
and devices. You will find in-stream video ads throughout video content either before or after or
during playback.

4. Streaming Media Advertising: OTT serves as a particular video advertising format which plays
within streaming media content distributed online beyond satellite or cable systems.

5. Audio Advertising: Audio ads operate before listening to online audio materials through streaming
music or podcasts or play during the content or immediately after listening to it online.

6. Social Media Advertising: The dissemination of social media advertisements occurs through both

Twitter and LinkedIn networks.
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Examples of Digital Advertising:

1. Airbnb - “Made Possible by Hosts”

The 2021 “Made Possible by Hosts” marketing campaign of Airbnb drew its main structure from user-generated
content (UGC) in the “Forever Young” video. The slideshow showcases Airbnb tenants enjoying quality time at
their stays along with personal travel images highlighted by emotional music. The video illustrates Airbnb
facilities with trendy design elements as it showcases guest emotional fulfilment during their Airbnb brief
getaways. Without any verbal content in the video the company invited renters to organize their own getaway
experiences reminiscent of that weekend.

Across all Airbnb platforms, the campaign generated 17 million views worldwide. The social media campaign
effectively reached both property owners and renters thus enabling Airbnb to develop an action that enhanced

listings and reservation numbers.

Here are some takeaways from the campaign’s tactical approach:

e Invest in video-first content: Video remains the preferred content format for customers while lyrical
narratives become simpler to tell through visual storytelling.

e Design media content accessible to viewers who need the option of using no audio or subtitles:
Considering viewers watch 75% of mobile videos without sound it is essential to make content
accessible to them.

e Feature real people with UGC: The customer content functioned as dependable social evidence
showing how travellers enjoy their Airbnb rental experiences.

e Lean into sentimental content: Airbnb shared an emotionally driven narrative in this video utilizing
moving images that replaced information and statistical data points with dramatic melodies.

Reference: https://business.adobe.com/blog/basics/digital-marketing-campaign-examples

2. UNIQLO - “Uncover”

Japanese retail company UNIQLO focuses on casual clothing distribution throughout its stores. The brand
searched for a fresh promotional technique to increase Australian awareness of its HEATTECH apparel line.
With its omnichannel strategy UNIQLO enabled store and web shoppers to enter their prize draws together.
Australian residents could access three marketing channels for UNIQLO through digital billboards at 100
locations combined with YouTube and Facebook video promotions. The UNIQLO campaign displayed on
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billboards and videos showed consumers how to get unique codes which you could then upload at the campaign

page.

Customers who learn about HEATTECH from UNIQLO can choose between receiving a free t-shirt or
accessing discount coupons on the ecommerce platform. After introducing prospects to the HEATTECH
products UNIQLO pushed them to join its marketing newsletter subscription program through digital marketing
initiatives. Social media users could promote the results they achieved from the campaign by enabling others to
see what they got from using the promotional code.

The UNIQLO digital campaign attracted a total of 1.3 million video viewers and led to 35,000 new customers

along with obtaining 25,000 newsletter subscribers.

Here are some takeaways from the campaign’s tactical approach:

e Free products combined with discounts help create buzz about your brand: The free T-shirt
giveaways from UNIQLO successfully generated significant consumer interest which made people start
conversations.

e Create shareable digital experiences: Through the UNIQLO campaign participants could share their
experience with their friends enabling the brand to benefit from digital word-of-mouth marketing.

e Stores should team with online interfaces to create one unified customer journey experience: A
marketing campaign through digital platforms extends beyond social media networks. The use of digital
billboards by UNIQLO integrated physical store visitors into their virtual digital domain thus driving
real-life consumer engagement together with online promoter activity.

e Do ongoing digital nurturing: UNIQLO provided free items that simultaneously taught their product
information to leads and prompted them to join their newsletter subscription.

Reference: https://business.adobe.com/blog/basics/digital-marketing-campaign-examples

1.3.3 Digital Advertising in India

“India is, the cradle of the human race, the birthplace of human speech, mother of history, the grandmother of
legend, & great grandmother of tradition. our most valuable & most instructive materials in the history of man
are treasured up in India only.” By Mark Twain

The future of digital advertising in India brings many progressive advancements and profitable opportunities for

the industry. The fast-growing digitalization of India's population coupled with enhanced connectivity will
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bring about new developments in the future of Indian digital advertising across multimedia and multiple screen
platforms. The Media & Entertainment industry insights from EY's report provide strategic perspectives which
enable business organizations to navigate through upcoming developments. Multiple growth themes and

possibilities outlined in the following sections will define India's digital advertising destiny.

The future direction of Indian digital advertising will be defined by multiple growth themes along with strategic
opportunities as outlined below.

1. Acceleration of Digital Media Consumption in ‘Bharat’: Online media consumption grows
rapidly in regions outside major metropolitan areas (non-metro areas). This emerging market will
attract marketers to develop vernacular content while adapting messaging to local audiences and
working with influencers whose identity connects with their target audience.

2. Influencer Marketing and Transaction-Driven Models: Brands will maintain influencer
marketing as one of their strongest methods to connect directly with their intended customer
demographics. Through affiliate marketing along with other transaction-driven models the approach
will intensify because performance-driven strategies allow businesses to achieve their objectives
successfully.

3. More E-commerce Options: Online commerce in India continues its rapid expansion by generating
fresh business prospects. International brands should join forces with e-commerce providers and
pursue paid promotions and devise strategies to ensure flawless internet purchasing experiences for
consumers.

4. SME Ad Spends: SMEs in India produce 30% of India's GDP but emerging countries such as China
and Brazil see SMEs contributing 40%. Online advertising has become increasingly important to
success for small and medium enterprises (SMEs). The market expands efficiently because digital
advertising serves the specialized requirements of SMEs through affordable solutions as well as
simplified ad management systems alongside measurable return on investment metrics that promote
further investment from those businesses.

5. Generative Al search: The pioneering phase of this technology shows significant promise as a
transformation agent for advertising systems. Digital technology delivers multiple advantages which
combine to boost operations efficiency and reduce costs when generating additional business
opportunities. We expect generative Al to transform advertising through compelling future

applications during its development cycle. Through its optimization capabilities this tool boosts
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contextual advertising while honing in-content native advertising to produce search queries. Through
paid content partnerships the technology can build contemporary commercial ad models which
function across various search engines. In additive workflows the generative Al system helps both
creators and producers to make brand-consistent content at scale by enabling preprocessing and
customization.

6. Personalised messaging: Individualized messaging operates as an essential digital advertising
capability which drives current success in the Indian market. The combination of various
socioeconomic group internet accessibility growth and increasing e-commerce demand and mobile-
first strategy together with the massive size of online audiences led to this development. Marketers
leverage big data processing and analytical equipment to detect intricate patterns of customer
conduct for designing individualized marketing material which targets specific D2C customers along
with unidentified audience groups. The value that personalized digital marketing brings to India will
continue to rise throughout the forthcoming years.

7. Digital Approaches: The maintenance of business operations occurs through digital innovation
incorporation in every stage of consumer journey development. Digital approaches as described later
generate positive results for customers through improved experiences.

8. Hyper-localized Targeted Campaigns: Digital advertising technology stands today as a system
which bases operations on marketing campaigns specifically targeting regional and city-level areas.
Administrating messages in specific territories based on targeted regional groups leads users from
those regions to become more involved with local content. Brand engagement rates enhance while
consumer-brand interactions strengthen when companies create content that matches local tastes thus
resulting in better measurement results.

9. Programmatic & Geo-Targeted Out of Home (OOH): Programmatic advertising systems that
work with out-of-home (OOH) advertising create large gains for the market. Successful distribution
of contents at the specified moment to the intended audience within designated areas depends on the
strategic use of data analytical techniques by marketers. Improved OOH advertisement delivery
becomes possible through partnership between geo-targeting capabilities and programmatic
technology that leads to better audience reach results.

10. Campaigns to Accelerate Contextual Purchases: The current business market works to fast-track
digital sales through instant one-click checkout services available worldwide from any retail

location. The combination of real-time user data analysis with personalized recommendations
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enables companies to develop coordinated customer journeys that guide users from exposure to
individualized buyable products. Better marketing performance emerges through the strategic
implementation of rising buying impulses by marketers in their promotional strategies.

11. One-to-One Marketing for Direct-to-Consumer Brands: Indian D2C brands need to implement
one-to-one marketing as their essential approach to build future market success in India. D2C brands
establish customized client interactions through contemporary customer segmentation procedures
using their available resource data records. Customer-focused marketing provides loyal customers
and thriving relationships when numerous competitors operate within a market space.

12. Behaviour-Enriched Cohorts in a Connected Commerce Ecosystem: The digital transformation
of India creates usable consumer segments by enhancing the online fusion of personal actions.
Current marketing environments operate with complete customer profiles that help companies
deliver exact targeting to audiences by examining multi-channel user behaviour. Using this system
advertisers efficiently deliver their advertisements to groups of people because they possess

established conversion potential.
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e Digital marketing in India generated approximately USD 5.15 billion in
revenue during 2024. Experts predict a 30.2% annual growth rate
through 2034 which will boost the market to USD 55.37 billion during
that period.

e Indian consumers rank as the world's second-largest pool of digital
users and number at 900 million internet users.

e Half of all mobile device usage by Indians focuses specifically on video
content.

1.4 Digital Marketing Plan
Digital marketing succeeds as a communication channel by allowing you to reach customers through their
preferred communication platforms. A digital marketing plan defines objectives that need to be achieved during

specified timeframes and details how achievement and performance measurement occur.
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Digital marketing plans continue to follow the principle that successful marketing requires clear benefits of
communication toward customer understanding. Focus your marketing strategy on techniques which create
unified interactions between your organization and your defined target audience.

Every marketing plan currently in use implements digital strategy components. The main concentration of
marketing goals directs business operations toward customer acquisition together with customer retention along
with sales expansion. Almost every one of your business customers uses online platforms.

The various digital marketing possibilities create confusion when deciding where to direct your efforts.
Companies recognize effectiveness in customer outreach and engagement stands as the core factor for market
distinctiveness. Organizations must discover pioneering methods for finding the right target market audience at
their sites followed by a strong persuasive presentation of their products.

Digital marketing provides instant testing capabilities through which businesses reach immediate success by
running quick experiments with different strategies before they make fast modifications based on proven results
and unsuccessful attempts. Multiple domains make up digital marketing while most experts classify them as

part of this department.

1.4.1 Components of a Digital Marketing Plan
Multiple aspects comprise a digital marketing plan which begins with marketing automation research and
subsequently includes pay-per-click advertising among tactical activities. The following are some important

components:
Search Engine
Optimization @

-

Reputation ‘"‘“\,-’ S i S Content
Marketing ‘ Marketing
Programmatic Email
Advertising Marketing
Paid Search Mobile
Marketing

Fig 1.5 Components of a Digital Marketing Plan




ATLAS

SKILLTECH
UNIVERSITY

1. Advertising

Targeted ads arrive on third-party internet platforms through an auction system that leads advertisers to obtain
placement space displaying ads across display networks spanning different blogs and forums. Multiple
advertised content elements consist of visual depictions and written messages and incorporate popup
advertisements and banners together with video formats. The effective display of advertisements to familiar
prospects stands as an essential method in online advertising strategies. The online retargeting system tracks
website visitors through browser cookies that submit code to your website for anonymous tracking. Your
advertising system displays product ads to visitors within all tracked areas where they investigate because these
visitors displayed previous interest in your offerings. Ad strategy selection is founded on past customer

engagement with your organization to enable targeted outreach.

2. Content Marketing

Content marketing stands as a fundamental strategic tool to bring in new clients. Creating ongoing streams of
valuable online content helps you establish leadership status through expert information sharing. By using
content marketing, you can instruct your target customers about what your product solves while simultaneously
improving search engine position. The content materials of blog posts together with case studies, whitepapers
and other informative pieces benefit your target audience. The digital content assets will help obtain customers

by using organic approaches and paid advertisement campaigns.

3. Email Marketing

Direct marketing with email allows companies to transfer promotional content to groups of targeted customers
and prospects who have been designated through segmentation criteria. Historically email marketing remains an
effective strategy to reach customers by delivering personalized content cultivated for their specific needs and
preferences. E-commerce businesses primarily use this approach to keep their brand consistently in front of

customers.

4. Mobile Marketing
Mobile marketing represents the strategic promotion of products or services through mobile devices and
phones. Businesses promote their products through mobile advertising channels by placing ads in downloadable

apps alongside text message promotions. The complete mobile marketing solution consists of website
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optimizations and landing page enhancements as well as customized email content while ensuring all

components deliver peak user experiences across mobile screens.

5. Paid Search

Through paid search businesses expand their search engine visibility because they pay for placements in search
results when they bid on specific keywords. Your selected keywords determine which users receive your
advertisement since they trigger active searches. Commercial search promotion has two key categories
including pay per click (PPC) and cost per mile (CPM). When users click on your ad through pay-per-click
(PPC) you make payment to the platform. Your payments under CPM result in costs calculated from impression
numbers. At present Google AdWords represents the dominant paid search advertising environment yet Bing

operates similar programs for paid search advertising.

6. Programmatic Advertising

Programmatic advertising functions as an automatic system for purchasing space in digital advertising so
businesses can place their bids. When users access web pages their profile data functions as an auction system
that distributes ad impressions to different advertisers. Your advertising campaigns gain improved targeting

capabilities through programmatic advertising because you receive site-level control and audience visibility.

7. Reputation Marketing

Through reputation marketing organizations collect positive evaluations which they market to create a strong
digital reputation. Online consumer evaluations impact purchasing behaviours along with building the entire
brand value of your products. Your online reputation marketing approach motivates satisfied customers to post
favourable reviews that populate results during potential consumer review searches. Buyers discover native
advertising from companies because review sites enable companies to display promotional material on

competitor profile pages.

8. Search Engine Optimization (SEQO)
Online users reach higher website positions through search engine optimization (SEO) practices. Search engine
optimization technicians apply technical operations with creative approaches to boost search engine standings

together with enhancing overall site visibility. The main search engines accessed by users include Google
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together with Bing and Yahoo. High search placement preservation occurs through digital marketing manager

methods which involve keywords and original content and crosslink and backlink strategies.

9. Social Media Marketing

The digital marketing strategies heavily rely on social media as one of their fundamental components. The
digital marketing capability of managers to execute paid outreach for prospective customers benefits from
Facebook as well as Pinterest Instagram Tumblr LinkedIn and YouTube platforms. The integration of natural
interaction content with social media advertisement raises audience exposure and branding visibility via digital

marketing initiatives.

10. Video Marketing

The usage of dynamic visual plus interactive content enables businesses to build better customer relationships
through video marketing. Company representatives must use product launches during event celebrations while
showcasing special news updates to present educational material alongside customer reviews. Online users
primarily distribute their video content through YouTube together with Vimeo as their favourite video
platforms. The pre-roll advertisements shown before video commencement during 5-10 seconds at the

beginning engage audiences on video platforms as part of digital marketing manager strategies.

11. Web Analytics

Through analytics marketing managers monitor the actions which users perform on their platforms. Product and
consumer behaviour understanding depend on capturing and analysing data which functions as digital
marketing's fundamental base for business intelligence. Google Analytics functions as the most popular
platform for website traffic analysis while Adobe Analytics and Coremetrics join Crazy Egg and multiple

alternative tools for this purpose.

12. Webinars

Webinars enable businesses to maintain connections with possible clients and maintain contact with current
customers even when they are in distant locations. Webinars constitute a useful component of digital marketing
plans since they enable real-time presentations of relevant content such as product demonstrations and seminars
to various target audiences. Customer relations become stronger through direct audience interaction while your

business achieves a special platform to demonstrate deep expertise within your domain. Businesses leverage
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attendee lists to enhance their marketing by running emails and display ads because this approach enables them

to find new leads and develop better relationships with current clients.

1.4.2 Steps to Create a Digital Marketing Strategy
A digital marketing strategy development requires systematic steps that unite with business aims to achieve
quantifiable success.
1. Set Goals and Objectives
Your strategic development begins from defining goals together with establishing clear objectives. The metrics
serving as performance indicators use business targets to provide measurement of success. Through the
SMART framework people can develop specific and measurable goals that should be attainable within defined
time periods while showing proper relationships between outcomes.

e Goal: We aim to spread knowledge about our widgets throughout the audience we want to target.

e Strategy: Bring value through content marketing by developing content pieces which address both

personas throughout their sales process journey.
e Objective: Our goal aims to reach 25% higher download numbers for widget guides every quarter

alongside a six-month increase of 50% in email subscriber numbers.

2. Consider Buyer Personas
Understanding your audience is critical. Through research and data analysis build concrete descriptions of your
audience and use them to improve marketing efficiency.
Key persona elements:
e Location: Your analytic tools should reveal the shopping locations of your customers.
e Income/occupation: Retrieve audience intelligence by administering questionnaire-based surveys or
collecting form responses.
o Interests/goals: Investigate customer hobbies together with their professional goals and their essential

issues through either focus groups or previously collected reports.

3. Audit Your Asset
Take a comprehensive assessment of all digital company assets to identify valuable aspects and discover both
deficiencies and gap locations that need upgrading. All valuable information requires documentation alongside

an effectiveness assessment ranking system.
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Key steps:

e Crawl your site: Document website URLs which include page content across different assets
including blogs and category sections.

e Identify gaps: Examine what content along with essential functions are absent from your audience
orientation and your marketing initiatives.

e SEO insights: Hosting the essential metrics with keyword analytics helps to surface areas where

optimization can happen.

4. Plan your content creation resources.

Effective campaigns require well-executed content. Plan how you will create, deliver, and manage this content:

e Budget: Estimate the financial budget which will support your production needs.

e Resource allocation: Your plan must determine which projects function best internally and which
tasks require external assistance.

e Technology: Your toolkit should feature project management software together with design
platforms due to their essential nature.

e Deadlines: You need to establish reasonable timelines which will help you stay on schedule for your

campaign.

S. Pinpoint your KPIs.

The evaluation of your strategy will use measurable outcomes through tracking to determine its success levels.

Select performance indicators which directly relate to your business goals.

Examples of KPIs:

Digital conversion rates
Cost per lead

Returning website visitors
Engaged visit rates
Click-through rates

Customer lifetime value
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Fig 1.6 Steps to Create a Digital Marketing Strategy

-
Activity: Digital Marketing Strategy E“ —_
I

1. Create a Digital Marketing Strategy: Choose a small business or startup ana outine a
basic digital marketing plan, including target audience, marketing channels, and content
ideas.

2. Analyze a Real-World Campaign: Select a recent digital marketing campaign from a
well-known brand. Identify the key strategies used and evaluate its effectiveness based on
engagement, reach, and customer response.

1.5 Summary

+ Digital marketing operates under the alternative name of online marketing. Digital marketing includes

product or service promotions across all electronic platforms and digital communication channels while

using digital platforms to reach specific audiences.

+ The field of Digital Marketing gained its name during the 1990s. After the internet system launched
itself as the primary catalyst the Web 1.0 platform entered existence to establish the digital age. Web 1.0

enabled users to seek desired information without enabling them to distribute it through the internet.

< HotWired bought their first clickable banner ad after the simultaneous launch of the interactive
marketing tool in 1993. 1998 saw the birth of Google. Microsoft unveiled its search engine under the

name MSN while Yahoo shared their web search technology with the market.
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< Different methods exist to attract an audience. Business success depends heavily on marketing because
this strategy brings potential customers to notice products. The standard marketing industry includes two
main managing methods.

« Marketing philosophy targets audiences with offline promotional tactics that fall under the traditional
marketing category. Through traditional marketing methods marketers establish direct consumer contact

at physical locations.

« The rapid expansion of Internet usage in India during the past decade resulted from reasonable data
plans and decreasing smartphone prices and improving digital literacy combined with expanded
technology availability.

« Digital advertising utilizes online platforms including websites and search engines and social media to
broadcast brand promotional advertisements about products or services. Digital advertising functions
through sending content toward distinct users who hold demonstrated interest in your advertisements.

< The future of digital advertising in India brings many progressive advancements and profitable

opportunities for the industry. The fast-growing digitalization of India's population coupled with

enhanced connectivity will bring about new developments in the future of Indian digital advertising

across multimedia and multiple screen platforms.

+ Digital marketing succeeds as a communication channel by allowing you to reach customers through
their preferred communication platforms. A digital marketing plan defines objectives that need to be
achieved during specified timeframes and details how achievement and performance measurement
occur.

« Digital marketing plans continue to follow the principle that successful marketing requires clear benefits

of communication toward customer understanding. Focus your marketing strategy on techniques which

create unified interactions between your organization and your defined target audience.

1.6 Key Terms

1. Digital Marketing: Through digital platforms made up of social media sites together with websites and
search engines and email companies can promote their products and services while simultaneously
connecting with customers via digital technologies. All strategies within the strategic plan span from
content marketing through SEO approaches to PPC advertisement as well as social media marketing

with complementary techniques.
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2. SEO (Search Engine Optimisation): Website technical optimisation makes up SEO (Search Engine
Optimisation) and it determines how to enhance search engine rankings that emerge from search results
pages. Website traffic growth becomes possible through businesses uniting keyword research with site
optimization steps and link-building methods and rewriting content to achieve better SEO results.

3. PPC (Pay-Per-Click): PPC (Pay-Per-Click) advertising requires payment through fees that operate
when users select any of the internet marketers' uploaded advertisements. PPC operates Google Ads
search engines by establishing an advertising platform to guide users toward websites.

4. Social Media Marketing: Businesses leverage Facebook together with Instagram and Twitter along
with LinkedIn to market their products while projecting brands to their customer base. A business
website creates audience-relevant content through distribution mechanisms which enables them to build
their communities.

5. Content Marketing: Organisations develop substantial content consisting of videos together with
infographics and blogs before they distribute these materials for maintaining audience engagement.
Strategic value creation stands as the focus for platforms because they prefer developing value to
function as product sales outlets.

6. Conversion Rate: Conversion rate optimisation (CRO) stands as the optimization method dedicated to
improving design functions while increasing user experience to enhance conversion rates.

7. Traditional Marketing: All standard methods of delivery and promotion that engage physical assets
operate within this field including printed output and television broadcasts and radio programming and
exterior-based displays.

8. Digital Advertising: Marketing promotion activities currently utilize digital platforms together with
technology tools to connect with prospective customers. Promotional material appears in search results
and social media feeds and website interfaces and mobile apps as well as email platforms.

1.7 Descriptive Questions

1. How does a shift from traditional to digital marketing make it problematic to understand consumer
behaviour in the conventional terms, and what new insights can one gain regarding customer decision-
making processes?

2. How might SEO work synergistically with content marketing to achieve not only increasing organic
traffic but also long-term brand loyalty, and how does this differ from the short-term effects of

traditional advertising?




ATLAS

SKILLTECH
UNIVERSITY

3.

With the rapid ascent of mobile and voice search, how should the strategies of digital marketing evolve
and adapt to be relevant in an ever-changing algorithm landscape and in changing user expectations?
How is the convergence of social media and digital advertising redrawing the map of the brand-
consumer relationship, and what are the key ethical considerations for marketers when harnessing user
data for targeted campaigns?

What is the role of personalization in digital marketing, and how do businesses balance the need for
tailored content with concerns around privacy and data security in today's digital age?

How does the Indian market's unique demographics and internet usage patterns shape the effectiveness
of digital marketing strategies compared to global markets, and what specific cultural nuances should
marketers be aware of when creating content for Indian consumers?

How do 'conversion rate optimization' and 'customer journey mapping' fit together to optimize digital
marketing efforts, and how does a marketer know which are the critical touchpoints that are most likely
to contribute to successful conversion?

How is the increasing role of Al and automation in digital marketing going to change the skill set needed
from marketing professionals, and what are the implications for creativity and human judgment in the

future of digital advertising campaigns?
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1.9 Case Study

O

Enhancing Digital Advertising Strategies for a Retail Brand

Introduction

Modern businesses are moving their advertising efforts entirely to digital platforms because of
today's digital environment. A retail brand would find digital advertising transformative because it
generates purposeful exposure together with sales growth along with stronger customer
relationships. The study follows a real-world retail brand that experienced difficulties when
attempting to maximize its digital advertising tactics. Through analysis and solution deployment the

company achieved better advertising effectiveness including improved brand detectability.

Background

The consumer electronics retail company with an average market presence invested in digital
advertising to increase product sales while raising its brand visibility. The business invested heavily
in paid social media campaigns and search engine marketing (SEM) together with display
advertising but encountered difficulties reaching its target outcomes. The central business objective
revolved around deriving website visitors who would proceed to make purchases. The business
detected elevated acquisition expenses when calculating CPA together with reduced profit potential
shown through ROAS (Return on ad). ROAS functions as a performance indicator which supports
app marketers to determine effective advertising strategies by evaluating earned revenue versus

allocated promotional costs.

Problem 1: Low Conversion Rate from Digital Ads

The company achieved website visitor growth using digital advertising yet struggled with poor
customer conversion numbers. The landing pages did not match the ad content so visitors
abandoned the site before buying products.

Solution:

Optimize Landing Pages: Users encountered poor UX because both ads and landing pages did not
correspond with each other. The team conducted A/B testing to build landing pages that matched
precisely with their advertisement content. The landing page optimization involved creating strong

CTAs while providing better product definitions and simpler designs for better user engagement.
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e Implement Retargeting Campaigns: The platform directed potential buyers back to

successive advertisements that displayed price reductions combined with quick delivery
options and time-sensitive special offers after they avoided conversion following an ad click.
The platform reminded potential customers about the products they were interested in which

encouraged completion of their purchase.

Problem 2: High Cost Per Acquisition (CPA) with Low Return on Ad Spend (ROAS)

Throughout the period the organization spent heavily on digital advertising though they continued

to show minimal gains from their advertising campaigns. Large-scale marketing activities exposed

many disinterested prospective clients which resulted in excessive resource investment and elevated
advertising expenses for each new customer acquisition.

Solution:

o Refined Audience Targeting: At the start of their advertising campaign the company sent
their messages to diversified audiences which contained numerous uninterested prospects. The
company utilized user data to divide their customer base according to demographic
characteristics along with individual interests and buying activities. Frage-based audience
segmentation allowed for increased campaign targeting which resulted in cost-effective
advertising while maintaining higher operational performance.

e Leverage Analytics and Bid Adjustments: The firm utilized modern analytics which allowed
them to monitor vital metrics consisting of Cost Per Click (CPC) and Return on Investment
(ROI) in live time. Market-performance-based adjustments that improved ad-delivery
efficiency sent ads to their most profitable audience segments and cut down on wasteful ad

expenditure.

Reflective Questions:
1. Does delivering consistency between advertising narrative and landing page content truly
increase conversion rates?
2. Audience segmentation methods deliver which specific advantages to digital advertising

campaigns?
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Conclusion

Digital advertising performance from the retail brand substantially improved after the brand fixed major
conversion rate and cost efficiency issues. The company improved ROAS while lowering CPA through
efforts which included landing page optimization alongside retargeting and audience segmentation
methods supported by real-time analysis tools. The research showcases the permanent value of
monitoring digital ad campaigns while showcasing data-based strategies for optimizing sales return on ad
spend. The brand reported significant gains in both sales quantity and customer engagement following

these efforts which positioned it well for upcoming digital marketing strategies.
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Unit 2: SEO and Search Engine Advertising

Learning Objectives

1. Learners will understand how search engines work by looking into their core functions, which
include crawling, indexing, ranking, and how these processes are related to search intent, which
helps them optimize both on-page and off-page SEO strategies to improve visibility on SERPs.

2. Learners will learn how to conduct effective keyword research and apply keyword strategies in
SEO, so they know how to match the search intent with the right keywords to enhance the
relevance of the content and leverage both organic search techniques and paid advertising tools
such as Google Ads for targeted visibility.

3. Learners will learn to optimize websites for SEO by applying on-page SEO elements (such as
title tags, meta descriptions, and internal linking) and off-page strategies (like backlink building
and social media engagement).

4. Learners will become proficient in creating and managing search engine marketing campaigns,
including paid search strategies through platforms like Google Ads, using targeted keywords and
bidding strategies to effectively advertise products and services while measuring campaign

performance for ongoing improvements.

Content

2.0 Introductory Caselet

2.1 Introduction to Search Engines
2.2 On-page and off-page SEO

2.3 Keywords in SEO

2.4 Search Engine Marketing and Search Engine Advertising
2.5 Google Ads

2.6 Summary

2.7 Key Terms

2.8 Descriptive Questions

2.9 References

2.10 Case Study
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2.0 Introductory Caselet

“Boosting Online Visibility with SEO and Search Engine Advertising”

BrightTech experienced difficulties in reaching and turning visitors into customers through their
specialized e-commerce platform of smart home products. Their website had effective design yet
they faced minor organic traffic because of weak optimization together with insufficient results from

their paid advertisement spending.

Strong competition analysis revealed that BrightTech needed to improve their search engine
optimization (SEO) and search engine advertising (SEA) to succeed in the market. The website
failed to perform well in Google searches for important keywords while Google Ads produced high
expenditure costs linked to minimal customer purchases. The current strategy required improvement
because the organization needed better search engine positioning and greater value from its

advertising money.
BrightTech implemented a two-pronged approach:

The team performed keyword research to discover targeting search phrases before adjusting website
material through SEO optimization methods. The team applied improvements to website meta titles
descriptions and internal linking in addition to other on-page elements. The company dedicated itself

to developing premium blog content while establishing links from authoritative websites.

The company enhanced their Google Ads through selecting better keywords and creating enhanced
ad content while testing different versions to achieve better advertising results. Through retargeting
strategies they brought abandoned leads back while adjusting their bidding approach to improve

keyword selection of high value conversions.

Critical Thinking Question:
Under budget limitations BrightTech should dedicate all their resources toward search engine
advertising because of its superior ability to convert leads for the firm. The analysis must examine

both lasting benefits as well as temporary advantages.
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2.1 Introduction to Search Engines

A search engine functions as software that enables users to look for specific information present on the World
Wide Web. A search engine uses billions of website scans and indexes to deliver appropriate pages for search
requests from users. Search engine results pages or SERPs present rankings based on the relevance criteria that

search engines assign to each page displayed.

The search engine technology lets users locate webpage content and visual media as well as map directions and
various types of information. The search engine obtains data where it selects pages with appropriate content by

employing complex algorithms that engineers enhance each month.
2.1.1 Working of Search Engines
A search engine operates in three key stages that include Crawling followed by Indexing and Ranking.

1. Crawling: Search engines use their designated computer programs to discover available online content
across the internet. The crawler explores all web pages to generate a total website list. Each website is visited
by search engines to examine HTML code which helps understand page structure and content type and
meaning in addition to when content was created or updated. Why is crawling important? Search engines must
achieve proper website access which stands as the critical starting point for search engine optimization. Search
engine ranking and traffic from search engines become impossible without proper content accessibility for

crawler software.

2. Indexing: The crawler-identified information requires proper sorting and organization before being stored
so the ranking algorithm can process it later. A search engine preserves key website elements for its ranking
process although it does not store all website data including the title and description of the page, The type of
content, associated keywords number of incoming and outgoing links, and many other ranking parameters.
Why is indexing important? Your website remains invisible to search queries when it is not indexed in the
search engine database thus multiple indexed pages mean better chances of appearing in search results for

related queries.

3. Ranking: Web pages obtain their position in database results through ranking systems operated by Search

Engines. When ranking functionality operates it goes through this three-stage process.
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Fig 2.1 Working of Search Engines
2.1.2 Ranking in Search Engines

The ranking algorithms between search engines differ yet specific engines share comparable ranking patterns.

Google search alongside other similar search engines arranges results by following specific criteria.

1. Query meaning: A search engine uses user queries to determine searcher intent as the dedicated
information type users seek. Search engines perform this operation through language models which
they employ. User inputs feed into language models that both decode their meaning and analyse what
type of data a user seeks.

2. Relevance: A search query keyword gets matched to selected content keywords. The more times a
keyword occurs throughout a document the higher its relevance to the original search query becomes.

3. Quality: Search engines identify expert indicator signals coupled with signs of authority together with
elements of trustworthiness within the content. Trustworthiness increases when major websites
establish links connecting to the content.

4. Usability: The experience quality alongside accessibility of website content leads search engines to
provide better page experiences. Mobile-friendliness stands as an example of usability measurement
since it describes how much users can easily operate a webpage through a mobile device.

5. User data: Search engines base their content-ranking decisions on data types which include user search

records and individual settings together with location information.
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Apart from rank-ordering websites based on their bounce rate and time spent on page performance metrics
search engines use alternative metrics when placing websites within results pages. A search engine returns

dissimilar results depending on whether users conduct text-based content searches or image or video searches.

Examples of Search Engines:

1. Google

Google has 25 years of experience of innovation and superior results of the search engine which makes Google
on top of the list of search engines. Google achieved higher popularity than other search engines because it
provided high-quality results from its platform. The daily search requests Google receives exceed 3.5 billion.
The dominance of Google search in global markets has exceeded 85% while drawing website owners to
enhance their search engine ranking positions. The popular status of Google derives from the following
essential factors:

The Google search engine provides users with straightforward operations. Users need to enter their search
query through the keyboard and press the "Enter" key to start the search. Google operates to deliver search
results that match your requirements the most accurately. A complex algorithm rankings website according to
their relevance levels as well as their quality and their popularity. Google provides different features which

assist users in locating their needed information.

2. Microsoft Bing

The search engine known as Bing is operated by Microsoft under the name Microsoft Bing. Bing functions as
the most suitable option when comparing search engines to Google. Windows PCs have Bing search engine as
their default but users seldom select this service despite its lack of market success. Microsoft Bing introduced
its GPT 4-based Al chatbot service ahead of most other search engines during the year 2023. The Microsoft

search engine Bing developed from two former Microsoft platforms Windows Live Search and MSN Search.

3. Yahoo

Yahoo operates both as an email provider and holds the third position in search engines using a 1.24% share of
the market. During the period from October 2011 to October 2015 Yahoo operated its search function through
Bing. Yahoo signed a search services deal with Google in October 2015 before Google took over the complete
operation of Yahoo results in October 2018. In October 2019 Yahoo switched its search back to receive its

exclusive content from Microsoft Bing.
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4. Yandex

Yandex operates as Russia's leading search engine while its worldwide share remains within 0.5 % to 1.16%.
Among Russian websites Yandex maintains a position of eighth place in terms of popularity on the Internet.
Yandex operates as a technology company dedicated to developing intelligent products and services that utilize

machine learning capabilities.

5. DuckDuckgo

DuckDuckGo search engine controls a market portion of 0.58%. DuckDuckGo currently conducts more than 3
billion monthly searches based on the data statistics. DuckDuckgo generates search results from various
sources rather than maintaining its own search index so it depends on associated websites including Stack

Overflow, Bing, Yahoo for information.

6. Internet Archive
Internet Archive operates as a non-profit search engine to discover online websites and cost-free publications
together with applications and films. The Internet Archive index contains 845 billion websites in addition to 11

million videos, 39 million audio files and serves as an effective tool to track search engine result histories.

7. Ask.com

Ask.com maintains around 0.42% of the search engines market share under its former name Ask Jeeves. The
question-and-answer format of Ask depends on user-generated responses for most of its content. The basic
search capabilities of Ask function similarly to general search engines while its results stand below the quality

standards maintained by leading search providers.

2.1.3 Characteristics of Search Engines
Following is some of the characteristics that search engines offer:

e Search engines perform web crawling through their bots (also named crawlers or spiders). The bots run
automatic scans of websites through link connections from page to page while collecting updated website
information.

e The search engine applies indexing to store the data collected from crawling into its database. A vast
catalogue of web pages functions as the indexing system because it enables fast retrieval of relevant

search results.
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e The search engine system uses advanced algorithms to establish the position of web pages for display in
search results. The search engine system examines three primary elements including relevance together
with authority alongside user intent to sort webpages for their appearance in search display results.

e Search engines function primarily for delivering the most suitable results that provide value to users.
Search engines evaluate web pages according to approaches that measure keyword correspondence
alongside website conditions and content, updated date and user experience metrics and link connections
and additional measures that matter for ranking. Users tend to click on webpages which occupy higher
positions in search results.

e The search engine generates a list of results known as Search Engine Results Page (SERP) upon receiving
your query. The results displayed on SERP consist of both unpaid organic matches and paid
advertisements and multimedia elements (videos, images, etc) known as rich results.

e A secarch engine works to decode what motives users have when they submit search queries. A search
engine shows results that correspond to what users truly want either as information or to navigate or make
transactions.

e Numerous search engine systems modify their displayed results through factors which include user
history data as well as geolocation data combined with device information and past usage experiences.
Search engines tailor results because they aim to show appropriate and beneficial information that
matches users personally.

e The search engine design provides super-fast delivery of results that appear quickly after users enter their
queries. Because search engines handle massive data volumes, they must deliver query responses within a
tiny fraction of time for maintaining user interface clarity.

e Search engines perform regular updates of their index to present fresh as well as newly published content.
The search engines continuously update their indexes to show users the freshest relevant information thus
making outdated results less probable in the results.

e The user experience gets an enhancement through search engines who show material beyond basic search
results through Rich Snippets and SERP Features. Many search results include featured snippets as well
as knowledge graphs and local packs and videos and product listings followed by reviews together with

other features. Users benefit from these added features to discover their search target at a faster speed.
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¢ Google dominates the worldwide desktop search engine market with an
83% control of the market. (reference) Bing functions as the second most
popular search engine among the alternatives alongside Yahoo! at 3% and
Yandex at 2%.

e Research shows that 63% of users choose to click on Google search ads but
only 15% of users click on Amazon search ads whereas 9% click on
YouTube search ads.

e Search engines achieve better business closures from customer inquiries
since their close rate stands at 14.6%.

2.1.4 Search Intent

A user's search purpose behind a query represents search intent or commonly known as user intent or query
intent. Every user holds a purpose or requirement which drives their search activity in search engines. Search
intent enables search engines along with digital marketers to obtain vital information which enables them to
discover optimal ways to deliver relevant content as answers.

Users demonstrate different search intent categories which represent distinct types of objectives in their search

activities. The following are some types:

1. Informational Intent

Users who have informational needs want to learn information as well as receive answers to questions they

have. People with informational queries seek information about different topics without requiring an

immediate transaction to complete their request.

Example: The queries look like "How to bake a chocolate cake" while "What is quantum computing?" also

exists as an example.

The user embarks on their search to acquire knowledge or satisfy their inquiry about something.

Characteristics:

e Informational searches almost always demonstrate a need for questions through words such as "how,"
"what," "why" or "when."

e Users obtain search results for informational inquiries from blog posts as well as how-to guides tutorials

articles and FAQ pages.




ATLAS

SKILLTECH
UNIVERSITY

2. Navigational Intent

Users who display navigational intent need to access a particular webpage or website destination. Users have
already selected the destination websites but prefer search engine services over manual address bar typing to
reach their targets.

Example: "Facebook login page" or "YouTube"

The objective of the user is to reach a certain website and follow through to a specific service and webpage.
Characteristics:

e The query includes specific terms like brand names or product names or requests for website locations.

e When users search for branded entities search engines tend to show either the brand website or the main

page of prominent services at the absolute top.

3. Transactional Intent

User intent for actions stands out as the user prepares to commit to specific purchasing decisions or sign-up
processes or software downloads. These queries indicate the decision phase or the purchase step for the user.
Example: Users browse by placing queries such as "Buy iPhone 15" together with "Order pizza online".

The user aims to finalize a transaction while conducting a defined task that demands active intervention.

Characteristics:

e The user employs words including "buy," "purchase," "subscribe," "download," "order" and "book."
e Users can discover their desired transaction through listings of products or e-commerce pages or service

pages in search results.

4. Commercial Investigation Intent

The level of commercial investigative needs exists between people who seek information and transactional
consumers. Users want to explore product information along with service details although they have not
reached a buying decision stage. Users find themselves at the point where they analyse alternatives alongside
reviews while gathering more information to determine their purchase.

Example: Users seek feedback and product selections focusing on gaming laptops or Samsung Galaxy S23
reviews.

Users obtain information to establish an informed purchasing decision regarding a future acquisition.
Characteristics:

nmn

e The search results include keywords such as "best" "top" "review" and "compare" among others.
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e The search results display comparison pages along with product reviews as well as buyer’s guides and

detailed articles about brands and models.

5. Local Intent
Users with local intent look for products and services or specific location-related information that applies to
their current geographic region. People who search for businesses alongside services and local events
demonstrate local intent.
Example: Two examples demonstrate this intent such as "Plumber in San Francisco" and "Coffee shops near
me".
The user searches for something in their vicinity or within nearby service boundaries.
Characteristics:

e The queries include specific location references through verbalization of either "near me" or by using city

names or neighbourhood details.

e A search engine will usually present businesses operating locally with a combination of directory

listings and geographical display of their locations and contact information.

6. Transactional with Specificity Intent

Users under this intent seek to buy or perform activities with strict requirements about what exactly they wish

to acquire. These searches indicate that users possess specific details regarding their requirements.

Example: Users typically type "Buy iPhone 15 128GB black" or request "gluten-free pizza near me" for

purchase.

Users with such intent want to carry out transactions and actions while specifying their requirements.

Characteristics:

e Users insert product elements into their queries such as product shade and model together with their diet
requirements.

e Users usually find product listings that precisely match their search requirements in the search results.

7. Investigational Intent
Users perform investigational searches when they want to review different available options before making
their actual decision. Users who conduct comprehensive research now stand at the stage where they have

stepped beyond the buying phase yet remain several steps short of making a purchase.
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Example: Users search for two separate topics through their queries: learning coding at its best or discovering
belly fat reduction methods.
The research process for this user continues while they may seek future services which include program
enrolment and product purchases.
Characteristics:

e Pecople who perform queries typically seek information about strategic steps along with advantages and

disadvantages and optimal practices.
e The search results present users with expert opinions together with in-depth blog content and explanatory

videos about complex content.

Knowledge Check 1 ’OI '-

State True or False:

1. Search engines use algorithms to crawl, index, and rank web pages based on
relevance and authority.

2. Paid advertisements always appear below organic search results on search
engine results pages (SERPs).

3. Search engines like Google and Bing do not consider user experience
factors, such as page load speed and mobile-friendliness, when ranking

websites.

2.2 On-page and off-page SEO

2.2.1 Introduction to SEO

Search Engine Optimisation stands as a process that enhances (optimised) website or webpage presence on
search engines such as Google and Bing and other platforms.

Website has better click-through potential when search results place your pages higher. Search Engine
Optimization (SEO) functions to draw visitors who can develop into clients or audience members with stable

online return behaviours.
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2.2.2 History of SEO

The history of Search Engine Optimisation (SEO) extends over two complete decades in a fascinating way.
Search Engine Optimisation (SEO) appeared as the first search engines launched during the mid-1990s.
Although basic the first search engines established web page ranking through content examination which

paved the foundation of modern SEO practices.

The importance of building a powerful online presence drove businesses to adopt SEO as their primary
marketing approach during the late 1990s along with early 2000s. The period required basic SEO techniques
that involved filling content with excessive keywords and meta tags and establishing interlinkages between

pages. Search engines became advanced so the original SEO methods needed to change.

The 2005 Panda algorithm release by Google introduced a major transformation by targeting websites with
low-quality content together with keyword stuffing practices. The searcher should understate this industry
revolution as it shifted SEO practices toward developing valuable content that meets user needs and
expectations. The Penguin algorithm introduced by Google in 2011 focused on detecting link spam as well as
deceptive link-building practices during that year. The update emphasized that businesses should acquire

natural links only through valuable content.

Modern SEO involves an extensive understanding of search algorithm mechanisms combined with user
interaction principles together with useful content development techniques. The continuous development of
voice search and artificial intelligence together with machine learning causes SEO to shift into new directions

while it adopts emerging technological trends. Virtual businesses must create long-term success with search

engine rankings by understanding changes that occur in the digital landscape.
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Fig 2.2 Evolution of SEO Practices
2.2.3 Components of SEO

The fundamental principle of SEO involves improving website components for search engine access thereby
enhancing web pages' positions in search engine results pages (SERPs). The website aims to attract more
visitors through natural channels.

1. Search Engine Crawling: Web crawling occurs when spiders or crawlers operate as automated bots
which navigate search engines through web pages specifically for Google. The bots execute a link-
following process which enables them to explore and index various website contents.

2. Indexing: The search engine stores the analysed page contents in its index after conducting the crawl
process. The search engine system uses this index as a giant catalogue when customers request new
queries.

3. Ranking Algorithms: Search engines rely on sophisticated ranking procedures that establish the
ranking order for pages hosted within their database according to the inquiry terms of users. The
evaluation of numerous factors by algorithms includes keyword relevance in addition to content quality
and user experience and backlink profile and other aspects.

4. Keyword Relevance: When evaluating content, the search engine measures how closely the page text
matches user queries. Keyword optimization processes include the strategic placement of proper
keywords in page titles alongside header sections along with physical meta tags while also using

appropriate keywords throughout written content.
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6. Content Quality: Petty and irrelevant content fails to qualify for search engine success. Search engines
make it their mission to provide users with content which offers both value and quality as well as
information and holds their attention. The rankings increase when a page contains information which
fulfils user questioning criteria and delivers a thorough answer to search queries.

7. Backlinks: The site benefits from incoming links referred to as backlinks which originate from other
web platforms. Authorities trust backlinks to indicate site approval. Sites with superior backlinks from

relevant sources will achieve better search engine positions.

2.2.4 On-page SEO
The optimization methods executed on each website page to boost search engine results ranking and visibility
constitute On-page SEO. The method of optimization integrates content optimization along with HTML source

code and additional on-page elements that follow search engine algorithms.

Elements of On-page SEO

Web pages receive optimisation based on individual components to achieve better positions in the search
engine results pages (SERPs). The following image presents the core components which compose on-page
SEO at its basic level.

e The web page title referred to as "Title Tag" functions twice as it displays in SERPs and at the browser
window head. The tag should describe the webpage contents appropriately.

e Web pages find brief descriptions through Meta Descriptions which appear right below the title tag
within search engine results pages (SERPs). Users need an informative description which also captivates
them while prompting them to select your page.

e The headings and subheadings appearing on your web page function as headers. The headers in the
content serve two functions: they divide the text so readers can easily follow it as well as assist search
engines to comprehend the web page structure. The tags enable search engines to comprehend how the
page is structured.

e Tags are fundamental keywords which specify the web page content description. Search engines use tags
to determine the content meaning and display timing of the page on search results pages (SERPs).

e Images added to text serve two functions: first they can create visual interest and second, they allow the
webpage to look more appealing. Search engine rankings become better when relevant images with alt

tags correspond to the page content.
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e The links that direct users to other websites are referred to as external links.

e The links that lead from one website page to another within the same domain constitute internal links.
Website ranking in search results will improve through linking pages that are related. User time spent on
the website increases when people connect appropriate content together.

e Content makes up the central part of the web page material. The content must exist as well-written

information which serves your target audience.

Content Internal Links External Links

Central element of web Enhance site navigation Connect to external
page optimization and ranking resources

Tags

Define content and
improve visibility

Fig 2.3: Elements of On-Page SEO

On-Page SEO Benefits

Search engine ranking success through on-page SEO is only one aspect of what this technique provides.
Creating a dedicated community of site visitors represents the core goal which leads to transformed audience
members becoming brand enthusiasts who trust the business and eventually purchase the products.

1. Improved Search Engine Rankings: Web page relevance becomes clearer to search engines when on-
page elements, including meta tags and headings together with content are optimised. Website pages may
achieve improved search results when relevant queries are used.

2. Increased Organic Traffic: Search engines reward higher ranks with better visibility and users are more
likely to extract more clicks from those positions. The website will attract increased organic visitors
thanks to this effect.

3. Better User Experience: The optimisation process for user experience through site structure navigation
along with design aspects belongs to on-page SEO. A site that functions at its peak performance level
creates positive experiences for visitors to spend longer durations on the website while they check out

more pages.
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4. Reduced Bounce Rates: Delivering proper content while improving speed and implementing user-
friendly designs enables the reduction of bounce rates. Search engines prioritize websites with lower
bounce rates whenever they consider ranking positions so this becomes essential to achieve.

5. Enhanced Mobile Optimization: Search engines that focus on Google give preference to websites
which work properly on mobile devices. The optimisation of web content for mobile devices and device

compatibility belongs to on-page SEO practices.

2.2.5 Off-Page SEO

The process of enhancing search engine result rankings embodies all activities directed toward the website
from outside sources. The optimisation tasks for site content do not fall within the realm of off-page SEO
practices. The website owner maintains no direct authority over off-page optimization factors.

The importance of off-page optimization is equivalent to that of on-page optimisation. The website potential
ranking position could decrease if it fails to deploy off page factors. The SEO performance of a website
depends heavily on off page SEO elements such as link building and social media usage and creation of
videos and the establishment of a website blog. Social media exposure together with increased site clicks and
visitor numbers form the main benefits of off-page optimisation. Success follows other success because it
exists as connected actions which take place sequentially. A long-term procedure needs focus on obtaining
backlinks which stem from authoritative websites and social media networks and social bookmarking

locations.

Types of links for off-page SEO

Off-page SEO success requires the development and creation of backlinks to ensure optimal performance.

Finding out about link types along with link quality factors should be your starting point when users build

backlinks. Three types compose the link categories.

1. Natural Links: Whenever sites refer automatically to sites they create natural links. These need not
expend strategic effort to obtain these types of links. A blogger discussed technologies through his post
while including the website's address among its content.

2. Built Links: Outreach activities lead to the creation of these links. Before obtaining such links, users need
to put in effort through outreach to webmaster’s publishers or journalists or by conducting promotional

campaigns with advertising programs.
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3. Created Links: Users create links to your site through self-submissions made to different directories and

forums or press release platforms.

Importance of Off-Page SEO

The approval process from Google depends strongly on off-page SEO optimisation of your site. The activities

which happen outside your website domain while determining your Google search ranking makeup "off-page

SEO."

The establishment of backlinks helps both power up the rankings and send users directly to your website
through their clicks. The growth of quality traffic through this method reaches significant levels with
time.

A brand benefits from reaching new audiences when specific sites in the niche domain mention and link
to it which helps people discover its content. This expands visibility.

External sites linking to a webpage give search engines a better idea of what topics are covered and what
search queries the content matches up with when determining what query to show. With more contextual
information comes improved rankings.

The power of off-page factors becomes amplified by supporting both the existing SEO fundamentals and

favourite content distribution thus drawing direct user traffic. The efforts compound each other.

Off-Page SEO Optimisation Factors

The optimisation activities which happen beyond your website about improving its web presence and online

authority fall under the scope of off-page SEO. Websites receive major search engine ranking modifications

because of these factors. The essential off-page SEO factors include:

1.

Backlinks: Search engine optimization heavily depends on the presence of backlinks and their quality.
Website votes function as an indication of content trustworthiness to other sites when users link to your
content. It should be focused on obtaining high-quality backlinks rather than several backlinks.

Established websites that share relevant content from a site will lead to substantial enhancements in

search engine ranking position.




ATLAS

SKILLTECH
UNIVERSITY

Your Website External Site

Backlink

Fig 2.4 Backlink

2. Social Media Engagement: Social media indicators at present serve SEO but in an indirect manner. The
content becomes more visible when the user takes part in active activities on Facebook, Twitter,
LinkedIn, and Instagram. Social media engagement through post sharing and adoption as well as writing
comments helps expand digital footprint which might strengthen the SEO position.

3. Brand Mentions: Brand mentions distributed across various websites that do not link to the original
content help develop a positive online reputation. Brand authority together with credibility indicators are
identified by search engines through these platform mentions. Grasping control over brand mentions
assists organizations to produce a solid favourable brand perception.

4. Guest Posting: Guest posting enables publishers to contribute original content on different sites or
platforms that focus on their industry and niche. Content addition provides two benefits: it gives new
visitors helpful information and lets you maintain an active link to your site. Guest posting enables users
to create backlinks while establishing authority status and finding new audiences.

5. Page Speed: Fast page loading speed works as an important on-page SEO component while
simultaneously determining user satisfaction along with search results position. The page loading speed
plays a considerable role as Google uses it to evaluate search rankings. Search engines favour fast page
loading because it benefits users and leads to improved search engine rankings.

6. Crawlability: Website content receives indexing help through the crawler system used by search engines
to explore website content. A website must be easily crawlable by search engines to fulfil SEO
requirements. Create a sitemap alongside defining a strong website structure and patch up crawl issues to
allow search engines to detect the web pages effectively.

7. Mobile Friendliness: Mobile-friendliness now stands as a ranked element according to Google because

mobile device use continues to rise. A site requiring responsive design to deliver uniform user experience
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between different platforms represents a demand for achieving SEO success. Websites that work well on
mobile devices receive better positions when searchers use mobile devices to look for information.

8. Domain Authority: The off-page SEO optimisation heavily depends on Domain Authority (DA) which
functions as an essential metric used to indicate how much influence and credibility a website possesses.
Higher DA indicates greater authority. The offline SEO practice depends on obtaining quality links from
authoritative websites which leads to improved site authority. The Domain Authority can be checked

through a trip to SEMrush Backlink Analytics.

Domain Authority Backlinks
Higher authority High-quality
improves site backlinks
credibility. enhance search

engine ranking.

Mobile
Friendliness
Responsive Active
design enhances engagement

boosts content
visibility and SEO.

user experience.

Crawlability Brand Mentions
E;Zi 2':::22? : Mentions build

idlEsi online reputation
9 and credibility.

Page Speed Guest Posting

Fast loading Expands audience
improves user and creates
satisfaction and backlinks.
ranking.

Fig 2.5 Factors Affecting Off-Page SEO
Implement Off-page SEO Strategies
Following are steps to implement Off-page strategies:
1. Setting Goals and Objectives:
e Set exact goals that define the approach to off-page SEO Optimisation work. The defined goals
need to match both the existing business targets while serving marketing objectives.

e Businesses tend to aim at raising organic website traffic together with better search engine

positions for better lead generation toward product sales.
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2. Identifying Target Audience:

e [Evaluating the target audience means learning what they want and how they behave and what
their preferences are. Content creation along with outreach approaches should be designed to
connect with the target audience base because of this research.

o C(Collecting data about target audience by using analytics platforms and from social media
platforms and conducting market studies.

3. Keyword Research:

e Discover the search terms which the desired audience uses to find information. Strategy
implementation requires these keywords to appear in your outreach content as well as
meta tags and content texts.

e Uncover valuable keywords through three tools that include keyword research solutions
with Google Search Console and examination of direct business competitors.

4. Creating High-Quality Content:

e Good content creation will therefore help with production of material that not only entertains but
also solves the problems of the target audience.

e Content that is high quality should be also grammatically correct and simply written in a clear
language so that it is easy to understand by the readers.

e [tis advisable for college websites to take advantage of various content formats such as a blog,
articles, infographics, videos, and podcasts to engage more users and reach a larger audience.

S. Building Backlinks:

e A website obtains backlinks when other websites include links that point to its pages. Search
engines utilise backlinks to determine the trustworthiness and authority of websites because they
play an essential role in off-page SEO.

e Initiate outreach efforts to obtain backlinks that stem from credible websites that pertain to a
domain.

e Start guest posting alongside broken link building and directory submissions to generate high-
quality references to the website.

6. Promoting Content on Social Media:
e Facebook needs content for wider reach which also builds audience interaction.
e Request the audience to support content by both liking and sharing it along with leaving

post comments.
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7. Interacting with Influencers:
e Find professionals in the market who will elevate the content through promotion to expand its
impact among different audiences.
e Researchers who produce content for social media should benefit from the platform by accepting
their material through guest posts along with product evaluations as well as sponsorship options.
e Social media influencers are important because you should both participate with them and team
up to develop new content together.
8. Submitting Guest Posts:
e A successful guest posting approach includes publishing content through other websites or blogs
which let us build backlinks and achieve increased visibility.
e Look for pages that have both a respected reader base as well as strong domain reputation.
e Publish guest posts at high quality while delivering reader value alongside compliance to

editorial policies of the website.

Contextual Review

1. Brainly - Revolutionizing Online Education with Peer-to-Peer Learning

Introduction

Brainly functions as one of the top online learning platforms by providing students with access to peer-to-peer

educational services that connect educational professionals to their students through its network. Worldwide

students find accessible effective learning opportunities through the platform by using its community

environment where users submit questions which fellow learners answer. Users who join the platform obtain

help across all subjects from schoolmates and teachers when they request assistance on mathematics, science,

and humanities topics. Brainly continues developing its platform through Al technology to create two new

features known as the Al Tutor and machine-generated study sets that deliver enhanced service quality to users

who need personalized educational spaces.

Challenges

During its rapid growth period, Brainly faced three main business difficulties.

1. Content Growth and SEO Optimization: During each month Brainly recorded substantial growth in

user-generated content (UGC) because its users created 2 million question pages every year. The
continuous expansion of user-generated content made it difficult for SEO performance optimization and

online discoverability of content to reach their best potential.
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2. Search Engine Visibility: The large collection of UGC material at Brainly required appropriate search
engine optimization to achieve discoverability by search engines and attract organic platform visitors.
Several platforms competed to educate the same set of users through search engine queries.

3. User Engagement and Retention: User interest retention proved difficult despite managing the
continual growth of their question base. Maintaining answer quality became another significant problem.
The deployment of artificial intelligence needed strategic execution because it required protection of the
platform's core user engagements facilitated by peer connections.

Solutions
Different strategic approaches had to be developed by Brainly to address the existing problems.

1. Focus on Long-Tail Keywords: The internet search engine optimization strategy at Brainly shifted its
focus toward keywords for specific markets. Specific focused search terms led to improved qualified
traffic that boosted both user engagement and conversion rates after the competition level was reduced
for the platform. The platform used specialized keywords to support academic subjects that other
educational websites ignored.

2. Leveraging Schema Markup: Brainly benefited from schema markup implementation because it
enhanced SERP position and enhanced the possibility of obtaining rich snippets. Structured markup
enabled Brainly to gain better search engine rankings while displaying essential information to users on
search engine results pages thus increasing clickthrough chances.

3. Optimising for Featured Snippets: The content development by Brainly successfully reached featured
snippet status and optimized its SERP placement at the top SERP position. The platform reached prime
search engine result positions by delivering brief solutions structured understandably to gain a reputation
as the top homework support platform.

4. Integration of AI Features: The Al integration at Brainly occurred through two new capabilities named
the Al Tutor and Al-generated study sets which introduced artificial intelligence technology to their
platform. The combination of new tools enhanced peer-to-peer support by providing immediate

customized learning help that strengthened subject understanding.

Outcome
Brainly achieved a remarkable increase in organic traffic because of their implemented strategies which
produced threefold growth in yearly keyword rankings. User-generated content on the platform expanded

rapidly each year to exceed 2 million new question landing pages which made the platform more visible during
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search results. Brainly users gained improved engagement through AI Tutor and Al-generated study sets
features that delivered individualized immediate learning help to make Brainly a more complete educational

tool for learners.

P -
Activity: On-Page and Off-Page SEO Activity @ —_

B

On-Page SEO Activity:
Analyze a webpage of your choice (e.g., a blog post or product page) and identify at least five on-
page SEO elements, such as title tags, meta descriptions, headers, internal links, and keyword
usage. Suggest improvements to optimize the page for better search engine ranking.

Off-Page SEO Activity:

Research and list three strategies a business can use to improve its off-page SEO. Provide real-
world examples of how companies use these strategies to build authority and improve search

rankings.

2.3 SEO Keywords

People utilise search engine keywords as expressions or terms to obtain information. SEO uses keywords for
website optimization through content restructuring to achieve higher search positions in SERPs based on user
search terms.

The success of SEO mainly depends on keywords through the following effects:

1. Boost Organic Traffic: Optimising the website with appropriate keywords results in a better search
appearance for users who perform keyword searches. Targeted keywords generate substantial growth in
the natural traffic visiting your website.

2. Enhance User Experience: Website becomes easier for search engines to comprehend through content
keywords because these keywords show the topic’s site addresses enabling users to access better search
results. Improved user experience combined with enhanced user content engagement becomes more
likely because of these elements.

3. Attract Targeted Audience: When selecting keywords for your online content it helps draw in a focused
audience segment to the site. These potential customers who search specifically for product or service
information show a greater likelihood of becoming customers.

4. Benchmark Performance: Monitoring keyword performance through tracking provides a means to
detect SEO advancement along with specific aspects that require optimisation. Employ keyword tracking
tools for determining how your search position evolves together with the number of people who search

for that keyword and the number of times users click on your content.
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5. Improve Paid Advertising: Keywords provide essential functions in PPC pay-per-click and CPM cost-
per-mile paid advertising systems. The advertisement display will reach customers who search for
products or services by focusing on appropriate keywords this results in better click-through rates and
higher conversion rates.

Google operates as an example of a search engine which depends on SEO keywords to understand web page
relevance for user searches. SEO keywords should exist in fundamental webpage elements including title tags
together with meta descriptions as well as headers alongside content text. The correct optimization of keyword
density serves as an important measure to prevent keyword stuffing penalties but website creators should focus
first on making content that matches user needs. Search engines identify more references when pages use both
semantically linked keywords and long-tail SEO keywords. The importance of backlinks and anchor text plays a

major role in developing an SEO keyword profile for pages.

2.3.1 Types of keywords
Numbers of keywords play a crucial role in SEO because they enable search engines to comprehend how your
content connects to user queries. The various types of keywords present distinct qualities for their purpose of

use.

1. Short-tail Keywords

Most short-tail keywords include only one or two dense words with brief lengths. Short-tail keywords tend to
have a broad scope and many search engine queries direct to them. When searching for shoes users find the
"shoes" term as a short-tail keyword. The competition for short-tail keywords is intense because these keywords
receive widespread use among users which makes it tough to achieve rankings.

Example: "car"

2. Long-tail Keywords

Long-tail keywords consist of a minimum of three specific words which describe search queries. Audiences use
these keywords while their search volume stays lower than short-tail keywords. When seeking search engine
ranking these specific keywords provide better opportunities since they have fewer competitors to overcome. A
good example of a term with longer search strings exists in "best running shoes for women."

Example: "affordable electric cars in 2022"
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3. Primary Keywords

Online content depends mainly on primary keywords which represent its essential words. The keywords fulfil
the role of emphasizing the core point which you aim for top search engine results. Natural integration of
essential keywords occurs in every content section from the heading through the title to the body segment.

Example: "electric cars"

4. Secondary Keywords

The main keyword has secondary terms that deliver supplemental information about your content. Such
keywords enable search engines to recognize how precisely your content matches user search questions.
Secondary keywords appear throughout headings as well as subheadings plus the main body of the content.

Example: The implementation of charging systems serves electric vehicles.

5. LSI keywords

The content should include LSI (Latent Semantic Indexing) keywords which demonstrate semantic connections
to your main and supporting keywords. The usage of LSI keywords allows search engines to understand the
content context better while establishing the relevance to search queries. The use of LSI keywords needs to be
authentic in every part of your content while you avoid repeatedly using keywords.

Example: "green energy vehicles"

Short-tail Keywords

Keywords with broad scope and high
competition, typically one or two words.

, Long-tail Keywords

Specific phrases with lower competition and
targeted audiences, usually three or more

4
words.
Keyword Types in
SEO ~—
WE Primary Keywords

&)

Supplementary keywords that provide
additional context and support to primary
keywords

> ) Essential keywords that represent the core
topic of the content.
v - Secondary Keywords

C:@ LSI Keywords

Keywords that are semantically related to
enhance content relevance and context

Fig 2.6 Types of Keywords
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2.3.2 Keyword Metrics
The measurement of keyword performance remains essential because it produces data used to strengthen both
SEO and PPC initiatives. These are the main keyword performance metrics that you should monitor:

e Search Volume: The measurement tracks ordinary searches for particular keywords across defined
periods of time. User volume of searches for a given keyword is useful in determining potential
visibility and approximated visitor count of a website. The level of competition usually increases along
with popular search keywords.

e Keyword Difficulty: The difficulty level of ranking for a keyword is measured through a score known
as keyword difficulty. The metric allows you to evaluate competition intensity so you can determine
whether you should pursue a certain keyword. The main goal in keyword strategy development lies in
pairing high-volume keywords with difficulties that are still manageable.

e Cost Per Click (CPC): The price you minimize each time a web user activates your purchased online
advertisement is considered CPC. The cost per click is essential for PPC budgeting since it reveals the
financial costs needed to buy search engine traffic and achieve paid search conversions.

e Conversion Rate: Conversion Rate limits a metric to express the number of users who reach a goal-
based action after clicking on an ad among those who perform the action. A conversion rate that is high
demonstrates your PPC campaigns' ability to produce worthwhile activities from target viewers.

e Return on Ad Spend (ROAS): The value of paid ad campaign funds divided by revenue produced from
these ads determines ROAS. ROAS assessment determines if your PPC investments produce financial

gains since it measures revenue generation against ad spending costs.

2.3.3 Steps to Find Keywords
A complete method exists to discover SEO keywords which will direct suitable website visitors to your content.

The following sequence outlines specific procedures for discovering appropriate SEO keywords:

Step 1: Define Goals and Target Audience

Setting the SEO strategy's goal should occur before beginning keyword research because clear purpose
definition remains essential. The specific targets that a business wishes to achieve from SEO such as boosting
organic traffic and generating leads and boosting sales and improving brand visibility guide the selection of

appropriate keywords.
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Example: An online clothing store wants to raise sales through keywords which include "buy dresses online"
and "affordable clothing for women."

Evaluating the specific traits of the target demographic enables better selection of appropriate target keywords.
The selection process for target audience segmentation should include age groups and geographic areas or
special interests of potential consumers.

A business focusing on eco-friendly products targets consumers who demonstrate environmental concerns as
their market base. Customers seeking eco-friendly household items and sustainable kitchenware need these

specific keywords.

Step 2: Brainstorm Initial Keyword Ideas

Start with general terms by generating an extended list pertaining to the business product or service. Companies
should focus on identifying the search queries potential customers would use to find solutions on Google.
Example: The travel blog's relevant keywords consist of "budget travel tips" together with "best places to visit
in Europe" and "how to save on flights."

Users should expand through alternative expressions and relevant keywords which include similar words as
well as search queries from the target audience. The strategy allows businesses to reach numerous variations of
potential search terms.

Example: A bakery would benefit from terms including “gourmet cupcakes” alongside “best bakery near me”

and “gluten-free cakes” in addition to “cupcakes.”

Step 3: Use Keyword Research Tools

The keyword research tools Google Keyword Planner and SEMrush and Ahrefs and Moz help businesses gain
important data about search volume together with competition and keyword recommendation. The tools operate
to lengthen initial keywords by supplying new search phrases which correspond with business requirements.
Example: The query "running shoes" in Google Keyword Planner results in user-generated keyword
recommendations which include "best running shoes for flat feet" together with "cheap running shoes online"
and "best shoes for long-distance running."

Tools available in the market assist businesses in checking keyword metrics which include search frequency
numbers and competition ratings and associated search terms.

SEMrush allows users to evaluate the search frequency and market competition of "SEO services" while

generating alternative keyword possibilities for optimization.
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Step 4: Identify Search Volume and Keyword Difficulty

A comprehensive evaluation requires analysts to assess both the frequency at which people search for specific
terms while simultaneously determining their degree of seller competition.

Keywords displaying decent search volume indicate that individuals really want to look for this search term. To
maximize strategic search results both high-volume keywords and low-volume keywords such as long-tail terms
should be included in the strategy because they tend to be less competitive.

Example: The "best running shoes" search volume is high but targeting "best running shoes for flat feet"
represents an achievable opportunity which matches the topic perfectly.

The assessment of keyword difficulty shows the challenges that exist to rank for a specific keyword due to
competition. The challenge of ranking for highly competitive keywords makes it essential to find search terms
with manageable difficulty levels according to competitive landscapes.

The keyword "fitness tips" belongs to a difficulty level that makes ranking for it problematic. Since the keyword

"beginner workout plans" contains less competition, it would provide a better strategic option.

Step S: Analyse Search Intent
Search intent analysis matters since different customers use keywords for diverse reasons so pick expressions
which reflect their current requirements.
Types of search intent:
e The user requires informational data such as "how to make a website" for their research needs.
e Users who need to locate particular websites particularly want to access specific sites such as "Facebook
login."
e The user has buy-related activities in mind when interacting with a system (e.g. "buy running shoes").
e People who engage in commercial investigation conduct search activity to compare choices before
buying products (such as "best laptop for gaming").
e Online shoppers seeking kitchen gadget blenders will use terms like "best blenders for smoothies" but

when they want to purchase a blender, they search using terms like "buy blender online."

Step 6: Check the SERPs (Search Engine Results Pages)
The search for target keywords on Google enables observation of specific result features such as featured
snippets and rich results alongside videos. Knowledge about how Google presents search results enables

optimization of content through available opportunities.
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Example: The search query "how to train a dog" often shows a featured snippet with an instant answer and
sometimes a YouTube video takes the leading position in the results. The process of effective ranking for these
search terms requires optimized content for SERP features.

Analysing what content the top-ranked competitors have developed helps viewers determine how challenging
the keyword competition is.

Example: A user who looks up "best hiking boots" will see Amazon Holdings Inc. at the search result's top
position. A smaller site should target the more targeted keyword "best hiking boots for women" when pursuing

ranking positions.

Step 7: Consider Long-Tail Keywords

Long-tail keywords consist of speciality expressions that combine multiple words creating queries with reduced
search traffic although they present better-ranking possibilities. The targeted search keywords attract customers
who match the product specification which frequently results in better conversion rates.

Example: High-ranking performance for dog food content becomes more probable by focusing on search-
specific terms such as "best organic dog food for puppies" or "grain-free dog food for sensitive stomachs."

The search volume of long-tail keywords remains lower because such terms efficiently target specific customer

groups through precise terms.

Step 8: Analyse Competitor Keywords

This methodology allows evaluation of competitors' ranking keywords through tools such as Ahrefs or
SEMrush so users identify various possible keywords they have not yet targeted. The evaluation of competitor
keywords enables users to find underutilized keywords which create potential opportunities to defeat their
competition.

Example: The keyword "fitness apparel" shows potential because a competitor successfully uses it as a ranking
target but the business has not yet implemented this keyword in its strategy.

Competitor keyword strategy reviews enable users to locate weak areas that present opportunities for
improvement. Better content creation enables you to outrank the competitors who currently occupy those
keyword positions.

Example: A subpar competitor ranking for "dog grooming tips" allows a business opportunity to produce a

superior guide which will result in an improved search position.
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Step 9: Refine and Prioritize Keywords

Upon arriving at a large set of potential keywords, the next step would be to refine them to ensure they are both
aligned with business objectives and likely to be what their target audience is searching for, they’re not being
overwhelmed by the competition for keywords, and they have sufficient search volume to warrant the creation
of multiple pages around them. The selected keywords need to maintain close correspondence to business
targets and how users from the target market search online.

Example: The important keywords which drive traffic to an online running shoe store include “buy running
shoes” and “best shoes for running.” The goal is to optimize the "buy running shoes online" keyword since it
shows strong potential to reach a top spot in search results.

Businesses should concentrate efforts on both dominant head terms along with particular long-tail keywords
because it increases reach and improves ranking positions.

The business operating in organic skincare can bridge between its primary keyword "organic skincare" and

target both "best organic skincare for dry skin" and "natural skincare routine for oily skin."

Step 10: Create a Content Plan Around Keywords

The chosen keywords need high-quality valuable content production for optimization. The audience
expectations should be understood through search intent and helpful content should be provided.

To satisfy user needs regarding "buy vegan protein powder" users will find benefit from a comprehensive post
which evaluates various options while giving recommendations for acquisitions.

A proper implementation of on-page SEO elements requires optimizing both the page title along with headings
and meta descriptions and the URL structure with the targeted keywords.

Example: The content related to "best laptops for gaming" must include this keyword in its page title and
deliver comprehensive information about gaming laptop choices together with their benefits along with

negatives and user perspectives

Step 11: Track Performance and Adjust

The selected keywords need performance tracking through tools that include Google Search Console and
Google Analytics. The tracking system needs key performance indicators of traffic levels together with rankings
and conversion achievements.

Example: A reporting process to monitor two metrics is mandatory after implementing the keyword "buy vegan

protein powder" optimization to assess both search engine rankings and sales performance.
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The keyword evaluation leads to modification of existing content and fresh keyword selection and adaptation to
new market trends. SEO requires continuous maintenance since it runs as an ongoing process.
The well-performing keyword "best gluten-free running shoes" opens opportunities to create additional content

that improves its results.

Knowledge Check 2 /Ol ' —

State True or False:

1. Using too many keywords on a webpage, also known as keyword stuffing,
can negatively impact SEO rankings.

2. Long-tail keywords are less specific and more competitive compared to
short-tail keywords.

3. Search engines no longer consider keyword relevance when ranking web

pages.

2.4 Search Engine Marketing and Search Engine Advertising

2.4.1 Search Engine Marketing

Organisations use Search Engine Marketing as a promotional technique to elevate their content position when
customers perform search engine inquiries. The approach functions like search engine optimisation (SEO) yet
search engine marketing involves paying for advertisements. Through search engine marketing organizations
achieve better results when they direct consumers toward their product offerings. Companies acquire positions
on the top-ranking search engine results to display personalized advertisements by utilizing an auction system.

Google and Yahoo along with Bing compose the set of most regular search engine platforms.

Search engine marketing functions through five specific steps:
e Step 1: Users involved in website product searches tend to employ specific terms or keywords when
making their selections.
e Step 2: The businesses must arrange possible topics for ranking in a spreadsheet format. Each topic
should directly match the products and services which they expect consumers to primarily demand.
e Step 3: The team then needs to expand the topics and choose specific words and expressions which

match their consumer search habits. The process of selection identified by keyword analysis reveals the
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most frequently used keyword. Keyword analysis requires specific tools like Google Analytics and
WordStream together with Hubspot source report to assist in this process. The exact phrases which
consumers use for their searches need to match the chosen keywords precisely.

e Step 4: The marketers acquire specific keywords through bidding after which they secure premium
placement of advertisements above regular search results.

e Step 5: The search engine providers accept payments according to users who click their advertisements.
Users or consumers trigger payment tracking through their website link clicks to receive their specified

compensation based on click counts.

Importance of SEM
The main reasons behind why SEM marking strategies matter include:

1. Digital marketing: Customers decide to shop through online purchases more frequently. Digital
marketing expansion through SEM campaigns happens through keyword selection which targets potential
customers who show interest in the offered products and services. An SEM campaign directs itself
towards the keywords that generate the highest return on investment.

2. High conversion rates: SEM marketing presents a major benefit because it places products in front of
potential customers just when they begin searching for something to buy. Customers looking to buy food
processors online view a company's product advertisement first when a business buys an ad for the
keyword "food processor." SEM brings visitors who click ads to your website because they intend to
purchase thus your organization can enhance both customer conversion rates and purchase intention.

3. Speed: SEM practices generate quicker traffic growth than SEO methods since content optimization
under SEO can take extended periods of time to research relevant keywords. SEM immediately displays
products and services at the highest positions within SERPs thus aligning products at front position for
customers to see.

4. PPC Model: Organizations use the PPC model to pay for ad clicks as part of its cost-effective strategy
that operates similarly to cost per engagement. Businesses have full control over advertising expenses
through CPC setting and daily budget restrictions. A product successfully performing under SEM
campaign conditions may achieve high SERP positions which eliminates the necessity of continuing

SEM campaigns.
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5. Segmentation: With SEM campaigns users can choose specific targeting criteria including both
keywords and geographic regions as well as language preferences and online behaviour which helps them
reach only potential customers.

6. Deep insight: Through Google Analytics organizations gain precise real-time data reports that monitor
SEM campaign activities. The real-time performance reports from SEM campaign ads supply
organizations with beneficial information that enables them to find ways they can optimize their

advertising efforts.

2.4.2 Search Engine Advertising

Online marketing consists of search-engine advertising (SEA) as one of its organizational branches. A text or
image advertisement exists on search engines Google and Bing. The search engine algorithm displays these
advertisements at the top of the search engine results page. The revenue stream for search engine providers
includes this method as the major foundation of their income. The affordable nature of search engine
advertising lets businesses enhance their brands effectively since prioritized rankings in SERPs boost product
and brand visibility.

Search engine advertising serves as a component of marketing or branding approaches. Search Engine
Advertising sets its main performance target at boosting click-through rate because website advertisement
posting helps drive up click numbers immediately. A high Conversion Rate in SEA drives the amount of

advertising expense and effects the ROAS (Return on Ad Spend) calculation.

The display campaigns of search engine advertising create advertising pressure through their displayed page
impressions. In the e-commerce industry most advertisements that customers use represent a Search Engine
Advertising technique which serves the purpose of producing conversions from users. Increasing the number of

sales serves as a primary goal for this specific marketing objective.

Search engine optimization techniques enable advertisers to control their numbers of newsletter subscribers,
downloads, reviews, and leads. The practical implementation of SEA measures is defined by the advertising
budget together with the real-world usage of research keywords.

Traffickers who advertise on search engines bid for market control through an auction system that focuses on
relevant keywords. Click procedures are separate from bidding methods inside the system. Advertising ads cost

per click do not depend on an initial $100 bid for a specific keyword. The selection of keywords completely
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determines ad visibility and, depending on the given keywords, insufficient keyword research can result in
lacking the opportunity in the segment of the target market. Choosing the right keywords brings the ads higher
in search results and improves the cost optimization.

SERP rank also depends significantly on your Quality Score together with having an aggressive CPC bid and
specific keywords.

Search engines employ Quality Score as a measurement to determine the extent to which your ad aligns with
user needs while matching search intent of the target audience to show the most relevant search outcomes. The

calculation of Quality Score by SEM platforms depends on several evaluation elements.

Max Bid X Quality Score = Ad Rank —> Position
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Fig 2.7 Calculation of Ad Rank

Impacts of SEA on SEO

The methods used in search engine advertising do not contribute to SEO but they can influence website position
in search results. The search engine advertising channel provides secondary impacts that affect the rankings of
websites. When an online shop boosts its advertising performance through SEA which leads to greater visibility
its brand name becomes more likely to receive direct website inquiries. The website gains increased domain
trust as well as brand reputation resulting from this approach. After the Vince Update the brand ranking in
SERPs gained higher prominence. When users encounter a familiar brand through successful SEA advertising,
they will now identify it in their organic search results regardless of its position and choose to click on it.
Google along with other search engines receives visit data about websites through the SEA platform. SEA
measures which contribute to a higher click rate together with a lower bounce rate get evaluated favourably
which results in website quality improvements. The successful implementation of SEA measures leads to more
popularity for websites and web shops which results in increased offline access through personal

recommendations.
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Did You Know? ,\ﬁ/\—
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e The total value of digital search advertising within the United States
during 2016 amounted to $29.24 billion. The digital search advertising
expenditures exceeded $19.1 billion in the initial six months of 2017. The
market value is predicted to exceed $40.6 billion during 2019.

e Search advertising expenditures occupy approximately half of total digital
advertising expenditures.

2.5 Google Ads

Google operates Google Ad as a pay-per-click advertising platform which they manage from their headquarters.
Google Ads stands as the largest online advertising network which serves customers throughout all corners of
the world. Multiple millions of businesses implement Google advertising to find new clients and accomplish
their business objectives for sales as well as marketing and revenue.

The decision to use Google Ads allows advertisers to reach their target audience through various online
networks.

1. Search Ads: Businesses using this platform develop text advertisements to match search keywords used
by Google users. The service positions its content at key spots where intended customers initiate their
buying process. Search ads stand as one sole variety within PPC advertising yet people commonly refer
to PPC by using the term Search ads. People also refer to this process as paid search.

2. Display Ads: Google Display Network provides advertisers with the possibility to choose from visual
banner-style advertisements during site visibility. Approximately 90% of global internet users can be
reached through the Google Display Network which presents a huge audience base. Two PPC options
produce better results if advertisers combine them in their campaigns.

3. Shopping Ads: An account connection between your product feed enables Google to display your
relevant merchandise to users who search on Google Search and the Google Shopping tab as well as
various Google Shopping network placements. Customers can either make purchases through the
advertisement or visit the product page by clicking the links.

4. YouTube Ads: Through Google Ads, you have the option to generate video or display versions which

appear on YouTube search results and videos.
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Many advertisements within Google Ads support varied goals because they serve distinct functions. The
networks allow users to run different campaigns with their own unique settings among placement options and

formats. Multiple networks become accessible for advertising through the campaign types feature.

2.5.1 Working of Google Ads

Participating actors within Google Advertising consist of three components including the visitor as well as the
advertiser and the Google Ads platform. Through their unique functions these parties enable Google
Advertising to function successfully by producing profits for advertisers while presenting suitable products to
customers.

Google Ads operates according to these following stages:

1. Advertisers Bid on Keywords in Google Ads: Advertisers specify their target keywords for SERP
advertising through bidding to Google. One can set Google Ads keyword bids anywhere between a few
dollars up to hundreds of dollars. Promoters usually determine their daily financial constraints for each
separate keyword entry. Your advertising costs remain within any budget because Google Ads allows
you to customize the ads for different business conditions regardless of business size or available
resources. Through Google Ads you can control your ad spending amount while remaining within a
monthly budget and you maintain full flexibility to halt or pause advertising.

2. Prospect Search for a Keyword on Google: The prospects viewing the SERP encounter advertisements
which provide solutions matching their search intent. The website displays advertising content based on
its success in achieving high ad rank levels.

3. Google Displays Ads for Keywords Based on Ad Rank: Immediately after users input their search into
the search bar the SERP emerges and Google swiftly executes an operation known as ad rank. The
positioning for number one advertisers in this process occurs in immediate order based on the total ad
spaces found on the Search Engine Results Page. Google combines key phrase quality ratings with the
total number of bidders to determine the positions for all listed advertisers from spot one through
consecutive ranks.

4. Customer Clicks on One of the Websites Listed on the SERP: When users view search results for
their entered keyword they will choose the advertisement with the most suitable intent match. Users then
might either make a purchase from those pages or re-visit the SERP to select either a different
advertisement or an organic listing. The search procedure sometimes terminates when customers neither

click a website nor complete a purchase.
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Fig 2.8 Google Ads Ecosystem

2.5.2 Benefits of Google Ads

1. Bring Results Quicker: The lengthy nature of search engine optimization (SEO) remains understood by
marketers yet displaying results in search lists remains crucial in present times. Some advantages from
Google Ads become accessible to businesses shortly after implementation. Successful execution of your
Ad campaign allows you to select multiple target keywords at once. Your ad is displayed at the top of the
page thus allowing people to view it before anything else thanks to its prominent location.

2. Use the Power of Intent: Through Google Advertising you can access the potential of users who come
seeking specific items. People who use social media platforms do not seek advertisements during their
browsing activities. Users will continue scrolling when an advertisement fails to interest them. Users
have different behaviours when they perform searches on Google when compared to normal social media
browsing habits. The website users intend to search for something. Businesses that use well-optimized
Google AdWords advertisements will connect with users who search for their offered products or
services. The ads become more attractive to users when they meet their requirements.

3. Cost-effective Advertising: Businesses pay Google Ads a fee only when users click on their displayed
ads through the PPC (pay-per-click) system. User engagement through Google AdWords pays for itself
making this advertising platform economical for businesses. Companies using Google Ads can define
their financial parameters plus modify ad bids based on specific budget limitations to maintain

advertising cost control.
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4. Competitive Edge: Businesses suffer from a major disadvantage when users search for products related
to their services because their competitors run ads but they do not. Immediate loss of business happens
because of this situation. Competitive market success requires understanding what your competitors do
for business promotion through their strategies and advertisements. Google Ads enables simple
monitoring due to its transparent nature. The key to market success is using available opportunities to
establish distinctiveness against other industry competitors.

5. Build Brand Awareness: Google Ads support user traffic growth along with improving both click rate
and conversion numbers as they enhance brand visibility. Using the display network feature of Google
Ads allows users to reach more audiences for brand recognition. The strategy enables brand awareness
growth by letting advertisers build their brand with enhanced visibility.

6. Ad Customization and Testing: Google Ads provides users the capability to produce customized
advertisements using brand messaging and defined commercial goals. Companies can make various
testing combinations between ad formats along with descriptions, headlines, and CTA (call to action)
elements to achieve optimal results. Businesses can utilize A/B testing for ad variation analysis which
helps them develop strategies by referring to collected data.

7. A Flexible Marketing Platform: Regular Google Ads users maintain that this platform offers adjustable
marketing solutions which benefit companies across the spectrum of sizes and types. Google Ads allows
users to easily adjust campaigns for particular online audiences. The platform enables advertising to
multiple device owners and users situated in different areas and Google domain webpages with Google
Ads implementations.

8. Take Advantage of Google’s Massive Reach: The widespread interchangeability between Google's
brand name and specific terms verifies that Google stands as a top digital force. The search engine
processes more than 2 trillion combined with 5 billion daily inquiries throughout the year. Multiple
hundred thousand opportunities exist for businesses to display their advertising content to potential
customers seeking their offered products or services.

9. Easily Track Ad Performance: Tracking performance is enabled through Google Ads when operators
use multiple keywords as part of their strategy. Google Ads allows advertisers to view who clicks their
ads and identify the most effective keywords and see the amount of leads generated with cost data for
each lead. The tracking system provides valuable insights that allow marketers to determine successful

and unsuccessful marketing strategies.
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10. Advertise With Any Budget: Google Ads enables the modification of keyword prices according to
individual business offers. The most expensive search terms belong to highly competitive market sectors
and users must pay high quantities for each click. On average users pay $1-2 for Google Ads search

network per click operation. Businesses together with marketers can enter the online market regardless of

their budget limitations.
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e Businesses generate $3 in revenue from Google Ads campaigns that
cost $1.60 per dollar (Google Economic Impact Report).
e Truncated search ads retain 89% of their created traffic volume
even after being disabled from service. (Google Al Blog).
e The top three positions in paid advertising capture all 46% of user
clicks according to PPC Protect data.
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2.6 Summary

% Through search engine bot crawls web pages perform indexing of content materials to produce

rankings of relevant search results. Search engines evaluate thousands of components related to

content links and site architecture to select superior pages for search results.

% The reason which drives users to perform searches constitutes search intent. Users approach search
engines either to seek information, conduct transactions or locate a particular website. Google search
rank optimization depends heavily on tracking user search intentions because this allows content

creators to build material that matches user needs and climbs search results.

< Website optimization through On-page SEO lets search engines understand page relevance for
queries by optimizing website content, title tags, meta descriptions and URLs and images. Through
this optimization website users can achieve a better experience while remaining longer on the
platform.

% The systems that make up off-page SEO occur outside website domains by creating backlinks and

maintaining social media profiles while engaging with influencers. External signals sent to sites help

authorities to establish trust while earning higher positions in search engine results.

« Search engine optimization begins with keywords because these terms identify the search phrases
that users apply to find online content. Through competent keywords studies businesses can locate
search terms which attract many users while having minimal competition allowing them to reach

important target audiences.

« The practice of optimizing keywords on web pages occurs by placing appropriately selected terms
deliberately into page titles as well as headers and meta descriptions and body content text. When
keywords are used correctly in content search engines gain a better understanding of page topics
which boosts the page position for associated queries.

« The combination of paid and organic techniques under SEM helps websites achieve higher organic
positions on search engine results. SEM campaigns use both paid advertising with Google Ads and

organic SEO techniques to establish an extensive system that grows website traffic.

2
L X4

The term Search Engine Advertising (SEA) describes paid advertising that appears on search engine
platforms primarily through Google Ads. Users can view advertisements through Google Ads
whenever they perform keyword searches because advertisers have previously bid on these specific

terms to secure that placement.
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« Businesses through Google Ads platform select particular keywords to create advertisements that
protect specific search terms. Google search results and Google's advertising network show these ads
which provide organizations with an effective way to bring traffic to their websites through their
targeted delivery.

« Thorough Google Ads campaigns need users to target specific keywords while writing strong ad
texts along with sufficient budget allocation combined with measurement tools including CTR and
conversion tracking for improved results. Advertisers have the ability to adapt their content based on
what phase of customer engagement the target audience currently resides in.

« The acquisition of links from influential websites constitutes the vital off-page SEO approach known
as link-building. Search engines trust websites more as their number of quality backlinks builds up
which leads to enhanced ranking positions and natural website visitor increases.

2.7 Key Terms

1. Search Engine Optimization (SEO): The process of improving website visibility on a search engine,
like Google. It involves the optimization of both content and technical aspects. This includes keyword
research, content creation, and enhancing on-page as well as off-page factors for better ranking in search
results.

2. Search Intent: The underlying goal a user has when entering a query into a search engine. It can be
informational (seeking knowledge), transactional (looking to buy something), or navigational (seeking a
specific website or page).

3. On-Page SEO: The practice of optimizing aspects of a website's individual pages, content, meta tags,
URLs, images, and internal linking to rank better in the results of organic searches and improve
usability.

4. Off-page SEO: It is the practice that is performed out of the website to make the website authoritative
and trustworthy, building backlinks, social media marketing, and brand mentions. This action improves
a website's reputation and its rank in the search engine.

5. SEM: The larger digital marketing umbrella that includes both paid search engine advertising (Google
Ads) and organic SEO. SEM tries to increase a website's visibility by both paid ads and organic
rankings.

6. Search Engine Advertising (SEA): Paid advertisement on search engines for visibility and traffic.
They will bid keywords and, with each search request on the net by users who searched for them, their

paid advertisements will come out in search results, mainly on top of or bottom pages.
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7. Google Ads: It is provided by Google whereby companies could create paid advertisements that appear
in the search results on Google and on other websites part of Google's networks. Google Ads enables
targeting ads to specific audiences based on search behaviour by leveraging keyword bids.

2.8 Descriptive Questions

1. Through which process would you connect your website content plan to informational search intent and
transactional search intent and navigational search intent so that user requirements get addressed well?

2. Which on-page elements receive priority treatment during the optimization process for webpage
enhancement of search query relevance and usability?

3. The website holds limited backlinks so what would your approach be to build search engine trust
through off-page SEO works?

4. To select suitable target keywords for a website, which customer would you execute research while
maintaining equilibrium among search volume and competition and audience connection?

5. You have a situation with organic search results and paid ads. What comprehensive search engine
marketing methods would you design to synchronize both marketing elements for the maximum traffic
outcome?

6. In developing SEO content strategies how would you verify that your content material meets designated
keywords and addresses precise user search requirements for maximum audience interaction?

7. What would your method be for enhancing website speed together with mobile accessibility and page
structure to lower user site departure and raise the duration visitors spend on your platform?
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Answers to Knowledge Check ’Ol I—

Knowledge Check 1:
1. True 2. False 3. False
Knowledge Check 2:
1. True 2. False 3. False
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2.10 Case Study

SEO Optimization for a Travel Blog

Introduction

O

Any digital business needs Search Engine Optimization (SEO) because it determines the visibility and
natural traffic of their website. The research investigates a travel blog's difficulties in obtaining better
positions for relevant search terms within its crowded industry. Through deliberate SEO strategies
targeting specific search terms the blog modified its rankings in search engines to attract more visitors

who spent longer times on website pages.

Background

A team of enthusiasts launched the travel blog to distribute travel experiences together with tips and
direction guides. The valuable content in the blog suffered from inadequate traffic from search engine
organic results. Multiple posts on their site occupied positions on lower Google search result pages

because poor SEO practices made them nearly invisible to potential readers.

Problem 1: Low Keyword Ranking and Limited Organic Traffic
Active content production did not lead to better search engine rankings for three important keywords
including "best travel destinations" and "budget travel tips" as well as "solo travel guides." Many high-
volume keywords positioned the blog on pages 3 through 4 that led to minimal organic performance.
Solution: Keyword Research and Content Optimization
e The blog executed extensive keyword analysis through Google Keyword Planner and Ahrefs
tools to discover lesser competitive lengthy search terms that connected with its primary
subjects.
e The team refined all existing blog posts by integrating additional focused keywords and
strengthening both meta descriptions and content with deep information such as trip plans and

economic analysis and specialist guidance.
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Problem 2: High Bounce Rate Due to Poor User Experience
A significant percentage of visitors abandoned the website right after reading one blog post so the
bounce rate exceeded standard measurements. Modern readers abandoned the site too quickly due to
slow page loading speeds together with an old-fashioned appearance and limited connections between
posts.
Solution: Website Speed and Design Improvements

e The optimization team compressed images then established caching protocols to speed up website

pages and improve their loading time performance.
e The blog optimized its interface to align with mobile supports while defining clear path

connections to relevant content sections thereby stimulating user movement across different pages.

Reflective Questions

1. How can an e-commerce business apply similar SEO strategies to increase product page visibility
on search engines?

2. The relationship between high-quality content and search engine optimization functions in what
ways and what methods exist for businesses to achieve positive results in keyword implementation
without compromising their writing standards?

3. How can website design influence SEO, and what are some ways to improve user experience

without sacrificing performance?

Conclusion

The travel blog earned significant growth in search engine organic visitors together with user
participation following its specific SEO enhancement steps. The blog enhanced its rankings and
maintained higher visitor retention through its concentration on keyword optimization together with
content enhancement and site performance speed and user interaction elements. The example
demonstrates why businesses need to apply combined SEO approaches with technical optimization

together with content improvement for sustaining long-term achievements.
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Unit 3: Social Media Marketing

Learning Objectives

1. Learners will understand the fundamentals of Social Media Marketing and its benefits in building
brand awareness, customer engagement, and business growth.

2. Learners will examine the role of brand communities and how close relationships with customers are
associated with loyalty, advocacy, and long-term success for brands.

3. Ability to set SMART goals for social media marketing by the learners that would help them plan
strategically, measure the results, and then improve on a continuous basis.

4. Learners will review various social media strategies and tools, applying best practices to optimise content

effectiveness and audience engagement.

Structure

3.0 Introductory Caselet

3.1 Introduction and Benefits of Social Media Marketing
3.2 Brand Community and why it matters

3.3 Goal setting for Social Media Marketing

3.4 Summary

3.5 Key Terms

3.6 Descriptive Questions

3.7 References

3.8 Case Study
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3.0 Introductory Caselet

“Elevating Brand Engagement Through Social Media Marketing”

FreshBites, a growing organic snack brand, aimed to increase brand awareness and engagement among
health-conscious consumers. Despite having a strong product line, their social media presence was
minimal, and their follower engagement was low. They needed a strategic approach to leverage social
media marketing effectively.
FreshBites struggled with low visibility on platforms like Instagram and Facebook. Their posts had
minimal reach, engagement, and conversions. Without a clear strategy, their efforts in social media
marketing did not translate into increased brand awareness or sales.
FreshBites implemented a structured social media marketing strategy by:
1.  Content Strategy: Creating high-quality, visually appealing content that highlighted their
products, customer testimonials, and healthy lifestyle tips.
2. Influencer Collaborations: Partnering with fitness and health influencers to promote their brand
and reach a wider audience.
3.  Engagement Initiatives: Running interactive campaigns, giveaways, and polls to encourage
audience participation.
4.  Paid Advertising: Investing in targeted social media ads to reach potential customers based on

their interests and behaviors.

Within six months, FreshBites saw a 75% increase in social media engagement, a 50% rise in website
traffic from social platforms, and a significant boost in sales. Their brand became more recognized within

the health and wellness community.

Critical Thinking Question:
If FreshBites had to choose only one social media marketing tactic to focus on due to budget constraints,
which tactic should they prioritize and why? Consider factors such as audience engagement, reach, and

return on investment.
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3.1 Introduction to Benefits of Social Media Marketing

Organisations use social media sites to promote their products through social media marketing processes.
Through social network content production and distribution, companies reach their branding goals alongside
marketing objectives. Social media marketing has become the leading digital marketing approach that all

organizations from various industries including small businesses utilize for its broad reach.

Users share the content produced by social media marketing to expand brand visibility and increase its network
reach. The content platform offers a wide variety of posts which include both written content like blog posts and
video content and product review images as well as interactive elements. Through social media marketing,

companies make direct contact with their customers to build ongoing relationships with them.

Through social media marketing, enterprises achieve the development of customer loyalty while establishing
trust between themselves and their clientele. The practice of active customer interaction and question response
demonstrates to customers that organizations both recognize and react to their concerns and requirements.
Relationships based on trust with customers develop through this practice which creates loyalty and boosts sales

numbers as well as maintains loyal customers.

Two other successful methods of social media marketing include brand awareness alongside customer
engagement. Social media platforms enable companies to conduct marketing activities and promotional
campaigns which target broad audiences of potential customers. Through social media publicity the company
both raises awareness about its identity and promotes its products and services so website visitors increase for

eventual purchasing.
3.1.1 Getting started with social media marketing

Before beginning a social media marketing strategy, you must understand how social media works. Following

are methods to get started with social media marketing:
1. Establish Social Media Presence

The first step when establishing a social media presence should include the following:
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A. Identifying the Target Audience

The first step requires businesses to define their target customer group. The selected target audience determines
both the social media platforms to use and the most effective message creation methods. Creating a personalized
brand presence requires companies to identify their target audience’s demographic characteristics, including age,

gender, interests, and geographical location.
B. Selecting Social Media Platforms

Social media platforms must align with the goals of the chosen audience. Businesses must select networks
according to their target audience matching because social networks operate with distinctive user systems and
functionality. Social media selection for businesses depends on their content distribution methods while also

considering regular posting schedules to execute pre-established social media targets.
C. Creating Social Media Profiles

Companies need to develop profiles for their chosen social media platforms which should present their brand
faithfully. Businesses should maintain brand consistency throughout their social media pages to achieve this
goal. Organisations must implement uniformity by maintaining the same profile images together with cover
graphics and repeating vital information about their company including website addresses and contact details.

Pyramid Media Optimisation should be executed for businesses to achieve better visibility in search results.
2. Developing Content

Content development stands as the subsequent step of the procedure.

A. Defining Goals and Objectives

Content creation demands precise objectives which need to be established prior to creating compelling content.
When determining what goals need to be achieved the content stays focused on its expected outcomes. The
established goals and objectives must have measurable elements yet they need to be realistic and capable of
achievement. Content creation requires audience demographics analysis because creators must develop content

that suits audience interests.
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B. Creating Engaging Content

Successful execution demands the creation of content materials with built-in audience-grabbing elements.
Finalizing the correct content platform among articles and videos with podcasts and infographics ensures success
in audience engagement. The content planning should focus on audience-related ideas in order to generate
enduring engagement from readers. The use of an uncomplicated writing style enables better understanding

which makes information more easily digested and rich.
C. Utilising Visual Content

Visual content which includes images and videos and infographics enhances audience engagement to a great
degree. Visual communication stands out to audiences more effectively and thus generates higher sharing
potentials that boost information distribution. Media choices should focus on matching both relevance to the
content and audience preference since ideal quality matters in selecting media. When integrating multiple visual

components that include graphics and animations the impact on audience engagement increases.
3. Promotion

After content development comes the essential process of proceeding with its promotion.

A. Utilising Paid Advertising

The use of paid advertisements provides an efficient method to promote both commercial goods and business
offerings. The advertising campaign combines search advertising examples like Search Engine Optimisation
(SEO) and Pay-Per-Click (PPC) advertising which display advertising and social media marketing functions.
The achievement of paid advertising depends on both accurately identifying target audiences and delivering

advertisements to their intended audience.
B. Leveraging Influencers

Market promotion benefits strongly from influencers because they have built solid relationships with their
audience. Through involved viewership influencers deliver promotional information that improves brand
recognition beyond standard independent advertising. Through this process businesses develop increased

trustworthiness along with access to prospective customer bases.
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C. Tracking and Measuring Performance

The assessment of promotional activities enables organizations to determine winning approaches and weak
points in their strategies. Three analytics tools of Web analytics, A/B testing, and surveys help identify the
performance levels of marketing campaigns. Performance monitoring allows companies to optimize their

promotional tactics for maximizing ROIL.
3.1.2 Social Media Marketing Strategies

A business depends heavily on an established social media marketing strategy to reach its goals. Organisations

that want to reach their marketing objectives should follow these vital strategies.

1. Establishing Goals: Any social media marketing project requires objective definition prior to its initiation.
The three main social media marketing goals consist of brand awareness development alongside visitor
website traffic growth as well as audience growth expansion. Business requirements need specific goals as
foundations for creating an effective strategy model.

2. Analysing the Audience: Acquiring an understanding of the target audience creates a foundation which is
required to develop content which they find relatable. Statistical analysis of audience demographics such
as age, gender, interests, and preferences helps create content that directly appeals to them."

3. Creating a Content Strategy: The next business task involves content creation after defining
organizational goals and thoroughly understanding customer traits. The target demographic requires an
interactive media content solution set that satisfies their specific requirements. Social media enables
audience engagement through appropriate selection of media types including pictures and audio-visual
content and written material.

4. Utilising Automation Tools: A social media strategy requires the use of automation tools to function
properly. These tools help users make post schedules and manage conversations together with providing
performance measurement capabilities. Businesses should utilize automation for routine tasks because this
practice lets employees focus on essential organizational needs.

5. Leveraging Influencer Marketing: Influencer marketing delivers an effective solution to increase
audience contacts and gain their trust as customers. Businesses that direct their efforts toward influencers
who specialize in their industry sector and who have interactive audiences will receive support that fortifies

content credibility and visibility.
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6. Tracking and Measuring Results: The evaluation of a social media marketing strategy needs ongoing
monitoring to establish its effectiveness. A systematic assessment involves monitoring how social media
engagement increases the number of followers and how engagement metrics impact likes and comments
and how this affects website traffic. The evaluation process allows for necessary adjustments to optimise

strategy performance.

Establishing Goals

Tracking and Analysing the
Measuring Results Audience
Leyeraging Creating a Content
Influencer Stote
Marketing gy
Utilising
Automation Tools

Fig 3.1 Social Media Marketing Strategies
3.1.3 Social Media Marketing Examples

Social media marketing enables effective customer outreach for acquiring new audiences as well as
maintaining crucial client relationships. Various examples illustrate successful approaches to social media

marketing.

1. Contests and Giveaways: Social media platforms use contests and giveaways as popular strategies to
boost customer participation. These strategies help business organizations raise brand visibility while
motivating users to join their activities. Product and service promotion through social media is achieved
through a variety of contests which include both caption competitions as well as challenges that require

participants to post photos of these brand items. Social media users can enter giveaways through
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sweepstakes for a chance to win prizes. Businesses use these promotion tactics to show their products to
customers and build reliable customer relationships which lead to new sales opportunities.

2. User-Generated Content (UGC): The material produced by consumers instead of brands contains reviews
together with photos and videos and social media comments about products or services. User-generated
content stands out as an excellent customer-engagement platform because it supplies genuine material that
connects with consumers naturally. A brand that uses UGC lets its customers establish trust while creating
brand awareness and building community connections with their targeted audience.

3. Paid Advertising: Social media advertising services serve as an efficient tool to boost brand exposure as
well as attract prospective clients through targeted advertising methods that generate conversions.
Companies can craft particular advertisements by examining which interests and specific areas and
particular groups their target audience belongs to. Through paid advertising companies can achieve
widespread distribution of their products and services. Through paid advertising businesses execute
promotional campaigns and run special offers while conducting visitor-referral activities that direct users

towards their website pages and organize customer contest events.

Examples:
Multiple brands achieve active audience engagement through social media campaigns which also help them

advance their brand values. Multiple beneficial social media marketing campaigns exist as demonstrated below:

1. Dove’s #ShowUs Campaign: Dove runs marketing campaigns which speak directly to its customer base.
The #ShowUs campaign introduced itself to address traditional beauty norms through an inclusive content
platform. The initiative showcased that beauty manifests in various ways through representatives who
included women along with non-binary persons. The collaboration between Dove and Getty Images
alongside Girlgaze Photographers generated media content that represented beauty in a more diverse
manner.

2. Apple’s "Shot on iPhone" Challenge: Apple designed its "Shot on iPhone" advertising initiative to
demonstrate the cutting-edge camera features available in its iPhone product line. Participants were asked
to capture everyday moments in a meaningful and creative way. Users were instructed to submit their finest
iPhone images on Instagram by posting them with the hashtag #ShotOniPhone. Judges from Apple’s
selection committee picked ten winning images for global marketing displays. The marketing campaign

successfully focused on iPhone camera quality by involving participants across the globe.
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3. Starbucks U.K.’s #WhatsYourName Campaign: Starbucks U.K. joined forces with Mermaids to
introduce the #WhatsYourName campaign that supported transgender and gender-diverse youth through
their charity organization. Through its #WhatsY ourName initiative, Starbucks U.K. allowed customers to
have their names written on cups, supporting their personal identity. As a fundraising initiative, Starbucks
launched mermaid tail cookies to support the mission of Mermaids from which the proceeds benefited.
Through this initiative, Starbucks showcased its dedication to diversity while addressing the needs of

Mermaids.
3.1.4 Social Media Marketing Platforms

Social media marketing stands as an economical way for businesses to promote their products as well as increase
audience engagement and strengthen brand awareness. Popular social media platforms used for marketing

include the ones listed below:

1. Facebook

Facebook continues to be one of the top social media platforms used for marketing because it has more than 2.27
billion active users. Facebook Ads and pages and groups work together to help businesses connect with different
audience types because of age demographics and interest-based criteria coupled with behaviour characteristics

and geographic locations.

e The Facebook Ad Manager functions as a platform that helps users design campaigns and conduct
monitoring while managing advertisement content. This platform allows businesses to generate specific
ads while they also control their expenses and perform data analysis.

e Facebook Audience Insights provides businesses with valuable data about their audience.

e Through Pages Manager users can supervise Facebook pages while handling posts and messages as

well as managing customer communications.

2. Instagram
Instagram's billion monthly user base exists because the platform attracts marketing brands that create visual

content through relationships with influencers for their campaigns.

e Businesses can establish targeted advertisements by using Instagram Ads Manager while assessing ad

campaign results.
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e Instagram provides business users with in-depth analytics about audience interactions through its Insights
tool.
e Through Creator Studio, organizations receive assistance with managing Instagram posts alongside

messages as well as analysing their performance numbers.

3. LinkedIn
LinkedIn operates as a business-oriented network for professionals who benefit strongly from B2B marketing
and lead acquisition. This platform enables businesses to establish partnerships with other companies along

with serving as a platform for thought leadership sharing and recruiting potential candidates.

e Through LinkedIn Ads Manager business users gain the ability to produce and control tailored
promotional advertisements.

e LinkedIn Analytics provides insights into audience engagement and ad performance.

e The LinkedIn Publisher platform serves as an official platform to create content regarding industry

developments before distributing them to the audience.

4. YouTube
YouTube, with nearly 2 billion registered users, ranks among the top video marketing platforms. Firms use
YouTube as a platform to display video content that highlights their culture and products alongside their

services to their audiences.

e Facilitates the creation of branded video content.
e YouTube Ads enable businesses to target particular audience segments through their execution process.

e Encourages collaborations with YouTube influencers.

5. Twitter
Twitter disputes itself as a high-speed networking platform which enables immediate user engagements.

Businesses apply Twitter for immediate news delivery and brand communication.

e This platform lets brands distribute blog content in addition to making public announcements and
reporting product-related news.
e Brand visibility improves by using Twitter Ads together with hashtags.

e The real-time capability helps businesses develop better relationships with their customers.
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e The projection for global social media users during 2027 reveals
an estimate of 6 billion.

e The total advertising revenue at Meta stands at $113 billion

e The Instagram application has been downloaded 547 million

3.1.5 Benefits of Social Media Marketing

Through effective social media marketing, brands can reach multiple company goals that include brand
development along with customer activation while optimising sales and understanding market competition. The
strategic use of social platforms enables businesses to create credibility while setting thought leadership positions
and reach more users through search along with improving their return on investment. Following are some

benefits of using social media marketing:

1. Enhancing Brand Presence

Social media marketing produces positive brand perception outcomes through company humanisation strategies
that encourage trust development as well as the growth of customer loyalty and recognition and authority beliefs.
Content which showcases brand members and genuine product users helps establish credibility as well as

trustworthiness.

Consumers put high importance on genuine products and messages. Competitive market success comes to
companies who base their operational decisions on core principles and focus directly on employee satisfaction

and customer needs.

Patagonia functions as one of the prime examples displaying value-driven branding strategies. Yvon Chouinard
became the owner of his company after he transferred control to push for climate change solutions through the
redirection of company funds into environmental projects. By making this decision Patagonia strengthened its

reputation as a company dedicated to social and environmental responsibility.
2. Audience Engagement

Businesses can achieve brand recognition through social media platforms at the same time these platforms give

them direct access to their customer base. Through social media businesses can engage with their audience
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straight away since they can reply to user posts while sharing customer-generated content and responding to

active questions.

Users have the straightforward ability to distribute product and service opinions which produces instant
reactions. Social media brands often select between friendly engagement along with competition or humorous
messaging. This method of individualised contact helps customers feel more devoted while showing better care

toward their particular requirements.
3. Enhancing Customer Service

Social media operates as a supplementary channel for consumer support services and phone and email and chat
systems. Social media exposes all communications making an articulate response to customer criticism build
credibility while demonstrating brand dedication to service excellence and transparency. Addressing issues

within public view keeps existing customers while inspiring trust in new potential buyers.

Internet users need standardised processes to reach customer service through social media while receiving proper
guidance for their inquiries. Approximately fifty percent of users who engage with social media platforms expect
brands to reply to their requests within a three-hour period thus highlighting the significance of fast customer

service.
4. Driving Sales and Conversions

When social media marketing proves successful it leads to improved business sales and conversion rates.
Research data shows that users dedicate about 147 minutes each day to social media yet most social media leads
exist in the awareness stage. Successful content provides attention-grabbing elements which motivate users to

start buying decisions.
S. Establishing Thought Leadership

Companies utilise social media platforms to distribute knowledge alongside industry position-taking which
fosters their authority base across their market. Businesses can use LinkedIn and Twitter and Facebook to

promote original material that develops trust with customers through their platforms.

Research shows that 48% of individuals choose to trust brands instead of picking government or media sources

because they view those options as untrustworthy. Businesses must tackle three vital challenges including
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climate change (52%) and economic inequality (49%) and workforce reskilling (46%) according to consumer
expectations. Companies use social media to exhibit their dedication to social responsibility as well as their

position of leadership in their industry.
6. Competitive Analysis

Social media provides businesses with a useful method to observe industry trends and detect competitors'
business strategies. Reviewing competitor content provides businesses with data that helps both enhance their

marketing strategies while keeping them updated about market requirements.

During slow holiday season sales, the packaging preferences from competitors enable a coffee company to
understand what drives their customers so they can create unique product packaging. Companies can boost their
brand reputation by adopting comparable approaches while adding original elements to them. The counts of
social media user interactions through likes, shares and comments indicate which marketing approaches work

the best.
7. Improving Search Engine Visibility

Through its search engine Google displays social media content that includes Facebook pages together with
Instagram images and tweets. Search engine visibility and search engine rankings will improve through a well-

established social media presence.

Market visibility increases through both tracking popular cultural trends and integrating suitable keywords into
social media platform content. Through Instagram and Facebook users gain the ability to amend their social
media posts to include trending terms announced by businesses. Website content reaches more potential visitors

when businesses post their blogs through social media channels which drives traffic to their sites.
8. Increasing Website Traffic

Each social media post needs to provide users with direct website links which progress them through the sales
process. A successful approach combines user attraction by compelling content which directs visitors to the

website where they develop into paying customers.

Content that reaches high standards on websites through social media platforms helps raise both website visits

and brand notability. Participating in discussion, and engagements add to brand visibility so it drives visitors to
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websites. Social media profiles should include website links for users to access company information without

any difficulties.
9. Generating Leads

Social media platforms serve as viable platforms for presenting products and services to unfamiliar customer
bases. The content presentation shows promise to attract potential customers even if they hesitate to make a

buying decision right away.

Online advertising tools exist specifically for lead acquisition functions. Through Facebook advertising
McCarthy and Stone gained 4.3 times more customers for their real estate projects while spending only half as

much as their traditional advertising scheme.
10. Maximising ROI

Profits from social media marketing originate equally from organic content and from paid advertising. The use
of organic techniques implies unpaid content sharing yet paid advertising focuses on reaching specific customer

groups. When content goes viral through organic means it expands brand visibility free of charge.

Paid social media marketing continues to provide businesses an excellent method to establish connections with
new target groups. Users on social media platforms tend to dismiss content they think is promotional in nature.
Social media ads must have clear labels and strong promotion messages such as discount offers to operate both

effectively and transparently.
11. Retargeting Potential Customers

Social media marketing provides businesses with a way to reconnect with previous customers who left
merchandise in their shopping carts. The marketplace loses approximately $18 billion yearly because of
abandoned shopping carts which occur at a rate of about 70% on average. Ads designed for retargeting purposes

help customers remember unfinished transactions on their online shopping carts.

Facebook utilises Meta Pixel to monitor user behaviour for showing product ads with abandoned cart items. Such

methods bring back customers who left purchases incomplete and boost business conversion metrics.
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12. Understanding the Audience

Social media analytics deliver important market data about what consumers want and their established patterns
and their unresolved problems. Business organisations can enhance their strategies through audience monitoring

to better satisfy customer requirements.

Tools that perform social listening monitor online discussions regarding brands as well as industry trends. The
solution of addressing customer concerns while matching marketing approaches with audience expectations
results in more powerful audience relations. Businesses can use consumer signals of interest in charitable brands

so they can promote their non-profit programs while staying in line with customer ethics.
Contextual Review:
Apple’s Social Media Strategy

Introduction
The world knows Apple as one of the most famous brands because of its constant product innovation and top-
quality offerings along with simple design aesthetics. The global leadership of Apple is characterised greatly by
its innovative marketing approach together with its technological breakthroughs. Apple diverges from standard
social media brand practices by being selective in its social media engagement instead of participating in
extensive mass audience interaction they choose to deliver high-quality content with select interaction strategies.
Traditionally, Apple implements this distinctive approach to ensure its premium brand identity and harness the
power of dedicated customer support prior to their upcoming product releases.
Background
Apple established itself as an industry leader in 1977 along with its historically significant "1984" commercial
launch. The company implements its premium brand image across social media platforms by maintaining
millions of followers on different networks. Apple adopts an unorthodox method in its communication approach
since users only find direct interaction through branded support platforms outside of product content releases.
Key Strategies

e Visual entry points motivate brand awareness under the #ShotOniPhone campaign through premium

content which utilises user-submitted imagery and real life moments.

e The social media operation of Apple consists of two levels in which its core accounts remain dormant

while Apple Support guarantees instant assistance for customer service queries.
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e Apple expands its brand reach through strategic partnerships with famous users who create spontaneous

content to attract new audiences who do not respond to traditional advertising approaches.

e The launch of new Apple products at every step begins with teaser marketing and keynote showcases and

precise social media strategies for product unveiling.
e Appleuses key social matters including privacy rights and sustainability alongside educational initiatives
to maintain both its social values and branding character.

e A consistent style guides all Apple platforms because the company operates under the principles of

minimalist and premium design philosophy.

Results & Impact

Cultural Director Todd Levers confirmed that Apple's strategic utilization of social media produces exceptional
outcomes. Through its exclusive approach and visually remarkable content Apple has obtained dominance in its
market segment. Hundreds of millions of customer interactions and brand interactions occur from user-generated

content joined with influencer co-creations and product storytelling practices that hold customers captive to the

brand.

Conclusion

Through its effective social media approach Apple successfully merges its policy of selectiveness with the power
of interaction. Apple successfully sustains its premium status because it concentrates on exceptional content
delivery with selective engagement and strengthens brand identity which draws significant customer interest.
Apple achieves influence as a digital leader through its skills in anticipating engagement while providing
captivating visual material and maintaining audience value-based alignment which keeps the brand among the

most prominent within digital platforms.

Digital Read

Scan the QR Code to Read!
Apple’s Social Media Strategy: Minimally Showy with
Maximum Impact| Keyhole.co (April 15, 2024).
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3.2 Brand Community and Why It Matters

3.2.1 Brand Community

People who adore a particular brand form brand communities through active engagement with specific brands by
community participation.

Brand communities develop their presence across social media platforms as well as forum-based platforms
alongside planned events. Consumers who develop brand attachment experience loyalty toward the product and
become promoters who boost product awareness leading to better online resources for the brand. Brands which
engage in community-building tasks create a loyal customer base that maintains their existing clientele. Three
well-known brand communities in the market include Apple, Harley-Davidson, and Nike.

A brand community thrives by encouraging user-generated content while builders can select from three cultivation

methods including social initiatives and social networking alongside online platforms.

3.2.2 Types of Brand Community

The classification of brand communities divides them into user-initiated communities formed spontaneously and
company-managed communities that pursue strategic brand initiatives.

User-Formed Brand Communities

Brand communities built by users emerge spontaneously as loyal consumers share common values and interests
in specific brands or products. Customer communities form naturally through online discussion boards as well as
social media networks and basic grassroots movements. The communal platforms give customers the opportunity
to trade feedback and product reviews which builds their relationship with the company brand. Two examples of
these communities exist with the outdoor brand Patagonia and the gaming brand Xbox because their target
audiences engage through discussions while sharing content and shape brand perception.

Company-Sponsored Brand Communities

Operations of company-sponsored brand communities stem from brand strategic development to help customers
bond with the brand. The purpose of these carefully planned environments supports customer interactions for
stronger brand loyalty while allowing direct brand contact with consumers. Multiple platforms such as digital
frameworks and mobile applications along with online discussion areas and real-time events enable their

establishment. The company forums from Apple exemplify this model alongside Nike’s Run Club application

and Sephora’s Beauty Insider customer loyalty program.
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Fig 3.2 Types of Brand Community

Certain essential traits exist which make brand communities successful independent of user-driven or company-
initiated community formation. Successful brand communities consist of passionate members who enjoy vibrant
content through which they develop deep interpersonal connections. The launch of brand strategies significantly
depends on customer insights sourced from brand communities because companies use member feedback to

develop better products alongside improved services.

Brand communities result in brand advocacy when members defend and endorse the brand voluntarily. The
emotional connections developed by these communities minimize the switching behaviour of members toward
competitors. These communities serve as innovative centres since brands can find product trends and perform
new product tests and collaborate with consumers directly for product co-development.

Brand communities supported by effective management enable organizations to establish strong marketing tools
that fuel natural business expansion combined with better customer engagement along with enhanced brand

recognition in competitive markets today.

Did You Know? @ —_—
L
=

The statistics show that 27.5% of marketers have established unique online brand
communities while 19.5% are currently constructing them. Additionally, 16.0%
of marketers who do not maintain communities’ express desires to start such
initiatives.
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3.2.3 Steps to Build a Successful Brand Community
The creation of a successful brand community needs specific steps for generating member participation along

with loyalty and connection.

1. Identify the Target Audience

The initial identification of the target audience becomes vital for community development since brands succeed
in designing content and activities that match the desires of their select consumer base. A brand community stays
focused and maintains its engagement through proper definition of its targeted customer groups.

A brand's failure to properly identify their audience leads to product development that produces no connecting
services and products. Thorough research, including demographic analysis, interest mapping, and user behaviour
studies, is essential to avoiding this issue. Research data comes from brand surveys and focus groups which allow
businesses to discover information from their current audiences and potential recruits.

Example: The target consumer group that a cooking brand wishes to reach represents its main audience.
An online cooking brand community would choose food enthusiasts alongside home cooks who love testing
different recipes along with experimenting with ingredients as its main audience members. The brand can produce
valuable content including recipes and cooking advice and product suggestions because it knows the interests of
its audience.

A brand's established target audience should be the base for creating all content alongside community activities.
The strategic method attracts like-minded individuals as new members through the process which sustains

continued participation from current members.

2. Defining the community goals alongside its core values acts as a fundamental step for audience drawing
and shared identity creation.

It becomes vital to specify community intentions and core principles because both attract proper members and
establish group identity. Strong brands emerge from both compelling purposes that connect with audiences and
meaningful values that apply to their audience members. Professional branding assistance helps communities
express their fundamental aspects so the created expressions stay authentic yet meaningful and still maintain
relevance.

Example: Eco-Friendly Clothing Brand

A community linked to eco-friendly clothing brands uses values focused on sustainability alongside transparency

and ethical manufacturing standards. The brand would incorporate these principles both within its advertising
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messages and product lines together with environmental programs which show the brand's commitment to
sustainability through fashion tips and recycling programs. The brand can establish a strong community through

matching its purpose with specific customer interests and needs.

3. Create Engaging Content and Experiences

A brand community retains its activity level when companies provide excellent content that keeps users interested.
Content delivery functions as both educational sources along with recreational entertainment to motivate user
communication.

For engagement growth businesses should adopt loyalty programs which praise participating users. Through these
incentives companies derive user-contributed material and strengthen bonds between their community members.
Through the use of brand ambassadors, the content becomes more relevant while brand identity receives stronger
representation.

Example: Content Strategies in Social Media

Brands produce exciting content through many formats which include videos on Instagram reels that show factory
processes combined with educational materials and product explanation videos. Platform content on Medium and
Reddit proves valuable when expert articles deliver informative discussions to readers. The approaches enable
members to engage through commenting as well as content creation and content sharing activities.

Continual content creation results in stronger connections between current customers and also draws fresh

community members.

4. Foster Interaction and Engagement

Brands use social networking tools to establish powerful ways for maintaining interaction among their community
members. Through social media pages and online forums brand members find opportunities to share their
experiences leading to an interactive platform. The combination of social media groups with discussion forums
creates ultimate conditions for brand interactions and the generation of user content which results in increased
customer participation.

Through their active engagement brands build stronger bonds with customers who provide information that drives
business improvements regarding their product offerings.

Example: Nike’s Reddit Community

Through Reddit Nike established an interactive platform so its followers from various backgrounds can share

individual experiences and fitness pursuits while getting motivational content. The platform enables community
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members to establish interpersonal bonds while inspiring each other through collective improvements of their
brand experience.

Example 2: Glossier’s Instagram Engagement

Glossier effectively developed community engagement with its Instagram platform as its cosmetics brand base.
Glossier builds an inclusive interactive online environment through the display of user-submitted content and
accepting questions and running feedback polls for their products. This strategy allows the company to retain over

two million dedicated customers.

5. Listen to Feedback and Adapt

A successful brand community needs constant feedback from its community members for its ongoing success.
Strategic decision-making stems from customer insights that allow businesses to understand customer
expectations for better plan amendments. The practice of showing transparency and building trust proves to
customers that their opinions hold worth.

Sustained community involvement depends on the ability to respond properly to members' requirements. Brands
need to adjust their profiles when market variables and purchaser tastes transform. Using surveys and polls and
open-ended questions enables businesses to generate important insights which direct their upcoming plans.
Example: Implementing Customer Feedback

Brands which dedicate themselves to studying user feedback based on their main themes enable them to improve
their strategies while perfecting customer experience. All updated changes need to reach the community after

successful implementation.

6. Evaluate and Measure Success

Evaluating brand community success on a regular basis helps the community expand while maintaining its
effectiveness. The specified goals and objectives of the community establish which metrics need evaluation.
Companies monitor four main performance indicators through KPIs which cover both community member
participation levels and brand loyalty and customer satisfaction together with assessment of business revenue
effects. The evaluation of these metrics helps brands to uncover productive approaches and recognition of regions
that need betterment.

Example: Measuring Community Engagement

Engagement measurement happens through counting user involvement along with social media response counts

and participant submissions. Customer satisfaction surveys enable brands to determine if their community fulfils
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customer requirements. A revenue impact analysis evaluates the business expansion levels that result from
community initiatives.
Calls for brands to frequently evaluate multiple factors which become the basis for their data-based community

development actions.
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Fig 3.3 Steps to Build a Successful Brand Community

Kept application of this process enables brands to build and preserve profitable brand communities which boost
customer commitment and involvement. Multiple brands have established success through the implementation of
online communities combined with loyalty programs together with social initiatives to enhance their brand
visibility. Through proper management of brand communities’ companies achieve two benefits: improved

customer relationships and increased marketing potential for sustained success.

Brand Community Examples
The following section highlights successful brand communities consisting of both traditional offline structures

and their online equivalents.

Online Brand Communities

1. Sephora Beauty Insider Community

Sephora’s online beauty community specifically caters to beauty enthusiasts. The platform permits loyal
customers to discuss product assessments with other beauty community members by exchanging beauty tips every

day. Sephora gives its most active customers unique advantages through its rewards system which drives brand

loyalty and customer participation.
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2. Nike+

Nike continues to operate its athlete and fitness enthusiast community which has been running for about ten years.
Users across the community have access to workout tracking while participating with others and receiving
customized product suggestions based on their activities and specific choices. Nike+ offers a running app that lets
its members communicate success stories with other users while giving out rewards for reaching their fitness
objectives. Through its exclusive platform features the company offers distinct access to special products together

with products and events exclusively for its most devoted customers.

3. Harley Owners Group

Harley Owners Group (H.O.G.) establishes itself as one of the most mature brand communities in existence. As
an initiative of Harley-Davidson, the company builds a powerful interconnected spirit for its committed client
base. Through this platform, Harley enthusiasts find a central online location to foster interactions about their
mutual brand love for Harley and motorcycles.

The motorcycle community to which Harley-Davidson members belong to shows deep commitment as they
passionately advocate for the company throughout the entire motorcycle world. Through their membership
Harley-Davidson offers special events, branded merchandise, and premium services for accessing members
exclusively online. Such special benefits improve the rider's experience while deepening their emotional

connection with the Harley-Davidson network.

Offline Brand Communities

1. Peloton Studios

Based in New York Peloton serves as an American exercise equipment company that successfully maintains a
strong offsite platform for fitness enthusiasts. Through their Peloton platform members can watch both scheduled
and pre-recorded fitness classes together with other forum members as well as join competitive sports events.
Peloton fosters engagement by providing fully immersive fitness services which help members stay motivated
while creating bonding connections with others. Peloton maintains intriguing workout opportunities alongside

challenges which assist members to stay dedicated to their fitness plans while allowing them to form bonds with

similar interested people.
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2. Lululemon Ambassador Program

Lululemon established its offline community through the ambassador program that emerged from being a
Canadian athletic apparel brand. Through its initiative, the company creates a network between fitness and
wellness influencers who obtain exclusive access to products as well as events and networking prospects.

The brand encourages fitness enthusiasts to become ambassadors as part of their advocacy program. Ambassadors
receive multiple advantages from their position which includes getting access to brand new equipment and
development materials plus extraordinary experiences. As part of this program members form a wider collective

of people who prioritize health and wellness.

3. Starbucks Reserve Roastery

Starbucks Reserve Roastery presents an offline gathering space for customers who pursue specialized coffee
encounters. Through this program, Starbucks members can experience its best coffee choices and actively
participate in enjoyable coffee preparation sessions.

People who become members of Starbucks Reserve learn all stages of coffee sourcing and roasting along with
coffee brewing processes. Through this special experience members form stronger relationships that unite coffee

lovers into an eager and fervent brand community.

3.2.4 Importance of Brand Community

The business value of brand communities operating online remains essential for all organisations. Businesses gain
many advantages through these communities because they improve brand loyalty while delivering important
customer intelligence. Internet brand communities provide businesses with essential advantages which include

the following primary aspects:

1. The development of strong brand image together with customer loyalty

e A strong brand image emerges through online brand communities thanks to the creation of customer

belongingness.
e Brand communities where customers develop active connections make members more devoted and thus

more likely to endorse the brand.

e Brand ambassadors emerge from engaged members because they spread brand awareness both verbally

and across social networks.
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2. Gaining Valuable Customer Insights

Businesses who establish brand communities will obtain first-hand knowledge of what customers think
and how they act and what they prefer.

The process of engaging with community members gives brands essential insights into customer needs
which helps drive product development along with service quality increases and specific marketing plan
development.

Empirical customer feedback generated through surveys and interactive discussions and community

observation helps brands make data-driven decisions.

3. Encouraging User-Generated Content and Social Proof

The robust brand community allows users to share their first-hand content along with product reviews
and testimonials through a platform of UGC.

Customers base their trust in brands on positive feedback posted within their communities.

Brands use UGC in their marketing efforts to raise authenticity levels that drive more engagement from

consumers.

4. Enhancing Customer Engagement and Interaction

Internet brand communities establish digital communication areas which enable customers to interact
directly with brand administrators and with all other members of the community.

Online Q&A events along with contests and interactive challenges create better opportunities to connect
with customers by fostering increased customer involvement.

Customers experience valuing feelings through forum access plus discussion groups together with

exclusive content which creates brand connection.

5. Increasing Brand Awareness and Reach

Brand members who take part in community activities share brand-related content through their
interactions which produces natural awareness about the brand.

Social media platforms enable brands to expand their audience so they can interact with people who are
beyond the scope of their regular clientele.

Customers who actively participate in brand communities often encourage friends and relatives to join

which advances brand dissemination.
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6. Boosting Customer Retention and Lifetime Value

Brand community members demonstrate increased lifetime value (LTV) since they stay committed to
the brand for elongated periods.

The provision of special advantages including product previews and market discounts with premium
treatment helps companies continue to maintain customer loyalty and sustain brand commitment.

A properly managed community enables customers to develop emotional connections resulting in

decreased customer turnover and increased customer loyalty.

7. Providing Cost-Effective Customer Support

Brand communities establish autonomous support systems which permit members to resolve questions
while sharing technical solutions to problems.

Companies can decrease support expenses by making use of self-organized community solutions which
include FAQ threads along with knowledge bases combined with peer-to-peer assistance.

Customers achieve better satisfaction because they find fast solutions from both community members

and brand representatives.

8. Driving Sales and Business Growth

Engaged loyal customers improve business performance by making them buy again and share

recommendations about the brand with others.

Net sales inside online brands benefit from both community-specific promotional offers and unique

product releases and referral bonus schemes.

Brands gain the ability to enhance their pricing methodologies together with product development

procedures and advertising initiatives through community-generated information.
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Fig 3.4 Importance of Brand Community

Knowledge Check 1 /O ‘-

Choose the correct option:

1. What is one of the main benefits of online brand communities?
A) Increased production costs
B) Improved brand loyalty and customer intelligence
C) Reduced need for digital marketing
2. How do brand communities contribute to gaining valuable customer insights?
A) By conducting random product giveaways
B) Through surveys, interactive discussions, and community observation
C) By restricting customer interactions to brand administrators
3. How do brand communities provide cost-effective customer support?

A) By relying on peer-to-peer assistance, FAQ threads, and knowledge bases
B) By hiring more customer service agents for every customer inquiry

C) By limiting customer interactions to automated responses
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3.3 Goal Setting for Social Media Marketing (SMART Framework)

A social media marketing strategy requires businesses to establish specific strategic goals that function as their
path to success. A business faces challenges to quantify performance and maximize efforts when it lacks specific
goals. Companies commonly use the SMART Framework for goal setting because it helps achieve specific goals

that are measurable with achievable targets which have relevant purposes and defined timeframes.

e Social media marketing depends on precise objective setting to achieve successful outcomes.

e Businesses use directional objectives to pinpoint marketing efforts on various functions such as brand
awareness and lead generation and engagement and conversion activities.

e A system of measurement becomes possible through goal creation which enables campaign performance
assessment.

e The process of optimising performance becomes easier for businesses through performance tracking
combined with necessary improvement processes.

e Resource allocation becomes more efficient as organizational objectives determine specific target areas

for time management, financial support, and operational investment.

SMART Framework for Goal Setting

1. Specific (S) — Define Clear and Precise Goals

Businesses should create definite targets which describe their specific achievements. The goal to boost
engagement lacks specific enough direction to guide performance improvement.

Example: The specific goal states that the number of comments and shares on Instagram posts needs to grow by

30% during three months.

2. Measurable (M) — Track and Quantify Progress

Companies need to include measurement criteria for determining their success rate and measuring their
advancement. Businesses should track progress through engagement rate along with conversion rate and
follower growth and click-through rate.

Example: A measurable objective should be "To elevate Facebook ad-generated website traffic by 40% during

three months through Google Analytics monitoring."
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3. Achievable (A) — Set Realistic and Attainable Goals

People should aim for difficult yet practical targets after considering their available assets together with time
restrictions and market competition. Making goals that exceed an appropriate level can result in both
disappointment and unmet targets.

Example: A feasible social media goal would be to build 10000 new Twitter followers throughout six months

by maintaining regular daily content creation and utilizing popular hashtags.

4. Relevant (R) — Align Goals with Business Objectives

The social media marketing goals need to focus on business targets to guarantee that social media initiatives
drive organisational expansion.

Example: The main business objective to increase sales can be supported through the relevant LinkedIn

advertising goal of generating 500 new leads throughout three months.

5. Time-bound (T) — Set Deadlines for Goals
Timely enactment of goals helps keep stakeholders accountable while driving speed in result achievement.
Example: The specific goal establishes a 90-day plan to escalate Instagram engagement through daily activities

of interactive posting and immediate comment replies that aims toward a 20% performance boost.
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Social media marketing goals become clearer when using the SMART framework since it produces goals that
are concretely defined and directly support business targets. A business can track performance results while
optimizing strategies through social media by using goals that fit the SMART framework (Specific, Measurable,

and Achievable and Relevant and Time-bound).

3.3.1 Strategies to Implement SMART Framework
The implementation of SMART Framework in social media marketing depends on planned organisation with data
assessment and ongoing improvement tasks. Following are strategies linked to the SMART elements (Specific,

Measurable, Achievable, Relevant and Time-bound) together with real-life examples.

1. Define Clear and Specific Goals
The elimination of goal-related ambiguity through definition enables social media marketing to develop clear
directions. A business must determine its specific targets such as raising brand visibility or enhancing user
involvement and website visitor counts.
Strategy:
e Businesses should research their audience to determine how clients interact with each social media
platform along with their specific demands and behaviour patterns.
e Reader research of competition sectors should lead to finding what makes their audience engagement
work and content design successful.
e Businesses should access information through data analysis to create focused goals for each individual
platform.
Example:
The goal is to enhance Instagram engagement at a rate of 30% during three months by using interactive content
formats that involve polls and quizzes and user-generated contributions.
A three-month Instagram engagement boost of 30% will result from distributing user-generated content with

interactive features like polls as well as quizzes.

2. Selection of Key Performance Indicators (KPIs) allows you to monitor performance development.
The use of quantifiable metrics enables both performance assessment and needed changes determination. The

selection of KPIs should be focused on the pre-established goal since engagement rate and reach and conversions

and customer inquiries represent the most significant metrics.
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Strategy:
e Track performance through the analytics tools that include Google Analytics combined with Facebook
Insights and Instagram Analytics and LinkedIn Metrics.
e Performance benchmarks should be derived through past data analysis for establishing practical targets.
e Trackable KPIs such as likes, shares, comments, click-through rates, and conversions should be reviewed
on a regular basis.
Example:
The objective to enhance website traffic from social media channels should transform into the following specific
goal:
The goal aims to boost Facebook ad-driven site visits by 40% with Google Analytics as the tracking system during

the following three months.

3. Set Realistic and Achievable Goals
Alleviating resources and time constraints and competition levels should determine the challenging yet reachable
nature of set objectives. When individuals set targets beyond their reach, they will probably experience both
disappointment and nonachievement.
Strategy:
e Use historical campaign data to establish reasonable projections for the present initiative.
e Organizations must link their objectives to existing resources including spending amounts, team members'
abilities and content preparation capabilities.
e Efficient progress tracking needs the division of bigger objectives into smaller milestones.
Example:
The goal should read: Increase Twitter followers from 100,000 to 110,000 during the next two months.
Twitter growth to 10,000 new followers will happen in six months by using daily posts with trending hashtag

Interactions.

4. Business success depends on matching social media objectives with main company targets.
The social media goals need to match organizational business targets to enable marketing initiatives that

strengthen company expansion and achievement.

Strategy:
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e The relationship between social media objectives needs clear definition as to how they contribute to the
execution of business priorities regarding customer retention and brand positioning and revenue increase.
e Realistically pick social media platforms together with strategy elements that resonate with the target
market as well as the business sector.
e A company should prevent itself from pursuing goals that fail to bring value to the organisation.
Example:
The relevant social media goal for a company aiming to boost sales should be:
An ad campaign of LinkedIn advertisements should aim to attract 500 new leads by focusing on technology

professionals during the next three months.

5. Businesses should create exact schedules to execute their plans
Time-specific goals promote organizational responsibility which speeds up performance outcomes. The system
enables consistent evaluations as well as required readjustments.
Strategy:
e Social media campaigns should have predetermined time spans to match the periods of business cycles
and industry trends.
e (Conduct scheduled evaluations to check strategic performance and use obtained insights to maximize your
present strategies.
e Project management tools should be implemented for deadline tracking and content and engagement
tasks should execute in a timely manner.
Example:
The statement should read "Achieve 20% Instagram engagement rise over ninety days through interactive content

upload and 24-hour comment responses" instead of "Boost Instagram engagement."

The SMART framework enables companies to create marketing goals that are defined clearly and can be

accomplished while being directly linked to operational targets. Affecting meaningful social media results

demands businesses to use SMART goals which stand for Specific, Measurable, Achievable, Relevant, and Time-

bound.
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3.3.3 Examples of SMART Framework

1. The Amazon corporation aims to extend its Prime delivery service to reach all customers within one day.
Within a period of one year, Amazon intended to decrease delivery times to Prime subscribers from 2 days to 1
day by developing more fulfilment centres and enhancing its distribution network. The company met its goals by
opening new fulfilment centres together with warehouse automation systems and expanding its last-mile network
and enabling real-time tracking. One-day shipping success from Amazon enabled better customer happiness that

led to growing Prime membership numbers.

2. Tesla executed a plan to multiply production rates of their Electric Vehicle (EV) line-up.

The plan for Tesla involved doubling the yearly production rates of Model 3 and Model Y vehicles to 500,000
units per year through Gigafactory enlargement activities combined with supply chain logistics optimization. The
company established two new Gigafactories in Texas and Berlin then sealed long-term material contracts while
using Al manufacturing systems and optimizing distribution channels. Tesla achieved both cost reduction in

manufacturing alongside production target fulfilment and expanded its dominance as a leading EV manufacturer.

3. McDonald’s — Increasing Mobile App Orders

The company aimed for mobile app orders to increase by 30% through enhancing user experience and in-app
rewards delivery in the following six months. The company reworked its application interface and gave customers
special discounts and developed rewards for app users and improved the mobile ordering system including quick
payment. McDonald’s achieved remarkable increases in digital revenue together with enhanced clientele

interaction which resulted in elevated customer loyalty.

4. Starbucks — Expanding Sustainable Practices

Starbucks established a mission to cut its disposable cup waste in half up to 2030 by implementing reusable cup
programs together with sustainable environmental approaches. McDonald's motivated clients with reusable cup
benefits while strengthening its recycling operations and conducting environmentally friendly cup tests as well as
teaming up with environmental non-profits. The sustainable actions implemented by Starbucks resulted in major

achievement of environmental targets and better brand image as well as greater responsibility in corporate

citizenship.
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3.4 Summary

0
*o*

Organisations use social media sites to promote their products through social media marketing processes.
Through social network content production and distribution companies reach their branding goals

alongside marketing objectives.

Social media marketing enables effective customer outreach for acquiring new audiences as well as

maintaining crucial client relationships.

Through effective social media marketing brands can reach multiple company goals that include brand
development along with customer activation while optimising sales and understanding the marketplace
competition.

A brand community consists of people sharing brand devotion who connect actively with this particular
brand through community participation.

Brand communities establish themselves through social media as well as forums together with scheduled
events. When consumers identify with the brand, they develop loyalty while advocating for and

ambassador its products so the brand grows its online capabilities.

Brand communities built by users start spontaneously through loyal consumers who share common values
and interests in specific brands or products. Customer communities form naturally through online

discussion boards as well as social media networks and basic grassroots movements.

Operations of company-sponsored brand communities stem from brand strategic development to help
customers bond with the brand. The purpose of these carefully planned environments supports customer

interactions for stronger brand loyalty while allowing direct brand contact with consumers.

The business value of brand communities operating online remains essential for all organisations.
Businesses gain many advantages through these communities because they improve brand loyalty while

delivering important customer intelligence.

The SMART framework enables companies to create marketing goals that are defined clearly and can be
accomplished while being directly linked to operational targets. Affecting meaningful social media results

demands businesses to use SMART goals which stand for Specific, Measurable, Achievable, Relevant,

and Time-bound.
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3.5 Key Terms

1.

Social Media Marketing: Social media marketing is a strategy that uses social media (Facebook,
Instagram, LinkedIn, and Twitter) to help promote a brand that interacts with potential customers and
encourages web traffic to a website through such mediums. Content generation, paid advertisements, and
community management are key strategies of this marketing channel.

Brand Community: A brand community is that group of loyal customers who engage actively with a
brand and each other, often through social media, forums, or events. The communities help to strengthen
customer relationships and increase brand loyalty by creating word-of-mouth marketing.

Engagement: Engagement is how users interact with a brand's social media content, such as likes, shares,
comments, and mentions. The higher the engagement, the better the audience connection, resulting in
better visibility for the brand and retention of customers.

Target Audience: The group of people the brand wants to reach through social media marketing efforts.
A target audience is determined by demographics, interests, behaviour, and location to ensure the
marketing message has an impact on the audience.

SMART Goals: A marketer can use the SMART framework to set goals that are Specific, Measurable,
Achievable, Relevant, and Time-bound. In this way, marketing aims to be well-defined, measurable, and
associated with business growth, for example: 20% increase of followers on social media in the six
months.

Brand Awareness: Brand awareness is defined as the degree of familiarity and recognizability a brand
enjoys with its target audience. Brand awareness can be enhanced through constant posting on social

media, collaborations with influencers, and viral marketing campaigns.

3.6 Descriptive Questions

1.

How does social media marketing move beyond promotion and sales to foster long-term brand loyalty
and customer relationships?

How might a strong brand community be leveraged to enhance company success beyond social media,
and how might a business cultivate an authentic brand community?

What are strategies that businesses might use to optimize organic reach and engagement in a world of
algorithm changes and growing competition on social media?

How can organizations balance paid social media advertising with organic growth? What are the factors

that define the best mix of paid versus organic growth?
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5.

What is the role of data-driven decision making in social media marketing? How can brands best use
analytics to refine their approach?

How do businesses apply the SMART goal framework to their social media strategy and drive
measurable and sustainable growth?

When setting social media marketing objectives, how can the SMART framework be applied to create a
measurable and achievable goal for increasing engagement on a specific platform within a defined
period?

Based on observations of successful social media campaigns, what key strategies have contributed to
their effectiveness, and how could these be adapted for a different brand or industry?

How does goal setting using the SMART framework help businesses measure the success of their social

media marketing efforts, and why is it important for continuous improvement?

. In what ways can businesses use data and analytics to refine their social media marketing strategies and

enhance audience engagement?
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3.8 Case Study

@op

Social media has emerged as an essential tool for businesses in reaching and connecting their target

Leveraging Social Media Marketing for Brand Growth

audiences. Effective social media marketing strategies can make way for improved brand visibility, drive
more customer engagement, and increase sales. This case study explores how a company successfully

leveraged social media marketing to overcome challenges and achieve business growth.

Background

ABC Fashion is a mid-sized online apparel fashion firm that lacks the ability to differentiate itself in the
fashion market. Although the products have quality, the firm is struggling to attract new customers to their
firms and retain the existing ones. The company decided to renew its social media marketing strategy in

order to strengthen its brand presence and ensure sales.

Problem Statement 1: Low Customer Engagement on Social Media.

ABC Fashion had the minimum level of follower engagement on their social media platforms. Low-
quality engaging content, minimal reach, low shares, and poor customer engagement.

Solution:

ABC Fashion used interactive content by allowing user-generated content, live Q&A sessions, and
behind-the-scenes videos. They also collaborated with fashion influencers to increase credibility and reach
the audience. Thus, engagement levels improved significantly with higher likes, shares, and comments on

posts.

Problem Statement 2: Low Conversion Rates from Social Media

Despite the fact that the followers base was increasing, ABC Fashion was not converting the social media
engagement into sales. Most of the followers liked the content but did not purchase anything.

Solution:

For this, the company optimised social media sales funnels by inculcating direct shopping facilities like
Instagram Shopping and Facebook Marketplace. They did targeted ads, which included special offers and
retargeting the potential customers as well. Due to these moves, the firm saw a strong increase in its

website traffic as well as conversions.
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Reflective Questions
1. What are the key performance indicators for business to measure the effectiveness of social media
marketing?
2. What is the impact of customer feedback on fine-tuning a brand's social media strategy?
3. How can brands balance their promotional content with engaging, non-promotional content so that

the audience keeps coming back?

Conclusion

ABC Fashion’s case highlights the importance of a well-structured social media marketing strategy. By
focusing on customer engagement and optimizing the sales funnel, the company successfully transformed
its online presence. Businesses looking to enhance their social media impact should adopt innovative

engagement tactics and ensure a seamless shopping experience to drive sales and brand loyalty.
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Unit 4: Marketing Types

Learning Objectives

1.

Learners examine various social media platforms, identifying their special abilities in marketing.
Learners are able to craft effective brand engagement, audience targeting, and content distribution
strategies.

Learners will examine influencer marketing and its role in digital branding: selection, authenticity
factors, and impact measurement.

Learners will learn the principles of meme marketing, which include key elements of viral content,
humour dynamics, and audience relatability to create engaging and brand-aligned meme strategies.
Learners will understand the importance of moment marketing by looking at real-time trends,
cultural relevance, and responsive content creation to improve brand visibility and audience

connection.
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4.0 Introductory Caselet

op

GreenGlow, a sustainable skincare brand, wanted to expand its digital presence and connect with

“Choosing the Right Social Media Platform for Marketing Success”

environmentally conscious consumers. However, with numerous social media platforms available, they

struggled to determine which ones would be the most effective for their marketing efforts.

GreenGlow's marketing team needed to identify the best social media platforms to engage with their
target audience, increase brand awareness, and drive sales. They had limited resources and couldn't invest

heavily in all platforms, requiring a strategic selection process.
To optimize their social media strategy, GreenGlow took the following approach:

1. Audience Research: They analyzed demographics and user behavior on platforms like Instagram,
Facebook, TikTok, and LinkedIn.

2. Platform Selection: They chose Instagram and TikTok for visually engaging content, Facebook for
community building, and LinkedIn for B2B partnerships.

3. Content Strategy: On Instagram and TikTok, they focused on short-form videos and influencer
collaborations. On Facebook, they created discussion groups for customer engagement, and on

LinkedIn, they shared sustainability reports to attract industry professionals.

After six months, GreenGlow experienced a 60% increase in social media engagement, a 40% rise in

website traffic, and a notable boost in sales from Instagram and TikTok campaigns.

Critical Thinking Question
If GreenGlow could only continue using one social media platform due to budget constraints, which
platform should they choose and why? Consider factors such as audience engagement, content

effectiveness, and return on investment.
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4.1 Different Platforms for Social Media Marketing

The implementation of social media marketing plans happens after understanding fundamental principles. The
social media marketing guide functions as a framework, which supports marketing trends while enabling
developers to monitor progress and optimize budget distribution. The following set of instructions shows you

how to develop a social media marketing plan.
Selecting the Platforms to Use

The selection of communication platforms requires evaluation of network capabilities as well as market-leading
software and user base sizes. The initial platform selection phase should be accompanied by a steady increase of

platform usage after gaining practical experience.
Establishing Goals and Objectives

A new social media marketing plan should set achievable objectives which include daily posting for one month
and the creation of profiles alongside competitor research. Social media experience alongside collected data
enables businesses to create more strategic targets which include increasing follower numbers by specified

percentages as well as maintaining regular posts of particular content types.
Reporting and Adjusting Regularly

As part of their analytics platform businesses receive information which reveals their audience participation
characteristics together with demographic statistics and user growth patterns. Through centralization of analytics
performed by HubSpot's Social Media Marketing Software businesses can enhance their customer engagement
and make data-informed decisions as well as improve tracking efficiency. Businesses need to shift their strategies
based on audience feedback since successful aspects should grow while unsuccessful tactics should be

eliminated.
Top Social Media Marketing Platforms
1. Facebook

Facebook maintains prominence as a leading social network because it has an audience of 2.27 billion active

users per month. Users of Facebook Ads Manager can create target demographic ads through their platform by
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utilizing specific filters such as age ranges and geographical locations as well as gender preferences combined
with interest categories. Businesses can generate Custom Audiences through their saved contact information
including phone numbers and email addresses to market existing customers. Facebook Pixel gives businesses
the ability to reach visitors who showed any engagement behaviour on their website. Businesses using Facebook

need to maintain their business page up to date on a continuous basis.
2. Twitter

With 186 million users per day Twitter operates quickly to share information among its users. The platform
offers maximum benefits to businesses that share new content frequently. On Twitter users can easily share blog
links and webpage links which leads traffic toward their most recent content. The value of posting beneficial

information from outside sources helps companies prove their expertise within their industry.
3. LinkedIn

The professional business-oriented nature of LinkedIn serves executives for both company news dissemination
and talent acquisition measures and professional industry relationships. This platform delivers optimal value to
businesses operating in the B2B sector of social media marketing. The business community considers LinkedIn
the best platform for lead generation while the social media network drives 46% of all traffic to B2B company

websites according to Forbes.
4. Instagram

Instagram which belongs to Facebook operates for one million active users monthly while presenting comparable
advertising solutions. Through its visual appeal Instagram lets enterprises display their brand identity using both
photographic and video features. Influencer marketing and Stories as well as Live Video and hashtags function

together to help users reach their target audience.
5. YouTube

The extensive number of registered users at YouTube makes it excellent for presenting company culture and

tutorials and product demonstrations. Organizations that generate video material can use YouTube to gain

audience participation while uniting their platforms through the platform.
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6. Pinterest

The E-commerce business success on Pinterest depends on its user base of more than 400 million active monthly
users. Businesses can execute direct promotions of products through photo features combined with descriptions
as well as shopping capabilities. Marketers who employ both rich pins together with advertising features gain

access to expanded audience reach.
7. Reddit

More than 430 million users participate in Reddit each month which makes it an excellent platform to engage
with niche audience members. Through subreddit interactions, businesses can directly serve their customers

while collecting market feedback and maximizing advertising potential.
8. Snapchat

The extensive daily user base of 238 million on Snapchat enables businesses to share real-time information along
with promoting events for their followers. The platform helps marketers execute time-sensitive marketing
projects because content becomes available for 24 hours. This feature makes it perfect for launches and

conferences and similar brief initiatives.
9. Tumblr

The microblogging platform Tumblr has 507.2 million registered blogs that draw most of its users from the 16-
34 age demographic. Marketing on Tumblr poses difficulties for new users yet proves to be an excellent method

of reaching younger audience members effectively.
10. TikTok

Thanks to its user base of 689 million active users TikTok provides businesses an opportunity to promote
clearing-house images and join viral content movements. Short video content marketing joins force with

advertising options and enables collaboration opportunities through influencers on this platform.
11. Threads by Instagram

Apparently created in 2023 Threads functions as a text messaging software that connects to Instagram. The

platform helps users spread innovative concepts while supporting public communication. Internal sharing
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becomes effortless for Instagram users through Threads because it restricts posts to 500 characters while

including spatial computing features.
12. WhatsApp Business

WhatsApp Business provides business profiles and automated messaging and quick reply services together with
product catalogue features for businesses to showcase their items. The platform enables both customers and users

to interact instantly by using an easy-to-use popular interface.
13. WeChat

WeChat, with over a billion users primarily in China, combines messaging, social media, and financial
transactions. The WeChat platform enables businesses to set up Official Accounts for content sharing and
customer relation purposes. Users can take advantage of increased social commerce due to WeChat Mini

Programs and WeChat Pay.
14. Telegram

As a cloud-based messaging application, Telegram focuses on providing users protection through its private and
secure platform. The platform permits user groups with sizes reaching 200,000 members thus providing an
efficient solution for mass message broadcast to numerous audiences. Companies implement Telegram Bot API

to automate operations and to connect with their customers.
15. Twitch

Twitch stands as the top video game streaming platform which delivers live streaming content to more than 15
million users every day. The platform conducts live interactions through its chat system along with three
monetization routes including subscriptions and sponsorship opportunities as well as advertisement revenue
streams. The platform focuses on gaming content but also allows users to produce streams regarding music and

cooking demonstrations.

Business success through marketing can be achieved by properly utilising these platforms to boost social media

effectiveness while interacting with target market customers.
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Fig 4.1 Key Social Media Platforms
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e The Statista report reveals that social media marketing delivers
exposure to 86% of marketers and traffic boost reaches 73% of
users and lead generation impacts 64%.

e YouTube leads the monthly active user rankings alongside
WhatsApp, Facebook, and Instagram according to an 'active user
index'.
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4.2 Influencer Marketing

A smart marketing approach enables companies to promote their products through influential individuals called
influencers who command high levels of trust from their following. The marketing approach utilizes influencers
to link up with their audience base through their established appeal and influence. Influencers deliver authentic
content through their specific audience engagements using their opinion-based purchasing influence. People who
use social media platforms will discover influencers on Instagram alongside YouTube and also TikTok and
Twitter by leveraging the large number of followers these influencers possess. Influencers work with brands to

create sponsor-supported material and showcase offered brand products while targeting each follower network.

Influencer selection needs strategic planning since their communication style must align with the target
demographic expected for their built-in audience. The selected strategy enables the brand to fully blend with
influencer content and create real and trustworthy bonds between brands and their fanbase. Influencer marketing
establishes personal relationships with audience members through their listeners so their fan bases display strong
devotion to their content. Social media domination of buying choices has established influencer marketing as a

successful branding tool for companies that enables better connections with audience members.

The role of being an influencer requires more skills than those needed for typical social media engagement.
Systems of dedicated followers support influential leaders across all Instagram and YouTube as well as Tik-Tok
and Twitter platforms. Successful content creators use their specialized material to capture viewer focus when
they want to steer audience thinking and purchasing behavior. Social media influencers demonstrate multiple
character profiles that combine fashion figures with tech experts and lifestyle content makers and health-aware

promoters.

Realness in content creation together with relatable personality draws followers to adopt these individuals as
genuine connections. Brands tap into their wide audience reach combined with their established trustworthiness

to transmit products and services while running campaigns through authentic and involving content sharing.
How does Influencer Marketing Work?

Brands use influencer marketing as their essential connection tool to reach their target audience because of the

fast-paced digital market today. Internationally recognized individuals help brands promote their products and
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offerings to focused market segments because of their extensive social media reach. This process typically

includes:

Earlier stage companies select promotional influencers through their established online power and their
proven capability to reach their planned customer groups. To improve campaign success the selected
influencers must match the targeted audience while maintaining engagement with authentic content.

A business-influencer partnership develops its base by negotiating contracts that determine their joint work.
An agreement includes all fundamental elements which cover both content provisions and payment values
and specific parameters for each campaign. The contracts ensure mutual transparency between business and
influencer so they can maintain responsibility throughout their work collaboration.

The strategic campaigns developed by brand and influencer teams allow the featured product to combine
organically with native influencer content. His authentic approach remains present regardless of the
modifications made to keep content truthful to its original nature.

Influencers make sponsored product presentations on their social network pages through their content
creation efforts. The objective of any interactive content including sponsored posts along with videos and
stories and engaging media is attainable through this approach.

Through their established bond with their fans influencers successfully market items by remaining direct and
personable when endorsing these products. Followers of influencers quote their recommendations because
they appear genuine therefore creating higher engagement levels.

Companies measure influencer marketing campaign success through various performance indicators that
include engagement metrics and audience reach statistics and conversion results. Through metrics and post-
analytics brands can determine how their campaign affects brand awareness and reach and possible customer
acquisition.

The fundamental requirement for an influencer marketing campaign to succeed is having authentic trust
between influencers and their audience. Authenticity builds trust which results in superior endorsement value
so followers cannot resist its influence.

The involvement of influencers enables brands to reach their followers directly and thus increase brand
awareness as well as create intensive marketing exposure. Through its extended reach the content distribution

goes beyond conventional advertising boundaries to reach a multitude of people for ample influence.

. Both influencer and brand maintain a successful partnership arrangement to benefit equally from their

collaboration. A brand obtains its target market while influencers earn payments for their promotional work.
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The agreement between these two businesses facilitates mutual growth and produces unified achievements
for both sides.

11. Strategic changes to influencer marketing require active response because the digital marketplace
permanently evolves according to changes in social media guidelines and platform modifications and user
taste preferences. The dynamic environment demands successful marketing elements that require brands and

influencers to maintain perpetual development of their promotional methods.
4.2.1 Types of Influencers

Mass followership appeals to brands but this influencer type may not best fit every marketing approach. Every
social media influencer selects between a wide platform audience with broad reach or develops reduced but deeply
committed groups of followers. A brand must examine specific content features such as reach along with range
and cost and audience engagement to choose appropriate influencers. The diverse types of influencers exist as

follows:
1. Mega or Celebrity Influencers

Mega influencers maintain large audiences measuring more than one million. They typically consist of famous
people, such as actors, musicians, athletes, or public figures. Because they are famous people, they draw viewers

from different segments, which makes them suitable for creating broad public awareness for brands.

Brands must expect to spend substantial costs when their advertising campaign partners with mega influencers
due to their immense exposure potential. Rising from broad audience scope means macro influencers typically

generate less audience engagement compared to those who possess specialised followings that are smaller in size.

Medium-sized and large businesses find success teaming up with mega influencers because of their specific

advantages.

e Large enterprises with the budget and resources for such collaborations

e The brand focuses its efforts toward an extensive consumer base consisting of diverse consumer profiles.

e High-end brands which aim to establish exclusive branding need the services of macro influencers.
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2. Macro-Influencers

Organisations which operate within specific areas of expertise or wanted demographics usually attract between
100k and one million followers. The influencers developed their expertise through sustained creation of content

which made them leaders in their specific domains.

Macro-influencers deliver specialized influencer marketing because their audience members tend to have
matching lifestyle interests. The number of followers a brand gets from macro-influencers depends on their budget

as their reach tends to be significant.
Certain brands who desire collaboration with macro-influencers include:

e Companies that launch start-ups require quick market visibility together with accelerated expansion and
trust-building among customers (such as Canva)
e Non-profit groups that want to build fundraising activities together with community awareness initiatives

e Hotels together with airlines aim to reach big groups of select customers.
3. Micro-Influencers

The following category of influencers includes people with dedicated audiences of 10,000 to 100,000 followers
who demonstrate high levels of participation. These social media creators maintain a strong online presence on

platforms including Instagram and YouTube in combination with TikTok.

Marketers currently prefer to collaborate with micro-influencers because these influencers successfully reach
precise passionate audiences using unique content and real endorsements and interactive genuine social media
experiences. Brands can find micro-influencers to be a cost-effective choice against working with bigger

influencers while maintaining their partnership effectiveness.
4. Nano-Influencers

The follower base of nano-influencers ranges between 1,000 and 10,000 followers because they build intimate

relationships with their viewers through communities and individualized material.

Small numbers of followers do not prevent nano-influencers from becoming beneficial partners for businesses

which need to market to specific audience segments without spending over their marketing budget allocations.
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New data shows that Influencer Marketing Hub reports 44% of brands choosing to work with nano-influencers

for 2024 partnerships as this percentage has risen from 39% during the previous year.

The rising popularity of nano-influencers results from their limited industry scale which lets them allocate
sufficient effort to every partnership. The approach leads brands to develop customised content and strengthens

customer interactions inside select interest groups.
These are the businesses which derive advantages from teaming up with nano-influencers:

e Local businesses specifically market their products toward distinct populations of a certain location or
geographic area

e Businesses with small finances who need budget-friendly promotional activities

e Specialty food businesses and home-based operations focusing on serving unique product demands of

specialised consumer segments.

Large Enterprises
Mega
Influencers
High-End Brands
Startups
Macro .
Influencers
Nonprofits
Types of Influencers
Cost-Effective
Micro .
Influencers
Precise Targeting
Local Businesses
Nano .
Influencers
Small Budget

Fig 4.2 Types of Influencers
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4.2.2 Strategies for Influencer Marketing

Effective influencer marketing strategies require the completion of multiple key procedures as follows:

Clear objectives need to define the influencer marketing campaign because they should be specific to ensure
effectiveness. When we understand clear goals, we can steer towards the targeted outcomes in all campaigns
focused on visibility elevation and product advertising or audience participation enhancement.

Influencer marketing strategies require profiling the follower base of the influencer since doing so enables
stronger audience engagement.

Begin your strategy with focused relations between your purpose-selected influencers through genuine
partnership development. Initiate meaningful interaction with their content through comments then develop
strong relationships which create the foundation for suggesting partnerships.

Transparency in outlining the working agreement along with all financial terms together with deadlines
stands essential towards avoiding misunderstandings during partnerships.

Models receive unrestricted creative control because brands allow them to stay true to their genuine self.
An organic placement of the brand within content helps influencers connect intensely with their audience.

A successful influencer marketing approach requires working with several influencers who operate across
different platforms including Instagram and YouTube and TikTok because it enables expanded audience
reach.

A brand must implement tracking tools across their influencer campaigns to measure their performance
accurately. The company can measure precise campaign success through the analysis of engagement
metrics and audience reach and conversion statistics.

The process of successfully promoting brands lasts when organizations create enduring relationships with
authority figures. Strategic continuations of business alliances produce improved brand reliability and
positive brand relationships.

The competitive advantage of an organization in influencer marketing depends on proper trend analysis of

current market trends.

. Influencer marketing success requires cost result analysis for ROI evaluation which leads to better future

strategies.
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4.2.3 Benefits of using Influencer Marketing
1. Increased Brand Awareness

Brand exposure through influencer collaboration opens the brand to reach new audiences. When influencers
present brand content it creates new customer engagement because their followers would otherwise not be familiar
with these labels. Because followers trust their influencers their endorsement establishes a positive brand

reputation which in turn strengthens market visibility.
2. Precise Audience Targeting

Brands can achieve particular audience selection through partnering with influencers who have audiences that
match their target consumer base. Delivery of the campaign message to appropriate recipients in an audience-

specific way creates better efficiency in the advertising effort.
3. Higher Conversions

Social proof stands as a vital element which affects consumer purchase choices after influencer marketing because
it successfully wins over ambivalent buyers. The interactive content that influencers produce through giveaways
and challenges alongside real-time sessions stimulates audience participation for purchase-related actions and
promotional subscriptions. Brands can monitor direct promotional success through the exclusive coupon offers

that influencers distribute to their audiences.
4. Building Trust and Authenticity with the Audience

The establishment of trust between influencers and their followers happens through the presentation of real and
truthful opinions and stories which match the followers' preferences. Their credibility grows stronger because they
keep their audience informed about every brand partnership and they endorse products exclusively based on

personal support.

Besides being unscripted their content appears genuine by nature thus developing personal connections with
followers. The direct response to audience comments establishes strong brand relationships between the followers

and the company. Influencer marketing strategies generate superior conversion outcomes because of their ability

to unite multiple important aspects.
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Fig 4.3 Benefits of Influencer Marketing

4.2.4 Challenges of Influencer Marketing
1. Authenticity Issues

Sustaining honest communications remains difficult due to the fact followers might perceive sponsored content
as less genuine. Motivating content must coexist with original personality expressions that influencers need to

achieve.
2. Selecting Appropriate Influencers

To find suitable influencers brands must conduct complete research about individuals whose philosophies match
the brand. When influencers are chosen who do not match the brand's goals then target audience members will
not respond positively. Organizations should maintain a systematic approach to evaluate potential partners

because choosing influencers requires a compatible follower base alongside active engagement metrics.
3. Short-Term Impact

Rapid marketing benefits provided by influencers cannot be maintained permanently to create lasting effects. In

order to maintain achievement brands must execute multiple marketing approaches together with their

influencer program.
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4. Risk of Unfavourable Publicity

Working with influencers poses problems to brands due to the independent nature of influencers who preserve
their individual ideas and unrestrained conduct. Public disputes alongside any statements that conflict with brand

values create threats for negative publicity to impact a brand.
5. Costs and Budgeting

The assessment of proper influencer compensation together with campaign budget control proves to be an intricate
administrative task. The expense of influencer marketing requires strategic investments from brands since these

investments do not guarantee specific success rates.
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[~ Content Success
Budget-Friendly g] Negative
Publicity

Fig 4.4: Pros and Cons of Influencer Marketing

Examples of Influencer Marketing

1. Nike and Cristiano Ronaldo: The marketing influence between Nike and Cristiano Ronaldo creates an

extraordinary match in the influencer field. Through Cristiano Ronaldo's global social media network Nike

achieves access to thousands of potential buyers who receive premium athletic products from the company.




ATLAS

SKILLTECH
UNIVERSITY

2. Airbnb and Travel Influencers: Airbnb makes continuous use of travel influencers who display exclusive
vacation rentals to their target audience. Airbnb hosts with their Airbnb content posts on social media create
inspirational material which guides their visitors toward discovering similar destination options.

3. GoPro and Adventure Influencers: Customers who love adventure with GoPro join forces with athletic
collaborators to denote their experiences while conducting risky sports activities through their action
camera products. Visual representations produced by these influencers show their camera's ability to
survive and function in severe situations.

4. Gymshark and fitness apparel influencers: Gymshark connects with various popular fitness influencers to
display its product collection on Instagram and YouTube alongside these strong audience bases. The
combination of motivational workout videos allows influencers to make the brand's athletic apparel
recognised by fitness fans throughout the world.

5. Amazon Fashion and Fashion Bloggers: Amazon Fashion collaborates famous fashion bloggers and
influencers to showcase its entire collection of clothing and accessories for its audience. The influencers
showcase lookbooks together with style guides and reviews which give their followers easy access to

affordable fashion items on Amazon.
Contextual Review: Puma’s Influencer Marketing Campaign for Activewear
Introduction

Puma operates as one of the world's top sportswear brands through influential contribution to sports activities.
The fitness and wellness sector expansion strategy for Puma required the company to use yoga as a platform for
launching its new activewear line. Puma achieved these goals through Influencer Marketing and the presence of

its brand ambassador Kareena Kapoor Khan during the brand's launch campaign.
Objectives of the Influencer Campaign

e The influencer marketing program of Puma received specific strategic goals to achieve peak
performance.

e The Puma activewear should be promoted through the collaboration of influencers who practice yoga in
unusual locations and share their chosen spots with their social media audiences.

e During the upcoming International Yoga Day Puma needs to exploit the rising engagement and reach to

boost sales of its activewear collection.
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e The influencer program needed to deliver values which matched exactly what Kareena Kapoor Khan

expressed for the brand.
Platform Selection: Instagram as the Primary Channel

Instagram stood out as the best platform for the campaign since its main purpose was to establish quick visibility
and reach. The choice to use Instagram Reels and Stories content proved successful because they delivered
optimal results for reaching our target audience. The popularity of Instagram created optimal conditions for

Puma's marketing campaign to gain exposure throughout their target audience.
Strategy and Execution
Campaign Strategy

The Puma activewear promotional campaign utilized a special approach to showcase its versatility by
demonstrating fitness activities especially yoga could be practiced in every location. Online fitness creators were
provided incentives to create Reels of themselves doing yoga poses within unusual unique venues. The strategy

demonstrated people could exercise at any time or place while showing off Puma activity clothing prominently.
Execution of the Campaign

The influencer initiative received careful scheduling from designers to fit perfectly with Puma’s broader brand
movement that Kareena Kapoor Khan led. Among the eight fitness influencers featured on social media there
was coordination with Kareena Kapoor Khan's video through simultaneous Reels distribution. Through an
additional strategy, the campaign gained more prominence because influencers shared their Reels Stories

resulting in maximum engagement and wide-spread visibility.
Conclusion

Puma accomplished the enhancement of brand awareness and customer engagement in its newest activewear
range through proper influencer marketing execution and strategic planning. Puma successfully achieved
branding success in the yoga and fitness community through its combination of Instagram features that generate
high engagement with multiple influencer partnerships and teaming up with a fitness ambassador. Through this

campaign Puma both showed its dedication to fitness together with proving how effective influencer marketing

can make global brands more visible to their audiences.
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4.3 Meme Marketing

The adoption of Internet memes for promoting products serves as both smart and enjoyable advertising through
Meme Marketing practices. Meme marketing distributes content based on memes that quickly reaches its target
audience by sharing relevant material consumers want to share. To create an emotional connection with customers,
brands must leverage what people share while understanding their psychological state or humorous perspective

thus improving brand presence through community-building.

e The main focus of meme marketing stands in drawing focused attention toward a particular target audience.

e Brands improve their market exposure by making relatable memes which enable them to bond with
customers while creating valuable content.

e The effective implementation of meme marketing occurs when companies monitor trending memes before
integrating them into creative social content which they distribute through their social media platforms.

e The dual result of this approach involves enhanced audience engagement along with the capability to reach

increased numbers of people by viral sharing.

The integration of memes in promotional materials enables companies to reach their target customers successfully
for marketing success. Marketing success in the industry depends foremost on an ability to monitor present
internet meme tendencies and their cultural settings. After learning about their topic brands create memes that
provide unique messages for their marketing purposes. The connection with their intended audience becomes
possible through the use of humorous material and relatable components or creative features within their

marketing content.

Social platforms Twitter and Facebook together with Instagram provide brands with perfect venues to distribute

memes using user interactions including likes and shares and comments that leverage meme virality. Through

this technique both authenticity elements and relevant storylines ensure memes maintain their original brand
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characteristics. Brands which launch meme challenges and interactive meme marketing programs get direct

customer content while establishing strong brand relationships with their fans.

Through purposeful meme marketing strategies which consider cultural elements brands create meaningful

consumer relationships and improve both consumer connection and content spread potential. This approach leads

to marketing strategies of superior power that people remember more effectively.

Why Do Memes Go Viral on the Internet?

1.

Making a Connection: Memorial images spread among large audiences since they feature common
experiences and established cultural references that connect with viewers. The distribution of memes by
people depends largely on their personal relationships to the presented content.

Humour: Humour remains the fundamental driving force behind which memes spread through the internet
to become viral. Human-made content materials use amusing components alongside intellectual
sophistication to deliver entertaining value for people to share humorous content online.

Simplifying the Message: Images in visual memes simplify messages because they combine textual
elements with visual representations. The images maintain basic concepts that allow them to spread across a
variety of online platforms.

Attractive Appearance: Visual attractiveness defines the characteristic content of memes that draws in their
audiences. Social media users immediately draw attention to striking images alongside brief text when these
posts appear on their feeds.

Strategic Timing: Content that links to current cultural trends and popular activities will achieve greater
success in becoming widely popular memes. Complete success for memes comes from their integration with
major contemporary social themes which makes them attractive to public audiences.

Authenticity Through User-Generated Content: Users who both create and share their generated memes
develop authentic digital presentation methods. People who create memes see their content extend beyond
the original audience groups and reach multiple spectator groups.

Seamless Sharing: Through social media mechanisms meme distribution becomes effortless and user action

to share begins a chain reaction of fast distribution speed.
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8. Creating Community: Memetic content enables community formation by building new social bonds
between individuals which weakens social connections between them. Personal experience of a meme leads
individuals to spread it across their social network until the content reaches multiple viewers.

9. Emotional Impact: Memes generate diverse emotional reactions that produce simultaneous happy feelings
and recollections and foster gentle sentiments towards peers and surprising responses. Memes that create
intense emotional engagement become highly popular contents that encourage people to share them.

10. Platform Algorithms: Social media management systems display content which produces high levels of
user engagement. Social media management systems boost meme success by making them more visible

which creates their potential for going viral.

4.3.1 Meme Marketing Strategy

The Meme Marketing Strategy serves as a precise technique that incorporates humorous components for
marketing goal accomplishment. The marketing approach contains diverse content beginning with educational
content then extending to absolute humor which introduces amusement into marketing initiatives. The execution
of brand storytelling methods has evolved among marketers during recent times in order to reach groups that
refused to respond to previous marketing messages. Content marketing in bite-sized formats highly depends on

memes to serve as its fundamental operational element.

Omnicore highlighted video content will replace traditional text-based interactions because 80% of users prefer
video communication. Social media relies on visual storytelling because viewers plan to watch videos more than
text since they represent 80 percent of total consumer behavior. Successful advertising depends heavily on
creative visuals since consumers desire one-of-a-kind content that interrupts typical direct advertisements found

throughout current commercial media.

The fundamental quality which makes memes visible to viewers is their selection of a single visual element like
images or GIF or video clips. Memes serve a dual purpose by helping companies meet marketing objectives while
operating with blog material and product introduction messages and email promotional strategies. A memorable

social media post functions well on its own among independent memes which display sufficient strength as

impactful social media posts.
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Fig 4.6 Meme Marketing Strategy

Steps to Effective Meme Marketing

Step 1: A brand must establish a powerful distinctive voice.

When a brand uses its unique perspective to speak to different audiences the messaging stays consistent so it
represents the brand properly. A brand’s effective meme marketing depends on developing precise guidelines

which maintain brand identity and produce on-brand content effectiveness.

Step 2: Proper understanding of the target audience.

A meme connects most efficiently with particular groups of people because it represents common relationships
they share. The identification of a suitable target audience follows a successful voice definition for a brand. Brands
should use market segmentation with deep research and an understanding of consumer interests to pick perfect

meme templates that match their customer base.

Step 3: The implementation requires achieving a perfect combination of streamlined communication with

tailored approaches.
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Regular memes when presented well to their target audience can drive remarkable effects. A perfect marketing
solution emerges when brands achieve proper coordination between brand expression and audience connection.

Since online content is abundant readers need content that both attracts their attention and keeps it focused.

Step 4: The essential meme guidelines.

The following rules will provide brands with their best results when applied together:

o Make the text large enough and simple to read for better visibility.

e Rephrase the guidelines because making modifications to original memes disrupts their understanding by
audiences.

e A brand should avoid extensive modification of template elements from stock assets because it weakens
the brand message.

e Subtle and natural integration of calls-to-action should be applied to content.

Step 5: Maintain Viral Potential.
A brand can strengthen its content strategy by finding original ways to use trending memes even if it does not

need to create new content specifically for memes.

Meme Marketing Tips

e Removable elements create better memorable content than uniquely original content alone. An established
meme that arrives at the right moment creates the strongest impact on viewers.

e The process of genuinely connecting with viewers starts by comprehending their personality traits
alongside their interests along with their sense of humour. When memes match a consumer's favourite
taste then their marketing power grows stronger.

e Regardless of what you promote, meme marketing requires an optimal moment to be successful. For
brands starting their meme marketing campaign maximum engagement can be achieved when they post
memes during their peak popularity period.

e Market trends are strong growth factors when brands use popular memes to generate higher levels of

brand-audience engagement.
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e Meme creation must avoid content which would offend viewers because humour in these contexts should
stay light-hearted and inclusive. Staying away from sensitive subject matter enables brands to establish
and protect a favourable online representation.

e For promotional purposes embrace memes with caution because a brand must maintain full alignment

between its core elements and the memes they use.

4.3.2 Advantages of Meme Marketing

Memes provide brands with an opportunity to create high user engagement that makes their brand more
visible and recognizable to greater numbers of consumers.

Social media users can access memes through natural organic growth across various platforms which requires
no large advertising costs.

Brands gain authenticity through memes because they use material that speaks to common experiences of
their users. Such interactions help brands create better authentic relationships with their audience.
Marketers find memes to be an affordable marketing tool which provides better value than established
promotional channels. Brands enhance their content outreach by utilizing user-submitted material and
participate in internet dialogues without raising their budget.

Through meme utilization brands successfully portray their distinct sense of humor as well as their creativity
and cultural insights to the public. The unique brand personality which results from such applications allows

audiences to distinctly recall the brand.

4.3.3 Disadvantages of Meme Marketing

The subjectivity of humour makes memes prone to misinterpretation thus creating potential damaging results.
Safe usage of memes becomes challenging because sensitive issues tend to increase the risk of harmful
consequences.

Meme popularity follows contemporary trends therefore their commercial value declines rapidly. Brand use
of dated memes creates an image of dated or unreadable content in the minds of consumers.

Brand images face possible impairment when companies use memes which deviate from their already-

established branding. A brand faces losing its reputation strength and diminishing credibility when using

inappropriate or poorly handled memes.
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e (Constant memes in promotional content led to market saturation which reduced their powerful impact while

creating a perception of brand desperation to seem trendy.

e After sharing meme brands give up complete authority over how the meme is modified and distributed. The
diminished ability to control meme content makes maintaining good online public standing more difficult.

e A meme needs to target specific audiences because different demographics have vastly different response
rates to digital content. Memes that do not match the tastes of the target audience will likely result in

unenthusiastic response.
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Fig 4.7: Pros and Cons of Meme Marketing

Meme Marketing Examples
1. Wendy's Twitter Roasts

Wendy’s achieved national recognition as a fast-food chain by using witty and playful interactions on Twitter.

The brand developed an audacious digital image through its fusion of memetic style and competitive banter which
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allowed it to be distinguishable against competitors. Wendy’s distinctive approach separated it from other brands
and simultaneously created an enthusiastic customer community and fortified its digital image.

2. Netflix "Bird Box" Challenge

Both "Bird Box" challenge popularity and viral trends led Netflix to capitalise on the public fascination. The
company engaged participants by sharing engaging memes and participative interactions despite the big trend.
The online trend of Bird Box became an opportunity for Netflix to demonstrate its understanding of internet
culture while generating more interest in its hit film.

3. Oreo — ""You Can Still Dunk in the Dark" Tweet

The 2013 Super Bowl blackout provided Oreo with a business opportunity by releasing the message "Power out?
Don't worry, you can still dunk in the dark." You can enjoy dunking regardless of dark conditions according to
their strategic response. The message indicates that dark conditions should not be a worry because dunking can
still happen. Oreo responded immediately with their quick-witted message because it earned appreciation from

online users for being both culturally pertinent and responsive toward significant events.

Did You Know? L o

;\_
=

e People using social media now surpass three billion users while sixty
percent share memes through their social media platforms for
entertainment.

e Facebook and Instagram users engage naturally with Meme
advertising up to ten times more frequently than traditional
marketing images receiving approximately 5% of user involvement.

4.4 Moment Marketing

Through moment marketing businesses can determine significant timely events and cultural developments to
develop strong emotional bonding with their target audience.

Consumer engagement develops emotionally through marketing efforts which focus on current concerns of their
audience. Brands implement multiple marketing strategies which fall under moment marketing such as real-time
marketing, event marketing, seasonal marketing and user-generated content campaigns, influencer marketing,
location-based marketing and hashtag campaigns.

Through moment marketing strategies businesses develop diverse marketing solutions which improve interaction

with their audience delivering greater business results.
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Digital Read

Scan the QR Code to Read!
What is moment marketing and how can you use it?
Adobe. Retrieved February 10, 2025

Why Use Moment Marketing?

Brands can expand their reach potential through valid partnerships between their products or services and
recognized events. The correct execution of strategic marketing approaches enables the possibility to
attract audience attention and promote brand recognition.

Time-focused material that shows brand awareness of audience tastes enables companies to create a
unique brand identity along with improved customer commitment.

Success from moment marketing turns into cost-effective value for companies since it grows the consumer
base and enables viral phenomena potentially. The popularity trends that go viral on TikTok platforms
cause brands to experience complete retail product depletion.

Timely, relatable content naturally garners more interaction than standard marketing material. The social
media technological algorithms use user engagement to determine selections hence distributing content
through multiple profiles.

The concept of moment marketing demonstrates flexibility and creativity because it requires fresh
concepts and immediate applicability with relevance to current times. The implementation of this
approach enables brands to develop innovative ideas which support marketing activities' adaptation

process.

4.4.1 Benefits of Moment Marketing

1.

Increased Engagement: Moment marketing raises the ability of audiences to stay focused by
incorporating both current news trends with breaking real-time events. Users become more likely to
engage with matching social media content when it participates in their ongoing conversations and they

can do so through features that support interaction like sharing and social media reactions. Social media

content receives more visibility based on the amount users choose to interact with it.
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2.

Greater Brand Reach & Visibility: A brand achieves better exposure to potential new customers by
linking itself to real-time popular events. Multiple platforms give viral moments an opportunity to display
themselves thus achieving enhanced brand visibility and recognition at these platforms.

Improved Customer Loyalty: Markets find brands more appealing when these brands show their
comprehension of modern cultural events and major trends. A brand's quick response to present events
creates better customer loyalty while strengthening human connections without abandoning its audience
base.

Cost-Effective Marketing: Moment marketing separates from traditional advertising strategies since it
functions without depending on financial budget. Campaign growth through successful timing and
innovation allows companies to reduce expenses on promotional and advertising methods.

Higher Return on Investment (ROI): Ideally timed marketing efforts enhance both product sales volume
and make brands more visible to customers while making their products more appealing to them. Brand
success through viral marketing together with low-budget spending yields the best return on investment
levels.

Enhanced Social Media Performance: The social media platforms Instagram together with Twitter and
TikTok prioritize showing content which already holds prestigious trending status. Using moment
marketing trends helps brands generate superior algorithmic success which rapidly expands their audience
base.

Ability to Improve Website Traffic and Yield New Sales Opportunities: Proper implementation of
moment marketing techniques directs customers to brand websites and internet stores. Customers connect
better to marketing messages that cater to them so they end up visiting brand digital properties which
provide new conversion prospects.

Fosters Creativity & Innovation: Future engagement with moment marketing situations allows brands
to develop quick planning abilities and adaptive maneuvers leading to innovation. The creative teams find
advantages in this method due to the need to create fresh content that grabs attention from audiences by
staying ahead of trends.

Encourages User-Generated Content (UGC): Through moment marketing initiatives audiences obtain
motivation to make personal content creations which they also willingly distribute to others. Any content

customers generate on their own reaches wider audiences with stronger connections to the brand at no

additional effort for the organization.
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10. Strengthens Brand Personality: Brands achieve strong brand personalities through well-planned
moment marketing initiatives which their target audience rapidly accepts. A brand can create modern
public personas through smart creative interactions with cultural events demonstrating either
understanding or comedic sensibilities toward society.

11. Competitive Advantage: Through moment marketing integration brands achieve competitive superiority
because they stay ahead in cultural trends. The brand remains relevant because of its method which ensures
constant customer engagement.

12. Drives Conversations & Brand Recall: A brand that joins viral discussions enhances the chances for
consumers to remember the brand name. When a marketing campaign succeeds consumers keep the brand

in mind even though the trend it supported eventually fades away.
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Examples of Moment Marketing

1. Coca-Cola’s ‘Share a Coke’ Campaign

Coca-Cola’s ‘Share a Coke’ campaign in 2013 serves as a prime example of moment marketing success. The
brand enabled people to customize its products with their names while sharing them with important acquaintances
they cared about to launch a memorable consumer-focused campaign.

Social media integration in the campaign activated broad audience discussions which helped raise sales numbers
significantly. More than 150 million customized bottles were sold in the United States while British consumers
showed increased sales volume by 2.5%.

By showcasing personalized marketing strategies, the campaign proved how relevant consumer engagement

strategies are to establish deep relationships with audience members.

2. McDonald’s ‘McRib’ Campaign

The McDonald’s McRib promotion showcases a perfect example of how moment marketing works. Each year
the McDonald’s McRib sandwich appears for a short window from 1981 until today. The McDonald’s marketing
team introduced a specific promotional campaign in 2014 which spotlighted how short the McRib sandwich
remained available to customers.

The marketing strategy incorporated three main promotional channels: TV commercials and social media and
digital advertisements. The advertisement used the statement "The McRib Is Coming Back" to persuade
customers to experience McDonald's before the McRib disappeared permanently.

The marketing strategy brought about mountainous sales growth and delivered remarkable success. The
marketing campaign used effective timing to create FOMO among customers by highlighting they needed to

purchase the product before it vanished from available options.

3. Starbucks ‘Red Cup’ Campaign

Aiming at the holiday season Starbucks released its 'Red Cup' promotional initiative during 2015 through moment
marketing tactics. The marketing strategy of the brand is activated annually through its signature red holiday cup
release for beverage service.

The marketing campaign-built anticipation by activating customers to join social media activities. Starbucks

enabled customers to participate in the #RedCupContest online posting where they could enter by submitting red

cup photos in exchange for the chance to win prizes.
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Through its highly successful campaign the brand received over 40,000 participations and netted more than 2.3
billion social media impressions. The brand gained extensive media attention through the red cup campaign and

this ultimately boosted sales as customers became regular attendees of the annual cup release.

4. Nike’s ‘Just Do It’ Campaign

Historians consider ‘Just Do It' from Nike to be among the best and most enduring advertising campaigns in
human history. In 1988 Nike launched their campaign by displaying advertisements across television screens
while placing print media and billboards which featured sports icons including Michael Jordan, Bo Jackson along
with John McEnroe.

Nike's sales expanded exponentially during this period until they reached heights of more than $9 billion during
1998. Between 1988 to 1998 Nike expanded its market share from 18% to 43% while increasing sales from $877
million to over $9 billion.

The advertising campaign succeeded because it adapted perfectly to the cultural shifts happening during that
period. The fitness and sports trend of the late 1980s and 1990s provided Nike with the perfect opportunity to

advertise pushing personal boundaries toward greatness.

Did You Know? RS
¢

P
*

e Black Mirror promotion by Netflix stands as the most impressive
case of moment-based marketing. The marketing event converted
a typical bus station into a reflective glass panel that presented
visitors with the illusion of numerous people focusing on a black
reflective surface.

e C(ristiano Ronaldo's bottle removal during a Euro 2021 press
conference created such a viral effect that Fevicol seized the
opportunity to generate a $4 billion market devaluation for Coca-
Cola.

e The social media post about Spain Euro 2024 from Amul will most

likely present a funny artistic interpretation of Spain's soccer
activities by utilizing their signature butter mascot with playful
statements.
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Knowledge Check 1 ,Ol '—

Choose the correct option:

1. What is a key advantage of moment marketing in terms of customer
engagement?
A) It reduces the need for interactive content.
B) It aligns with real-time events, encouraging audience participation.
C) It relies solely on paid advertisements for visibility.

2. How does moment marketing contribute to cost-effective marketing?
A) It eliminates the need for any form of advertising.
B) It relies on timing and creativity rather than large financial budgets.
C) It increases spending on traditional promotional methods.

3. Why does moment marketing improve social media performance?
A) It ensures content becomes part of trending topics, favoured by algorithms.
B) It reduces the need for brands to post regularly.
C) It focuses only on long-term branding strategies instead of real-time
engagement.

4. How does moment marketing help strengthen brand personality?
A) By using humour and cultural awareness to connect with audiences.
B) By strictly following traditional advertising techniques.

C) By avoiding interaction with viral trends to maintain consistency.

4.5 Summary

« Social media marketing implementation must begin only after fundamental principles become clear.

% The new social media marketing plan requires accessible targets that include daily posting during one
month as well as profile setup and competitor analysis.

+ Companies can use influencer-based marketing strategies to let trusted social media influencers endorse
their products because these influencers possess substantial trust in their audiences. Through their existing

appeal and influence established influencers serve as the foundation of the marketing approach to link up

with their specific audience base.
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Businesses should choose influencers strategically since their methods together with their fan base must
align with the target demographics of their chosen audience.

Social media influencers provide reach to big audiences of general followers or develop passionate
following of highly loyal users. As a prerequisite for choosing appropriate influencers a brand must
analyse particular content properties which include reach along with reach extent and cost requirements

to maintain audience engagement.

Internet memes serve as creative advertising methods for brands to deliver promotional content in an
entertaining manner called Meme Marketing. Meme marketing relies on sharing content from related
memes that easily spreads to target groups when content offers something relatable which users want to

spread.

Brands receive perfect spaces on Facebook and Twitter and Instagram to post memes because these
networks let brands activate meme virality through user-driven activities including likes or shares and

commenting.

The Meme Marketing Strategy functions as a strategic approach that merges humor into its method for
attaining marketing goals. Marketing strategies begin with educational content which later adds absolute
humour to create a playful approach in promotional plans.

Through the moment marketing approach businesses can identify upcoming relevant time-based

occurrences and cultural shifts for enhanced customer connect.

Companies implement multiple marketing strategies under the moment marketing approach which
consists of real-time marketing, event marketing, seasonal marketing and user-generated content

campaigns, influencer marketing and location-based marketing, and hashtag campaigns.

4.6 Key Terms
1. Influencer Marketing: Respectable entities with big online followings promote products to audiences by
creating promotional content which receives scheduled assistance.
2. Meme Marketing: Diverse content such as attractive funny memes and shareable content allows digital
marketing to establish brand connections by promoting products in an enjoyable way for viewers.
3. Moment Marketing: The strategy to produce marketing content that connects with audiences during

present cultural trends and events and actual-time happenings provides high relevancy with timeliness.
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4.

Engagement Rate: Social media and influencer marketing utilize engagement rate as a vital performance
index to evaluate post-level activity divisions by audience total.

Micro-Influencers: The social media influence world features professionals who maintain dedicated yet
compact audiences of 10,000 to 100,000 followers who demonstrate enhanced trust levels.

Influencer Collaboration: The strategic union of brands and influencers for developing jointly produced
content that uses influencer audiences to market products and services.

Engagement Metrics: The success of social media and influencer marketing campaigns used to depend
on data points that included likes as well as comments and shares and views and other metrics.

Brand Authenticity: Audiences need to perceive brands as authentic and transparent since this
authenticity builds trust and credibility when brands work with influencers and in meme-based

advertising.

4.7 Descriptive Questions

1.
2.

How will an effective omnichannel approach help enhance brand social media and what are its challenges?
Social media algorithms that impact the content reach, what should a brand do to best align its strategy
with the social media algorithms?

How does an influencer get chosen between macro and micro; how do brands select, why and how much

each type contributes to credibility as well as returns on investment

. How does the authenticity of the influencer affect the trust level of the audience, and what are some

strategies that brands can use to ensure that the collaborations are genuine and not just a forced sponsor?
How do brands balance the use of humour and brand messaging in meme marketing so that they don't
water down their brand identity?
What are some strategies for creating content using memes when they have such a short shelf life?
How can brands effectively leverage real-time trends without appearing opportunistic or insensitive to
social and cultural contexts?
What are the risks associated with reactive marketing, and how can businesses prepare a framework to

ensure brand safety while capitalizing on viral moments?

. How does moment marketing differ from meme marketing in terms of strategy, execution, and long-

term brand positioning?

. How might businesses combine moment marketing with influencer marketing in order to have

campaigns that are both trend-driven and highly engaging?
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Answers to Knowledge Check ]Ol |—

Knowledge Check 1

1. B) It aligns with real-time events, encouraging audience participation.

B) It relies on timing and creativity rather than large financial budgets.

A) It ensures content becomes part of trending topics, favoured by algorithms.

> »w D

A) By using humour and cultural awareness to connect with audiences.
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4.9 Case Study

The Power of Meme Marketing

Introduction

O

Marketing with memes has proven itself as a leading and inexpensive digital marketing tactic which
has gained prominence since recent years. Brands effectively reach more audience members and
construct solid online support groups and boost conversion rates by creating enjoyable content that
people can connect with. The research investigates how businesses achieve successful meme marketing

results and reveals their encountered obstacles together with adopted solutions.

Background

Brands now maintain their audience connections using social media networks including Instagram and
Twitter alongside TikTok. Digital marketing now implements memes due to their viral quality which
lets companies connect to cultural events as a standard component of their strategies. Wendy’s and
Netflix and Gucci made successful use of memes in their advertising to connect with younger

generations which ultimately improved brand memory for these brands.

Problem Statement 1: Striking the Right Balance Between Humour and Brand Messaging
The primary issue in using memes as a marketing tool arises from keeping humour messages in
harmony with brands and messaging platforms. Faulty implementation of memes may cause confusion

that results in either negative reactions or decreased trust from customers in a brand.

Solution

Marketers should use these methods to resolve this issue:

e Brands should follow these steps when creating content for memes: first, they need to know their
audience by performing social listening coupled with audience demographic analysis.

e The brand voice needs to remain consistent because the chosen humour must match the established
brand tone and identity.

e Before wide publication brands should use focus groups combined with A/B testing to evaluate

how audiences accept the content.
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Netflix shows their marketing success through the membrane promotion of its television content. The

company combines memorable movie moments with fashionable meme elements to establish an

authentic connection through humour while avoiding mutations of their corporate identity.

Problem Statement 2: Staying Relevant in an Ever-Changing Meme Culture
A brand becomes outdated when it utilizes old or unimportant memes which indicates that it is not
keeping up with contemporary trends. Achieving relevance in internet culture demands both shiftiness

and complete awareness about online community trends.

Solution

To remain relevant, brands should:

e Become ahead of meme trends by following the pages which post memes together with scanning
social media patterns and joining clubs online.

e A social media organisation should hire or train personnel who fully understand meme cultures and
maintain swift response abilities.

e The sharing of user-generated memes gives two benefits: it promotes audience participation as well

as preserving authentic engagement.

Gucci used the services of popular meme creators to execute their #TFWGucci (That Feeling When
Gucci) campaign. The combination of new content from Gucci and their luxurious brand identity

naturally fit into memorable internet humour.
Reflective Questions

1. What methods exist for assessing brand success in meme marketing initiatives?
2. How do brands prevent risks when they use humorous messages in brand promotion efforts?
3. Do brands have a method to promote organic meme sharing that avoids forcing memes to

become viral?

Conclusion
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Conclusion

Meme marketing represents an interactive method that enhances branding visibility and deepens
audience relations. Becoming successful under this strategy depends on preserving authenticity,
understanding target customers and fast adaptation to new trends. The strategic blend between cultural
alignment and identity protection when humour is applied in meme marketing produces business

success in creating devoted customer relationships.
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Unit 5: Online Reputation Management and Social Listening

Learning Objectives

. Learners will learn the importance of Online Reputation Management (ORM) and its impact on a brand's

credibility, customer trust, and long-term success.

Learners will learn how to apply social listening techniques to track brand mentions, track customer opinions,
and respond positively to online feedback.

Learners will learn how to manage reviews and ratings, such as managing fake and negative reviews and
being ethical and transparent in communication.

Learners will examine the importance of word-of-mouth marketing and its impact on consumer decision-

making, perception of a brand, and customer loyalty.

Structure

5.0
5.1
52
53
54
5.5
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5.7
5.8
59

Introductory Caselet

Understanding ORM and Social Listening
Tools to Implement ORM and Social Listening
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Word of Mouth

Summary
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Case Study
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5.0 Introductory Caselet

"Building Brand Trust via Online Reputation & Social Listening"

PureGlow, a natural skincare brand, had built a loyal customer base through its commitment to
sustainable and cruelty-free products. However, a sudden wave of negative reviews and complaints
on social media threatened their brand reputation. Customers were frustrated about delayed
deliveries and unresponsive customer service.

PureGlow's management realized that negative sentiment was spreading quickly, impacting sales
and customer trust. They needed a proactive approach to manage their online reputation and regain
consumer confidence while addressing real concerns.

To tackle the issue, PureGlow implemented a structured online reputation management and social

listening strategy:

1. Social Listening Tools: They used Al-driven social listening tools to track brand mentions,
customer complaints, and sentiment trends across platforms.

2. Proactive Customer Engagement: They responded promptly to negative feedback, apologized
for service delays, and provided real-time updates on issue resolution.

3. Transparency and Communication: The company publicly acknowledged the issues, shared a
roadmap for service improvement, and engaged with customers through Q&A live sessions.

4. Encouraging Positive Reviews: Happy customers were encouraged to share their positive

experiences through testimonials and reviews, balancing the negative sentiment.

Within three months, PureGlow successfully reduced negative sentiment by 50%, improved
customer service response time by 70%, and regained consumer trust. Their proactive reputation

management approach led to increased customer loyalty and a 30% rise in online sales.

Critical Thinking Question:
If PureGlow had not implemented a social listening strategy, what potential long-term impacts could
the negative online sentiment have had on their brand reputation and sales? How could they have

mitigated these risks differently?
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5.1 Understanding ORM and Social Listening

Online reputation management (ORM) features both tracking and enhancement activities for business reputation
online. The evaluation occurs to determine the information which potential customers, journalists and business
partners encounter during a Google search about brand identity or personnel and product offerings. Internet users
develop first impressions about websites or phone communication after reviewing their search engine results.
The main concern becomes what type of information users can discover and whether this information will present

positive findings.

Digital marketing operations experience direct influences from ORM systems, which guide user experiences.
People tend to form their company judgment simply based on Google search results. Research indicates that
consumers engage with online reviews in product purchasing at a rate of 95 percent, while 81 percent of people

use Google Reviews to assess businesses before visiting them in person.

Regular consumers who conduct web searches regarding companies form completely differing perspectives

about those businesses.

The lack of any online information about a company will have direct effects on its financial performance while

harming the professional standing of individual employees. Business success depends heavily on online

reputation during collaborations with partners and journalists and when making business deals.

Digital Read
o

Scan the QR Code to Read!
Overit. (2023, April 11). What is the role of ORM in
digital marketing?

How Can a Business Assess Its Reputation?
Organisations should perform an analysis of their online presence before initiating any improvement activities.

The following evaluation checklist describes how to assess digital reputation.

1. Search Engine Results: An online search through Google should include business names as well as employee

names and product names. Check the five most prominent search results which appear on Google.
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e The business exists among the first five results or not.

e Organizations need to tackle search rankings improvements if the business fails to appear in the top five
results.

e The content available through links presents either positive or negative reviews.

e The existence of unavoidable negative reviews does not need to overshadow the positive appearances
Google users encounter with your business.

e (an you find indications that show the organisation has industry knowledge alongside leadership
activities in the field?

e Evidence of business presence reveals itself through newspaper article coverage, which includes both
news and guest blog posts.

e The company must address important ORM challenges which require immediate resolution.

e The list includes employee legal troubles and negative Glassdoor reviews posted by unsatisfied former

workers.
2. Google Business Profile (formerly Google My Business):

e Does a profile exist?
e [s the information accurate? The business information displayed on the profile must contain precise

name, location, and phone number information, along with proper opening hours.
3. Social Media Presence:

e Check the social media pages maintained by the brand.

e What is the total number of followers present on each active platform?

e When was the previous post made? Is content posted consistently?

e Are comments addressed promptly?

e The business promptly answers all direct messages that users send through their platform.
e The captured information properly represents what the brand stands for.

e Examine the online discussions about the brand that take place on social media platforms.

e Examine Facebook reviews and recommendations.

People can find suitable content by using region- and hashtag-based tags and looking for the brand name. People

talk about the business on social media platforms while the general mood among them remains positive.
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The extent of negative social media mentions depends on whether they spread throughout the platform or if

brand supporters defend against these negative mentions.
4. Google Reviews:

e Are there existing reviews?
e Pcople have assigned an average rating to the business.

e Does the company respond to reviews while following a specific plan for their handling?
5. Facebook Ratings/Reviews:

e Are customers recommending the business?

e Does the team reply to feedback received from customers?

e The reviews found on Angi (formerly Angie’s List), together with Yelp and TrustPilot, should also be
evaluated.

e Look for extra review sites about the brand by combining its name with “reviews” in the search.

e The website Glassdoor.com warrants inspection because it serves as an employee and business partner
resource for assessing organisational reputations through employee assessments.

e The organisation needs to review competitor comparison sites to understand its position compared to
industry rivals.

e The careful evaluation of these factors leads organisations to detect operational weaknesses, which enable

them to plan and execute successful enhancement strategies for their online reputation.
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Fig 5.1: Assessing Digital Reputation
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e Online reviews from consumers carry the same weight as personal
recommendations because 85% of people value them equally, while 74%
of customers develop more trust in companies which demonstrate
positive reviews. This clearly shows how effective ORM strategies can
benefit your business operation.

e An efficient implementation of ORM prevents potential sales losses
because of its systematic design. The analysis proves that ORM solutions
stop clients and lead to attrition at a rate of 40%.

Types of Online Reputation Management (ORM)

1. Online Reviews: Positive online image building starts when companies motivate satisfied customers to
publish their feedback on business-related social platforms. Positive testimonials improve reputation
credibility along with customer acquisition potential.

2. Social Media: Managing ORM within social media becomes essential because unfavourable customer
comments create adverse effects on corporate reputation and business expansion. For example, Kylie Jenner
produced important brand damage for Snapchat after posting her tweet about the platform.

3. Search Engine Content: A well-optimized search engine content enables brands to look better on search
results, which enhances their search positions and user ratings while increasing their social media reach.

4. Negative SEO: The maintenance and management of negative SEO results compare equally in importance
to positive online search performance. A brand demonstrates professional customer service by being
transparent about negative content, as this strategy builds trust with customers and proves dedication to
excellent care.

5. Public Relations: Checking both online press releases and news coverage forms a critical part of this
process. The management of negative stories should receive equal attention as positive stories to maintain
authoritative and beneficial self-published content for the brand.

6. Reputation Marketing: The emphasis here is on value promotion alongside marketing efforts that improve

brand reputation. The trustworthiness and reliability of Nike increase because the company operates a

dedicated customer support Twitter account that allows fast responses to consumer concerns.
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Fig 5.2 Types of ORM
5.1.1 Social Listening

The evaluation and identification of social conversations about companies or individuals or their products or

brands take place through social listening. Also known as social media listening.

Internet conversations produce extremely large volumes of unorganised information. An organisation needs to
establish clear objectives before starting with social media listening implementation. Objectives determine which
tool should be used, which could range from free Google Alerts for basic needs to sophisticated software systems

which combine ad hoc analysis with CRM application integration.

The combination of social media and person-to-person information collection provides value, but social listening
emerges as a fundamental tool for customer intelligence. Social media provides several fundamental ways for

gaining insights through the following methods:

e Monitoring online customer support forums;

e The collection of social media comments through software tools includes Facebook and Twitter feeds,

among others.
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e The company asks customers to create new product feature suggestions, which customers can rate and

select their preferences.

The text analysis power of social media monitoring tools permits users to search for specific keywords across
social networks, blogging sites, discussion forums and various online platforms. The monitoring system converts
chosen vocabulary in unstructured information into numerical statistics that become connected to structured data
stored in databases. The converted data enables scientists to process information using standard mining

approaches for alternative analysis.
Why is Social Listening Important?

Through social listening, companies gain insight into all messages that mention their brand along with their
product offerings. Organisations access crucial consumer understanding from this method, which lets them

conduct brand awareness evaluations while improving their product lines.
Social listening enables organisations to experience such advantages:

1. Campaign Analysis: Social media audiences receive social listening feedback about the success of specific
marketing campaigns through Campaign Analysis.

2. Competitive Analysis: It delivers information about competitive performance, which executives acquire
through social media discussions.

3. Event Monitoring: Enables businesses to gauge audience reactions in real-time to specific events, such as
virtual conferences.

4. Industry Trend Identification: social media provides businesses with tools to monitor their industry-based

discussions using hashtags.

Companies can use the collected social data from social listening to modify their organisational approaches.
Organisations can adjust their marketing campaigns when negative sentiments appear regarding specific aspects
of their promotional initiatives. The gathered data enables businesses to develop strategies for upcoming

campaigns, which will create enhanced effectiveness through the analytical findings.

Organisations tend to implement similar market strategies after finding positive social conversations about their

competitors. The evaluation of genuine audience feelings and engagement through social intelligence collected

from internet discourse proves to be an efficient approach.
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How Does Social Listening Work?

Social media listening functions to detect important social media conversations and then understand their
emotional direction before developing marketing actions that enhance public opinion. Social listening carries

out its process through three essential phases.

1. Monitoring allows businesses to follow several social media channels for the detection of brand names
together with industry topics, competitors' keywords and product mentions. Connected to the service, this
tracking method exists in two variations: manual social inspection and automated systems for optimised
management.

2. The analysis phase creates the difference between social listening and standard monitoring operations.
Organisations review their collected data to discern customer preferences together with dissatisfaction
reports as well as emerging market trends. A variety of automated sentiment analysis tools exist which use
software to measure customer emotional expressions in text discussions.

3. Businesses will follow up by implementing appropriate courses of action. Companies act at different

levels, including basic customer support through online replies and major brand realignment strategies.
The information obtained from social listening helps companies fulfil multiple objectives, which include:

e Businesses need to find outdated customers, also known as dissatisfied existing customers, as well as
potential clients.

e Organizations should assess the standard of their customer experience (CX).

e Companies should use collected data to evaluate return on investment (ROI) through analysis or
perform A/B tests which compare different campaign versions.

e Organisations that implement social listening strategies will gain advanced market intelligence, which

allows them to improve customer relationships and base their decisions on data.
Social Listening Tips
Organisations pursuing effective social listening should use these best practice methods:

e Recognition of the target audience requires identifying which specific groups of customers feel attracted to

the brand together with its products. Businesses need to understand how to advertise their brand products to

the audience that uses their preferred social media channels.
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e Organisations must establish specific targets which direct their search of available data because the massive
amount of information demands this distinction. The process of setting specific goals functions as an
effective tool to eliminate unneeded information from the dataset.

e Social media data search becomes easier by using specified keywords as filters. The chosen keywords can
target information about companies and their brands together with their products and services, as well as the
entire field of operation.

e A Social Listening Tool serves businesses by helping them extract useful insights from their unstructured
social data collection.

e Creating a proper strategy requires finishing your analysis of social data. Companies need to recognise
elements causing customer satisfaction based on their positive social media engagement. In cases where
customers express dissatisfaction, organisations need to investigate what causes their dissatisfaction while
exploring possible improvements. Businesses should use their analytical information to modify their product
descriptions together with pricing and features. To improve customer understanding of brand offerings,

organisations should consider implementing alternative marketing methods which use data-driven content

optimisation.
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Knowledge Check 1 ,OI '—

Choose the correct option:

1. Why is recognizing the target audience important in social listening?
A. It helps businesses understand which social media platforms competitors use.
B. It allows businesses to identify specific customer groups and advertise
effectively.
C. It ensures that businesses collect all available social media data without
filtering.
2. How can businesses manage the massive amount of social media data effectively?
A. By setting specific goals to filter out unneeded information.
B. By collecting as much data as possible without distinction.
C. By focusing only on customer complaints and ignoring positive feedback.
3. What is the function of a Social Listening Tool?
A. Tt helps businesses extract useful insights from unstructured social data.
B. It automatically generates advertisements based on social media trends.
C. It monitors only competitors' brand performance on social media.
4. What should companies do after analysing social media data?
A. Modity product descriptions, pricing, and features based on customer
feedback.
B. Ignore negative feedback and focus only on positive engagement.

C. Reduce marketing efforts to avoid further criticism.

5.2 Tools to Implement ORM and Social Listening

5.2.1 Tools to Implement ORM

1. Google Alerts: Through its free tool, Google Alerts enables businesses to detect every online mention
involving their brand name, their products, their competitors and relevant industry terms. This platform sends
automatic alerts to organisations that detect their company names in news reports or digital content. Through

this monitoring solution, brands manage to stay aware of public opinions so they can handle adverse publicity

promptly.
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Example: Hotels can use brand name alerts through their system to monitor online reviews, and news
mentions alongside guest feedback along with quick response capabilities.

2. Brand24: The advanced social listening tool Brand24 tracks brand mentions, which extend to social media
platforms together with blogs, news sites and forums. This platform delivers instantaneous customer
emotional indications so companies can detect emergencies as they emerge and deliver successful
communications to their followers.

Example: By using Brand24, the fashion retailer obtains real-time social media monitoring that helps spot
current trends as well as customer concerns related to its recent clothing collection.

3. Hootsuite: The social media management system Hootsuite enables organisations to automatically plan their
content while monitoring product references and responding to customer inquiries on different social media
programs. The platform supplies performance analytics together with engagement analytics for brands and
customers.

Example: The technological company can leverage Hootsuite to monitor Twitter product-related
discussions, which allows it to provide quick customer service.

4. Reputology: The review management system Reputology enables organisations to track customer feedback
present on multiple sites: Google, Yelp and Facebook. Organisations gain insights about customer feedback
patterns through this platform to act promptly against negative reviews.

Example: An eating establishment chain deploys Reputology to check online reviews and solve customer
complaints, which leads to better service standards.

5. Mention: Mention functions as a tagging platform which automatically surveys social media together with
blogs, forums and news sites for mentions of brands. Through sentiment analysis, businesses obtain public
perceptions, which helps them develop appropriate responses.

Example: The beauty brand can leverage Mention as an authenticating tool to monitor influencer evaluations
while preventing PR difficulties from becoming major problems.

6. Yext: With its business listing management tool, Yext maintains precise and uniform business information
throughout various online directories and search maps, as well as search engines. Through its prevention of
erroneous information, the platform makes sure brands maintain control of their credibility.

Example: Healthcare clinics benefit from Yext to maintain their patients' clarity by using the platform to

update contact information as well as office hours across Google Maps together with Yelp and other directory

listings.
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7. Trustpilot: Trustpilot functions as a platform that enables businesses to gather customer feedback and control
their reviews while providing solutions to their clients. Through the display of verified customer testimonials,
Trustpilot allows companies to gain viewer transparency so consumers trust their services.

Example: The e-commerce company stimulates satisfied customers to post positive reviews on Trustpilot so
it can improve its brand reputation while drawing more potential buyers.

8. Sprout Social: Sprout Social provides businesses with a detailed social media platform which contains
analytics capabilities along with social listening and engagement capabilities. This system allows businesses
to follow discussions about their brand alongside providing instant customer interaction.

Example: Travel agencies use Sprout Social to reply to Facebook and Instagram inquiries from customers
regarding their holiday packages.

9. SEMrush: The digital marketing platform SEMrush enables companies to track their search engine online
presence using its SEO and digital marketing tools. Through SEMrush, brands can discover search engine
positions together with evaluating their backlink connections and keeping an eye on market competitors for
enhanced digital presence.

Example: Through SEMrush, the financial services company gains visibility into its position on specific
industry-specific search terms, thereby enabling better content optimisation.

10. ReviewTrackers: ReviewTrackers accumulates user reviews from numerous platforms into a single
dashboard that allows companies to detect patterns while making their services more satisfactory to their
clients. The system automatically notifies users about recently posted customer reviews.

Example: ReviewTrackers enable car dealership operations to collect feedback from various sites while

enabling them to respond rapidly to customer complaints, which strengthens their service reputation.

These management tools enable organisations to track and handle their digital presence, which helps to

preserve their beneficial business reputation alongside prompt action towards possible threats.
5.2.2 Tools to Implement Social Listening
1. Google Trends

Google Trends functions as a search term popularity tracker, which provides businesses with real-time

information about keyword trending. The tool enables organisations to discover new trends while measuring

public interest in specific subject matter as well as letting them compare search frequency between diverse terms.
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Example: Fashion brands that monitor increasing trends of sustainable clothing through Google Trends can

adapt their marketing approach based on new market insights.
2. Brandwatch

The social analytics tool Brandwatch utilises large-scale information collection capabilities from social media
platforms in addition to news sites, forums, and blogs. The tool delivers extensive knowledge about what

consumers feel and reveals upcoming market developments.

Example: A beverage company uses Brandwatch to monitor its product-related discussions while identifying

customer choices regarding new flavours in the market.
3. Hootsuite Insights (powered by Brandwatch)

Through Hootsuite Insights, users can watch real-time discussions which occur about their brand along with
industry subjects and market competition. This platform enables sentiment evaluation through its tools and gives

users keyword surveillance and tracking along with performance trend detection capabilities.

Example: A mobile phone company benefits from Hootsuite Insights to assess how customers respond to new

product launches so it can improve its product communications.
4. Sprinkir

Sprinklr represents an enterprise-tier platform which enables social listening and customer engagement across
various social network sites. The platform supports companies in maintaining their reputation besides enhancing

customer interactions.

Example: By deploying Sprinkle, the airline industry enables worldwide monitoring of customer complaints on

Twitter while delivering expedited help to boost passenger satisfaction.
5. Talkwalker

Talkwalker utilises Al-based social listening, which reviews brand mentions and customer sentiments alongside

industry trends throughout media platforms. The monitoring system evaluates discussions through social media

platforms that operate in various languages and also tracks news sites and blog content.




ATLAS

SKILLTECH
UNIVERSITY

Example: Through Talkwalker monitoring, cosmetics companies can observe online skincare ingredient

discussions to modify their product recipes.
6. Mention

Through Mention, businesses gain the ability to monitor online dialogues while tracking competitor markets and
recognising new trends. The platform maintains real-time monitoring as well as sentimental evaluation to allow

brands to take control over current market discussions.

Example: A streaming service can leverage Mention to monitor public response toward new TV shows and,

therefore, make promotion adjustments based on this data.
7. BuzzSumo

BuzzSumo functions as a platform which enables companies to determine popular trends in addition to assessing
content success metrics and tracking brand visibility. This platform serves content marketing needs as well as

enables companies to listen to social media discussions.

Example: A digital marketing agency leverages BuzzSumo to discover popular content within its field, which

enables it to develop comparable successful content pieces.
8. NetBase Quid

NetBase Quid functions as an artificial intelligence system for social analytic platform solutions, which allows
brand companies to understand consumer behaviours and, identify emergencies and track advertising activities

by listening to social media activities.

Example: A fast-food chain can evaluate customer menu interactions through NetBase Quid social analytics,

which assists it in creating products based on market demand.
9. BrandMentions

The BrandMentions application delivers immediate updates about brand references located within social

platforms, news sources, and forums with blogs and social media platforms. Businesses rely on this monitoring

method to measure public perception levels and discover public relations concerns as well as potential risks.
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Example: A luxury car brand tracks both online reviews and determines its new advertising campaign success

by employing BrandMentions software.
10. Awario

Awario operates as a social monitoring system which analyses millions of online sources to recognise brand
discussions along with customer dialogue. Through its functionality, the tool provides both competitive insights

and develops new sales opportunities.

Example: A software company can track market discussions about competitors through Awario to detect

customers who need different alternatives.

These analytical instruments reveal vital information about user discussions, which enables organisations to

interact with their followers better while maintaining brand reputation and developing data-supported choices.
5.3 Social Commerce

E-commerce through social networks and digital media has emerged as a quick-growing field that enables
business-customer transactions. The services include product discovery while users rate and review items they
purchase alongside their friends' shared recommendations. Additionally, they utilise transaction platforms and

loyalty systems.

Social commerce relies on popular social media systems to enable direct sales and promotional activities which

occur inside websites where users already spend their daily routine.

Social media adoption by companies functions as both a marketing and sales platform which establishes direct
customer-brand interaction through multiple social networking environments. Businesses strengthen
relationships with customers better than traditional e-commerce by implementing user-generated content such
as photos, videos, and customer reviews. Through social media, businesses develop emotional connections with

their future customers, which results in superior sales performance on social networks.

Tremendous social commerce growth emerged in recent years because people widely adopted smartphones, and

social media networks, including Facebook, YouTube, TikTok, and Twitter, gained substantial popularity.

Socio-media sales generated $37 billion in revenue for 2021 based on McKinsey's data; social commerce is
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slated to accomplish $80 billion in revenue through 2025, making up 5% of total e-commerce transactions in the

USA. Although minimal at present, the growth of social commerce shows strong indications of expansion.

Social commerce delivers multiple benefits for shopping customers in addition to its advantages for business
customer engagement. More shoppers now seek recommendations from their friends and relatives and unknown
new contacts who have bought specific items through social networks. Consumers seeking clarification about
products can post questions through comments sections along with Q&A boards before buying, and this results
in improved buying confidence and shows brands prevailing market insights. Through social channels,
companies can establish productive customer engagements because these platforms create communication links

between persons seeking products and individuals who bought those same products.

Businesses utilise interaction-based data concerning likes, shares and comments to make gradually better
decisions about their offerings based on what customers prefer. Customers receive extremely personalised

shopping experiences through this approach, leading to enhanced brand or business-related customer loyalty.

The Amazon platform determines product purchase interests by analysing customer website use log data together
with data derived from social platforms, including tweets and posts. The company enhances targeting
effectiveness through personalised promotion strategies that appear both in search engine results pages and social

media site news feeds, including Facebook and Twitter.
How does social commerce work?

Facebook, along with TikTok, Instagram and Pinterest, operate social apps that support native social commerce
tools for retailers to market products and services, which lead to direct sales. Social media networks' highly
adopted user base enables the novel marketing approach which strengthens customer relationships through
collaborative sales efforts. As businesses implement sharing economy models coupled with algorithmic
strategies, they achieve customer connections through previously unattainable channels, which leads to online

sales directly from the platform.

Customers gain opportunities to connect with brands through their social media accounts, which make up social
commerce's fundamental operation. The placement of sponsored product ads occurs within news feeds as well
as through banners and by providing customers with direct shopping cart functionality. Companies expand

customer success by delivering specific promotional deals that provide unique discount codes to their social

media subscribers so they can monitor which products and channels produce maximum results.
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The process of gathering and analysing customer interactions forms the essential framework of social commerce
operations. Companies obtain information about their target audience by analysing website traffic alongside
comments posted in sections and questions posed on Q&A boards. Such data collection enables companies to
make precise modifications to their product offerings, which enhances customer satisfaction and sales
performance. The practice of generational marketing demonstrates this customer adaptation process by

delivering appropriate messaging to the right platform for certain demographics.
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Fig 5.5: Working of Social Commerce
5.3.1 Types of Social Commerce

Brands are employing social commerce to find customers at their preferred platforms by using established

methods from social marketing. Brands can build improved connections with their target customer base

through social network tools designed for social commerce.
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1. Facebook

Facebook Shop is a Facebook business feature that provides customisable interfaces for pages of brand
businesses. Retailers use Facebook Shop to select different collections for display and import web-based

products similar to Shopify ecommerce stores.
2. Instagram

Product discovery takes place frequently within the Instagram platform. The interface of Instagram Shops
allows users to discover and buy products directly from within the application. Users can access Facebook

Shops through this channel.
3. Pinterest

During its 2015 inception as a social commerce platform, Pinterest enabled users to view products on business

pages with built-in checkout functionality that allowed customers to pay without exiting Pinterest.
4. TikTok

The network provides social commerce elements to its users while being essential for brands that aim to
connect with its extensive audience, which ranks third in popularity after Facebook and Instagram. Utilising
the Shopping while Streaming features require users to make purchases within videos through in-feed

shopping and showcase tabs, as well as the LIVES tool in TikTok.

A retail marketing strategy should contain various social commerce approaches which can be used to build

effectiveness by following these examples:

e Influencer marketing: The promotion of products or services through social media channels earns
influencers payment from each successful transaction. When influencers showcase their support for
products through their follower base, the practice becomes a positive recommendation, leading to
positive sales performance.

e Social media advertising: Facebook, Twitter, and Instagram allow businesses to deliver targeted

advertisements which combine purchase options with personalised user interfaces directed at potential

customers.
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e Content marketing: Making content, including articles and multiformat pieces, allows businesses to
build valuable relationships with potential customers while establishing their position as industry
leaders. Social channels enable the integration of the prepared content while providing social selling
opportunities.

e User-generated content: Social media engagement allows customers to share their business
experiences, thus building trust between existing clients and potential new buyers. This marks a
contemporary variation of traditional ideas. Testimonials enable brands to add social commerce
functionalities, which results in conversions from this brief moment of attention.

e Live streaming events: Companies can boost their sales numbers by providing viewing opportunities
during live broadcasts on YouTube or Twitch so viewers can ask questions directly while obtaining
purchase capabilities during the stream.

e Shopping carts through direct user interfaces and native shopping functions: Users benefit from
shopping cart features integrated within Facebook and other social networks to conduct shopping
activities within the same platform. The platforms provide original social commerce tools directly to
increase conversion rates for customers. Customers can utilise mobile shopping cart features directly

within the application while building their cart within the platform interface.
5.3.2 Benefits of Social Commerce for Businesses
1. Increasing the Reach toward Potential Customers

The number of people using social media keeps increasing because it exceeds five billion globally. More people

identify new brands and products through their social media activities.

People find many products by browsing materials on social media platforms. Through social media applications,
which include social commerce functions, consumers now base their product research on these platforms while

observing their social network’s recommendations to discover new purchases.

Social media platform transactions and direct purchasing through linked URLs and in-app systems have emerged
as the most common customer behaviour in the modern market. By 2024, the number of US social media buyers

will reach 110.4 million since they represent half of all social media users.

Social commerce gives businesses the ability to display their products to broad audiences, thus improving their

chances of finding new customers.
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2. Removing Friction

Customers can perform transactions without any hassle through social commerce by buying products directly
from the platform. The need to change platforms is eliminated because customers can buy products within the

platform, which shortens buying journeys and removes purchase barriers.
3. Increasing Reviews and Recommendations Through Social Proof

Social media sets the ideal groundwork for companies that just started online selling to achieve their essential
social proof. Online shoppers have limited options to physically test the products before buying them. Customer
purchasing decisions heavily depend on reviews because they provide essential information for product

selection.

The complete management of a customer journey through social media generates positive feedback patterns,

which result in improved bottom-line success for the business.
4. Gathering Useful Data on Customers’ Social Habits

A business can access customer social profile information through social commerce features to generate data

that enhances its current strategy.

Such combined understanding becomes possible when businesses use social media listening to integrate social
data with existing audience insights. The analysis becomes broader due to this approach, which studies customer

behaviours and preferences in detail.

Businesses will achieve better conversion experiments by using these collected insights. Relevant findings from
this research help develop effective A/B testing and call-to-action optimisation strategies that create enhanced

marketing results for the target audience.
5. Driving Additional Revenue Beyond Traditional E-commerce

The growth of social commerce has become a leading force in generating marketing-driven revenue for e-

commerce businesses. The data from eMarketer indicates that United States retail social commerce sales will

exceed $100 billion in 2025.
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Since retail social commerce will experience tripled growth by 2025, companies that adopt this trend will seize
a profitable opportunity. Social commerce creates new sales opportunities that drive business expansion and

help companies achieve larger revenue streams.

Did You Know? & A
N e

——

e The Facebook application leads all platforms when it comes to
social commerce operations. The social commerce market will
attract 64.6 million buyers during 2024, as predicted.

e The social commerce penetration rate showed a growth of 23.6%
throughout 2023, based on data from Statista. Another predicted
estimate suggests that this percentage will grow up to 5%
throughout the period from 2028.

e The worldwide influencer market reached $15.2 billion during
2022, and analysts expect this value to exceed $22 billion by
2025. During 2023 the worldwide influencer market reached a
value of $21 billion.

Examples of social commerce
Following are real-life examples of business growth through social commerce implementation.
1. Jordan shoes

Several years back the Jordan brand which signifies sports shoes chose Snapchat as a channel to sell a new
product tied to the 2016 NBA All-Star game. The social platform allowed users to access special discounts to

facilitate easy direct purchases as they gathered the event community inside the app.
2. Dollar Shave Club

The Dollar Shave Club leads digital marketing through a combination of social proof and innovative digital
promotion of its products. Dollar Shave Club succeeded by assembling effective customer endorsements onto

their Pinterest platform. Inside the testimonials, Dollar Shave Club integrated an option for customers to

purchase items that originated from UGC through the app.
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3. Petco

Petco delivers new shopping techniques to its broad customer base through live streaming together with
influencer marketing and social shop features. Social influencers appeared in a Petco-organized livestream event,
which helped attract viewers and validate the featured products. Customers could make purchases through a
charitable initiative that the company implemented. More Facebook and Instagram social shops appeared from

Petco that deployed the social influencer and UGC content strategy from their initial successful campaign.
4. Patagonia

Patagonia represents one of the companies that has adopted boards on the Pinterest platform. Traditional e-
commerce site features translate into these boards which enable a brand-experience duplication for consumers.
Consumers can receive Pinterest board suggestions after interacting on the site so Patagonia gains precision in

its marketing strategies.
5. Target

The numerous major retail stores recognize social commerce trends to generate sales. Through its Instagram
page, Target showcases catalogues containing products that could interest potential buyers. The application
offers simple product acquisition for cheap items through its in-app shopping experience supported by Instagram

hashtags for matching products with user searches.
5.3.3 The Role of Reviews and Ratings in Social Commerce

Through social commerce businesses now use an interactive system to deliver a seamless shopping experience
for their consumers. The most essential aspect of this business change is customer reviews and ratings because
they heavily influence purchasing behaviour. Through reviews customers can receive honest feedback about

product quality from other users combined with ratings which present preliminary assessment data derived from

multiple reviews.
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Importance of Reviews in Social Commerce
1. Building Trust and Credibility

Businesses use customer reviews to create trust with potential buyers through social-proof methods. When online
shopping makes it impossible to inspect products ahead of purchase people heavily depend on feedback from
past buyers. Positive reviews accumulate into numerous endorsements which makes products more appealing to

customers since they demonstrate high reliability and good quality.

Example: On Instagram Shopping customers who purchase fashion brand clothing products provide feedback
which includes fabric assessment combined with fit information and accuracy of colour matching. Prospective

customers depend on existing reviews to make knowledgeable purchases that lead to enhanced conversion rates.
2. Enhancing Customer Engagement and Brand Loyalty

Successful businesses develop stronger brand-customer connections by promoting review submission among
their customers. The practice of valuing customer feedback leads to strengthen brand loyalty from customers.
When businesses interact with client feedback, they show their dedication to making customers satisfied no

matter what the review rating is.

Example: Facebook Shops enable electronics brands to show their appreciation through thank-your comments
for positive reviews and to provide solutions for the concerns mentioned in negative reviews. The brand develops

stronger connections with its customers when organizations engage at this level.
3. Improving Product Development

Businesses gain treasurable product performance information through customer reviews that show product
advantages and shortcomings. The appearance of certain problems repeatedly in customer reviews allows

companies to enhance their products.

Example: A skincare brand using TikTok Shop would detect various customer complaints about their product

fragrances. The company can either reformulate the product or introduce a scentless version in response to

customer requests.
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Fig 5.6 Importance of Reviews

Understanding Ratings in Social Commerce
1. Quick Assessment for Consumers

Online shoppers utilize star ratings to get overall product feedback at a glance through rating systems that use
five-star scales. When customers rate a product positively, they demonstrate quality approval but negative

evaluations show causes for worry.

Example: An Amazon Live Shopping product featuring a 4.8 star rating out of 5 receives more customer interest

compared to a product with 2.5 stars even without readers examining individual reviews.
2. Algorithmic Influence on Visibility

Numerous social commerce platforms utilize ratings to establish their algorithms for ranking items. Online
platforms show ranking preference to items that receive higher customer ratings during both search results and
product recommendations. When customers notice the product across various review platforms due to a

consistent high rating it becomes more visible which generates increased sales numbers.

Example: The Pinterest Shopping platform shows recommended products to users based on their preferences

for items with many accumulated positive reviews.
3. Encouraging Customer Feedback

Organisations motivate their customers to evaluate products through bonus offers of discount vouchers valid for

upcoming transactions. Companies should follow platform guidelines when encouraging reviews but must avoid

review tactics which may interfere with their genuine nature.
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Example: Furniture retailers who utilize Facebook Marketplace can provide buyers with discount offers after

rating but must prevent forcing positive feedback to maintain platform compliance.
5.3.5 Dealing with Fake and Negative Reviews in Social Commerce
1. Identification and Management of Fake Reviews

Fake reviews are positive (overpraising intended to make a product popular) or negative (phony criticism

intended to ruin a brand's reputation, typically by competitors or irate customers).

How to Spot Fake Reviews:

e Lack of Product-Specific Details: Fake reviews are generic praise or complaints lacking product-

specific details (e.g., "Great product!" or "Awful item, do not buy.").

e Uncommon Patterns: A sudden flood of five-star or one-star reviews within a brief period can be a sign

of fraudulent activity.

e Suspicious User Profiles: Reviews from accounts with no history of purchases, generic names, or profile

pictures may be questionable.

How Companies Can Tackle Fake Reviews:

e Reporting to the Platform: Most social commerce platforms, such as Instagram Shops and TikTok
Shop, have fake review reporting systems. Companies must report suspicious activity to maintain review
integrity.

e Utilizing Review Verification Tools: Some platforms restrict reviews to only verified buyers, which
reduces the chance of fake feedback. For example, Amazon's "Verified Purchase" badge ensures that the
review is from a customer who bought the item.

¢ Monitoring Using Al Tools: Brands can employ Al-driven sentiment analysis tools, such as Trustpilot

or Sprout Social, to spot fake reviews and react accordingly.
2. Effectively Managing Negative Reviews

Negative reviews are inevitable, but companies must manage them strategically to protect their reputation and

customer trust.
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Best Practices in Handling Negative Reviews:

a. Prompt and Professional Response: An immediate and professional reply shows that the company values
customer feedback and is willing to solve problems. Ignoring or deleting negative reviews harms a brand's
reputation. For example, if an Etsy buyer complains about getting a defective product, the seller has to
respond quickly, apologise, and offer a replacement or refund.

b. Offering a Resolution: Firms should try to turn an unhappy customer into a loyal one by addressing their
complaints. A well-handled complaint can even mean updated reviews with positive ratings. For instance,
a cosmetics firm selling via Snapchat Shopping may get a review stating that a product caused skin
irritation. The firm can respond by offering a free consultation or recommending a suitable alternative.

c. Encouraging Positive Reviews to Offset Negativity: While firms cannot remove genuine negative
reviews, they can encourage satisfied customers to write positive reviews. A higher number of positive
reviews automatically dilutes the impact of the occasional negative review. For example, an online
bookstore selling via Facebook Shops may send an email to buyers after a purchase, asking them to leave
feedback about their experience if they enjoyed the book.

d. Welcoming Constructive Criticism for Improvement: Not all negative reviews are negative; some
provide genuine insights that can help firms improve their products and services. Brands must study
common themes in complaints and make necessary changes. For instance, if a sportswear firm selling via
Instagram Shopping is constantly getting complaints about the wrong sizes, it may think about updating

size charts or providing more detailed measurement guides.

IEG Prompt Response

Shows value for customer
feedback and willingness to
solve problems.

Qo
Offer Resolution
How to handle Q’/’;__—:> ﬁ

negative Turns unhappy customers
reviews into loyal ones by addressing
effectively? i@ complaints.

Dilutes the impact of
negative reviews with more

positive ones.
Welcome Criticism

Provides insights for product
and service improvement.

Fig 5.7: Handling Negative Reviews
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5.4 Word of Mouth

Word-of-mouth marketing (WOM marketing) is the spontaneous process through which consumers express their
interest in a firm's product or service through regular conversations. It is generally perceived as a free
advertisement, as it is a consequence of customer experience—particularly when that experience exceeds

expectations.

While word-of-mouth marketing can occur spontaneously, businesses can also cause it through publicity efforts,
which can facilitate consumer-to-consumer or consumer-to-marketer interactions. It is also referred to as "word-
of-mouth advertising" and can occur in a variety of ways, including buzz marketing, viral marketing, blog

interaction, emotional marketing, and social media marketing.
Digital Read
croectien | Scan the QR Code to Read!

Digital Marketing Institute. (2024, April 8). A guide to
word-of-mouth marketing

Key Features of Word-of-Mouth Marketing

e Consumer Trust: Word-of-mouth marketing is one of the most powerful and credible forms of
advertising, as consumers trust recommendations from friends, relatives, and peers much more than
regular ads. According to research, around 88% of consumers trust personal recommendations more than
paid media.

e Inducing Word-of-Mouth: Firms can induce WOM marketing by exceeding customer expectations,
offering excellent service, and offering consumers special or insider information about their products.

e Ethical Implications: The Word-of-mouth Marketing Association (WOMMA) has developed principles
that define the best WOM marketing efforts. Those efforts should be honest, credible, social, measurable,

and respectful.

o Different Marketing Techniques: Word-of-mouth marketing encompasses buzz marketing, social

media interaction, influencer collaborations, and online reviews, all of which contribute to making it

successful.
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Understanding Word-of-Mouth Marketing

Word-of-mouth marketing is distinct from spontaneous, natural endorsements in that businesses go out of their
way to encourage these discussions through various campaigns. This activity is sometimes referred to as
"seeding," wherein a business places products or experiences into the hands of consumers with the hope that this

will generate buzz.

For instance, if a diner eats in a restaurant and has a great experience, perhaps due to great service, innovative
dishes, or a special promotion, they might relate to this great experience to friends or post about it on social

media. This discussion becomes word-of-mouth marketing.

Word-of-mouth marketing also does not end with the first discussion; it tends to create a chain reaction of follow-
up discussions. One great review or endorsement can encourage others to use a product and share experiences,

creating a ripple effect that can greatly increase brand recognition and customer trust.
How Businesses Foster Word-of-Mouth Marketing
Businesses can shape word-of-mouth marketing in the following ways:

e Exceeding Customer Expectations: Businesses that exceed regular service create lasting impressions,
and consumers share their satisfaction.

e Providing Exclusivity of Information or Benefits: Insider knowledge about a product, early access to
new features, or time-sensitive offers provide customers with a reason to discuss and share.

e Facilitating Conversations and Engagement: Businesses can provide referral programs, enable
customers to share testimonials, or participate actively in discussions via social media, forums, and brand
communities.

e Delivering Exceptional Customer Service: Providing quick, helpful, and personalised assistance,

especially via social media-based customer service, encourages customers to talk about the brand.
5.4.1 Benefits of Word-of-Mouth Marketing

1. Enhanced Consumer Trust and Credibility: Word-of-mouth marketing is more effective than traditional

advertising. In a 2021 Nielsen survey, 88% of consumers reported they trusted individuals they knew when

recommending something, reinforcing the credibility of personal words over brand-sponsored words.
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2. Brand Loyalty and Emotional Bond Formation: Consumers who feel heard and respected by a brand build
an even deeper emotional bond with the brand. On this basis, many companies actively interact with their
customers through:

e Personalized interactions (e.g., social media comments and review responses).

e Customer feedback programs (e.g., live chat and surveys).

e Exclusive branding groups (e.g., loyalty programs offering repeat buyers’ incentives).

3. Low-Cost Marketing Strategy: Unlike traditional advertising, word-of-mouth marketing is inexpensive to
implement. While businesses can facilitate the discussion with strategies like influencer collaborations or referral

programs, much of the marketing efforts happen naturally.

4. Increased Customer Engagement: Customers sharing positive experiences drive brand reputation and
awareness, particularly in the digital age. Many consumers search for reviews and social proof before purchasing,

so WOM marketing becomes a powerful influencer in shaping buying behaviour.

5. Ethical Aspects in Word-of-Mouth Marketing: Because of the temptation to mimic consumer
conversations, the Word-of-mouth Marketing Association (WOMMA) created a code of ethics to assist

businesses in ethical marketing practices. These guidelines are:

e Transparency: Disclosing relationships among influencers and businesses.

e Authenticity: Ensuring opinions shared are actual experiences.

e Respect: Avoiding deceptively fabricated practices, such as the use of fake customer testimonials.




ATLAS

SKILLTECH
UNIVERSITY

Ethical Practices Consumer Trust

Adherence to
transparency and
authenticity

Trust and credibility
from personal
recommendations

Customer

Engagement Brand Loyalty
Emotional bonds
through personalized
interactions

Increased interaction
through shared
experiences

Inexpensive marketing
strategies

Fig 5.8 Benefits of Word-of-Mouth Marketing
Examples of Word-of-Mouth Marketing

1. Referral and Loyalty Programmes: Firms reward word-of-mouth marketing with referral programmes.
For example, ride-sharing firms like Uber and Lyft compensate customers for referring friends, and more
people share their experiences.

2. Social Media Engagement and User-Generated Content: Firms encourage customers to share their
experiences on social media using hashtags, challenges, and contests. A great example is Coca-Cola's
"Share a Coke" campaign, where customised bottles encouraged customers to share their purchases online,
generating massive organic engagement.

3. Influencer and Brand Advocacy Marketing: Firms collaborate with influencers and brand advocates
who promote products to their loyal followers, which generates more conversations. Nike, for example,
collaborates with athletes and fitness influencers who share their experience with Nike products, inspiring
others to do the same.

4. Customer Testimonials and Reviews: Encouraging satisfied customers to leave reviews on Google,
Trustpilot, and social media sites increases a firm's credibility and influences potential buyers. For

example, Amazon's "Verified Purchase" reviews allow customers to make informed purchases based on

real user reviews.
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5.5 Summary

« Online Reputation Management (ORM) and Social Listening are now integral components of digital brand

strategy, assisting companies in building trust, protecting their reputation, and building customer loyalty.
< ORM is the activity of regularly checking online sources, including social media, review websites, and
news websites, to track public opinion and resolve customer complaints promptly. A strong ORM strategy

assists in spreading positive content about a brand and countering negative criticism constructively.

« Social listening, on the other hand, goes one step further than the practice of monitoring by studying online
buzz and consumer opinion to get a better understanding of audience behaviour, industry trends, and

upcoming PR crises.

« With the incorporation of ORM and social listening, companies can proactively manage their reputation,
resolve issues before they escalate into crises, and build strong relationships with their target market. This
practice also identifies brand champions who can further promote the business through word-of-mouth
promotion.

« ORM and Social Listening tools have revolutionised the way businesses listen, manage, and optimise their
online reputations. Advanced Al-powered tools such as Google Alerts, Brandwatch, and Reputology

allow brands to listen to brand mentions, customer sentiment, and industry trends in real time.

« Social listening tools such as Hootsuite, Sprout Social, and Talkwalker allow brands to listen to
conversations across touchpoints, which gives them rich insights into customer behaviour and competitor
positioning.

% ORM and social listening automation may simplify response management and issue identification;
however, some human judgment is always used in crafting personalised, empathetic responses and
handling complex customer queries. Leveraging these tools as part of an overall brand strategy allows
businesses to have a strong online presence, establish credibility among their public, and respond to

changing customer needs.

+ Social Commerce and Review Management are the greatest drivers of consumer purchase behaviour and
trust in the digital age. Website reviews and ratings on Google, Amazon, Yelp, and Trustpilot are the
greatest social proof, defining the credibility of a business and determining customer trust in its products

or services.

< Positive reviews can increase sales by a huge percentage, while negative or false reviews if left out, can

damage a business's reputation. Businesses must embrace proactive steps to manage their online reviews
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effectively, like requesting happy customers to give genuine reviews, responding professionally to
complaints, and responding to false or misleading reviews on time.

Al-based verification software can identify spurious reviews and only real customer experiences can be
highlighted.

Responding to negative feedback genuinely by providing solutions rather than deleting criticism builds
confidence and shows a business's intent to satisfy customers. Further, integrating social commerce,
allowing consumers to find, review, and purchase products within social media platforms, drives increased

engagement and conversions.

5.6 Key Terms

1. Online Reputation Management (ORM): The practice of monitoring, managing, and shaping an
organisation's online reputation to create a positive brand image and diffuse negative publicity.

2. Social Listening: The practice of monitoring online and social media sites and public discourse to
understand customer sentiment, trends, and brand mentions or issues.

3. Sentiment Analysis: An ORM and social listening technique that determines whether online mentions
and reviews of a brand are positive, negative, or neutral.

4. Review Management: The practice of monitoring, responding to, and leveraging customer reviews on
multiple sites to improve a brand's reputation and credibility.

5. Ratings: A number- or star-rating evaluation system where consumers score a product, service, or firm,
impacting subsequent customer purchases.

6. Fake Reviews: Deceptive reviews posted with the intention of misdirecting consumers, either by falsely
promoting a company or harming the reputation of a rival company.

7. Crisis Management: A form of ORM where management and de-escalation of negative publicity or
reputation-compromising incidents are addressed through proactive communication and problem-solving.

8. Word of Mouth (WOM): The action whereby consumers exchange their views and experiences of a

brand or product with other individuals, influencing their buying decision.

5.7 Descriptive Questions

l.

How does Online Reputation Management (ORM) assist a brand in attaining long-term success, and what
are the consequences if companies neglect ORM?

How can social listening be a competitive edge for companies, and how is it distinct from traditional market

research?
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How do online reviews and ratings influence consumer buying behaviour, and how can companies
guarantee authentic and credible feedback?

What are the ethical considerations for managing negative reviews, and how can a company effectively
reply to fake reviews without losing credibility?

How is word-of-mouth marketing distinct from digital marketing efforts in terms of customer trust,
scalability, and brand reputation influence?

What is the role of sentiment analysis in social listening, and how can companies use it to optimize their
customer engagement strategy?

How can companies differentiate between constructive criticism and malicious online attacks, and how can
they reply to both?

What are the key components of an effective crisis management plan in the context of ORM, and how

should companies prepare for potential reputation threats?

. How does social proof influence consumer behaviour, and what are the potential risks of over-reliance on

external endorsement for brand credibility?

. What are the benefits and drawbacks of using automated ORM tools versus human-based reputation

management strategies?
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Knowledge Check 1
1. B) It allows businesses to identify specific customer groups and advertise effectively

2. A) By setting specific goals to filter out unneeded information.
3. A) It helps businesses extract useful insights from unstructured social data.
4

. A) Modify product descriptions, pricing, and features based on customer feedback.




ATLAS

SKILLTECH
UNIVERSITY

5.9 Case Study

Online Reputation Management — The United Airlines Incident

Online reputation management (ORM) is critical for companies today in the digital age to maintain
customer trust and brand reputation. A single negative incident can go viral on social media in an instant,
damaging the reputation and bottom line of a company. This case study presents United Airlines' 2017
passenger removal controversy, the subsequent online backlash, and the steps the company took to

recover its reputation.

Background

United Airlines, a global airline giant, suffered a serious reputation crisis in April 2017 when a
passenger, Dr. David Dao, was forcibly removed from a United Airlines overbooked flight by airport
security. The incident was captured on camera by other passengers and went viral on social media,
leading to global outrage. The video showed Dr Dao being dragged from the flight, injuring him.

The airline was universally criticised, with millions of social media users outraged. The
"#BoycottUnited" hashtag trended across the globe, and the company's stock lost almost $1 billion in
market value. The crisis highlighted United Airlines' poor crisis management and lack of empathy,

further staining its reputation.

Problem Statement 1: Social Media Backlash and Negative Publicity
United Airlines was the subject of global outrage in April 2017 when a video of a passenger, Dr. David
Dao, being forcibly removed from an overbooked flight went viral on social media. The incident led to
widespread criticism, trending hashtags #BoycottUnited, and widespread reputational harm. The
airline's initial defensive strategy went on to fuel more public outrage.
Solutions:
e Public Apology and Policy Reforms: The CEO issued an apology, and the airline revised its
passenger removal and overbooking policies to prevent such incidents.
e Customer Service Training: Employees received conflict resolution training to resolve conflicts
peacefully without the use of force.
e Active Social Media Response: United Airlines improved its social media response effort, actively

responding to customer complaints.
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Problem Statement 2: Brand and Financial Damage Due to ORM Failure

The stock of United Airlines lost almost $1 billion in value after the incident, and customer trust

evaporated. Several passengers transferred their business to competing airlines, and investors questioned

the crisis management approach of United Airlines.

Solutions:

e Restoring Customer Trust: The airline offered compensation to injured passengers and improved its
compensation policy for overbooked flights.

e Brand Rebuilding Strategy: United launched ad campaigns emphasising customer service
improvements and passenger experience.

e Investor Reassurance: The airline held stakeholder meetings to outline strategic improvements and

stabilise stock performance.

Reflective Questions
1. What is the role of social media in enhancing or damaging the reputation of a company, and how
do companies manage to do so proactively?
2. How could United Airlines have reacted differently to the incident to prevent the crisis from
snowballing?
3. What are the key takeaways from this case for companies in terms of crisis management and

reputation repair?

Conclusion

The United Airlines case is a grim reminder of the strength of negative publicity and the importance of
good Online Reputation Management. The airline responded badly to the crisis initially, worsening the
situation. But through apologies, policy change, and customer engagement, it was able to rebuild its
reputation over time.

This case reminds us that companies must focus on transparency, customer care, and proactive reputation
management to protect their brand from such crises. In the age of the internet, one event can ruin or build
a company's reputation, and hence, it is vital to have solid ORM strategies in place before, during, and

after any crisis.
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Unit 6: Mobile Marketing and E-mail Marketing

Learning Objectives

1. Learners will be informed about the value of mobile marketing and advertising for reaching and targeting
consumers using localized and personalized initiatives.

2. Learners will be able to use necessary mobile marketing mechanisms, including SMS, push messages, and
QR codes, to boost customer engagement.

3. Learners will understand the most important characteristics of mobile marketing, such as app-based
marketing, mobile-optimized content, and voice search optimization.

4. Learners will understand how to create successful email marketing campaigns through audience

segmentation, automation, and personalization strategies.

Content

6.0 Introductory Caselet

6.1 Mobile Marketing and Advertising
6.2 Mobile Marketing Toolkit

6.3 Mobile Marketing Features

6.4 Email Marketing

6.5 Summary

6.6 Key Terms

6.7 Descriptive Questions

6.8 References

6.9 Case Study
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6.0 Introductory Caselet

Driving Customer Engagement Through Mobile and Email Marketing”

A digital marketing campaign aimed to boost customer interaction and boost sales was proposed by FitLife
as a fitness apparel brand. Their solid product range led them to market obstacles in building successful
connections with their audience and turning prospects into loyal buyers. Protecting Life understood that its
traditional marketing strategies delivered inadequate results for audience engagement. A focused and
person-centered method became essential for reaching their customer base and securing continued customer

purchases.

The company adopted a dual digital marketing initiative that combined mobile marketing with email

marketing operations to deal with the problem.

1. SMS marketing initiatives by FitLife included special discount offers and shopper-specific
recommendations and time-limited promotions. The company spent time making their website along
with a checkout system better for mobile users in order to boost customer satisfaction.

2. FitLife made use of email marketing by dividing their subscribers according to buying patterns and
preferences then they sent them customized promotional messages, cart follow-up reminders and

customized fitness content.

The implementation of these strategies by FitLife resulted in a 45% boost of customer interaction together
with a 30% growth in conversion rates as well as a 25% improvement in customer loyalty. The combination
of mobile and email marketing created a seamless and effective communication channel with their

customers.
Critical Thinking Question

If FitLife had to prioritize either mobile marketing or email marketing due to budget constraints, which
strategy should they focus on and why? Consider factors such as customer reach, engagement, and return

on investment.
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6.1 Mobile Marketing and Advertising

Mobile Marketing campaigns use sophisticated components through various channels to engage users. Multiple
sophisticated methods create complexity within mobile marketing due to their function in user engagement and
interaction promotion. A deep comprehension of mobile marketing demands recognition of how consumer
activities have become more important than traditional demographic methods. The analysis centres on user
interactions with a secondary consideration for population compositions but not demographics. The way mobile
marketing succeeds depends on reactive content messaging because behaviour analytics replace traditional

approaches of targeting through demographics.

Companies use multiple mobile marketing channels including SMS text messages, MMS multimedia messages,
push notifications from downloaded apps as well as in-game or in-app advertisements and mobile websites for
marketing purposes alongside QR code reader services. Proximity-based alerts from location-based services as
well as proximity systems send notifications when users get near or reach specific service provider locations.
Mobile advertisers base their audience targeting on behavioural patterns because they seek users who interact with

specific apps in order to reach new products or related apps.

Mobile marketing performance depends on the device type since smartphone users show distinct reactions than
people who use iPad tablets. Devices with higher resolution and larger screens are more effective for displaying

high-quality visual advertisements compared to smaller devices.
Importance of Mobile Marketing

1. Expanded Reach: Businesses can effectively connect with their consumers by using Mobile Marketing
through digital devices to spread their marketing efforts. This method enables businesses to establish
comprehensive customer engagement by reaching people wherever they are which develops their presence
across the entire spectrum of client life activities.

2. Precision in Targeting: Mobile marketing enables businesses to deliver precise campaign targeting since
they can define specific groups of consumers. The mobile platform enables marketers to design exact
marketing strategies which connect with their predetermined audience segment at the right moment and
produce better outcomes from marketing campaigns.

3. Enhanced User Experience: Mobile targeted marketing allows customers to have better experiences by

offering customizable content and user-friendly options beyond traditional advertising and through
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interactive services. A captivating interactive experience boosts customer satisfaction because customers
develop positive memorable commercial interactions thus increasing their overall engagement.

5. Geographically Targeted Outreach: Businesses acquire customized marketing campaign abilities with
location-based targeting systems that cover specific geographic areas for their users. An analysis of user
behaviours and geographic areas enables businesses to generate personalised marketing methods for
increased marketing strategy effectiveness.

6. Agile Adaptability: Businesses rapidly optimize their strategy performance through Mobile Marketing since
this technique uses real-time data and user feedback to adapt in real-time. The adaptability feature allows
businesses to maintain responsiveness by providing them a way to prevent and manage digital sphere changes

effectively.
6.1.2 Types of Mobile Marketing

1. Responsive Mobile Websites: Web pages developed for mobile adapt automatically to the reduced display
size of smartphones and tablets through programming design. This optimization process readjusts layouts
together with content to provide users with a comfortable experience when navigating their screens on
variable device sizes.

2. Interactive Mobile Apps: Mobile applications represent specially designed programming software that
operates on mobile devices. The user experience improves through mobile applications, which offer
interactive purchasing options, personalized notifications, and features that strengthen customer loyalty.
Business ventures use mobile apps to deliver custom dynamic interactions with their target audience.

3. Social Commerce: Mobile business transaction options built into social media technologies enable
merchants to show products directly to their users for purchase. The strategy employs famous social media
platforms to produce better sales results along with interactive exchanges with customers.

4. Direct SMS Marketing: The delivery of promotional content by SMS marketing reaches individual mobile
phones to serve as an efficient direct message system for delivering current offers and important information.
It stands as a quick medium which delivers instant perception and response from users.

5. AI-Driven Chatbots: These systems provide artificial interactions with users by working within messaging
interfaces. Because of their question-solving abilities and helpful support features mobile devices receive
better user experiences that lead to shorter and more efficient interactions between users and applications.

6. Augmented Reality: Mobile users benefit from AR technology since it uses their device camera to add

virtual elements to their real-world environment. The use of augmented reality by marketers leads to
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engaging experiences through features such as virtual product testing and virtual education locations that
connect users with new methods of interaction.

Location-Based Marketing: Through wireless signal detection and cellular tracking marker technology
businesses deliver location-specific marketing messages to their users. Businesses deploy targeted
advertising and promotions to users through location-based alerts when these consumers approach predefined
regions to improve advertising effectiveness.

Optimized Social Media Marketing: Through social media platforms businesses have dynamic tools that
allow them to link up, distribute media content alongside advertising opportunities while nurturing customer
relationships. Through mobile social media marketing businesses produce customized content presentations
that maximize mobile features such as stories or live videos to connect effectively with users.

In-Game Advertising: Mobile game ads succeed in reaching players who actively interact with games
because they cannot skip the advertisements. Mobile advertising takes multiple formats from banners to
videos to sponsored materials which blend naturally into gameplays thus creating distinctive marketing

opportunities for businesses.

. Engaging Mobile Video Ads: Mobile video ads engage users through a high level of engagement with video

content on mobile devices by placing the ads in social media and website and app environments. Through

this approach consumers find products as well as services made more visually appealing for promotion.

. Mobile Wallet Marketing: Digital wallets such as Google Pay and Apple Pay allow mobile wallet

marketing to distribute loyalty cards and coupons and promotions together with payment options directly to
smartphone users. By using this approach businesses can easily interact with customers throughout their

buying process.

. Bluetooth Proximity Marketing: Through a Bluetooth platform business can deliver personalized offers to

users who approach devices or digital signal dispatchers. The distribution mechanism sends location-based

appropriate material to users.

. Voice Search Optimization: Organizations need to focus on voice search optimization because the

increasing popularity of voice assistants continues to expand. Voice search optimization requires modifying
content and keywords to match spoken verbal inquiries made through voice search devices for better search

exposure.

. In-App Advertising: Applications support in-app advertising where advertisements appear throughout the

interface including banners and native or video ads inside the applications. The method makes the most of

users actively using the app which gives marketers useful opportunities to reach their defined audience.
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e Gaming apps are the main reason behind mobile device users
spending 80 percent of their time on applications.

e Users view approximately 70 percent more online web pages
through tablets than through smartphones.

e The conversion rate for retail purchases reaches 2.2% on tablets
which exceeds the 0.7% conversion rate on smartphones although
retail purchases through traditional PCs maintain their highest
conversion rate at 3.3%

6.1.3 Advantages of Mobile Marketing

1. Expanding Audience Reach: Enterprises maintain efficient connections with wider audiences through
Mobile Marketing because people extensively use mobile devices as part of their everyday lives. The
extensive outreach permits businesses to interact with various consumers which creates better brand
visibility and presence.

2. Lead Generation and Customer Expansion: Businesses that strategically use mobile marketing can
attract increased numbers of leads which develop their consumer base. The mobile marketing strategies of
businesses enable customer acquisition of potential leads who evolve into lasting leads that propel the
organization toward growth.

3. Sales Amplification: Mobile marketing strategies succeed through enhanced sales rates when they
establish platforms that deliver customized purchasing opportunities to consumers. Business revenue
increases due to mobile marketing because its convenience benefits from targeted approaches to boost sales
performance.

7. Cost-Effective Campaigns: Through mobile marketing businesses gain substantial return on their
marketing costs by reaching exact audiences better than previous marketing methods at a lower price. The
efficiency of start-up business marketing returns the highest possible financial gains because it lets them
manage their resources productively.

8. Personalization for Enhanced Engagement: Mobile Marketing systems allow business operations to
deliver customized marketing content by using user preferences and behaviours and location information.

The method builds unique relations between enterprises and users to develop meaningful tailored

experiences for every customer.
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Fig 6.1: Advantages of Mobile Marketing
6.1.4 Disadvantages of Mobile Marketing

1. Privacy and User Data Handling: User data processing through mobile marketing generates privacy
issues because people need lucid practices with robust data protection systems to thrive. User data needs
appropriate care from organizations throughout this environment as an essential step to establish trust
relationships with consumers.

2. Addressing Spam Challenges: Mobile marketing requires strategic measures to eliminate the issues of
spam because users detect unwanted partly intrusive actions very quickly. The combination of spam
mitigation solutions enables users to encounter satisfactory mobile marketing experiences that draw
audiences for their mobile-based promotional messages.

3. Navigating Creative Constraints: Excellent mobile content development encounters special challenges
because mobile devices have limited screen sizes that also present design limitations. Innovative user

interface methods provide the solution for overcoming mobile interface boundaries to develop powerful

mobile engagement platforms.




ATLAS

SKILLTECH
UNIVERSITY

4. Budgeting for App Development: Developing mobile apps poses financial challenges to businesses that
operate on limited budgets since creation and maintenance expenses remain expensive. Businesses need

strategic budgeting along with economic solution option evaluation to attain success through this obstacle.

Privacy
Concerns

Budgeting for

App
Development

Issues related to
user data handling
and privacy.

Financial challenges
in app creation.

Creative
Constraints

Challenges in
avoiding spam
perceptions.

Limitations in
creating mobile
content.

Fig 6.2: Disadvantages of Mobile Marketing
6.1.5 Steps to Begin Mobile Marketing

1. Understanding your Audience: Your mobile marketing endeavour should start with defining exactly who
your target audience is. Study the demographic characteristics and behaviours in addition to the preferences
of your target audience to develop complete knowledge. The first vital step enables proper customization
of mobile marketing approaches to address customer requirements and expectancies.

2. Strategically Choosing Mobile Approaches: Choose a mobile marketing strategy that integrates perfectly
with your business goals and engages directly with the target audience you already identified. Mobile
approaches for marketing include SMS marketing together with mobile applications in addition to in-app
advertising and location-based marketing.

3. Building an Opt-In Database for SMS Campaigns: The creation of an opt-in database takes priority

when running effective SMS marketing campaigns. Allow your users to choose text message subscriptions
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voluntarily in order to establish relationships based on conscious agreement. Your messages will reach a
genuinely interested audience because this method follows regulatory standards.

5. Ensuring Mobile-Friendly Website: Optimizing websites for mobile users begins with implementing
responsive design, simple navigation, and fast page loading. A website that works on mobile devices
enables users to find information easily while accessing all services without difficulty.

6. Exploring Native Ads for Seamless Integration: Native ads blend seamlessly into platform content,
making them an integral part of the user experience. Users experience native ads as a smooth and interactive
way of advertising. The implementation of natural flow mechanics within the platform produces better
chances for audience engagement and attention capture.

7. Utilizing QR Codes for Engagement: Place strategic QR codes in your marketing efforts to enhance user
engagement. QR codes enable users to access interactive content and obtain additional business
information. The interactive component you choose provides extended depth to your marketing projects so
users become more interested and curious.

8. Monitoring and Adapting with Analytics: Make use of effective analytics software to monitor the
performance of your mobile marketing efforts. You should monitor your campaign data results on a regular
basis to discover changes in performance effectiveness. Your strategic adjustments should reflect the
information gathered from collected data in order to achieve better outcomes and ongoing performance

enhancement.

/ (S ‘-IJ \ Choosing Strategies

/ [_G? \ Building Opt-In Database

= \
| \ ”‘ | \ Mobile-Friendly Website
LEX3
ﬁDJ Exploring Native Ads

Utilizing QR Codes

f Fl 0 D \ Monitoring with Analytics

Fig 6.3: Steps to Begin Mobile Marketing
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Examples of Mobile Marketing
1. IKEA's Interactive Mobile Initiatives

Mobile strategies at IKEA enable the company to create innovative customer experiences through its interactive
projects. Using augmented reality technology IKEA permits customers to virtually experience furniture products
at home so they can make purchasing decisions. The new mobile marketing approach enhances customer

satisfaction because it presents retail progress enabled by digital marketing solutions.
2. Burger King's Mobile Outreach

Mobile marketing allows Burger King to build effective consumer connections by utilizing mobile devices and
drive both awareness of their products and their sales of their available goods. The constant evolution of the digital

world motivates Burger King to employ innovative engagement techniques which leverage mobile device

popularity.
3. Swiggy's Mobile Engagement

Swiggy employs powerful mobile marketing strategies to engage users and promote its food delivery services
through successful campaigns. To reach users Swiggy utilizes mobile platforms by implementing customized

approaches that both promote their system and strengthen customer relations.
6.1.6 Mobile Advertising

The advertising format that targets mobile devices including cell phones and tablets and e-readers constitutes
mobile advertising. Advertising through mobile devices involves every interactive method that advertisers use to

transmit brand communications and promotional offers by means of networks and mobile platforms.

Mobile advertising creates opportunities for text-based promotions as well as web banner display and interface
advertising when applications and games get installed. These techniques represent just a subset of available mobile
promotion methods. The marketing objective centres on sustaining consumer interaction through various update

methods.

We constantly encounter mobile advertising in daily life—sometimes prominently and other times subtly. The

collection of mobile ads includes Instagram Story Ads which interrupt your connection stories together with
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Facebook text and image ads as well as Carousel Ads and Snapchat Filters and Ads and YouTube video ads and

in-game and between-video advertisement slots alongside app and website mobile advertising content.
6.1.7 Types of Mobile Advertising

Each model of mobile advertising is characterized by its own platforms, formats, and strategies. Here are the forms

of mobile advertising:
1. Mobile Video Advertising

Video advertising is one of the fastest-growing sectors due to the fact that it boasts very high conversion rates
while promoting products or services. Mobile video ads can be displayed through mobile apps, websites, online

stores, and social media.

Videos in themselves are a great form of advertisement, while sharing the video on your mobile will massively
increase the exposure of your brand, just one share elevates it. The other bonus is that, unlike television, mobile

ads can be made interactive for the viewer.
2. Banner Advertising

A banner advertisement is a narrow horizontal graphic stretched across a web page in order to promote a brand or
a product. Most of these banners are very attractive so that readers notice them and have some sort of brand sense

in their minds with that single image.

These advertisements are linked to a brand’s website so that whenever any person clicks on the ad, they get

directed to the product or page that was promoted.
3. Pop-ups

Pop-ups are windows that show up on your screen to overlay the content on a website. These are great for higher

conversion rates and building up your email list.
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4. Native Advertisements

These are ads designed to fit into the environment or app, they are displayed within. They intend not to be ignored
or blocked by users. They commonly appear on social media platforms, taking the form of posts that blend in with

a user’s feed.
5. Interstitial Advertisements

The interstitial advertisements are those that appear at a transition point in an application and occupy the full
screen on a handheld device. Transition points include, but are not limited to, page-loading pause times, game-

level breaks in most games, or app-opening advertisements.
6. Location Advertising

By sending previously custom-made messaging to individuals coming to a specific location, advertisers practice
location advertising or geotargeting. Basically, the message could include sending specialized advertisements
close to a store to inform passers-by of a nearby sale option with a grand opening offer in a particular locality, and

even adding personalized text relevant to climatic conditions, users' locations, and behavioural patterns of users.

Native
Pop-ups Advertisements
Overlay windows for Ads that blend with
higher conversion social media feeds
Banner rates Interstitial
Advertising Advertisements
Horizontal graphics A7 = Full-screen ads at

for brand promotion app transition points

on web pages

Location
Advertising

Mobile Video
Advertising

Targeted ads based

\ on geographic

High conversion
video ads on mobile

platforms location

\

Fig 6.4: Types of Mobile Advertising
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Examples of Mobile Advertising
1. Snickers:

Snickers and Spotify collaborated to produce an ad that catered to consumers who were enjoying music genres
that were not typically their taste.

Making Snickers the go-to option for consumers when they're hungry was the goal of the " You 're Not You
When You're Hungry'' audio campaign. Snickers identified users who were listening to music that did not fit
with their typical tastes by using Spotify's user data.

Snickers would play their audio message along with a link to their branded playlist, ""The Hunger List," if the
user played an unusual song. Every audio commercial was tailored to the customer's preferred musical style.
Positive social media comments and conversations about innovative streaming service advertising options were

generated by the brand's mobile campaign.

2. Pond's

The well-known beauty company Pond's sought to advertise its new line of face washes for acne in Indonesia.
Pond's had to develop a distinctive and creative advertising campaign because the market was already
oversaturated with brands and goods.

They achieved this by developing the first face-detection augmented reality ad. In order to sell their skin care
product, the advertisement used the front-facing cameras on users' phones to scan their faces and identify the
parts of their skin that were prone to acne.

39,000 people interacted with their augmented reality technology as a result of this campaign, which had an

average engagement time of 39 seconds.
3. Duolingo

Each April Fool's, the globe's favourite language-learning app tries to top themselves with some of the greatest

internet pranks available.

In 2019, Duolingo launched a multichannel mobile campaign named Duolingo Push on YouTube, Twitter,

Facebook, and Instagram.
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Duolingo's green owl mascot, Duo, reminds users to practice their language skills every day on their website. Duo
has become the subject of internet memes and amusing comments about the guilt users experience when they let

the little owl down by missing a practice.

These internet discussions led Duo to initiate an "in-person’’ reminder service where Duo would appear at your

doorstep to remind you to get in some language practice.

They created a dedicated landing page for the campaign, a short video showing Duo reminding users to do their

lessons in person, and teaser social media posts.

This Duolingo Push campaign resulted in a viral success totalling 5.6 million video views across all channels and

7.7 million total impressions.
4. Netflix

Netflix launched its mobile ad campaign for season three of its breakout show, Black Mirror. The brand created a

buzz online by making the mobile user's phone have a realistic cracked screen with a spooky message.

The ad left people feeling as though they were in an episode of Black Mirror and was picked on by the media for
being so unique. The mobile campaign "ended with over 1 million posts regarding the series, 30 times more

discussion than season two."

Did You Know? W
N e

—_—

e  54% of all website traffic is generated from mobile phones.

®  61% of consumers say they are more likely to purchase from
mobile-friendly sites

e 530 million mobile ad-block users and 290 million desktop ad-
block users exist worldwide

6.2 Mobile Marketing Toolkit

1. Google Ads (AdWords)

Google Ads is a robust mobile marketing platform that allows companies to show ads on Google Search,

YouTube, and millions of publisher websites. Through location targeting, app promotion ads, and audience
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segmentation, it helps advertisers effectively target users on their mobiles. Advertisers can optimize for clicks,

impressions, and conversions while utilizing Al-driven suggestions for improved outcomes.

Example: A fitness app runs Google Ads promoting its app install campaign to users looking for a workout plan

on mobile.
2. Facebook Ads (Meta Ads Manager)

Facebook Ads offers mobile marketing solutions on platforms such as Facebook, Instagram, and Messenger. It
offers sophisticated audience targeting based on demographics, interests, and behavior-based segmentation. The
platform accommodates mobile-friendly ad formats such as Stories, carousel ads, and instant experiences that

drive engagement. Companies can measure conversions and optimize ads using real-time analytics.

Example: An apparel brand drives Instagram Story ads promoting its latest collection with a "Swipe Up" link to

its e-store.
3. App Store Optimization (ASO) Tools

ASO tools assist mobile marketers in enhancing the visibility of an app in app stores through keyword analysis,
app review analysis, competitor ranking analysis, and conversion rate analysis. These tools offer analysis on how
to enhance an app's metadata such as title, description, and screenshots to maximize organic downloads.

Performance monitoring and A/B testing allow for constant optimization for increased rankings.

Example: A mobile game business utilizes AppTweak to refine its game title and description and sees a 20%

boost in downloads.
4. SMS Marketing Platforms (e.g., Twilio, EZ Texting)

SMS marketing enables companies to deliver promotional offers, reminders, and personalized discounts to mobile
customers directly. Platforms facilitate automated marketing, two-way interaction, and tracking to understand
engagement. SMS features high levels of opening, and it is possible to link SMS with CRM solutions to enable

messages to be customized based on consumer behaviour.

Example: An eatery texts a time-sensitive discount code to consumers who opt for text promotions.
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5. Push Notification Services (i.e., OneSignal, Firebase Cloud Messaging)

Push notifications assist companies in re-engaging their mobile users with personalized messages, updates, and
reminders. They include segmentation, automation, and A/B testing support for maximizing engagement. The
open rates and conversions can be measured by marketers to optimize messaging strategies and increase user

retention.
Example: A travel app sends push notifications regarding flight deals based on a user's recent searches.
6. Mobile Analytics Tools (Google Analytics, Mixpanel)

Mobile analytics tools monitor user behaviour, app usage, and conversion rates to support businesses in making
data-driven decisions. They offer insights into retention rate, session duration, and user interactions with content

or features. Companies can refine marketing campaigns from real-time data and user segmentation.

Example: An e-commerce application utilizes Mixpanel to monitor cart abandonment rates and optimize checkout

flow to boost conversions.
7. Mobile Email Marketing Platforms (e.g., Mailchimp, Sendinblue)

Mobile email marketing software allows companies to design responsive email campaigns that are visually
appealing on mobile phones. Automated workflows, A/B testing, and personalization are included to enhance
engagement. Open rates, click-through rates, and conversions can be monitored by marketers to optimize email

strategies for improved performance.
Example: A subscription service sends personalized renewal reminder emails to customers through Mailchimp.
8. Mobile Influencer Marketing Platforms (e.g., AspirelQ, Heepsy)

Influencer marketing platforms enable brands to reach out to social media influencers to endorse products or
services to mobile users. Platforms offer search filters, campaign management, and performance tracking to
guarantee ROI-based influencer partnerships. Businesses can use user-generated content and social proof to build

credibility.

Example: A beauty company collaborates with Instagram influencers through AspirelQ to promote new skincare

products via Instagram Reels.
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9. OR Code Marketing Tools (e.g., Beaconstac, QR Code Generator)

QR codes offer a painless means of engaging mobile consumers through association with websites, app
downloads, offers, or contactless payment systems. They enable companies to design bespoke QR codes, monitor
scans, and measure engagement by users. They find common usage in offline-to-online marketing campaigns,

turning physical advertisements into interactive ones.
Example: A store uses QR codes on packaging that connects users to video guides and special offers.
10. Geofencing and Location-Based Marketing Solutions (e.g., GroundTruth, Radar)

Geofencing solutions leverage GPS, Wi-Fi, and cellular location data to trigger location-based ads and
notifications. Companies can prompt users to take action when they arrive at particular locations, including stores

or event spaces. These solutions drive foot traffic, increase personalization, and enhance customer interaction.

Example: A coffee shop sends a mobile user a discount alert when they are near the store, inviting them to visit.

Knowledge Check 1 /Ol l —

Choose the correct option:

1. Which mobile marketing platform is best suited for running ad campaigns on
Google Search, YouTube, and other publisher websites?
A) Facebook Ads
B) Google Ads
C) Mobile Email Marketing
2. Which mobile marketing tool enhances an app's visibility in app stores by
optimizing metadata like title, description, and keywords?
A) App Store Optimization (ASO) Tools
B) Push Notification Services
C) SMS Marketing Platforms
3. Which marketing solution uses GPS and location data to send targeted ads
and notifications to mobile users when they visit specific places?
A) Geofencing and Location-Based Marketing
B) Mobile Analytics Tools
C) QR Code Marketing Tools
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6.3 Mobile Marketing Features

As mobile devices become more advanced, brands are able to tap into different features to promote engagement,
enhance user experience, and boost conversions. The following are the important features of mobile marketing in

depth:
1. App-Based Marketing

Mobile marketing allows companies to place their campaigns in mobile apps so that they are able to connect with
users effectively. This incorporates in-app ads, sponsored content, and app-specific offers. Firms can also develop
their own apps to provide services, loyalty programs, and personalized experiences. Ad networks like Google
AdMob assist businesses in placing targeted ads within third-party apps. App-based marketing is very effective

since it reaches users in a setting where they are already interested.
2. Push Notifications

Mobile phone users receive live message alerts through push notifications regardless of application use at the
moment. Using push notifications companies deliver compatible content such as promotional deals combined with
behaviour-based recommendations and service updates and alert reminders to users. Modern push notification
systems use artificial intelligence along with automation to deliver communications when they will achieve the
highest response from users. The delivery of rich push notifications contains images together with videos along
with clickable buttons to produce increased user involvement. The technology finds widespread use among e-
commerce companies and travel agencies together with entertainment service providers to build stronger customer

relationships and retention.
3. Location-Based Marketing

Positional marketing strategies utilize GPS and Wi-Fi and Bluetooth to deliver offers based on the real-time
position of users. Businesses adopt geofencing capabilities to deliver specific messages together with related
advertisements when customers enter specific locations such as retail stores or venue areas. The implementation
of beacons in proximity marketing systems enables brands to transmit highly appropriate content to consumers
who are nearby. Location-based marketing proves valuable for three operations including location-based

promotions service and improving physically located stores and driving physical location traffic. Groups that track

customer locations can observe movement patterns and make strategic adjustments to their marketing strategies.
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4. SMS and MMS Marketing

Companies can use SMS (Short Message Service) and MMS (Multimedia Messaging Service) marketing channels
to send text messages directly to their customers. SMS marketing strategies serve primarily for transactional
communication and service alerts as well as customer reminders and flash deals and urgent service notes. MMS
has progressed text-based marketing through visual enhancements including image and video capabilities to create
attractive messages. These marketing campaigns demonstrate impressive open rates as well as quick response
times because of what makes them suitable to deliver time-sensitive promotional messages. Through automated
personalized messaging services users receive customized messages based on their demographic profiles and

transaction records and interaction activities.
5. Mobile-Optimized Email Marketing

Both tablets and smartphones require mobile-optimized email messages to achieve the best possible user
experience. Mobile-friendly email consists of responsive layouts and compact subject headings and big click
buttons which taps easily. Through personalization and automation features businesses can deliver made-to-
measure emails according to what users do and their chosen preferences and their bought products. With AMP
(Accelerated Mobile Pages) additions users can access content through their inbox by doing interactive actions
such as form completion or catalogue flipping. Strategically optimized email marketing helps organizations when

performing lead nurturing and conversion generation while building strong customer interrelations.
6. Mobile Advertising and Social Media Marketing

Various types of mobile-specific advertisements including display ads as well as video ads and native ads and
interactive ads cater exclusively to mobile device users. The mobile-first advertising services of Facebook,
Instagram, TikTok, and Snapchat deliver their clients features for precise audience targeting. The engagement of
mobile users improves through business use of Instagram Stories combined with YouTube Shorts and TikTok ads
which create immersive experiences. Programming ads use artificial intelligence methods to optimize current

advertisements that run automatically. Social media usage on mobile devices has grown so brands now have the

ability to reach broad audiences through well-targeted advertisement placement.
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7. Voice Search Optimization

Enterprise content must undergo optimization for voice search since more users choose to communicate through
Siri and Google Assistant as well as Alexa. The optimization process entails a combination of natural language
keywords with Q&A content structure and local SEO enhancement for voice query optimization. As voice search
results place a lot of importance on quick and direct answers, companies' mobile content should be concise and
informative. Voice search optimization will help brands remain relevant in search results and also enhance their

mobile appearance for users looking for hands-free solutions.
8. QR Code Marketing

QR codes allow marketers to seamlessly connect the dots between their offline marketing activity and digital
interaction. Businesses use QR codes on print ads, product packaging, business cards, and in-store displays to
drive mobile users to websites, app downloads, special promotions, or contactless payment pages. Dynamic QR
codes allow marketers to track scan activity, user demographics, and engagement rates, helping them refine their
marketing strategies. With the rise of smartphone cameras supporting native QR code scanning, this feature is an

effective tool for driving engagement and conversions.
9. Mobile Commerce (M-Commerce) and Mobile Payment Integration

Mobile commerce, or m-commerce, enables users to shop and complete transactions directly from their mobile
devices. Businesses must ensure their websites and apps are optimized for fast and secure mobile transactions.
Incorporation of features like single-click purchases, digital money wallets (Apple Pay, Google Pay), and
fingerprint identification facilitates easier and improved security. Smartphone-based payment options, such as
NFC (Near Field Communication), simplify both online and offline transactions. The faster mobile business
develops, the more companies should ensure they offer easily integrated pay functionality to secure full sales

benefits.
10. Augmented Reality (AR) and Interactive Experiences

Augmented reality (AR) boosts mobile marketing with interactive experiences with consumers uniquely and
immerses them. Companies employ AR capabilities for virtual try-on, interactive product demonstrations, and 3D

visualization of products prior to purchase. Retailers such as fashion, home decoration, and cars utilize AR to

enable customers to make informed buying decisions. AR-enabled apps and social media filters also offer
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interactive branded experiences that invite user engagement and content sharing. This aspect boosts customer

interaction, brand remembrance, and conversion rates.

Digital Read

e Scan the QR Code to Read!
N Gibbons, M. (n.d.). What is mobile marketing?
Everything you need to know. WebFX

6.4 Email Marketing

A digital approach in marketing employs email to support businesses in advertising their products and services
toward current or prospective clientele. The purpose of email communications exists to generate revenue from
sales. Businesses in email marketing establish specific email campaigns to address subscriber groups by design.
The business delivers promotional newsletters about product updates specifically to customers who made
purchases or joined marketing subscription lists. The business obtains new email list subscribers with interests in

their products to develop their subscriber base.

Instructive subject lines together with content that embodies what the recipients value form the essential basis of
each email campaign. The communication path includes deliberate action buttons which lead customers to their
next decision point. The business develops trust through continuous dialogue maintenance between itself and its
subscriber base. The metrics measuring email campaign success include open rates and link click-through rates
as well as conversion rates regarding desired outcomes for purchase. By tracking analytics in email marketing
businesses receive better ideas for message optimization and segment definition. Email produces meaningful

customer connections through proper use and following best practices leading to increased engagement and sales.

Digital Read

Scan the QR Code to Read!
Coursera Staff. (2023, November 29). What is email
marketing? And how to do it. Coursera.
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6.4.1 Types of Email Marketing
1. Promotional Emails

Special offers and new products and commercial communications compose the basic content in these promotional
emails that aim at encouraging buying activities and sales transactions. For example, coupon emails, sale

announcement emails, or new product launch emails. The emails promote all active business deals at the moment.

Example: Amazon utilizes promotional email campaigns during Prime Day and Black Friday to provide exclusive

discounts on electronics and fashion goods and home essential products for boosting sales.
2. Newsletters

A newsletter exists as a scheduled email communication vehicle which sends fresh materials encompassing news
articles together with company updates and blog overviews in addition to practical suggestions and useful
resources to every subscriber. Their goal is to develop customer interaction rather than immediately touting goods

for sale.

Example: The HubSpot organization distributes weekly informational newsletters featuring industry news

combined with marketing advice and blog highlights as engagement tools to avoid product advertisements.
3. Welcome Emails

Welcome emails represent one of the essential email communications sent across the board. The first-person
subscribers will communicate through email establishing their relationship dynamic with the subscribers. A well-
prepared welcome email provides essential information about the business while presenting the subscription

benefits before establishing engagement with subscribers.

Example: The initial welcome email from Netflix brings new subscribers through account navigation instructions

while displaying custom recommendation suggestions.
4. Cart Abandonment Emails

Online shopping cart abandonment emails serve as reminders to customers who left items in their carts without

finishing the purchase. The transactional emails bring back lost sales by encouraging customers who already took

products to their shopping carts.
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Example: Nike implements cart abandonment emails that display athletic footwear users had placed in their carts

while providing both free shipping and restricted-time discount deals to drive cart completion.
5. Customer Re-engagement Emails

The targeted email communication is made for subscribers who stopped their activity to help them return with the
goal of new purchases. The mailing strategy includes sending discount vouchers together with exposure to fresh

content and showcasing new product inventory.

Example: Duolingo uses a friendly tone in its drop-in messages to inactive users which state terms like ""We miss

you!" The email shows users their advancement records to spark their interest in continuing their education.
6. Onboarding Drip Campaigns

The drip campaign delivers orientation materials for new subscribers starting from the initial thirty-day period and
extending to sixty and ninety days. Onboarding series includes information about frequently asked questions and

product tutorials as well as sizing guides and user community information and benefits to start using the product.

Example: Canva delivers multiple informational emails that demonstrate their design tool usage and suggest

templates designed to create professional graphics.
7. Holiday or Event Emails

The emails take advantage of times such as major events and cultural occasions to deliver appropriate messages.
For example, Independence Day sales emails, Mother's Day gift ideas emails, or event promotion emails around

occasions like music festivals or industry tradeshows. They tie into seasonal moments.

Example: Starbucks sends fall and holiday-themed emails with seasonal drink promotions including Pumpkin

Spice Latte for fall and Peppermint Mocha during holiday season to drive customers to their outlets.
8. Ratings and Reviews Emails

The post-purchase requests fulfil the requirement of obtaining customer star ratings and product review
submissions. The received feedback helps businesses measure customer satisfaction levels allowing them to

enhance their products. Customers respond well to review emails because they wish to share their evaluative

thoughts.
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Example: After a purchase on Amazon the company sends review request emails which benefit both customers

seeking product information and products by enhancing their reliability through feedback.
6.4.2 Process of Email Marketing
1. Defining the Target Audience

Building successful email marketing that businesses begin their approach by determining their target segment.
Organizations need to establish precise representations of their perfect clients by creating audience personas.
Businesses must analyse all available customer information which includes location together with demographic
information such as age alongside gender and income statistics and occupational data and online activity records.
Targeted content creation becomes possible when organizations divide their audience into groups that share

characteristics and behaviours.

Example: A fitness apparel e-commerce brand divides its customer base into gym performers, yoga practitioners

and runners to deliver interest-specific recommendations and promotions.
2. Establishing Clear Goals

Every email marketing venture requires business professionals to develop clear marketing goals. Businesses must
establish their main campaign objective out of traffic growth, lead generation, sales increase, customer
involvement and brand recognition. Businesses achieve effective success measurement through the identification
of particular Key Performance Indicators (KPIs). The strategy consists of measuring open rates alongside click-

through rates and conversion rates and revenue development along with the number of fresh subscribers.

Example: A software company wants to raise software trial usage by 20 percent which they will accomplish
through their focus email marketing strategy. The company tracks email sign-ups and trial activations to determine

campaign success which allows strategic improvement of future marketing strategies.
3. Creating an Email List

A business requires an effective email subscriber base to communicate with its target audience. Businesses obtain

email contacts by implementing website and blog opt-in forms as well as social media promotions and conducting

lead-generation activities at events and partnering with strategic alliances. Businesses should dedicate efforts
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toward obtaining subscribers as part of their target audience instead of investing in purchased email lists because

acquired subscribers often become inactive sources of spam complaints.

Example: The digital marketing agency enables users to receive its content marketing strategies e-book when
they sign up for email newsletter subscriptions. Subscribers receive valuable content through the agency because

they truly want to see what the agency offers.
4. Choosing the Right Type of Email Campaign

Businesses need to select the right email campaign to fulfil their marketing objectives. Email marketing includes
promotions, content distributions, campaigns to re engage customers and transactional contacts and specific
season-based advertising. The alignment between marketing goals and email communication schedules should be

part of developing a well-structured campaign calendar.

Example: A travel company starts its summer vacation campaign through promotional messages showing brief

package promotions which trigger follow-up alerts to push bookings during the sale period.
5. Scheduling and Automating

Email schedule organization maintains subscriber consistency by avoiding email clutter. Organizations should
choose email delivery frequencies by assessing customer engagement behaviour alongside their preferences.
Automated sequences of emails provide welcome content after subscribers join as well as re-engagement

communications to dormant users to maintain strong engagement.

Example: An educational online platform uses automated features to deliver welcome emails to new users

sequentially for multiple weeks while showcasing main functionalities and recommended learning choices.
6. Measuring and Analysing Results

Email campaign success depends on the evaluation of essential metrics for future optimisation. The email platform
of businesses can be connected to Google Analytics to understand email campaign success through visitor

examination and subscriber behaviour patterns and conversion rate tracking.

Example: A fashion retailer which operates online tracks different subject line performance through open rate and

click-through rate examination. The limited-time offer in email subject lines produces better subscriber
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engagement than standard product-focused emails so the company should apply this urgency element in upcoming

marketing efforts.
6.4.3 Benefits of Email Marketing
1. Boosted Brand Awareness

Businesses build brand visibility through email marketing since the platform helps them maintain routine
meaningful messaging with their audience. Email campaigns with set structures enable businesses to display their
brand value thus keeping consumers aware and mindful of their products. Organizations obtain digital success
through providing appropriate content that connects with their subscribers which allows them to competently

capture audience attention in this busy online market.
2. Cost-Effective Reach

Email marketing remains among the least expensive digital marketing approaches which produces superior
investment returns than conventional print advertisement and direct mail strategies do. The technology provided
by email service provider tools enables businesses to expand their marketing efforts without substantial additional

expense. Minimal spending allows businesses to reach numerous subscribers
3. Driving Website Traffic

Email marketing proves to be an essential tool in guiding subscribers to target pages on the business website if
they demonstrate ongoing engagement with the content. Companies achieve higher engagement when they include
strong call-to-action messages which direct recipients to product pages or blog content as well as time-limited
special offers. Wise email content that uses purposeful links makes email recipients follow links for website

exploration thus driving measurable site traffic which leads to more sales.
4. Lead Generation

Firms leverage email marketing for lead generation purposes by instructing their subscribers while providing
guidance to advance through their sales pipeline. A business needs valuable rewards such as whitepapers, eBooks
and free trials or webinar memberships to effectively gather primary contact information from potential customers.

The conversion rate increases for businesses through this approach which effectively detects motivated prospects

while establishing continuous communication with them.
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5. Enhanced Customer Retention

Email marketing operates as an effective mechanism for business organizations to hold onto their client base
following initial product acquisition for long-term customer support. Businesses preserve customer satisfaction
by blending personalized content with transaction reports that come with exclusive reward systems and special
offers. Regular customer tracking using email correspondence enhances brand loyalty that results in longer

purchase cycles for businesses to achieve increased customer return behaviour.
6. Sales Growth

Email campaigns produce instant sales when supported by appropriate call-to-action components that guide users
to conversion. Any promotional email which promotes products or services or accounts can effectively direct
readers to take desired actions. Strategic marketing segmentation through automated systems with personalized

messages helps businesses achieve better conversion results which drive enhanced revenue untilng.
6.4.4 Drawbacks of Email Marketing
1. Difficulty in Reaching Subscriber Inboxes

Marketing emails cause problems when subscribers do not receive them because messages typically find their
way into promotional or spam categories. Electronic message receivers receive many emails daily prompting their
service providers to create tough filtering rules that differentiate valuable from irrelevant content. Inadequate
deliverability optimization produces spam recognition along with minimal visibility thus lowering engagement
metrics. Insufficient inbox delivery success rates occur because marketers must maintain clean email lists and

customize subject lines that reduce spam labelling of their messages.
2. Risk of Audience Burnout

Excessive mail frequency or unmeaningful mail deliveries to households will cause subscribers to unsubscribe
eventually. Audiences tend to dismiss future email communications when they face email volume overload or
encounter unsuitable content. Repeated excessive email campaigns will result in a degradation of email

performance indicators including open rates and click-through rates. Organizations need to divide their audience

groups properly and control email sending frequency as well as deliver useful content to their recipients.
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3. Time-Consuming Content Creation

The creation of top-quality email marketing projects demands both extended periods of time and innovative work.
High-quality email designs and correct content writing and proper device compatibility testing need deep focus
for success. Many businesses need to create separate teams for email marketing operations and purchase
automation and design tools which will impact their operational expenses. Professional email communication

demands an increased workload for marketers who need to achieve consistent delivery in their emails.
4. Complexity in Advanced Analytics Implementation

The standard analytics provided by typical email marketing systems consist of open rates and click-through rates
yet businesses which want advanced tracking need supplemental tools. Firms which want to understand subscriber
activities and measure customer life duration along with connecting email conversion data to overall marketing
accomplishments need to deploy sophisticated analytics systems. Inserting sophisticated analytics into business
systems proves hard because setup needs expert help and takes more time than expected and smaller companies

face difficulties due to insufficient resources.
5. Dependence on Third-Party Email Service Providers

Businesses dependent on third-party email service providers (ESPs) function as intermediaries to conduct email
campaigns through email sending and tracking and email management processes. The performance of an email
campaign can be negatively affected by both service provider policy changes and deliverability problems and
technical issues. The reliability of email marketing can be affected when businesses depend entirely on it because
unexpected service provider downtime or unanticipated email sending restrictions and pricing fluctuations may
create discontinuation of service. Regular email performance checks combined with preparedness for emergency

solutions represent necessary measures which marketers should adopt.
Email Marketing Examples
1. Sephora — Personalized Product Recommendations

The global beauty retailer Sephora uses email marketing to give customers tailored product suggestions which

originate from their previous shopping behaviour and order records. The emails from this company suggest

individual beauty products based on what customers have previously bought making users feel heard and
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appreciated. The retailer Sephora gives customers unique discount deals that lead to quick purchases during
temporary promotional periods. The company utilizes customer information combined with Al-generated
recommendation algorithms to build customer interaction rates as well as boost sales numbers while providing

superior shopping convenience.
2. Booking.com — Re-engagement Emails

Booking.com implements re-engagement email communication specifically for customers who conducted hotel
or destination searches but never finished a booking process. The pricing incentives and limited-time special offers
integrate with previous hotel view data within their email correspondence to attract customers. Booking.com
highlights the number of people viewing a specific listing in its emails to create a sense of urgency and encourage
immediate bookings. Booking.com drives booking purchases from doubtful travellers through the delivery of

content that matters to their needs at the right moment.
3. Adidas — Product Launch Announcements

Through email marketing, Adidas activates consumer interest for upcoming product releases together with single-
edition sneakers and limited-time exclusive collections. The product emails include professional imagery
alongside bold font styles and narratives that explain the inspiration elements. Great accessibility typifies Adidas'
marketing strategy because the company lets its loyalty members and VIP clients watch new products before
everyone else. Adidas creates attractive product launch emails which build its brand value while producing sales

for its dedicated fan community.
4. Netflix — Personalized Content Recommendations

The company utilizes custom email promotions through which users receive recommendation suggestions based
on their past watched content. The platform uses email recommendations to sustain user involvement by
suggesting items users would like which leads to enhanced viewing duration and maintenance of subscriptions.

Through data analytics, Netflix presents users with recommendations of current trending shows together with new

additions along with upcoming releases.




ATLAS

SKILLTECH
UNIVERSITY

5. Dunkin’ — Loyalty Rewards and Special Offers

The former Dunkin’ Donuts brand under its new name Dunkin’ provides loyal customers with tailored promotions
alongside birthday gifts and special discount offers via email marketing. Customers receive emails with distinctive
promotional bargains such as the option to purchase one product and acquire another for free and bonus points for
a particular menu item purchase. Dunkin's email strategy which combines their loyalty program enables them to
boost customer loyalty and sustain repeat customer behaviour. Their strategy both builds customer loyalty and

encourages multiple purchases from the same customers.
6. Uber — Transactional and Re-engagement Emails

The transactional emails from Uber convey ride information to riders by sending receipts and updating them about
arrival times and driver identification. To attract customers who have not used their service recently Uber delivers
re-engagement messages that provide discount deals and promotional opportunities. The email content includes
the statement "We miss you!" when targeting customers. Inactive users receive a discount of 10% for their next
ride through these promotional emails. The strategic approach where Uber combines operational optimization

with targeted reconnection strategies allows the company to retain existing users.
7. Apple — Event Invitations and Product Updates

Apple sends its minimalist-designed email messages to promote new releases across products and software
updates together with announcement invitations to exclusive events. Apple promotes new iPhone releases and
MacBook updates and software updates through carefully crafted emails showcasing high-definition visuals
together with short text messages with prominent ordering or informational buttons. Before Apple Keynote events,
the company sends email invitations to customers to build anticipation. Through its organized professional

presentation, Apple keeps its luxurious brand identity while triggering customer interest in email communication.

6.5 Summary

% The contemporary business approach of mobile marketing connects consumers through their smartphones
as well as tablets and mobile devices which users constantly utilize. Through this approach businesses can
reach their target audience by employing SMS marketing campaigns and push notifications as well as in-

app advertisements and improved performance in mobile-optimized websites. Businesses need to optimize

their marketing campaigns specifically for mobile device viewing because students and the youth heavily
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use their mobile devices regularly to shop and socialize thus requiring complete user experience and active
engagement.

The mobile advertising market offers distinctive advertising structures that combine display ads with video
material alongside search engine marketing strategies made for mobile users to generate both view and
conversion success. Social media platforms serve as key instruments for mobile marketing where
companies use these channels to present well-targeted ads which draw from data about individual user
behaviour and demographic traits and exact location positions.

Organisations require necessary mobile marketing tools alongside technical approaches to make their
mobile marketing efforts successful and efficient. A complete mobile marketing toolkit contains features
such as responsive websites and special mobile applications as well as SMS and push notification platforms
in addition to detailed analytics instruments that evaluate campaign statistics.

The combination of real-time tracking and automation aids businesses to periodically enhance their mobile
strategies for better customer involvement. The specific advantages of mobile marketing include deep
audience customization and precise location targeting with instant messaging capabilities along with
outstanding comfort of use that together make this channel very effective for reaching young demographics
rapidly and effectively.

Firms can create marketing campaigns through these specific characteristics which connect to personal
customer choices and expedite targeted promotions and specifically boost meaningful customer contact
while boosting sales conversions.

Email marketing continues as the top digital marketing strategy because it provides strong profitability
together with the maintenance of persistent customer engagement.

Organisational email campaigns designed properly serve two functions by informing their audience about
new products and sales promotions and company updates but also help organizations obtain new customers
while maintaining current customer relationships. Email marketing connects different delivery methods
which range from promotional campaigns that catch attention to newsletter publications that share
information as well as transaction-based correspondence that updates subscribers with crucial information
and special initiatives for re-engaging those who have disengaged.

Businesses put significant funds into customized email text development through exact customer

behavioural analysis for improved email engagement statistics.

Review and Response Programs utilizing automated tools allow organizations to create content that

segments their audience into specific groups for monitoring essential performance metrics.
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Companies depend on email open metrics and bounce and conversion rates as performance metrics to assess
their email marketing performance before making data-driven decisions which advance their developmental
trajectory. Email marketing in partnership with mobile ventures forms a complete multi-channel program
that strengthens customer involvement and thus raises brand commitment.

When businesses unify their approaches, they attain optimum market contact and strengthened customer

dedication by using tailored marketing tactics delivered at suitable moments to the targeted demographics.

6.6 Key Terms

1.

Mobile Marketing: The online marketing approach achieves consumer interaction through mobile devices
including smartphones and tablets using SMS along with push notifications as well as in-app advertisements
and mobile websites.

Push Notifications: Application-generated brief timely messages serve to stimulate user engagement and
to provide updates about offers and to remind users.

SMS Marketing: The marketing method involved in sending promotional or transactional text messages
which directly reaches customers at the moment.

Location-Based Marketing: Users receive relevant advertisements or promotions through GPS or
geofencing-based technology regarding their real-time location.

Mobile Optimization: Developers practice the creation of websites and email content and advertising
materials to ensure mobile devices can respond properly.

Email Marketing: Digital marketers implement this technique which sends educational messages focusing
on promotional offers and transactional material for engaging customer audiences to generate sales.
Personalization: Personalization involves modifying marketing communications such as messages or
advertisements through user-dependent behavioural data to enhance their engagement and matching appeal.
Automation: The application of technology to automate marketing activities, including scheduling emails,
segmenting audiences, and sending triggered messages based on customer activity.

Click-Through Rate (CTR): An important performance indicator that calculates the percentage of users

clicking on a link in an email, ad, or web page out of the total number of users who opened it.

. Conversion Rate: The rate of recipients who perform a desired action, like making a purchase, registering

for a newsletter, or downloading material after they have engaged with an email or mobile ad.
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6.7 Descriptive Questions

1.

How exactly does mobile marketing improve customer engagement over other modes of marketing and how
is personalization involved in this process?

How are push notifications and SMS marketing different as far as customer interaction, their effectiveness,
and user preference go?

How is location-based marketing affecting consumer activity, and on what ethical basis should businesses take
it into their marketing strategies?

Why is mobile optimization essential for digital marketing success, and how does it influence user experience
and conversion rates?

How can companies combine email marketing and mobile marketing to design an integrated multi-channel
approach for customer acquisition and retention?

What are the benefits and drawbacks of leveraging automation in email marketing, and how can it influence
customer relationships?

How do companies track the effectiveness of their email and mobile marketing campaigns via key performance
indicators like CTR and conversion rate?

How does customization of marketing emails and mobile advertisements affect customer decision-making,
and which strategies can companies apply to enhance relevance?

What are the reasons behind the high return on investment of email marketing, and how can companies harness

it to generate leads and drive sales?

. How are consumer habits with mobile marketing and desktop digital marketing different, and how should

businesses adapt to address mobile users?
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Answers to Knowledge Check

Knowledge Check 1

1: B) Google Ads

2: A) App Store Optimization (ASO) Tools

3: A) Geofencing and Location-Based Marketing
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6.9 Case Study

Optimizing Email Marketing for Increased Engagement and Conversions

Email marketing is one of the most effective digital marketing strategies for businesses seeking to establish
direct communication with customers. However, many companies struggle with low open rates, lack of
engagement, and ineffective targeting, which impacts their overall marketing success. This case study explores
how an e-commerce company optimized its email marketing strategy to enhance customer engagement and
increase conversion rates.

Background

ABC Retail is an e-commerce fashion brand that uses email marketing extensively to market its products, offer
discounts, and retain customers. Although they had a large email subscriber list, their email marketing was not
doing well, with low open rates, low click-through rates, and lower repeat purchases. The company had to learn
about the causes of its struggling email marketing and find ways to enhance performance.

Problem Statement 1: Low Open Rates

ABC Retail observed that a large percentage of their email subscribers were not opening their emails. The
company was having trouble grabbing people's attention, resulting in lost opportunities for customer interaction
and conversion.

Solution:

In response to this challenge, ABC Retail employed subject line optimization strategies such that subject lines
were personalized, brief, and contained action language. A/B testing was performed to establish the most
effective subject lines to engage their audience. The company also optimized email send times from customer
behaviour analytics so that emails were delivered when customers were most engaged.

Problem Statement 2: Low Conversion Rates from Email Campaigns

Even when the customers did open the emails, hardly any of them went on to purchase. The company understood
that its email design and content were not converting effectively.

Solution:

ABC Retail enhanced the design of emails by making them more attractive, mobile-optimized, and having clear
calls-to-action (CTAs). They also made email content more personalized based on customer purchase behaviour
and preferences to provide relevant product suggestions. Through segmenting their email list, they provided
customized promotions to various groups of customers, enhancing engagement and sales.

Reflective Questions: Why is subject line optimization important in email marketing, and how does it affect

open rates? How do segmentation and personalization enhance the effectiveness of email marketing campaigns?
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Unit 7: E-Commerce

Learning Objectives

1. Learners will study the advantages of e-commerce, such as international accessibility, cost savings, and
improved customer convenience.

2. Learners will study various e-commerce business models, including B2B, B2C, C2C, and D2C, and their
uses.

3. Learners will be taught how to assess and select the appropriate e-commerce platform according to business
requirements and scalability.

4. Learners will study the functionality and features of successful e-commerce websites like Shopity, Flipkart,

Amazon etc.

Content

7.0 Introductory Caselet

7.1 Benefits of E-commerce

7.2 E-commerce Business Models
7.3 Overview of popular platforms
7.4 Summary

7.5 Key Terms

7.6 Descriptive Questions

7.7 References

7.8 Case Study
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7.0 Introductory Caselet

“Driving Customer Engagement Through Mobile and Email Marketing”

FitLife, a fitness apparel brand, wanted to enhance customer engagement and drive sales through
digital marketing. Despite having a strong product line, they faced challenges in reaching their target

audience effectively and converting leads into loyal customers.

FitLife's marketing team realized that traditional advertising methods were not yielding high
engagement rates. They needed a more personalized and direct approach to connect with their audience

and encourage repeat purchases.

To address this issue, FitLife implemented a dual digital marketing strategy focusing on mobile and

email marketing:

1. Mobile Marketing: They launched SMS campaigns with exclusive discount codes, personalized
recommendations, and limited-time offers. Additionally, they optimized their website and
checkout process for mobile users to enhance the shopping experience.

2. Email Marketing: FitLife segmented their email subscribers based on purchase history and
interests, sending targeted promotional emails, abandoned cart reminders, and personalized

fitness tips.

Within six months, FitLife experienced a 45% increase in customer engagement, a 30% rise in
conversion rates, and a 25% boost in repeat purchases. The combination of mobile and email marketing

created a seamless and effective communication channel with their customers.
Critical Thinking Question

If FitLife had to prioritize either mobile marketing or email marketing due to budget constraints, which
strategy should they focus on and why? Consider factors such as customer reach, engagement, and

return on investment.
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7.1 Benefits of E-commerce

E-commerce, or electronic commerce, is defined as the exchange of goods and services on the Internet. It
refers to using electronic platforms, including websites, mobile apps, and social media, to facilitate
transactions between companies and individuals or between companies. E-commerce has transformed business

operations and opened up new opportunities for business owners and consumers.

One of the biggest advantages of e-commerce is that it provides an easier and more efficient means of doing
business. Consumers can shop and buy goods from the convenience of their homes, while businesses can serve
customers worldwide without maintaining a brick-and-mortar presence. E-commerce has also provided
businesses with an opportunity to rationalize their processes by mechanizing most of the processes in the

selling cycle, including inventory tracking, order handling, and delivery.

E-commerce has continued to increase in popularity and significance, especially with the COVID-19
pandemic, which has resulted in increased online shopping as individuals try to reduce face-to-face
interactions. Consequently, companies that can adjust to the e-commerce environment are most likely to have a

competitive edge in the future.

E-commerce is also called Electronic Commerce, and it's the purchase or sale of goods or services over the
Internet. Typically, e-commerce is reserved for the sale of tangible products via the Internet, but it is also used
to explain any type of commercial transaction that is enabled by the Internet. The first online sale was in 1994
when a man sold a CD of the band Sting to his friend via his website Net Market, an American retail website.
This is the earliest example of a consumer purchasing a product from a business using the World Wide Web or
e-commerce as we generally understand it today. Since then, e-commerce has developed to make products
more discoverable and buyable through online stores and marketplaces. All freelancers, small businesses, and
large corporations have gained from e-commerce that allows them to sell their services and products at a level

that was previously not achievable with offline retail.
7.1.1 Types of E-Commerce Marketing Channels

E-commerce marketers possess several channels of advertising such as web, social, email, and search. These

channels can be utilized by them to bring traffic and induce buying behaviour. Below, are the most profitable

e-commerce marketing channels and how it can leverage them to bring buyers to the web store:
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1. Content marketing

The core pillar of inbound marketing, which is content marketing, is responsible for generating leads, building
brand credibility, and bringing more customers to online stores. Through different types of written content,
visual content, and video content, online stores can show the value proposition to customers and meet their
individual needs through customized online experiences. Underpinning this approach is the need to interact with
customers and build trust, thus driving customers to revisit and make repeat purchases. There is a need to

leverage customers' data effectively and know the target audience and create web content.
2. Social media marketing

The social buying phenomenon is seeing tremendous growth. Savvy e-commerce marketers are leveraging
social media sites like Facebook, TikTok, and Instagram to push products, gather customer opinions, and drive
in-app purchases. Indications show that 43% of consumers look up products on social media before making a
purchase, and most online consumers confirm that social media sites help boost their purchasing. Additionally,
online stores with a minimum of one social media account see an average sales boost of 32% over stores without
any social media presence. There is no doubt that using social media marketing must be included as a vital

strategy for modern e-commerce businesses.
3. Email marketing

Email marketing is a great way to push sales to your e-business. From cart abandonment to sophisticated and
personalized campaigns, email assists in building customer relationships. Think about the way you're marketing
promotions, coupons, and lead-nurturing emails. Segment and avoid the all-too-familiar email blast. Your

bottom line will thank you later.
4. Mobile marketing

Since 2018, the majority of the world's web traffic has been mobile traffic. Now, online consumers are buying
more on their mobile phones than on their PC, and about 51% of all consumers buy products using their
smartphones.Mobile marketing is more than the app; it's optimizing your e-commerce site for mobile users and

incorporating SMS, email, and social media into your mobile marketing mix. Such close integration is crucial in

a more mobile-driven world.
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5. Search Engine Optimization (SEQO)

SEO is used to drive organic traffic to online stores by making it easier for your product pages and on-site pages
to be listed in Google and Bing searches. Optimizing your product pages and on-site pages ensures that

customers will be able to find you when they need your products.
For enhancing SEO in e-commerce:

e Optimize product pages with useful keywords, catchy product descriptions, and quality images.

e Add descriptive meta tags and ensure that your URLs are concise but include important keywords.

e Optimize for mobile to increase page speed and user experience.

e Post fresh content regularly and create informative blog posts containing informative keywords to attract
organic traffic.

e A well-executed SEO strategy can lead to higher-quality traffic and higher conversion rates, and thus it is an

important marketing channel for e-commerce.
6. Pay-per-click (PPC) advertising.

Want to drive traffic to your product pages in a hurry and increase conversions? PPC might be a good bet. PPC
advertising is an extremely effective method for e-commerce companies to bring in quality traffic by paying per
click on ads displayed in search engines or social media. With PPC advertising campaigns, you pay for

keywords for your products, and your ads are displayed when users search for them.
To generate effective PPC campaigns:

e Conduct keyword research to find the most suitable and affordable keywords relating to your products.
Utilize effective advertising copy that emphasizes major product features and includes strong calls to
action.

e Continuously improve bids and monitor performance metrics in order to earn an acceptable return on
advertising expenditure (ROAS).

e [f handled properly, PPC can generate high-quality traffic and result in higher sales. Nike, for instance,

utilized Emarsys to gain a whopping 11x ROAS, as part of their omnichannel e-commerce strategy.
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7. Influencer marketing

Influencer marketing is the process of collaborating with social media influencers to market your products to
their active followers. This relies on the utilization of influencers' credibility and reach; online companies can

establish trust with prospective buyers and drive traffic and sales.

To establish effective collaborations with influencers:

e Choose influencers whose followers are similar to your target audience and whose values align with
your brand.

e Enable influencers to use their creative freedom to showcase your products in their own genuine way
so that the representation will appeal to their followers. However, it is still important to provide them
with brand guidelines and, where applicable, some general information about product uses and benefits.

e Monitor performance with unique discount codes or affiliate links to track conversions and interactions.

e By endorsing your brand, influencers create trust between your products and their followers. These
word-of-mouth customers are pre-programmed to stay loyal because someone they trust has already

recommended your brand.
8. Omnichannel marketing

Omnichannel marketing is an umbrella term that brings together a variety of channels to deliver a unified
customer experience across multiple platforms and touchpoints, both physical and digital. According to
SocialMediaToday (News Company), customer affinity for omnichannel marketing practices has increased by
14.8%. In addition, marketers using three or more channels within one campaign recorded a purchase rate that
was 287% higher and a retention rate that was 90% higher compared to those using a single-channel campaign.
By taking advantage of all the marketing channels available to them (the above-mentioned ones included),
marketers can create a successful omnichannel marketing strategy that gets e-commerce shoppers to buy,

whether on the web, mobile, or social.
7.1.2 E-Commerce Marketing Strategies and Techniques

Marketers can successfully target audiences, create brand awareness, and generate online revenues through

well-executed e-commerce marketing strategies. These strategies comprise several key components that are

critical to maintaining business growth and customer engagement.
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1. Tap into E-Commerce Marketing Insights

The strategic use of data drives an online business towards achievements in market success. Using data
correctly gives businesses the ability to deliver offers to specific audiences at proper moments.

Digital commerce teams utilize real-time insights to enhance their marketing initiatives and maximize their
audience segmentation while tailoring their content for better results. Organization success hinges on advanced
data analytic capabilities to observe consumer actions and notice behavior patterns and evaluate main
performance indicators. Such data analytics allow them to enhance their marketing campaigns as well as boost
their conversion rates and establish continuous customer communication. Because of artificial intelligence and
machine learning capabilities in data analysis companies acquire the ability to forecast customer tastes as well

as automate important choices which boosts organizational efficiency.
2. Developing Brand Awareness Building

E-commerce businesses need brand awareness to succeed over the long run in establishing their market
presence. All marketing attempts will fail to generate success because prospective customers remain oblivious
to both the brand and its offered solution regardless of product quality or service level or amount of
personalization. A business needs to build visibility through strategic measures when the identified product or
service lacks existing market interest.

Businesses that want to build brand awareness should put their funds toward social media promotion along
with working with influencers and production of appealing content. Brands achieve new audience acquisition
along with customer confidence through the help of social media content creators and influencers. A clearer
understanding of a brand by customers results in greater website traffic that leads to conversion potential. The
last step to move prospects from awareness to purchase requires the joining of first-party data capture methods

with conversion rate optimization best practices.

3. Utilizing E-Commerce Marketing Automation

The growing number of e-commerce operations leads to increasing amounts of customer information they
accumulate. The processed data through marketing automation allows businesses to develop strategies for
customer retention together with increased customer loyalty and engagement.

Organizations achieve optimal results from their marketing functions by targeting essential customer

experiences. Tool-dependent systems will automatically send personal specific messages along with special

discount codes and time-sensitive promotions to customers who left their shopping carts empty. Post-purchase
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communication processes through automation provide organizations the ability to create stronger customer
bonds by sending gratefulness messages while extracting customer insights for enhancing recommendation
services. Through a platform which connects artificial intelligence and data-driven insights organizations can
sustain the improvement of their marketing strategy. This makes their communications timely and impactful,

and in the process, leads to high customer satisfaction and increased financial returns.

4. Personalizing the Customer Experience

Personalization functions as the fundamental practice of contemporary e-commerce marketing which creates
more dedicated customers who make higher purchases while remaining loyal throughout the long term.
Company marketing techniques provide individualized content delivery together with personalized
recommendation systems and exclusive customer promotions that correspond to specific customer taste
preferences.

The Al-driven personalization engine improves customer experience through intelligent processing of
behavioural data which leads to estimated future purchasing patterns and adaptive messaging times and
personalized product suggestions. The exact timing of delivering appropriate content through customization
enhances the likelihood of conversion for customers.

Salling Group reached a 25% revenue increase through their omnichannel marketing campaign which combined
personalized product suggestions and automated audience segmentation strategies during their five-week testing
phase. Business success demonstrates that 1:1 personalized marketing has an essential role in driving company

SUCCess.

5. Leveraging User-Generated Content (UGC)

The power of user-generated content as an asset reflects positively on e-commerce businesses through
increasing customer trust and social findings which create authenticity. People post their brand encounters
frequently online in the form of reviews plus testimonials as well as through social media content and additional
digital material.

The authentic user-generated content should become the basis for e-commerce marketing approaches. Brand
credibility increases through customer review features as well as product experience display and user interaction
programs which also improve customer engagement. Brands which promote their content using user-generated

material in advertisements and social media aspects build stronger personal bonds with their customers.

Businesses need to secure necessary permissions from customers to display their generated content externally.
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6. Developing a Customer Loyalty Program

The successful growth of e-commerce relies heavily on retaining customers because loyalty programs prove
beneficial for developing enduring commercial relations with dedicated buyers. Research demonstrates that
loyal consumers purchase products and services amounting to 67% more than fresh customers and this reveals
the significance of sustaining these relationships.

E-commerce businesses operate loyalty programs through points-based advantages together with spend-based
schemes and both subscription-based programs and tiered reward structures. Selecting appropriate structure for
customer loyalty programs results in repeat business due to special discounts combined with behavioural-based
rewards and customized benefits for each customer. Businesses obtain better customer enjoyment through

loyalty programs that combine existing marketing strategies and customer profiles to offer personalized offers.

A sound loyalty program generates loyal customer behaviour by both prompting repetition of purchases while
creating brand advocates who facilitate effortless marketing by word-of-mouth transmission and social medial

sharing.

7. Companies should dedicate financial resources to purchase a Customer Engagement Platform.

Online marketing requires strong customer engagement because it determines how consumers behave and
impacts the success of operations. A complex embodiment of customer interaction solutions delivers essential
understanding about customer groups which lets businesses develop precise marketing initiatives.

Such platforms use predictive analytics methods to evaluate customer tastes together with their conduct and
buying histories. The application of gained insights allows companies to customize their content delivery while
optimizing when messages send and improving interactions between users and their business through various
communication platforms.

Precise execution of customer engagement campaigns helps businesses achieve their main business targets
which include boosting sales as well as improving retention and enabling higher satisfaction among customers.
Customer engagement platforms streamline the process by automating communication workflows, segmenting

audiences, and providing actionable data to refine marketing efforts continuously.

g

Did You Know?  —
BT, s
*

e 61% of customers want brands to reach out to them by email.
e According to research, email marketing generates an ROI (Return on Investment)
of USD 42 for every dollar invested.
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7.1.3 Benefits of E-commerce

1. Global Market Reach

Businesses can use e-commerce to overcome physical boundaries through which they reach customers located
all across the world. Because online stores overcome geographical restrictions, they give retailers the power to
do business with a wide spectrum of international consumers from their virtual platform. The business
expansion produces increased income potential together with global brand exposure. Companies can reach
customers worldwide through time-zone-friendly operations and always-open infrastructure and digital

advertising methods.

Example: ASOS: Global market reach finds its prime representation through ASOS which operates as a British
fashion retailer that now sells products to customers all over multiple continents. The global fashion enthusiasts
from Europe North America and Asia can shop seamlessly through ASOS because the company provides
localised websites combined with efficient international shipping services. Its worldwide availability has

substantially boosted the business success.

2. Reduced Operational Costs

A web-based store removes multiple expenses which physical stores normally have because of rent payments
and utilities costs and salaries paid to in-store staff. Companies benefit from reduced operational expenses along
with their ability to sustain an important market presence. Digital marketing becomes more accessible alongside
product innovation and competitive pricing strategies because the company directs its savings from operating
cost reductions. Companies benefit from cost reductions brought about by e-commerce platforms which
automate their order processing operations and inventory management together with customer support

procedures.

Example: Boohoo (an online company) functions without costly retail stores because it operates from the UK
through its fast-fashion platform. The company minimizes their costs to provide inexpensive and fashionable
clothes at competitive prices to its customers. The business operates exclusively online thus enabling rapid

market expansion without compromising its profitable margin structure.

3. Convenience for Consumers

E-commerce delivers outstanding convenience as its primary advantage for consumers. Through e-commerce,

customers avoid the requirement of travelling to stores since they can shop for products anytime from home.
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Online shoppers experience freedom of purchase because they do not need to adhere to store operating times.
The combination of home delivery services with flexible return policies and various payment options improves

customer satisfaction in online shopping.

Example: Consumer comfort at Amazon UK arises from their diverse product selection together with Amazon
Prime speed delivery services and practical user features including user feedback and personalization tools.
Users gain access to straightforward features that let them assess products and view ratings as well as finish

their transactions within short timeframes.

4. Personalised Shopping Experience

E-commerce platforms base their customer shopping experiences on artificial intelligence and data analytics
functions. Businesses utilize data tracking to identify precise customer preferences and purchases therefore they
can suggest appropriate products accordingly. The practice of personalisation leads to enhanced customer
satisfaction and prompts greater customer repetition along with increased brand loyalty. Through features that
include wish lists together with customized discounts along adjustable pricing systems, the shopping experience

grows better.

Example: Netflix (the popularstreaming entertainment provider) Netflix demonstrates the digital marketing
strength of personalization in e-commerce operations. The platform takes a deep look at user viewing
behaviours and then recommends content based on personal preferences. The shopping experience at eBay and

Etsy becomes more effective through recommendations generated from analysing customer data.

5. Access to Customer Insights and Analytics

E-commerce platforms deliver meaningful customer analytics data which benefits their associated businesses.
Businesses obtain vital performance indicators that include website visitor data along with customer buying
patterns and desertion of shopping carts as well as demographic information. Empirical evidence allows firms to
optimize their promotional plans and optimize their products and service delivery methods. Analysis of

instantaneous data leads e-commerce businesses to outperform conventional stores in the marketplace.

Example: Shopifyprovides its customers with analytical features within the platform which allows them to
observe sales performance while tracking customer actions and maximizing their marketing strategies.

Businesses gain superior knowledge through their detailed reports which creates the basis for profitable

decisions that strengthen revenue streams and customer interaction levels.
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6. Scalability and Business Growth

Through e-commerce business operations can expand their reach without expensive building investments.
Online businesses need fewer resources to expand their business because they can scale product options and
market reach as well as process increased order loads without major operational costs. E-commerce platforms

utilize automation for inventory tracking and order processing which results in streamlined scaling initiatives.

Example: Gymsharkbegan as a small fitness brand in the UK before it grew rapidly because of its online store.
Through digital marketing, together with influencer leadership and streamlined supply chain operations, the
business executed its global growth without establishing physical stores. Today Gymshark operates as a multi-

million-pound worldwide business.

7. Increased Sales Through Digital Marketing

Through the e-commerce model businesses can deploy search engine optimisation (SEO), pay-per-click (PPC)
advertising, email marketing and social media campaign approaches. The implemented marketing strategies
help both organizations reach specific customer groups generate more visitors to their websites and produce
better sales results. Traditional advertisements are replaced by digital marketing because they give businesses

more affordable options and real-time data tracking abilities which enhance campaign results.

Example: PrettyLittleThing through their practice of Instagram and TikTok marketing and influencer
collaboration PrettyLittleThing a fashion retailer based in the UK successfully reaches young consumer
segments. The brand uses targeted advertising with promotional content to push website traffic levels high

enough to boost online sales figures.

8. Faster and More Efficient Transactions

Users can finish their purchases fast and in a safe way through E-commerce because it optimizes buying
processes. Through payment gateway technology and mobile wallet initiatives as well as quick checkout tools
the process of buying online functions better than paper currency or cards. Fast and efficient order processing
along with automated inventory management systems lessen delivery times between customers and their

purchases.

Example: PayPal and Apple Payprovide secure payment options to e-commerce businesses for delivering quick

and efficient transactions to their customers. John Lewis and Argos among other online retailers provide their

customers with enhanced convenience through various payment procedures.
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9. Availability of Multiple Payment Options

Online businesses present various payment solutions which allow them to meet an extensive range of customer
payment choices. Customers today access numerous payment choices with debit and credit cards as well as
digital wallets and both BNPL schemes and cryptocurrency payment methods. Online stores which provide
various payment solutions ensure limitless customer reach and better conversion performance as well as

improved satisfaction.

Example: Klarna and Clearpayoperates within H&M and JD Sports to enable customers to purchase products
and then make instalment payments. Shopkeepers use adaptable payment solutions to guide customers toward

making larger purchases with controlled budget management.

10. Environmentally Friendly Business Model

Online commerce supports environmental conservation through its ability to decrease the requirement of
physical shops together with lightening delivery parcel quantities and cutting transportation pollution. The
digital economy provides numerous opportunities for businesses to implement eco-friendly practices including
using electronic receipts instead of paper and creating sustainable delivery packages apart from promoting
paperless billing services. Traditional shipping models that deliver straight to customers minimize waste and

enhance supply operations.

Example: Patagonia’s e-commerce platform enables environmental sustainability at Patagonia since the brand
provides Worn Wear for second-hand sales alongside eco-friendly packaging solutions for orders. By
prioritizing sustainability, the company draws diminishes sensitive environmental shoppers and establishes

beneficial patterns for the entire industry.

E-commerce dominates modern retail by granting businesses exceptional business growth opportunities together
with enhanced shopper convenience. Modern technological developments in e-commerce continue to deliver

new advantages both to businesses and their consumer audience.

Activity: Product Pricing Analysis

5
2 .
Visit three different e-commerce websites selling the same or similar products. Compare the

pricing, discounts, shipping costs, and any additional charges.

Question: How do the pricing strategies of these e-commerce platforms differ? Which platform
provides the best value for money, and why?
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7.2 E-commerce Business Models

The online business models can mostly be classified into the following categories.

1. Business - to - Business

A B2B business model website offers its product to an intermediate buyer who in turn sells the product to the
final customer. For example, a wholesaler purchases from a company website and on receiving the consignment,

sells the end product to the end customer who approaches one of its retail stores to buy the product.

Example: Alibabais a large B2B e-commerce platform that brings together manufacturers and wholesalers with
businesses globally. Businesses utilize Alibaba to buy bulk products, haggle over prices, and order in bulk. For
instance, a retailer in the United States can order 10,000 specially designed coffee mugs from a Chinese

producer on Alibaba, taking advantage of wholesale rates and bulk shipping.

Business Organization

A
; 1
Supplies |
BR 1 Order
1 Processing
4
- Orders
( Wholesaler — Website
Sells
( Customer )

Fig 7.1: Business—to—Business Model

2. Business - to - Consumer
A website based on the B2C business model sells its product directly to a customer. The customer is able to
view the products on the website. The customer is able to choose a product and order the same. The website will

inform the business organization via email and the organization will dispatch the product/goods to the customer.

Example: Amazonis a B2C platform where businesses sell products directly to customers. Customers shop for

millions of products, buy them, and have doorstep delivery. For example, a New York customer buys a
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smartphone from Amazon, which arrives the following day via Amazon Prime. The seller may be Amazon itself

or a third-party seller utilizing Amazon's marketplace.

Business Organization

A
i
Supplie 1
vppes 1 Order
1 Processing
- B ~ Orders
( Customer f—— Website

Fig 7.2: Business—to—Consumer Model

3. Consumer - to - Consumer

A website based on the C2C business model enables the consumer to get rid of their goods like housing
property, cars, bikes, etc., or rent out a room by posting their information on the website. The site may charge or
may not charge the consumer for its service. Another consumer may opt to buy the first customer's product by

viewing the post/advertisement on the website.

Example: eBayallows people to sell goods directly to other consumers by using auctions or fixed-price
offerings. A resident of California has a used PlayStation 5 he wants to sell. He places it on eBay, and the
highest bidder for it is someone from Texas in an online auction. eBay mediates the exchange and makes sure

there is safe payment processing.

Places advertisement

Website

Want to sell products Want to buy products

. receives products
T »

( Customer 2 )

Fig 7.3: Consumer—to—Consumer Model
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4. Consumer - to - Business

In this system, a customer comes across a page showing various business organizations for a particular service.
The customer makes an estimate of how much he/she wants to pay for a particular service. For example, the
comparison of auto loan/personal loan interest rates by various banks using websites. A business organization
which satisfies the demand of the customer within the available budget comes forward and makes an offer to the

customer.

Example: Upwork is a platform for freelancing where people provide services to businesses. A graphic
designer, for instance, can open an Upwork account highlighting his or her skills. A company that requires a
logo designer puts up a job, and freelancers bid on the job. The business contracts the freelancer, thus a C2B

transaction where people provide services to businesses.

Website

Processes Order Places money for
particular service

receives products

Business Organization ( Customer )

N /

Fig 7.4: Consumer-to-Business Model
5. Business - to - Government

The B2G model is a type of B2B model. These websites are employed by governments for exchanging and
trading information with other business organizations. These websites are government-accredited and offer a

platform for businesses to fill up application forms for the government.

Example: IBMoffers IT solutions, security services, and cloud computing services to government organisations.

For instance, IBM partners with the U.S. government to create secure cloud storage technology for federal data

management. The government buys the services, which qualifies it as a B2G transaction.




ATLAS

SKILLTECH
UNIVERSITY

Business Organization || Website — Government

Fig 7.5: Business—to—Government Model
6. Government - to - Business

The governments utilize the B2G model websites to target business organizations. The websites facilitate

auctions, tenders, and application submission features.

Example: SAM.gov(System for Award Management) is an American government portal for companies to
register to bid on federal contracts. A building contractor, for instance, can utilize SAM.gov to apply for a
government contract to construct a new federal office building. The government utilizes the platform to source

vendors for contracts, hence a G2B model.

Government | | Website |[__ >| BusinessOrganization

Fig 7.6: Government—to—Business Model
7. Government - to - Citizen

Governments implement G2C model websites to target citizens at large. G2C model websites facilitate the
auction of vehicles, machinery, or any other good. Such a website also facilitates registration for birth, marriage,
or death certificates. The overall goal of the G2C websites is to minimise the average time to complete the

requests of citizens for different government services.

Example: IRS (Internal Revenue Service)offers an internet-based platform where U.S. citizens can file tax

returns, remit payments, and retrieve tax information. For instance, a citizen logs into the IRS website to file

their yearly tax return online and remit outstanding taxes online. This government-to-citizen transaction is

classified as G2C.
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Government | [ > Website — p e

Fig 7.7: Government—to—Citizen Model

Knowledge Check 1 ,Ol I—

Choose the correct option:

1. Which business model allows companies to sell directly to individual customers
through a website?
a) Business-to-Business (B2B)
b) Business-to-Consumer (B2C)
c¢) Consumer-to-Business (C2B)
2. If a person wants to sell their old car to another individual through an online
platform, which business model does this represent?
a) Consumer-to-Consumer (C2C)
b) Business-to-Government (B2G)
c¢) Business-to-Business (B2B)
3. Under which business model do governments facilitate online tenders and
applications for businesses?
a) Government-to-Business (G2B)
b) Government-to-Citizen (G2C)

¢) Consumer-to-Business (C2B)

7.3 Overview of popular platforms

Selecting the right e-commerce platform can be a daunting task, involving extensive research and thoughtful
deliberation over many factors. Companies need to verify that the platform suits their own needs, objectives, and
price range. Businesses need to examine several key factors when choosing an e-commerce platform which

include user-friendliness together with customization extent and support for SEO and payment integration and

shipping options and customer service capabilities.
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Businesses need to evaluate their target market along with product line and marketing plans when making their
selection. Placing an obligation on platform study requires detailed investigation of their special characteristics

alongside their individual positive and negative aspects.

Safety remains the primary objective alongside the mission to provide customers simple shopping processes and
optimized operational procedures. Organizations that perform enough research before selecting their e-

commerce platforms will establish enduring success in this field.

7.3.1 Factors Affecting E-Commerce Platforms for Sellers
An e-commerce business depends on its platform selection for attaining operational success. Different
considerations throughout the selection decision process directly influence operational performance as well as

customer experience. The following analysis details all major determining factors:

1. Business Needs, Goals, and Budget

Businesses require unique requirements for which they must select their e-commerce platform. Before deciding
on an e-commerce platform sellers must set their immediate and future business targets that involve boosting
recognition and enabling their business to grow across national and international markets. The expenses
associated with maintaining platforms should be considered with budgetary limitations because some digital
solutions require substantial resources while others offer limited restrictions for free or at low costs. Reported
subscription rates and transaction processing fees and supplemental expenses for themes and plugins and third-

party supportive integrations should be taken into account by companies.

2. Ease of Use and Customization Options

Sellers who lack technical expertise must be able to operate the platform effortlessly through an easy to install
and use design. An interface constructed for simplicity enables users to manage their products while handling
orders in addition to website customization. Users can build a store without programming expertise by using the
drag-and-drop editors that Shopify and Wix among other platforms provide. Customization plays a vital role

since sellers need options to modify themes and add custom features while refining the user interface to match

their brand requirements.
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3. SEO Features and Integration with Marketing Tools

Search engine optimization (SEO) is critical to driving organic traffic to an e-commerce website. Such platforms
with integrated SEO facilities aid in optimizing product pages, meta descriptions, URLs, and images to rank
higher in searches. Integration with marketing tools like Google Analytics, Facebook Pixel, email marketing
solutions (such as Mailchimp), and social media sites enables improved visibility and customer engagement.

Without robust SEO and marketing capabilities, businesses risk not being able to attract and retain customers.

4. Payment Gateway Options and Transaction Fees

Seamless payment processing is a must for a seamless customer experience. A good e-commerce platform ought
to have several payment gateways, such as credit/debit cards, digital wallets (e.g., PayPal and Apple Pay), and
even cryptocurrencies. Transaction fees should be considered by sellers, as some platforms charge a percentage
of the sale on top of subscription fees. Platforms like Shopify support third-party payment integration but charge

additional fees unless the in-house payment service is utilized.

S. Shipping and Logistics Management Features

Order shipping and fulfilment have a huge influence on customer satisfaction. Sites that offer integrated
shipping capabilities, real-time shipping rate calculation, and courier service integration (FedEx, DHL, UPS)
make it easy to manage delivery. Fulfilment services are also available on some sites, e.g., Fulfilment by
Amazon (FBA) or Shopify Fulfilment Network, where the site takes care of storage, packing, and shipping for
the seller. Selecting a site with good logistics features helps in seamless delivery operations and less manual

effort.

6. Security and Fraud Prevention Measures

Cybersecurity is a top priority for e-commerce companies, as they deal with sensitive customer information,
such as payment information. A secure platform must provide SSL certification, PCI compliance, fraud
detection tools, and data encryption to avoid unauthorized access and cyber-attacks. Moreover, two-factor

authentication and Al-powered fraud monitoring tools protect both buyers and sellers from fraudulent activity.

7. Customer Support and Community Resources

Technical problems and operational issues are unavoidable in e-commerce. A site with 24/7 customer support,

live chat, email support, and a knowledge base can go a long way. Active seller communities and forums are
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present on some sites as well, where users exchange insights, solutions, and experiences. Being able to access

timely support can avoid setbacks in business operations and enhance the efficiency of problem-solving.

8. Scalability and Flexibility for Future Growth

Companies need to prepare for long-term growth, and the platform chosen must be able to support growth.
Scalability involves supporting higher traffic, a bigger product catalogue, and multi-channel selling (selling via
Instagram, Facebook, or marketplaces such as eBay). Shopify Plus and Magento support high-volume sellers
with features such as automation and API integrations. Sellers need to consider if their platform can scale with

their business without needing an expensive migration in the future.

9. Other Sellers' Reviews and Ratings of the Platform

Reviews from other sellers can give valuable insights into a platform's positives and negatives. Prior to deciding
on a platform, companies need to check online reviews on platforms such as Trustpilot, G2, Capterra, and
Reddit. The real-life feedback available in these reviews demonstrates how users interact with the product
regarding their support needs and performance standing and interface usability and system dependability.
Reading what others say about products allows sellers to find their market direction and identify potential

problems in advance.

10. The Target Audience consists of demographic groups along with their Shopping Behaviour Patterns
Knowing the demographics of a target audience helps sellers select appropriate platforms to reach their
customers more effectively. A platform suitable for mobile shoppers that provides excellent app experiences
must be selected when targeting this particular customer segment. Organizations focused on regular marketplace
shopping among their audience should consider using multi-channel selling as sellers instead of operating an
independent website. An analysis of consumer purchase behaviour allows businesses to pick platforms which

deliver maximum satisfaction to customers while boosting sales.

Every aspect of an online business gets affected by the selection of the right e-commerce platform for strategic
operations. Sellers must dedicate time to examine their business requirements together with user experience and
SEO competence along with payment setup options and delivery functions, safety features and service support.

Strategic planning for scalability combined with customer reviews together with target market preference

ensures long-term business achievement. Committing to proper balancing between these elements permits
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companies to create lasting foundations for their e-commerce operations while guaranteeing foreseeable

expansion.

7.3.2 Overview of Shopify

Shopify stands as one of the top trusted e-commerce solutions which offers comprehensive features dedicated to
simplify online commercial activities. Shopify includes advanced tools which enable businesses to sell products
by using multiple distribution channels that combine their websites with their physical stores social media
platforms together with third-party online marketplaces. Company leaders looking to construct and scale their

online footprint typically choose Shopify because of its broad capability set.

The primary advantage of Shopify occurs through its convenient operation of organizing various business
functions. Customers using Shop Pay can conduct payments effortlessly and also access Shopify POS for in-
store payments and Shopify Fulfilment for speedy deliveries. The integrated solution of features creates a

streamlined operation that lets businesses focus their time on growth rather than operational matters.

Shopify provides unique business solutions for special industries including construction materials businesses.
By providing specialized software for the sale of building products online, Shopify enables smooth interaction

between suppliers and customers, hence enhancing accessibility and convenience in the industry.

Shopify's Features and Plans
Shopify has three main pricing plans, each suitable for different business needs. These plans are aimed at

supporting businesses of all sizes, with basic tools for growth, scalability, and operational efficiency.

1. Basic Shopify Plan

Monthly Fee: $39

The Basic Shopify plan is suited for small businesses and entrepreneurs venturing into the world of e-commerce.
It provides basic features to help users effectively set up and run an online store.

Important Features:

e Online Store with 2% Transaction Fee: The user can build a fully-fledged online store, but Shopify takes

a 2% transaction fee unless Shopify Payments is being utilized.
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e Unlimited Products: An unlimited number of products can be listed and sold by businesses without any
limitations.
e Two Staff Accounts: Two staff accounts are provided in the plan to facilitate the delegation of tasks like
order management and customer support.
e 24/7 Customer Support: Shopify offers 24/7 assistance via live chat, email, and phone support.
e Sales Channels on social media and Marketplaces: Integration is supported with Facebook, Instagram,
Amazon, and other marketplaces to reach more.
e Manual Order Creation: Companies can create orders manually for customers who don't like different
ways of ordering.
e Discount Codes: Traders can design and control promotional discount codes to engage customers.
e Free SSL Certificate: Shopify offers Secure Sockets Layer (SSL) encryption, so transactions and
information are safe and secure.
e Abandoned Cart Recovery: The option recovers abandoned sales by automatically sending reminder e-

mails to clients who leave behind their shopping baskets.

2. Shopify Plan
Monthly Price: $105

The Shopify plan encompasses all the features in the Basic Shopify plan but with added functionalities to

support business activities and enhance customer interaction.

Important Features:

Online Store with a 1% Transaction Fee: Transaction fees decrease to 1%, which makes this plan
affordable for businesses that have high volumes of sales.

Gift Cards: This feature supports businesses in selling and issuing digital gift cards, which is another
source of income.

Professional Reports: Advanced reporting features enable companies to examine sales performance,
customer activity, and inventory patterns.

Five Staff Accounts: The plan supports up to five staff accounts, allowing larger teams to efficiently
maintain store operations.

USPS Shipping Discounts: Merchants can receive discounted shipping costs from the United States Postal

Service (USPS), lowering logistical expenditures.
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e Fraud Analysis: Integrated fraud detection capabilities assist in identifying and deterring fraudulent
transactions, promoting secure payment processing.
e Third-Party Calculated Shipping Rates: The system calculates real-time shipping rates from third-party

courier services automatically, offering precise cost estimates to customers.

3. Advanced Shopify Plan

Monthly Fee: $399

Large-scale businesses should consider the Advanced Shopify plan because it provides advanced features for
international growth and automation together with customisation abilities. Every Shopify plan feature exists
here together with supplemental tools that enhance operation and scalability features.

Key Features:

e Online Store with 0.5% Transaction Fee: The most affordable transaction fee among Shopify's plans,
which is suitable for high-volume businesses.

e Advanced Report Builder: This option enables businesses to build customised reports on particular data
metrics, allowing for greater insights into performance.

e Fifteen Staff Accounts: The plan accommodates up to fifteen staff members, allowing for effective
management of large teams.

e Enhanced Third-Party Calculated Shipping Rates: Companies utilizing enhanced third-party calculated
shipping rates provide customers with instant quotes from various carriers which builds transparency.

o Customisable Checkout: The checkout procedures allow modification to match branding needs and to
enhance customer experience.

e Advanced Automation Features: Businesses leverage Shopify automation tools which make
synchronizing inventory and executing order fills smoothly leading to increased efficiency.

o API Access for Integration with Other Tools: Through its API access functionality companies gain the
capability to connect with various supporting tools which includes both accounting software and CRM
platforms for maximum operational output.

e International Domains (Up to Five): Through its international domain functionality Shopify allows

businesses to establish five different stores that support local currencies and language features.

Digital Read

Scan the QR Code to Read!
Shopity. (n.d.). About Shopify India. Retrieved
February 25, 2025
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7.3.3 Overview of Amazon

Amazon has found itself as a leading e-commerce platform in India, reaching around 89% of the internet
consumer market. Amazon India was launched in 2010, and since its inception, Amazon India has witnessed a
steady surge in popularity and has attracted nearly 322.54 million shoppers every month on average. Its massive

consumer audience highlights the position of the site in the e-commerce market in India.

One of the major strengths of Amazon is its wide range of products across various categories. Although
electronics continues to be its most sought-after segment, Amazon also offers a huge selection of Echo and
Alexa products, Amazon Prime digital content, fashion apparel, groceries, sports gear, and even cars. With the
increasing need for consumer electronics in India, Amazon has become a go-to platform for businesses dealing

in consumer electronics.

For businesspeople eyeing a foray into the electronics sector, Amazon is an extremely viable option, with a
well-organized marketplace, large customer base, and streamlined logistics services. The site provides
merchants with an appealing e-commerce solution because it lets them reach many customers through simple

transactions.

Amazon Fee Structure and Pricing Model
Amazon incorporates multiple fees in its platform structure which maintains platform sustainability alongside
providing operational benefits to vendors. The costs fluctuate depending on the product type and delivery

requirements and fulfilment selection preferences.

1. Referral Fees (Sell on Amazon Fees)
The marketplace pays Amazon referral fees based on a percentage calculation of each transaction from sales.
Sellers must pay the fee because the platform deducts a commission for sellers utilizing Amazon's marketplace
operations.
e The referral fee begins at 2% and depends on the product category.
e More expensive categories, like electronics and high-end items, might have other fee arrangements
compared to less expensive product categories.

e This charge helps companies be able to tap into Amazon's huge base of consumers while gaining the value

of its established marketplace platform.
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e By charging referral fees, Amazon helps sellers tap into a highly trusted and widely utilized platform while

gaining the value of inherent tools for customer interaction, order management, and promotion.

2. Closing Fees
Along with referral fees, Amazon imposes a closing fee per item sold via its marketplace. The closing fee is
computed according to the item's selling price and acts as a transaction-based fixed charge.

e The closing fee begins at X5, varying according to the product's price range.

e The actual closing fee can be higher for valuable products or for some product categories.

e The closing fee is a blanket fee that Amazon charges on all transactions and allows it to subsidize its secure

payment processing and order tracking mechanisms.

3. Weight Handling Fees
Amazon charges weight handling fees on every product shipped on its platform to factor in delivery and
logistics expenses. These fees are charged to recover costs associated with packaging, transit, and last-mile
delivery.

e Weight handling charges begin at 329 per item and depend on the size and distance of the shipment.

e Bulkier or heavier items can cost more to ship due to extra handling needs.

e The fee system is structured to maximize logistics efficiency while providing cost-effective delivery for

consumers and sellers alike.
e Amazon's wide logistics network is instrumental in ensuring consistent and timely deliveries, thus making

this fee necessary for operational efficiency to be maintained.

4. Extra Charges for Fulfilment and Services
Amazon provides several fulfilment services and voluntary programmes, for which extra charges may be levied.
These fees are incurred depending on particular seller preferences and the chosen model of fulfilment.
e Fulfilment by Amazon (FBA): Sellers that use Amazon's warehousing and fulfilment services will pay
additional charges depending on storage time, item size, and order processing demands.
e Advertising and Promotional Services: Amazon offers advertising tools for sellers to make products
more visible; joining the campaigns might include additional charges.

e Subscription-Based Programmes: Programme services like Amazon Prime and Amazon Business can

feature membership-based costs for sellers intending to reach special customer groups.
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e These added charges enable sellers to tap Amazon's high-end services that can improve visibility, enhance

order fulfilment efficiency, and increase overall sales.

Knowledge Check 2

Choose the correct option:
1.

Digital Read

Scan the QR Code to Read!

25,2025

Amazon. (n.d.). About Amazon. Retrieved February

What is one of Amazon's major strengths in India?

A) Limited product selection

B) Wide range of products across various categories

C) Only focuses on fashion apparel

What is the primary purpose of Amazon's referral fee?

A) To charge customers extra for fast delivery

B) To help sellers access Amazon’s marketplace and customer base

C) To increase the price of electronics

. What factor influences Amazon's weight handling fees?

A) The seller's subscription status
B) The size and distance of the shipment
C) The popularity of the product

@_

7.3.4 Overview of Flipkart

Flipkart is India's most spectacular e-commerce success story. Though it has about 100 million fewer monthly

visitors than Amazon, Flipkart is a serious player in India's e-commerce space. The site has become very

popular among Indian shoppers, especially in the electronics department. Flipkart's products go beyond

electronics, covering a wide variety of products such as televisions, home appliances, fashion wear, furniture,

sports gear, books, and much more.
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With the extensive product list on the platform combined with its large market presence, Flipkart has become a

very preferred option for sellers as well as buyers. Offering an affordable and organized marketplace, Flipkart

enables businesses to get access to a large consumer base while enjoying different seller-friendly policies.

Major Benefits of Selling on Flipkart

A number of factors make Flipkart popular among both buyers and sellers. The platform has positioned itself as

a price-efficient, consumer-friendly, and competitive online marketplace.

1. Competitive Pricing

Flipkart is well known for its affordable pricing strategies, which are formulated to attract price-sensitive

consumers. The platform regularly offers discounts, promotion offers, and festive season discounts, thus making

online shopping convenient and affordable for consumers.

By offering competitive prices, Flipkart makes products attractive to a large group of people, thereby
making higher sales volume more likely.

Flipkart's dynamic pricing models are beneficial to sellers, enabling them to set prices in response to
market trends and consumer demand.

The affordability focus of the platform assists in the attraction of cost-conscious buyers, particularly in

price-sensitive product segments like electronics and fashion.

2. Engaging Sales and Promotional Offers

Flipkart's one of the strongest differentiators is its capability of driving customer engagement in the form of

grand sales events. Such campaign activities boost significantly in terms of sales volume and brand exposure.

Big Billion Days: Flipkart's biggest annual sale event, featuring enormous discounts on a wide range of
product categories. Numerous customers visit the event while generating elevated purchasing patterns.

The online store implements Festive Promotions through Period offers that appear during major Indian
festivals such as Diwali, Holi and Dussehra to offer special discounts to consumers.

The company launches quick-temporary price reductions on popular products through numerous flash sales
designed to trigger instant purchases from consumers.

During festive seasons this marketing approach allows sellers to expand their visibility and clear product

stock to generate the biggest revenue boosts.
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3. Access to Flipkart Plus Members

Through its membership loyalty program Flipkart Plus the company offers additional benefits to its enrolled

customers. The sellers obtain membership access to Flipkart's exclusive customer group through product listing

which expands their potential market reach.

e Flipkart Plus membership provides members with benefits that include free shipping together with first
access to sales events alongside priority customer service resulting in repeated purchases.

e Items listed by vendors become candidates for greater exposure among Plus users, resulting in better
conversion and customer retention rates.

e By focusing on Flipkart Plus customers, companies can drive brand loyalty and long-term user

engagement, thus driving sustainable growth.

Flipkart's Pricing Model and Fee Structure
Sellers who participate on Flipkart's platform can see all the platform costs clearly through its formal fee
structure. The platform operates without a registration fee and sellers must not pay any charge to join Flipkart.
Among the principal fees that apply to selling goods through Flipkart are the referral fees together with closing
fees and weight handling fees while additional service fees apply separately.
1. Referral Fee
The platform imposes a referral fee that must be paid for every transaction completed with its marketplace
functions. Charges for selling on Flipkart base their fees on a percentage system that adjusts the rate according
to product categories.
e The referral fees start at 2% yet they may escalate depending on both demands along with profit margins
specific to individual product categories.
o The fee structure works the same way as other online marketplaces and gives Flipkart a commission to
access its customer base.
e Referral fee guarantees that vendors are able to use Flipkart's infrastructure, marketing capabilities, and
customer trust while staying profitable.
2. Closing Fee
There is a closing fee charged on every transaction depending on the selling price of the product. The closing fee
1s meant to pay for order processing, payment gateway fees, and operational expenses incurred by Flipkart.

e C(losing fees begin at 5 per transaction and depend on the price segment of the product.

e The actual figure can vary for high-priced goods or select high-end product lines.
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e Through the imposition of a closing fee, Flipkart is able to maintain efficient and secure order fulfilment
processes.
3. Weight Handling Fee
For handling logistics, shipping, and delivery, Flipkart charges a weight handling fee on every item that gets
shipped via its platform. This is to absorb the costs related to storage, packaging, transit, and last-mile delivery.
e Weight handling charges range from 29 per item and vary according to size, weight, and shipping
distance.
e Highly bulky or fragile items would attract higher shipping costs due to special handling needs.

e Flipkart's robust logistics infrastructure guarantees reliable and timely delivery, making this fee justifiable.

4. Fulfilment and Service Fee Add-ons
Flipkart provides additional fulfilment solutions together with supplementary value-added programs that charge
costs depending on seller requirements.
e The Flipkart Fulfilment Services apply additional charges for sellers depending on items stored for duration
and quantity along with demand predictions.
e Marketing costs related to highlighted product displays and advertising banners along with focused
promotional initiatives follow pricing criteria based on the promotional scope and duration.

e The platform gives value-added seller services through subscriptions which provide companies access to

advanced customer engagement features along with priority logistics options.

Sellers benefit from these additional services which improve their marketplace presence and both their order

delivery systems and their sales performance.

Digital Read

Scan the QR Code to Read!
Flipkart. (n.d.). About us. Retrieved February 25,
2025

7.4 Summary

% Modern business operations experience complete transformation because e-commerce delivers diverse

advantages which empower companies together with customers. E-commerce systems promote business

market expansion by letting organizations connect with global customers.




ATLAS

SKILLTECH
UNIVERSITY

R
o

R
o

R
L4

R
L4

R
o

E-commerce expense efficiency serves as a strong motivator for businesses of all sizes to use its services
since they do not require the ownership or payment of rental properties or utility bills or employee salaries.
Consumers who can shop on Internet Businesses throughout any hours enjoy greater satisfaction due to
continuous product access leading businesses to boost their sales statistics.

E-commerce platforms deliver businesses useful data analytics tools which reveal customer activity data
and product repertoire with acquisition history data. The data-driven approach assists businesses to
customize their marketing methods as well as develop better products and produce more effective price
plans.

The application of Al-driven chatbots and recommendation algorithms in e-commerce automation delivers
both superior shopping user experiences and effective customer interaction and operational improvements.
Secure digital payment gateways along with transaction safety protocols enable smooth purchases that
create positive trust in consumers for online shopping.

Multiple e-commerce business approaches exist to fulfil the requirements of diverse markets. Companies
that involve B2B transactions make up the Business-to-Business (B2B) model because they enable
wholesale suppliers to trade with manufacturers. The Business-to-Consumer (B2C) model functions as the
prevailing method which enables companies to conduct direct sales operations toward consumer audiences
through digital marketplaces.

Ebay operates as an example of Consumer-to-Consumer (C2C) business model that enables people to trade
products and services with one another directly. Under the Consumer-to-Business (C2B) model individuals
can operate business-to-customer activities by providing their goods or services to business enterprises
through platforms such as Fiverr.

The B2G and G2C models along with B2G transactions create new business and government platforms
which improve both service access and public procurement capabilities.

Commerce e-commerce platforms feature management and setup instruments which business owners can
use to build and operate their internet stores. Shopify functions as a major platform that lets entrepreneurs
build customized online stores alongside payment handling abilities and inventory control features.
Amazon serves as a worldwide e-commerce behemoth that enables sellers to connect with numerous
consumers through its extensive delivery system and order fulfilment operations.

India’s leading e-commerce platform Flipkart provides customers with competitive prices and hosts festive

sales events and grants exclusive member privileges.
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E-commerce platforms require strategic selection from businesses to match their organizational purposes
and the demographics they serve and their system growth needs. The digital economy's requirements can
be addressed by companies through e-commerce advantages which lead to operational enhancement and

profitability growth.

7.5 Key Terms

1.

Shopping Cart: E-commerce websites use Shopping Cart as a virtual tool to let customers accumulate
products before checkout so they can have an easy shopping experience.

Payment Gateway: The payment gateway functions as a secure finance utility which uses encryption to
process online transactions by connecting customer banks with sellers (PayPal Stripe Razorpay included).
Dropshipping: It enables retailers to operate their business without stocking products because they direct
customer order requests to suppliers who handle direct product delivery to customers.

Conversion Rate: Website visitor success rate denotes conversion rate in e-commerce performance
measurement since it measures which percentage of web users fulfils a targeted operation such as making
a purchase.

Customer Acquisition Cost (CAC): The calculation of Customer Acquisition Cost (CAC) begins by
using total acquisition expenses to divide them by customer acquisition numbers.

Business-to-Business (B2B) E-commerce: It operates through online platforms to conduct bulk product
transactions and achieve lengthy contracts using negotiated pricing with customers at Alibaba and
IndiaMART.

B2C (Business-to-Consumer): Online consumers can directly purchase goods and services through B2C
(Business-to-Consumer) business operation by accessing fundamental e-commerce sites like Amazon and
Flipkart.

C2C (Consumer-to-Consumer): E-commerce platforms under the C2C (Consumer-to-Consumer) model
facilitate individual users to exchange goods and services through online marketplaces including eBay
and Facebook Marketplace and OLX.

Marketplace Model: Under this business model a platform like Amazon or Flipkart or Etsy maintains an
online market that lets multiple independent sellers present their products to purchasers while managing

payment processes and client engagement.

7.6 Descriptive Questions

1.

Define the function of a shopping cart towards the overall consumer experience in an online shopping

portal and how customer buying behaviour changes because of it.
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2.

10.

Describe how payment gateways play a pivotal role in Internet-based transactions with emphasis on why
they are key to building safety and confidence in buyers and sellers.

Compare and contrast the benefit and drawback factors of the dropshipping business mode for online
sellers and how different it is compared to conventional shop models.

Assess the importance of conversion rate as a performance indicator in e-commerce companies and
determine the most important strategies to enhance it.

Analyse the drivers of customer acquisition cost (CAC) in e-commerce companies and discuss how to
maximize it for profitability.

Compare and contrast the B2B and B2C e-commerce models, highlighting their distinguishing features,
target market, and operational issues.

Explain the place of C2C e-commerce platforms in the online marketplace and how they enable
transactions among individual consumers.

Explain the marketplace model of e-commerce and evaluate its advantages and disadvantages for sellers
and platform operators.

Examine the place of Shopify as an e-commerce platform, its features, benefits, and how it enables
businesses to build an online presence.

Describe the competitive positioning of leading e-commerce websites like Amazon, Flipkart, and

Shopity, comparing their business models, market positions, and strengths.
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9. https://corporate.flipkart.net/about-us

Answers to Knowledge Check ,OI ‘—

Knowledge Check 1
1: b) Business-to-Consumer (B2C)

2: a) Consumer-to-Consumer (C2C)

3: a) Government-to-Business (G2B)

Knowledge Check 2

1: B) Wide range of products across various categories

2: B) To help sellers access Amazon’s marketplace and customer base

3: B) The size and distance of the shipment
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7.8 Case Study

The Rise of E-Commerce — A Digital Transformation in Retail

Introduction

Through e-commerce businesses now operate online platforms which allow them to find customers
worldwide. The growth of e-commerce has been propelled through three important factors
including its adaptable shopping locations and dependable payment systems together with user-
friendly interfaces. The analysis evaluates how a conventional retail company turned into an online
success story through its adaptation for e-commerce business while examining operation challenges
and adopted success methodologies.

Background

The traditional fashion company XYZ Retail operated as a mid-sized retail store that delivered
service to its local market for ten years. A loyal customer base could not protect the company from
declining revenue and foot traffic because of growing competition and expanding online shopping.
The shift in consumer behaviour made XYZ Retail develop a new e-commerce business by
launching its online store while growing its digital presence across multiple platforms. The

changeover presented multiple obstacles during this transformation.

Problem Statement 1: Lack of Online Presence and Customer Reach
The e-commerce entrance for XYZ Retail came at a time when the company relied heavily on
physical store traffic for sales because it maintained minimal digital exposure. The absence of an
online platform resulted in scarcity of customers, minimized market potential, and struggled to draw
new potential clients.
Solution:
e The company designed a new e-commerce website that featured a user-friendly interface
together with responsive design for all devices as well as payment security systems.
e Through the implementation of SEO strategies as well as influencer collaborations and social
media marketing the website received higher traffic.
e The company provided digital customers with both exclusive price reductions and cost-free
shipment to make online purchasing more attractive.
e When the online store launched the firm added 60% additional customers to their reach

during its initial half-year period.
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Problem Statement 2: High Cart Abandonment Rate
The newly established e-commerce website at XYZ Retail received a substantial number of customers
who left their carts empty during the purchasing process. The main factors leading customers to
abandon their purchases included hidden delivery expenses, complicated checkout procedures and
security doubts about payments.
Solution:
Implemented transparent pricing, showing total amounts (including shipping) at the outset.
Streamlined the checkout process by providing guest checkout and multiple payment methods.
Embedded a secure and easy-to-use payment gateway to instil trust in customers.
By adopting these solutions, the cart abandonment rate fell by 35%, resulting in a significant boost in

sales.

Reflective Questions
1. How can small businesses successfully compete with established e-commerce giants such as
Amazon and Flipkart?
2. What is the contribution of customer trust towards the success of an e-commerce site, and how
can businesses reinforce it?
3. How can businesses utilize technology and data analytics to streamline their e-commerce

strategy?

Conclusion

The shift from a conventional retail shop to an e-commerce company involves strategic thinking,
flexibility, and customer-oriented strategies. XYZ Retail's success underlines the significance of having
a robust digital footprint, improving the online buying experience, and overcoming major challenges to
succeed in the competitive e-commerce market. With digital commerce ever-changing, companies need

to be innovative and agile to evolving consumer trends in order to ensure long-term success.
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Unit 8: Chatbots and Voice Search

Learning Objectives

1. Learners must learn about future chatbot and voice search developments in digital communication
together with their effects on company-user interactions and automated services throughout various
business sectors.

2. Learners will master the entire process of building customer support systems with chatbots to
enhance digital response times while creating personalized encounters and operating at higher
efficiency levels.

3. The success criterion grants learners the chance to optimize SEO and content for voice searches
and allows them to understand the future of natural language searching and the importance of long-
tail keywords for digital marketing.

4. Learners will develop competencies for evaluating chatbot and voice assistant ethics by examining
data privacy and security matters plus Al application ethics which ensure compliance with online

marketing standards.

Content

8.0 Introductory Caselet
8.1 Chatbots

8.2 Voice Search

8.3 Summary

8.4 Key Terms

8.5 Descriptive Questions

8.6 References

8.7 Case Study
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8.0 Introductory Caselet

“The Rise of Conversational AI — Chatbots and Voice Search”

TechX Solutions operated as a mid-sized e-commerce organization when it encountered difficulties during
2024. The company's website visitor numbers were rising but their customers remained unactive and showed
poor conversion rates. The major customer pain points involved waiting too long for support service while
standard search methods made product discovery hard.

TechX answered this problem through the development of Al-based chatbots along with voice search
functionality integration into their system. AssistX served as the company's chatbot to deal with typical
customer inquiries and suggest products while operating 24 hours per day. Voice search allowed users to

locate products easily through the use of their device microphone.

The system delivered instant positive results. Within three months:
e AssistX processed customer inquiries twice as fast as the previous system.
e Customer acquisitions through personalized product suggestions rose 25% for the platform.

o Customer satisfaction scores improved significantly.

TechX’s achievement proves how much business organizations depend on conversational Al technology in
their operations. Users benefit from the collaboration between chatbots and voice search technology because

the system provides quick automation with task simplification functions.

Critical Thinking Question:

Organizations that have improved their customer relations through voice search along with chatbots must
address user trust doubts and data protection concerns because these elements will determine the success of
client engagement. Organizations need creative approaches to deal with barriers stemming from Al adoption

efforts with the objective of preserving successful Al solution performance.
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8.1 Chatbots

Programmed computers called chatbots enable users to hold conversations by text communication or verbal
discussions. Through major messages applications businesses can embed Chatbot as an artificial intelligence

(AI) feature which people refer to as chatterbot.

The term "chatbot" has multiple synonym alternatives which include "talkbot" and "bot" and "IM bot" as well

as "interactive agent" and "artificial conversation entity."

Modern technological developments have driven businesses to shift operations from conventional tools to digital
methods when conducting transactions with their customers. Businesses enable digital convenience through
technology-based implementation of artificial intelligence techniques on their platforms. The implementation of
chatbots represents an Al technique which shows increasing adoption rates in the market. Two widespread
applications of chatbot technology are the virtual assistants Alexa from Amazon and Google Assistant and the

messaging platforms WeChat and Facebook Messenger.

A chatbot represents an automated program which converses with customers in humanlike fashion while
requiring no financial expenses. A chatbot system provides teams to take care of customers at every hour
throughout each day of the week without geographical restrictions. Its implementation appeals to many

businesses since they lack a 24-hour workforce and limited funding to keep workers on duty continuously.

Examples of Chatbots

1. Amazon's Chatbot & Alexa Voice Assistant

Chatbots serve several purposes at Amazon through its position as a leading e-commerce company to improve
customer interactions. The customer support bot provides users with assistance regarding order tracking together
with return requests and refund status updates and problem resolution. The system delivers immediate responses
to customers so they avoid waiting in queues for human representative assistance thus speeding up the process.
The chatbot automatically transfers complex questions to human support staff when it reaches its operational
limits.

The virtual assistant Alexa provides voice-based Artificial Intelligence through Amazon to grant users vocal
command access. Through Alexa customers can request product orders and seek music playback and activate

reminders and obtain weather updates and operate their smart home devices. Users benefit from this hands-free

dialogue solution which makes both tasks and access easier throughout their daily routines.
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Amazon achieves higher customer satisfaction through its chatbot system because it minimizes delays and
delivers uninterrupted customer purchasing journeys. The automated system enables Amazon to decrease

operational expenses because it handles many support inquiries while human agents handle challenging queries.

2. HDFC Bank’s EVA — AI Chatbot for Banking

EVA (Electronic Virtual Assistant) enabled HDFC Bank to enhance consumer service functionality within their
system. Through its Al-based chatbot EVA customers obtain access to information about balances and loans
together with location services for branches and credit card data and bankside support.

Users access EVA through digital channels provided by HDFC Bank to obtain quick responses without requiring
physical bank visits or waiting for assigned customer representatives. EVA receives agent questions by allowing
text-based conversations instead of demanding complex command interface inputs. The consumer-friendly
interface of EVA enables better operational efficiency in customer service thus reducing banking assistance
waiting times.

The support system reached one million questions since its launch which decreased human staffing requirements
to improve service quality. The system has delivered improved customer interaction and continuous support

combined with improved banking system efficiency.

3. Ada — AI Chatbot for Healthcare

This Al system named Ada functions as a chatbot which helps customers diagnose symptoms while providing
initial medical diagnosis information. The chatbot collects symptom data along with medical history information
from users by means of its question sequence to produce prospective medical diagnoses through its advanced Al
analytical process. The system enables users to determine when medical assessment from experts is required but
does not function as a substitute for expert health diagnosis.

Through Ada patients experiencing uncertainty about symptoms may achieve improved comprehension of their
health problems prior to scheduling an appointment with their physician. The system proves beneficial to people
living in distant regions where they need help from medical personnel. Hospitals and clinics use the chatbot to
cut down on nonessential visits because this allows their medical staff to assist patients whose conditions require
immediate attention.

The public health crises since COVID-19 have brought widespread use of Ada because people required fast

guidance about testing and isolation procedures. The immediate delivery of Al-generated health information
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made Ada develop into an essential component for digital healthcare systems which boosts access as well as

operational efficiency.

4. WhatsApp Business Chatbots — Enhancing Customer Service

Al-powered chatbot solutions operate within WhatsApp Business as a key service for multiple businesses such
as Sephora to improve their customer service capabilities. The platform enables customers to use the bots to
request information while making appointments and getting product suggestions and ordering products straight
from their WhatsApp interface.

The Sephora WhatsApp bot enables customers to interact with the bot to obtain makeup recommendations by
answering questions about their complexion preferences and special event requirements. Through its guidance
function the chatbot helps users complete their purchases without needing them to go to a website or store.

The instant delivery of personalized assistant through these bots makes them effective for improved customer
communications. Such systems decrease the workload on human agents by managing standard inquiries
efficiently. The WhatsApp chatbot design has established itself as an essential business tool for retail and

hospitality and travel markets requiring swift customer service.

8.1.1 Working of Chatbots

The AI operating system along with NLP technology and ML provides chatbots their capacity to interact
naturally with users. The process of chatbot operation proceeds through a systematic sequence which starts with
input understanding then generates an appropriate response.

e A chatbot triggers its processes upon receiving an input from users which may exist through either text
or voice communication. The reception method between text-based chatbots and voice-based chatbots
differs where the former uses typed messages yet the latter requires speech recognition technology for
spoken word transformation into text.

e The chatbot applies Natural Language Processing (NLP) to process the received input message. The
processing system divides text content into smaller fragments while recognizing essential words before
understanding user objectives. During information extraction the system can identify both nouns as well
as dates and places and product-related information.

e The chatbot acquires the appropriate response from its database or external data source after

comprehending the message intent. A rule-based system uses fixed responses for input matches but Al-
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driven systems retrieve data from company files and application programming interfaces (APIs) and other
available sources.

e The chatbot creates its response by processing the gathered information from the database. The response
mechanisms between rule-based and Al-powered chatbots differ in nature because Al systems create
flexible outcomes whereas rule-based systems give fixed predefined answers. A modern version of
chatbots maintains dialogue continuity between multiple shifts because it stores context information
throughout dialogue sequences.

e The chatbot present its response to users through suitable digital formats. A text-based chatbot shows
responses through written messages yet voice-based chatbots translate words to audio by using Text-to-
Speech (TTS). Certain chatbots use images and buttons together with links to create a more interactive
user experience.

e The chatbot activates an escalation process that leads users to speak with a human agent when it cannot
resolve their issue. The system operates complicated issues effectively by using live chat along with
email functionality and ticketing operations.

e By analysing previous conversations together with user evaluation results the Al system improves its
capabilities. Accurate patterns help the system to improve its performance levels and question processing
capabilities. Users who utilize feedback options enable developers to refine the chatbot through
understanding user responses to particular answers.

e Operation platforms of chatbots function between websites and mobile apps in addition to messaging
services and smart home devices. Businesses can deliver continuous support services to customers across
all contact platforms.

e Thorough advancements in chatbot technology come from artificial intelligence and machine learning
and deep learning features that improve user interfaces. New generation chatbots will advance their

contextual understanding and memory functions and emotional processing competencies to provide

interactions that imitate human interaction.
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Fig 8.1: Working of Chatbots
8.1.2 Types of Chatbots
Based on Al power or rule base programs adopt Al-empowered dialogues which users can access through voice
commands and text messages. Three groups of bots exist based on their functionality together with intelligence
level and intended application. The main categories of chatbots include these examples with practical usage
applications:
1. Rule-Based Chatbots (Decision Tree Chatbots)
The functionality of rule-based chatbots depends on both fixed scripts together with structured dialogues. The
"if-then" protocol system running these operations allows control but not complex command execution outside
of their pre-written instructions. The chatbots operate effectively to respond to standard questions spread across
customer support materials while executing basic dialogues. The banking industry along with retail and
healthcare services rely on these systems for standard customer contact operations.
Example: Users can utilize the Domino's Pizza Bot (Dom) to make pizza orders while viewing delivery updates
together with active promotional deals. This system enables users to have a smooth interface because it supplies

pre-designed workflow options throughout each session.

2. AI-Powered Chatbots (Contextual Chatbots)
Al-powered chatbots process natural language through their NLP technology along with machine learning

features to grasp contextual aspects and improve through past interactions. These chatbots progress through




ATLAS

SKILLTECH
UNIVERSITY

additional usage to enhance their performance leading to better open-ended conversation ability. The
technological solution serves businesses ranging from e-commerce to healthcare services together with customer
support by delivering individualized interactions.

Example: When users give voice instructions to Apple's Siri Al Assistant, they can have one conversational
experience with the device to set reminders and find answers while receiving direct search results. User

experience benefits from the bots learning continuously through user interactions.

3. Voice Bots (Voice-Enabled Chatbots)

The combination of speech recognition together with text-to-speech makes voice-enabled chatbots capable of
operating without hand interactions. Through platform integration these smart devices work alongside automatic
processes which operate through voice commands in domestic systems and automobile and customer care
applications.

Example: Voice-driven Google Assistant functions as a voice bot to establish alarms and manage smart house

equipment and phone operations and generate answers from voice instructions.

4. Social Media Chatbots

The purpose of social media chatbots is to deliver platform-based interactions on Facebook Messenger and
Instagram and WhatsApp. These programs allow businesses to execute computerised processes for customer
support services along with marketing initiatives and recommendation solutions. E-commerce along with fashion
and entertainment sectors widely implement these bots for their operations.

Example: The Sephora Messenger Bot functions as a Facebook Messenger platform which provides customers

with beauty product recommendations together with makeup tutorial videos and booking options.

5. Customer Support Chatbots

Positive customer support experiences become possible through chatbots because they perform standard
customer service tasks which include responding to questions and resolving customer complaints and processing
return requests. The system operates with human agent takeover capabilities for complex problems through its
integration with live chat support.

Example: Through its Chat Support Bot Amazon enables users to check their orders alongside return services

and refund requests and FAQ responses from their website as well as their mobile app.
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6. Conversational Chatbots (Al Companions)

The primary objective of conversational chatbots rests in humanistic interaction which enables users to converse
and obtain emotional assistance in life-like conversations and supportive dialogues. These bots activate NLP and
sentiment analysis technology to create realistic interactions with users.

Example: The Al software named Replika functions as a digital companion through which users can maintain

genuine talks alongside emotional support that includes mental wellness assistance.

7. Transactional Chatbots

These automated systems support three main functions: appointments scheduling, order process execution and
payment completion processes. Such chatbots operate extensively across banking institutions and hospitality
networks and travel platforms.

Example: HDFC Bank's Eva serves its clientele by enabling them to monitor financial accounts while showing

payment records and permitting loan applications together with bank query responses.

8. Healthcare Chatbots

Through healthcare chatbots end users receive help with both medical questions and symptom analysis and
scheduled appointment management. The systems function to support doctors rather than filling their roles while
delivering medical information until patients receive proper professional evaluation.

Example: Ada Health operates as an Al healthcare solution which conducts symptom interviews to deliver

medical explanations to users who need guidance on whether they must seek medical care.

Knowledge Check 1 ’OI '—

Choose the correct option:
1. Which type of chatbot relies on predefined scripts and structured dialogues to

provide responses?
A) Al-Powered Chatbots
B) Rule-Based Chatbots
C) Conversational Chatbots
2. What is the primary function of transactional chatbots?
A) Assisting users with emotional support and companionship

B) Handling appointment scheduling, order processing, and payment transactions
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8.1.3 Uses of Chatbots

1. Chatbots for Marketing

The process of marketing depends on engagement which has been transformed by chatbots as they change brand-
to-audience communication. Al-based chatbots enable customers to receive customized product suggestions and
they can transmit promotional content through their interface and dynamically execute question-answer activities
to deduce user information. Sephora provides their Facebook Messenger chatbot that generates beauty tips and

recommends products through user interactions leading to an interesting personalized dialogue.
2. Chatbots for Sales

The increasing use of digital bots turns them into automated sales representatives which assist companies in
transforming customer inquiries into paying clients. Such systems both identify potential customers and present
suitable products before assisting them through their purchasing process. The chatbot from Drift brings efficiency
to lead generation by using automated interactions to set meetings between visitors and human sales

representatives.

3. Chatbots for Customer Service

A customer service robot delivers fast help which both speeds up waiting times between users and improves their
satisfaction rate. The system handles typical customer demands regarding order location checkups as well as
product help support and money reimbursement processes. The chatbot service at Amazon assists customers to
track orders provides automatic return processing and helps solve problems through automated actions that need

no human assistance.
4. Chatbots for Social Media

Social media offers brands an opportunity to talk with their customers through chatbot technology that delivers
automated service. These systems exchange messages to answer customer questions and they supply information
to customers alongside administering social media contests and polls. Through the Facebook Messenger platform
KLM Royal Dutch Airlines operates a chatbot which delivers flight information along with check-in information

for enhanced client satisfaction.

5. Chatbots for Internal Support
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Chatbots become essential for workplace operations since they deliver quick information access to all staff
members. Software robotics within HR and IT departments enables employees to find information about benefits
and compensations through leave policies and assists them in troubleshooting technological problems. Through
its chatbot Slack enables employees to automate tasks and set reminders while also allowing them to get access

to company documentation.
6. Use Cases of Chatbots for Startups and SMBs

Startups and small businesses are helped by chatbots as they automate processes and enhance customer
engagement. From appointment booking, order taking, to FAQ answering, chatbots help save time and cut
expenses. A small online store, for instance, can utilize a chatbot to address customer concerns 24/7 without

having to hire a full-time support team.

7. Chatbots for Enterprises
Big businesses employ chatbots to handle customer relationships, internal operations, and even staff training. IBM
Watson Assistant assists companies in developing Al-driven chatbots that align with enterprise systems, allowing

them to enhance departmental efficiency.
8. E-commerce Chatbot Use Cases

E-commerce companies use chatbots for customized shopping experiences, order tracking, and customer service.
H&M's chatbot on Kik assists users in finding clothes based on their fashion interest, ensuring a hassle-free

shopping process, and increasing sales.

9. Chatbots for Education
Schools and EdTech services deploy chatbots to support learners in course-related queries, assignments, and
general admin. Jill Watson, the Al teaching assistant developed by Georgia Tech, responds to students' recurrent

questions and offers them real-time answers.
10. Financial Services Chatbots

Banks and institutions employ chatbots for loan application, account management, and fraud detection. Erica,

Bank of America's chatbot, assists customers with balance checking, financial goal-setting, and spending insights,

thereby making it convenient to manage finance.
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11. Healthcare Chatbot Use Cases

Medical chatbots help with medication reminders, symptom checking, and scheduling appointments. Babylon
Health's chatbot gives advice on medication based on symptoms and directs patients to the relevant healthcare
professionals when necessary.

12. Chatbots for Insurance

Insurance businesses utilize chatbots to settle claims, respond to policy questions, and provide quotes. Lemonade's
Al Maya allows customers to become insured and submit claims in a short while, eliminating paperwork and

waiting time.
13. Chatbots for Manufacturing

Manufacturing businesses employ chatbots for stock management, staff training, and business process efficiency.
Siemens has introduced Al-based chatbots to enable real-time equipment tracking and predictive maintenance

notifications, minimizing downtime.

14. Chatbots for Real Estate
Real estate chatbots aid in property searches, virtual tours, and scheduling appointments. Zillow's chatbot aids in

property searching according to preferences, enhancing the process of buying a home.
15. Travel Chatbots

Travel chatbots aid users in booking flights, hotels, and send itinerary updates. Expedia's chatbot aids in booking
and suggesting, providing a convenient experience. Airlines also employ chatbots for flight status updates and

check-ins.

8.1.4 Advantages and Disadvantages of Chatbots
Chatbots are now a necessary tool in many industries, ranging from customer support to healthcare and online
shopping. They have many advantages but also some disadvantages. The following is a comprehensive list of

their pros and cons:

Advantages of Chatbots

1. 24/7 Availability
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e Chatbots can assist and respond to questions at any time, minimizing the need for human agents to be on
duty 24/7.

e This comes in handy especially for companies with global clientele distributed in multiple time zones.

2. Speedy Responses and Accelerated Service
e Multiple conversations are able to be processed simultaneously by chatbots, saving the time of the
customers.

e Give responses instantly, boosting customer engagement and satisfaction.

3. Affordable
e Saves labour cost through execution of repeated operations that could have been assigned to a human
representative.

e Keeps companies from expending extra dollars on employing customer support reps.

4. Scalability
e Unlike human operators, chatbots can process thousands of requests simultaneously.

e They easily scale without incurring extra resources.

5. Minimizes Human Error
e Unlike humans, chatbots never tire or lose focus, thus minimizing the risk of errors in replies.

e They give uniform and accurate information as set.

6. Improves Customer Experience
e Offers personalized interaction through user data and preference analysis.

e Employs Al to recall previous interactions and enhance the dialogue.

7. Automates Routine Tasks
e Chatbots can manage FAQs, appointment scheduling, and order tracking effectively.

e Free up human agents for more sophisticated and high-value tasks.

8. Multilingual Support

e Sophisticated chatbots are able to speak multiple languages, which makes them ideal for international

businesses.
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9. Integration with Multiple Platforms

e Can be integrated with websites, social media channels, and messaging platforms such as WhatsApp,
Facebook Messenger, and Slack.

e Improves accessibility for customers across various digital touchpoints.

10. Data Collection and Analysis
e C(ollects customer information and feedback, enabling companies to analyse trends and enhance their

services.

e Offers meaningful insights into customers' behaviour and preferences.
Disadvantages of Chatbots

1. Limited Understanding and Responses
e (Chatbots can become stuck with abstract or sophisticated queries that need to be judged humanly.

e [t is based on pre-coded scripts and Al frameworks, which often fail to generate the right reply.

2. Lack of Human Touch
e Neither empathetic nor emotionally intelligent like humans, in many cases, being a vital need.

e Customers could get frustrated talking to bots, particularly in vulnerable situations.

3. High Initial Development Costs
e Sophisticated Al-powered chatbots involve heavy investment in development and upkeep.

e There is a constant need for updates and enhancements to improve performance.

4. Security and Privacy Issues
e Processing sensitive customer information risks data breaches or cyberattacks.

e Customers might be reluctant to provide personal details to chatbots.

5. Limited Judgmental Decision-Making
e Chatbots have difficulty making experience- and creativity-based judgmental decisions.

e They can misinterpret sophisticated customer questions and give erroneous answers.

6. Internet and Technology Dependency
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e Chatbots are dependent on internet connections and can be affected by technical difficulties or server
outages.

e Customers in low-connectivity areas cannot access chatbot services.

7. Frustrating for Customers
e There are customers who want to interact with humans and might find chatbots frustrating or impersonal.

e Ifa chatbot is not able to process a question, it could result in a negative customer experience.

8. Not for All Businesses
e Certain sectors, like legal and medical services, involve human skills that cannot be offered by chatbots.

e Companies with highly customized services might not benefit from chatbots.

9. Over-Dependence
e Some businesses excessively depend on chatbot technology while reducing human staff until their
customers lose satisfaction when bots fail to perform.

e Organizations should maintain an equilibrium between human staff and automated programs.

10. Updates and Maintenance Needed

e Chatbots require updates from time to time to enhance accuracy and efficiency.

e Chatbots need ongoing learning and optimization to remain up-to-date.
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Fig 8.2: Pros and Cons of Chatbots

8.1.5 How Chatbots Help Businesses

The economy uses chatbots as fundamental business tools across various sectors because these systems help
businesses automate operations and improve customer support and operational efficiency. Artificial intelligence
and machine learning technology built into chatbots enables the system to execute different operational tasks,
which span from customer care to information collection and sales assistance. Organizations which adopt chatbot

systems achieve both stronger connections with customers along with cost reductions and process refinement.
1. Offering 24/7 Customer Support

The main benefit of having chatbots is their immediate provision of 24/7 service to customers. The availability of
chatbots during any time of day allows customers to obtain instant help instead of waiting for human agents who
have working schedule restrictions.

International shopping platforms Amazon and eBay employ chatbots which provide customers with real-time

purchase tracking services combined with recommended products and solutions to their regular questions. Flights
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and status updates and travel details are provided to customers by British Airways and KLM through their chatbot

system, which reduces the need for human agents while improving the traveller experience.
2. Minimising Operational Expenses

Chatbots eliminate mundane work to decrease expenses related to employee recruitment alongside training and
staff management in customer service. A single chatbot can handle multiple thousands of customer inquiries
simultaneously making extensive customer support departments unnecessary.

For instance, HSBC Bank employs a chatbot called "Amy" to help customers with banking questions, offloading
some of the work from human agents. This enables the bank to assign human agents to more intricate financial
matters while the chatbot deals with basic banking questions, including account balances, transaction history, and

loan eligibility.
3. Improving Customer Engagement and Personalisation

Today's customers want fast, personalized interactions, and chatbots enable companies to achieve this by
providing customized responses based on user behaviour and interests.

Fashion chain store H&M introduced a chatbot that greets customers by soliciting information regarding their
style taste, suggesting they dress up and even suggesting style trends. Cosmetics company Sephora, with its global
cosmetics brand, incorporates chatbots as a means to offer makeup tips and skincare routines. The chatbot interacts
by inquiring regarding the skin type, makeup look, and earlier purchases, thereafter making customized

recommendations for products enhancing the shopping process.
4. Helping with Sales and Lead Generation

Chatbots contribute significantly to sales and lead generation through interacting with probable customers, leading

them through the process of making a purchase, and giving recommendations for browsing history.

Car manufacturers such as Mercedes-Benz and BMW utilize chatbots to guide potential customers through
selecting car models, tailoring features, and arranging test drives. The chatbot engages the customers by supplying
information regarding varying models, contrasting features, and even responding to financing-related questions,
streamlining the purchasing experience.

In the same manner, online retailers like Shopify incorporated chatbots that automatically provide discount offers

and deals to visitors to persuade them to finish their shopping and lower the rate of cart abandonment.
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5. Automating Administrative Tasks

Companies tend to struggle with repetitive administrative tasks such as scheduling appointments, tracking orders,
and providing FAQs. The system hands over duties to chatbots in order to allow human workers to perform tasks
requiring higher levels of expertise.

The NHS and other medical organizations use chatbots for patient appointment booking and symptom evaluation
tasks and basic healthcare inquiries. The communication with the chatbot enables patients to describe symptoms
and get recommendations about whether professional medical assistance is needed thus relieving medical
professionals from constant demands.

Resembling Domino's Pizza's initiative Domino's Pizza launched a chatbot system which permits customers to
place orders personalize their pizzas and follow their delivery through real-time information. The automated

system makes orders more efficient which enhances customer simplicity.

6. Collecting and Analysing Customer Data
Customers provide information through their chatbot interactions which helps identify recurring questions.
Organizations employ this information to create improved products and improve marketing approaches and

deliver elevated customer care satisfaction.

Starbucks' mobile app features a chatbot which enables ordering functionality and collects user preference
information about their favourite drinks besides monitoring buying behaviour and optimal purchase times.
Starbucks uses the collected data to create promotional campaigns and identify new products which match existing

consumer behaviour.

Netflix applies chatbot technology to track user preferences in order to suggest content that matches how users
watch their films and TV series. Customer behaviour allows the company to deliver customized experiences which

maintain user interest in its platform.

7. Enhancing Efficiency in the Travel and Hospitality Sector

Hotel bookings and flight reservations, together with travel planning, benefit the travel and hospitality industry
through chatbots.

Hilton Hotels introduced Connie as an Al-based chatbot to deliver hotel facility information, local sightseeing

opportunities and dining suggestions to their guests. The hotel uses automated system queries to improve guest

satisfaction while improving staff work efficiency.




ATLAS

SKILLTECH
UNIVERSITY

Through its chatbot application, Expedia helps users on their travel booking website find flights and make hotel
bookings as well as modify their reservations. This interface enables the chatbot to speak with customers through

conversations that both enhance quick online booking and reduce travel planning complexity.

8. Improving Security and Fraud Prevention
Finance and banking organizations heavily depend on chatbots to enhance security mechanisms and prevent
fraudulent activities. The combination of transaction tracking and suspicious behaviour detection allows chatbots

to protect customer finances and sensitive information in companies.

PayPal uses artificial intelligence to operate chatbots for detecting fraudulent transactions continuously. User
behaviour analysis enabled by the chatbot lets it detect unusual transactions to warn customers about potential

security threats. Such proactivity reduces financial risk and builds trust among customers.

In the same way, Barclays Bank is using chatbots to help customers reset passwords, confirm account details, and

walk customers through secure authentication, making the online banking experience safer.

g
Did You Know? e
N

*

e The international chatbot market will be valued at $455 million at the
end of 2027.

e Chatbots are capable of responding to as much as 79% of frequent
questions.

e Companies save a significant amount of 30% on customer service
expenses with the use of chatbots.

¢ 31% of companies that personalized their chatbot messages achieved
their business objectives.

8.2 Voice Search
Voice search is the act of using spoken words to conduct online searches or communicate with digital assistants.
Rather than typing a question into a search engine, users can simply talk to their device, and it will interpret the

command and return relevant results.

Some of the most popular voice search assistants are:
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e (Google Assistant (utilized on Android devices, Google Home, and Nest speakers)
e Apple Siri (available on iPhones, iPads, and MacBooks)
e Amazon Alexa (built into Echo products and Fire TV)

e Microsoft Cortana (formerly on Windows devices but now targeting business solutions)
These Al assistants utilize sophisticated machine learning and speech recognition to interpret and execute user

Storm, M. (n.d.). What is voice search optimization
and how to do it? WebFX.

commands.

8.2.1 Working of Voice Search

Voice search has revolutionized the way humans interact with technology, offering speed and convenience in
accessing information without the need to type. Voice search operates on the basis of a harmonious combination
of artificial intelligence, speech recognition, and search engine technology. The process of voice search is
facilitated by a step-by-step process such that a user's spoken command is properly interpreted and responded to

in real-time.

1. Recording the Spoken Command

The process is initiated the very moment a user speaks words to a voice-assisted device. Whether it's a smartphone,
smart speaker, or even the infotainment system in an automobile, the device deliberately looks out for an
activation phrase such as "Hey Siri," "Ok Google," or "Alexa." When the trigger point is activated, the system
intercepts the word of command spoken and prepares it for processing. The clarity of speech, background noise,
and even the user's accent can influence how well the voice assistant captures the audio.

2. Converting Speech into Text

Once the voice command has been recorded, it is converted from sound into text. It is Automatic Speech
Recognition (ASR), which breaks down the sound into tiny pieces of sound. It then compares these patterns of

sound to a vast language model database to produce a written version of the spoken words. Over time, Al refines

the process by learning through different accents, pronunciations, and speech patterns to become more precise.
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3. Understanding the Intention Behind Words

Translating the words into speech is not enough; the system must also know what the user wants. This is where
Natural Language Processing (NLP) comes in. The Al decomposes the sentence structure, highlights key phrases,
and determines the purpose of the question. A straightforward question like "Where's the nearest good Italian
restaurant" is broken down into doable parts—determining the user wants to find a good-rated Italian eatery
nearby. Even phrasing variations, such as "Where can I get good Italian food around here?" are understood in the

same way, allowing for more human-like interaction between humans and computers.

4. Getting the Most Relevant Information

Having identified the intent, the system chooses the best reply. If the query is a general knowledge one, it searches
databases, news stories, and web-based encyclopaedias to gather the most relevant information. Searches
regarding businesses or local services retrieve their data from Google Maps together with Yelp and business
listings. The system communicates directly with appropriate services or applications when controlling smart home

devices by voice commands.

5. Creating a Spoken Response

The system completes the process by transforming the obtained data into an audible speech output. The Text-to-
Speech (TTS) functionality converts written text into everyday speech through its technology implementation.
The modern AI TTS versions implement modern artificial neural systems to produce digital speech responses that
incorporate speech patterns matching typical human speech such as tonal changes and pauses. The answer reaches

either a factual scope or presents an expanded explanation that maintains clear and understandable language.

The implemented logic of voice search relies on a system that unites machine learning with Al alongside cloud

computing technologies for processing. The technical advancements of our era feature a constant improvement

of voice search capabilities that will become deeply embedded in daily life routines.
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Fig 8.3 Working Voice Search

Knowledge Check 2 /el ‘_

Choose the correct option:

1. What is the first step in the voice search process?
a) Converting speech into text
b) Recording the spoken command
c¢) Generating a spoken response
2. Which technology is responsible for converting spoken words into text?
a) Text-to-Speech (TTS)
b) Automatic Speech Recognition (ASR)
c¢) Natural Language Processing (NLP)
3. What role does Natural Language Processing (NLP) play in voice search?
a) It generates an audible speech response
b) It converts sound into text

¢) It understands the intent behind spoken words
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8.2.2 Features of Voice Search

1. Natural Language Understanding

The artificial intelligence in voice search operates effectively by understanding speech conversations instead of
recognizing fixed word sequences. Voice search maintains complete comprehension of all types of sentences
including slang as well as different methods of asking the same query. The user provides a verbal inquiry by
asking "Where is the nearest coffee shop?" Users can state their request naturally by saying "nearest coffee shop"
instead of repeating the same command verbatim causing the voice technology to generate appropriate

recommendations.

2. Hands-Free Operation

Voice search becomes particularly helpful because users can operate this function without using their hands. The
functionality delivers control of devices through voice commands without requiring manual device interaction
thus making it beneficial for car drivers as well as users who clean their house or prepare food. The user can
manage baking time using voice commands by saying "Set a timer for 10 minutes" without interrupting their

cooking process.

3. Personalised Search Results

Voice search learns about individual preferences by developing understanding of personal ways of speaking and
recurring search inquiries and passion points. The assistant will start showing football news reports first whenever
someone repeatedly searches for sports scores. Such personalization lets users experience improved search

effectiveness and appropriate relevance.

4. Integration with Smart Devices
Voice search technology finds its application beyond mobile phones since it operates harmoniously with smart
devices among other home electronics and vehicles and televisions. People can adjust lighting and temperature

and listen to music through vocal instructions to these devices. Users can order "Alexa, dim the living room lights"

for automatic lighting brightness adjustment through the smart speaker.
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5. Fast and Efficient Responses
Voice search accomplishes queries instantly compared to keyboard typing. Instead of typing the search for a fact,
one gets immediate audio responses. Take, for instance, the case where one would ask, "What is the population

of the UK?" the assistant will deliver the information immediately without having to scroll through web pages.

6. Proper Accent Understanding

Sophisticated Al technology allows voice search to recognize and learn various accents, pronunciations, and
speech patterns. Whether the user has a British, American, or Indian accent when speaking English, the system
improves its accuracy continuously through machine learning. This means that an individual's query is correctly

understood even if they possess a strong regional accent.

7. Multi-Device Accessibility

Voice search is common across various devices, such as smartphones, tablets, laptops, smart speakers, and even
vehicles. A consumer can ask something on his or her phone and then pick up the conversation on his or her smart
speaker without having to repeat himself or herself. Cross-device compatibility maximizes convenience and

connectivity.

8. Local Search Optimisation

Voice search is widely used by individuals to locate businesses and services around them. The system is optimized
for local search, offering location-based results. When one asks, "Where is the closest pharmacy?" voice search
retrieves the nearest ones along with directions, opening hours, and customer ratings, and thus becomes an

effective tool for mobile searches.

9. Command Execution Beyond Searches
Apart from answering questions, voice search can also execute various commands such as sending messages,

making calls, setting reminders, and controlling apps. A user can say, “Send a WhatsApp message to John saying

I’1l be late,” and the message will be sent without manually opening the app.
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10. Continuous Learning and Improvement
Voice search assistants employ artificial intelligence to learn and improve their accuracy and efficiency
continuously. The more the user uses the assistant, the more it learns their voice, tastes, and common phrases.

This enables more accurate responses with time, making the experience more personalised and intuitive.

Examples of Voice Assistants

1. Google Assistant

Google Assistant is an extremely smart, always-available assistant that is aware of users' needs and answers
instantly. Google developed the technology, which outperforms on different devices, ranging from smartphones
to smart speakers, smart displays, and even cars. The technology stands out because it can naturally understand
conversations, picking up on contextual info and answering follow-up questions accurately. The Assistant is
highly skilled at fetching navigation instructions, creating reminders, being aware of weather, and even dispensing
humor when needed. Travelers can find tremendous help from the real-time language translation feature which
stands as a major asset of this device. Users can manage their smart home technology through voice commands
because the system perfectly integrates with an extensive number of connected home devices. Year on year, the

Assistant enhances its capabilities, thereby making daily life slightly easier and a lot more convenient.

2. Siri

Siri is Apple's voice assistant and has become an indispensable part since its introduction on the iPhone. It is built
to work seamlessly within Apple's ecosystem, which means if one has an iPhone, iPad, MacBook, or even an
Apple Watch, Siri is at one's beck and call to help. The Apple Music feature along with text message delivery
calls and reminder setup function smoothly through basic voice commands using Siri. The personality of Siri
stands out from other virtual assistants because it mixes sarcasm and unexpected responses with mild sarcastic
remarks. The system shows proficiency in managing HomeKit smart home devices which belong to Apple. The
device functions optimally to provide voice-based device control for those who use Apple products throughout

their connected devices.

3. Alexa
The voice-operated system Alexa serves as the primary hardware platform that runs within smart home

ecosystems developed by Amazon. Users who use Echo devices already know the basics of how to communicate

with Alexa. People widely acknowledge this technology because it lets users command their smart home devices
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using voice commands to perform tasks such as activate lights and adjust thermostats and lock doors. Alexa
extends its functionalities to areas which surpass simple home device control. By using voice commands users
can obtain news updates and listen to the weather report while playing music alongside placing Amazon orders.
The skills library system stands out among its notable features because it integrates third-party extensions that
empower Alexa to conduct various activities such as leading fitness workouts and reading books before sleeping.
Also, Alexa exhibits excellent multi-user compatibility in that it recognizes varying voices in order to give
personalized answers. The general familiarity of Alexa as a household name can be attributed to its reliability,

interactive nature, and the constant development done by Amazon through regular updates and new features.

4. Cortana

Microsoft's Cortana was originally a voice assistant for Windows users, but its purpose has changed over time.
Unlike Alexa or Google Assistant, which are home automation and entertainment-based, Cortana was created
with productivity in mind. Cortana once helped Windows users set reminders, schedule, and answer questions;
however, Microsoft later decided to dial back its features and focus on its integration within Microsoft 365.
Cortana is now more of a secondary digital assistant, helping users schedule meetings in Outlook and workflow
management in Microsoft Teams. While it is no longer the default assistant for consumer use, it is still utilized

by businesses and professionals for productivity and organizational purposes within the Microsoft ecosystem.

8.2.3 Impact of Voice Search on Digital Marketing

Through voice search digital marketing transformed into a new period that affects consumer information retrieval
methods and brand interactions together with purchasing behaviour. The increasing popularity of voice-driven
assistants such as Siri, Google Assistant and Alexa forces businesses to modify their entire promotional strategy

for their ventures.

1. Translation occurs through Converse together with Long-Tail Words.

Behind traditional search queries stands the usage of keywords however voice searching lets users communicate
through natural language conversations. Users tend to express their query through organic language by asking
"Where is the best pizza in New York City?" rather than the traditional search engine practice of typing "best

pizza NYC." This implies that businesses must optimize their content using natural language and long-tail

keywords that mirror how people naturally speak.
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Brands that incorporate question-based content and aim to answer particular questions are more likely to rank
higher in voice search results. For example, a restaurant may produce blog content answering questions such as

"What are the best Italian restaurants near Times Square?" to attract voice search traffic.

2. Significance of Featured Snippets and Position Zero

Voice assistants usually fetch answers from the featured snippets (Position Zero) in Google search results. They
give a clear and concise information directly on the search results page, and in case users query using a voice
search, then the assistant mostly reads the same snippet.

For instance, if someone searches, "How do I get stains off a white shirt?" Google could draw from an optimally
optimized blog entry of a laundry detergent company. It is thus essential for companies to optimize their content

to be concise, informative, and in a format that voice search algorithms can easily pull out and present.

3. Growth of Local SEO and "Near Me'" Searches

Voice search has had a huge influence on local SEO because most users use voice assistants to ask location-based
questions such as "best coffee shop near me" or "gas station near me open now." Companies that optimize for
local SEO by completing their Google My Business listings, incorporating location-related keywords, and
collecting positive reviews are more likely to rank in voice search.

For instance, a Los Angeles-based small bakery can optimize for "best fresh pastries near me" by having its
website loaded with local keywords, customer ratings, and refreshed business hours. If optimized well, voice

search users will be taken to such a bakery while searching for fresh pastries nearby.

4. Greater Emphasis on Mobile Optimization and Speed

Since most voice queries take place on smartphones, websites also need to be optimized for smartphone
responsiveness and fast loading speeds. A poorly functioning or slow site will cause a high rate of bounce-off
traffic, impacting both conventional and voice search rankings negatively.

For instance, an online retailer of running shoes needs to make its website load fast and provide a smooth mobile

shopping experience. If a shopper types, "Where can I find the best running shoes online?" and clicks on a slow

site, they will likely leave it for a competitor with a superior user experience.
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5. Increasing Role of AI and Chatbots

With more advanced voice search, companies are incorporating Al-powered chatbots to manage customer queries
and provide a better user experience. Natural language processing allows these chatbots to comprehend and
answer user queries in a way that simulates human dialogue.

For instance, a travel company may use a chatbot that answers voice questions such as, "What are the top family
vacation spots?" The chatbot can make suggestions, offer promotions, and even finalize bookings, making the

experience easier for prospective customers.

6. New Advertising Opportunities with Voice Assistants

Voice search is revolutionizing the way companies handle online advertising. Unlike other search ads, voice
search does not list results; rather, it gives a single verbal reply. This offers a chance for brands to work with
voice assistants to become the go-to answer for a particular question.

For example, if a customer asks Alexa, "What's the best shampoo for dry hair?" an optimized brand with a
sponsored voice search strategy may have its product suggested first. Businesses that use voice search

advertising will be at a competitive advantage in winning consumer attention.

7. Growing Demand for Audio and Voice-Based Content

With the emergence of voice search, there is a growing trend towards audio content, including podcasts and
voice-enabled content marketing. More voice-friendly content, such as audio blogs and interactive voice
experiences, is now being created by businesses to reach audiences.

For instance, a fitness company may produce a podcast that talks about exercise tips and nutrition, which
consumers can listen to using voice commands. This enables brands to engage more with their audience using

an audio platform.

-
B,
/

Perform a voice search on your smartphone or a smart assistant (e.g., Google Assistant, Siri, or
Alexa) to search for information on a subject of your choice. Observe the accuracy of the results
and difficulties you encountered. How is voice search faster and more convenient compared to

text-based search?
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8.3 Summary

0
*o*

The machine intelligence system of artificial intelligence enables chatbots to maintain conversational
exchanges with users automatically. The system replicates human communication styles through instant

responses that operate across sites and messaging programs and social media domains.

The advancement of chatbots became stronger as artificial intelligence together with natural language
processing (NLP) and machine learning made significant progress. Original chatbots operated through

scripted rules and rules but present-day Al-powered chatbots provide adaptive context-driven dialogues.

By utilizing chatbots organizations improve customer service capabilities through constant availability
and quick responses which enable robots to handle various user inquiries at the same time. Companies
deploy their chatbots for tasks including lead acquisition and e-commerce enablement and booking

appointments aside from offering user-specific suggestions.

The combination of voice search technology allows internet users to employ oral instructions for searching
online content plus controlling both digital assistants and smart devices. The digital era owes its major
transformation to voice assistants that include Siri from Apple alongside Cortana from Microsoft and the

well-known Alexa from Amazon and Google Assistant.

Advancements in speech recognition technology have produced voice search as an easy conversational
tool for more efficient searching. The growing acceptance of voice-driven speakers and smart devices has

formed voice search into an important force which defines digital trends.

Voice search causes significant changes to search engine optimization (SEO) methods because it requires
optimization of natural language expressions and extended search terms known as long-tail keywords. To
maintain success in the evolving digital market websites and businesses must make their content ready for
voice search optimization.

Chatbots together with voice search enhance seamless interactions because they both provide instant
responses while eliminating the need for hand-based interaction. These Al technological advances will

deepen their integration into three key areas of customer service and e-commerce and digital marketing.
Partners between users and chatbots and voice search will enhance with better artificial intelligence
functions and multiple language support and personalization methods in the near-term. User convenience

together with engagement will both enhance as businesses implement these technologies thus defining the

next stage of digital communication.
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8.4 Key Terms

1.

Chatbot: An Al system transforms into software that uses artificial intelligence to produce human-like
dialogue for helping users through either voice or text commands.

Natural Language Processing (NLP): Computers acquire the ability to handle human speech and
language through artificial intelligence (Al) by enabling them to understand, along with interpret and
generating human communication.

Machine Learning (ML): Through this Al subset, systems can process data to improve operation and
autonomous decision-making without receiving explicit programming.

Voice Search: Voice Search is a system that enables users to search the internet through spoken voice
directions instead of using traditional keyboard entries.

Speech Recognition: Users can use text from recognized speech to access digital devices and applications
through this conversion procedure.

Conversational Al: Al technology enables machines to simulate human conversation patterns with their
clients through their chatbots as well as virtual assistants and voice assistants.

Virtual Assistant: Voice-based programs under the name of Siri, Alexa, or Google Assistant operate
through commands and execute functions, including reminder setup, question response and device control.
User Engagement: User involvement with digital content, services, and applications depends strongly on
features that include chatbots together with voice search capabilities.

Voice Commerce: The shopping approach enables customers to buy products using voice-enabled

assistants, which provides an automatic purchasing system alongside easy internet shopping.

8.5 Descriptive Questions

1.

How have developments in Artificial Intelligence (Al) and Natural Language Processing (NLP) enhanced
chatbot conversations, and what are the remaining hurdles in creating smooth human-like conversations?
How does user activity change while conversing with chatbots as opposed to conventional customer
service mediums, and how is this reflected in customer satisfaction and brand loyalty?

How does voice search affect search engine optimization (SEO) practices, and what modifications do
companies need to implement to prepare their content for voice-based search?

What are the main privacy and security issues that relate to voice assistants and chatbots, and how do
businesses resolve these problems while keeping personalization intact?

How do chatbots make e-commerce sites more efficient, and what are the determinants of their ability to

make online buying easier?
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6. What are the challenges of introducing voice search and chatbot technology in multilingual and
multicultural markets, and how can businesses bridge these gaps?
7. How does voice commerce affect consumer buying behaviour, and which industries are impacted the most
by it?
8. What are the major design guidelines that make chatbot conversations more user-centric, and how do they
influence customer engagement and loyalty?
9. How do biases in Al influence chatbot and voice search capabilities, and what can be done to reduce such

biases for objective and consistent interactions?

10. How do chatbots fit into omnichannel marketing strategies, and how do they contribute to delivering a

seamless customer experience across various digital channels?
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Answers to Knowledge Check ,Ol ‘ —

Knowledge Check 1
1: B) Rule-Based Chatbots

2: B) Handling appointment scheduling, order processing, and payment
transactions

Knowledge Check 2

1: b) Recording the spoken command

2: b) Automatic Speech Recognition (ASR)

3: ¢) It understands the intent behind spoken words
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8.7 Case Study

Oy

The Impact of Chatbots on Customer Service Efficiency

Introduction

Digital customer service implements chatbots as a vital tool because of the quick progress in artificial
intelligence (AI) together with automation technology. Organizations from multiple industrial sectors
make use of chatbots to deliver instant answers while simultaneously improving user satisfaction and
cutting down operational expenses. The analysis examines how chatbots optimize customer service

through the assessment of a major e-commerce firm after its Al-based chatbot integration.

Background

The worldwide online retailer XYZ Retail developed multiple challenges in their customer service sector
because they received higher volumes of inquiries alongside long response times which created unhappy
customers. The retail company deployed an Al-based chatbot system that managed various customer
requests as well as automated answers through 24-hour continuous service availability. The automated
system offered customers two key functions: order tracking and product recommendation features.

Additionally, it provided standardized help for standard troubleshooting questions.

Problem 1: High Customer Service Response Time
As the customer base grew rapidly at XYZ Retail, support request volumes increased rapidly, creating
extended processing times, which negatively affected customer satisfaction. The existing customer

support operations using human operators could not handle the escalating number of service requests.

Solution:

An Al-powered chatbot system operating at XYZ Retail solved customer questions without delay. A
natural language processing system built within the chatbot enabled it to comprehend customer messages
so it could offer suitable replies. The automated management of recurring inquiries enabled customer

service agents to dedicate their time to difficult matters thus shortening response times by 60%.
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Problem 2: Limited Personalization in Customer Support
Support representatives delivered standardized responses which created dissatisfaction among
customers who then lost their interest in the service. The insufficient personalized contact between the

system and users created a negative impact on their total experience.

Solution:

A machine learning process joined the chatbot software to interpret past customer conversations as well
as their transaction records. The chatbot achieved personalized service through its storage of user data
which enabled it to recommend specific products while addressing users by their name.

The customer satisfaction rate rose by 45% while products received more repeat purchases.

Descriptive Questions
1. How do chatbots powered by Al improve customer support effectiveness over conventional
human-based support mechanisms?
2. What are the most important business challenges to implementing chatbot technology, and how
can they be addressed?
3. How can customer retention and brand loyalty be enhanced in e-commerce through chatbot-driven

personalization?

Conclusion

The successful implementation of chatbot technology in XYZ Retail showcases the transformative
potential of Al in digital customer service. The combination of shorter response durations with more
customized responses enabled by chatbots results in better customer satisfaction and operation
enhancements. Businesses need to maintain perpetual chatbot adaptation along with a resolution of
issues which involve context-based processing and data protection ethical constraints. Chatbot
development will advance to positions where its functional uses in customer service and digital

marketing cannot be ignored.
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Unit 9: Artificial Intelligence (AI), Augmented Reality
(AR) and Virtual Reality (VR)

Learning Objectives

1.

Learners will understand about Al applications in marketing together with its three major usages
which combine predictive analytics and automated content tools with customer personalization
methods.

Through the example of virtual try-ons and product visualizations, learners will gain knowledge about
how AR powers marketing strategies.

Learners will learn to evaluate how VR influences marketing operations by creating deep campaigns

through virtual showrooms and interactive brand experiences.

Content

9.0 Introductory Caselet

9.1 Artificial Intelligence (AI)
9.2  Augmented Reality (AR)
9.3 Virtual Reality (VR)

94  Summary

9.5 Key Terms

9.6  Descriptive Questions

9.7  References

9.8 Case Study
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9.0 Introductory Caselet

op

At VisionTech Samantha works as a technology enthusiast within this startup company that aims to build

“The Future of Immersive and Intelligent Technologies”

interactive digital experiences through expansion of its business operations. The company investigates
three developing technologies Al along with AR and VR to transform how users engage with digital
content throughout all sectors.

The core technological abilities of their product development stem from AI which enables automated
intelligence as well as customized user interfaces and data analytics capability. The Al-based chatbots
combined with machine learning algorithms that predict user behaviour allow VisionTech to build digital
operations that are efficient and personalised.

The technology of AR appears in applications which display computer-generated virtual elements on actual
environments. VisionTech develops an AR shopping assistant which lets users visualize furniture they
plan to purchase inside their home environment. Through AR medical students gain help in practicing
surgery safely with simulated overlay guides that enhance their education process.

On the other hand, VR is creating fully immersive virtual worlds that allow users to step into simulated
worlds. VisionTech's VR-powered remote collaboration tool is making global teams work as if they are in
the same room. Their VR therapy program is also being piloted to treat anxiety disorder patients by
gradually exposing them to controlled virtual worlds.

As Samantha and her colleagues are about to introduce their next innovation, they have to address a number
of challenges. Though these technologies have enormous potential, ethical issues like data privacy,
addiction of users, disinformation, and bias in Al algorithms have to be addressed. Innovation and

responsibility should go hand in hand to ensure that these technologies are utilized for the greater good.

Critical Thinking Question:
How can businesses ensure that AI, AR, and VR are developed and utilised ethically without

compromising the capacity to shape technology development and business expansion?
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9.1 Artificial Intelligence (Al)

Artificial Intelligence (Al) refers to the imitation of human intelligence in computers that are capable of thinking,
learning, and making decisions. Al makes computers and systems capable of executing tasks previously associated
with human intelligence, including problem-solving, natural language processing, pattern recognition, and

adaptation to new situations.

Al is a fast-changing technology that has revolutionized many industries such as healthcare, finance,
entertainment, manufacturing, and so on. From virtual assistants such as Siri and Alexa to autonomous vehicles
and recommendation systems such as those employed by Netflix and Amazon, Al has become a part of our daily

lives.
9.1.1 History of Al
1950s — When an Idea Became Reality

Scientists raised the question of machine thinking after the second global conflict ended. British mathematician
Alan Turing presented his famous Turing Test in 1950 to establish methods which could verify if artificial
intelligence operated at human-level perceptibility. Researchers ran trials with symbolic logic systems while

developing primitive Al concepts which later received the name Artificial Intelligence.

A group of scientist leaders including John McCarthy organized the Dartmouth Conference in 1956 to create
Artificial Intelligence as a formal term. Researchers witnessed an important scientific breakthrough at this time

because they believed intelligent machines would eventually match human cognition.
1960s — Taking the First Steps

Researchers began construction of the initial AI software while increasing their enthusiasm about the
development. Programming of computers extended to play chess while achieving logical puzzle solutions and
producing language imitations. Joseph Weizenbaum invented ELIZA in the 1960s which produced the first

computerized conversational system through user-based responses. The simplistic nature of ELIZA amazed users

and it opened discussions about artificial intelligence within human communication interactions.
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The US government started to issue research grants with specific focus on military needs and space operations
applications because they saw Al's potential. At this time Al technology existed as a fragile new concept while

society imagined intelligent machines that would emerge soon.
1970s — The first AI winter

Reality caught up. Developments in the field of Al failed to produce results as estimated with significant
challenges appearing for computers during real-world implementation. Democratic authorities cut their financial
support while public enthusiasm began to die down. During this time researchers designated the situation as the

"AI Winter" which described both technical setbacks and general disappointment.

The freezing weather failed to deter a few people who kept working during that time. The experts who led Al
development continued creating algorithms while their expertise led them to develop expert systems for specific

domains.
1980s — The Revival

Al came back. The revolution in new technology especially machine learning and neural networks brought hope
to artificial intelligence. Expert systems found their applications in medical diagnosis while also being used for
financial predictions and manufacturing purposes by companies. The business applications of Al emerged because

research became obsolete.

Processing capacity improvement played an integral part in this development. AI models achieved better
performance because computers gained additional power throughout the years. After years of effort Al managed

to establish itself within actual human experience.
1990s — Al ventures into everyday experience

During the 1990s artificial intelligence emerged as a regular part of everyday existence. Speech recognition
systems gained improvements due to computer systems acquiring knowledge about word patterns. Artificial
intelligence systems through recommendation systems began to generate personal suggestions of movies and

music and books based on user activity.

In 1997 IBM released Deep Blue, which managed to defeat Garry Kasparov the world chess champion. This

achieved historical significance. The match served as a powerful symbolic victory which proved that Al
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technology had the ability to defeat human intelligence in certain activities. People everywhere acknowledged the

presence of artificial intelligence, which had transformed from fantasy to reality.
2000s — The Era of Data and the Internet

Al received its energy source from data when the internet appeared. Material needed for Al learning and
enhancement came from massive data generated by search engines and e-commerce along with social networking

platforms.

Google together with Microsoft as well as Amazon invested substantial funds in Al research. Al-powered
technology accessible through Google Search together with spam filters and virtual assistants had spread to touch
the entire human population. Research facilities no longer contained Al because technology extended its presence

throughout every aspect of human existence.
2010s — The AI Revolution

The 2010s were the era of the Al explosion. Deep learning, a potent method derived from the neural networks of

the human brain, allowed Al to accomplish unprecedented things.

Al could now translate languages in real time, identify faces, diagnose illnesses, and even drive vehicles. Virtual
assistants such as Siri, Alexa, and Google Assistant are present in every home. Al-driven recommendation

systems-controlled entertainment, informing individuals what they watched on Netflix or listened to on Spotify.

In 2016, Google's AlphaGo beat world champion Lee Sedol in the notoriously difficult board game of Go, a feat
that was previously impossible for computers. It was a harbinger that Al was moving beyond mere tasks, Al was

winning at human strategy and intuition.
2020s — AI Reshaping the World

Artificial intelligence has emerged as a tool that drives innovation across different industries. Healthcare, finance,
education, and transportation have all embraced the application of Al to improve performance and decision-
making. Autonomous vehicles, computer-generated art, and essay writers are now a reality. But with these
advances came ethical concerns. Concerns regarding Al bias, job displacement, privacy invasion, and the threat

of superintelligent Al as a danger are now the subject of global debate. Governments and companies are acting to

ensure that Al is a force for good and not ill.
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1950s: Conceptualization

1960s: Initial Developments

1970s: Al Winter

1980s: Revival

1990s: Everyday Integration

2000s: Data and Internet Era

2010s: AI Revolution

2020s: Global Impact and Ethical Concerns

Fig 9.1: Evolution of AI

Digital Read

9.1.1 Benefits of Al
1. Increased Efficiency and Automation

The most significant advantage of Al lies in its ability to execute time-consuming repetitive operations. Modern
systems running under Al software accomplish traditional workflows better and faster than previous cycles. Such

automation reduces operational expenses simultaneously giving people the chance to work on innovative job-

related tasks instead of repetitive ones.
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The technology sector integrates Al automation throughout production facilities as well as transportation
operations and communication systems and support services. Al-powered factories use robotic industrial arms to
conduct precise product assembly at great speeds which results in substantial reductions of production durations.
Standalone supply chain management through Al technology conducts optimized delivery pathways which

reduces transportation fuel usage as well as transportation delays.

The automation of car production through robotic arms powered by Al leads to minimal errors resulting in
enhanced production quality and less manufacturing faults. The automated system frees human workers to handle

innovation and quality control activities thus releasing them from their operational responsibilities.
2. Improved Decision-Making through Data Analytics

Using artificial intelligence systems provides excellent results when analysing big sets of data to identify difficult-
to-find patterns and connections among their components. Machine learning algorithms enable Al to analyse

streaming data as it happens which leads to improved decision outputs.

The finance sector together with healthcare and marketing depend on artificial intelligence for running predictive
analytics software. Finance professionals utilize Al algorithms that analyse historical market data to predict market
trends for investor decision support. The healthcare sector depends on Al to analyse medical records which

generates recommended treatment options from past patient cases.

Predictive analytics systems from financial institutions supported by Al help investors create data-driven decisions
regarding stock availability through market fluctuations prediction. Through assessing past market activity Al

generates potential risks and profitable strategies for investment.
3. Enhanced Precision and Error Minimization

Al systems surpass humans due to their perfect precision along with their unintermissible consistency when
processing information. The requirement for strict precision becomes crucial because it impacts crucial operations

such as medical treatment and aerospace operations alongside healthcare and engineering.

The interpretation of radiology scans and disease diagnosis with abnormal medical imaging detection represent

specific achievements of Al-based systems in medical diagnosis. Manufacturing quality control systems with Al
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capabilities identify defective items during production while removal of such products prevents product waste

thereby achieving both quality enhancement and increased stability.

Al software used for diagnosis helps radiologists spot lung cancer indicators in CT scans with higher accuracy

than medical personnel to ensure early treatment onset through precise detection.
4. Personalized User Experience

Al technology enhances customer satisfaction because it delivers individualized suggestions together with
strategic content and adjusted service contacts. Al detects user preferences through analysis of their actions which

enables it to update the service quality.

Modules of personalized artificial intelligence enable solutions across entertainment sectors as well as retail
products and online marketing systems. Through the analysis of user history streams online streaming platforms
can suggest content that users would like to watch alongside e-commerce platforms that present products which
relate to previous purchases and user browsing activity. Al-based customer support chatbots deliver instant and

accurate responses according to each query thus improving service quality.

The algorithm-based system at Netflix observes user viewing patterns to provide recommendations of media

content that matches individual preferences because of which members encounter more engaging content.
5. Improved Security and Fraud Detection

Al functions as a vital cybersecurity instrument because it helps organizations identify threats while preventing
fraudulent activity. Security systems relying on traditional rules operate differently from Al since the latter gains

knowledge through an ongoing data processing system that detects current threats more efficiently.

The financial sector employs Al to discover illicit payments through analysis of consumer purchasing patterns
which triggers warnings about unusual behavioural patterns. Problem prevention and network breach detection

via Al threat intelligence systems which cyber intelligence firms employ to protect their networks.

Financial institutions use real-time Al-based fraud detection systems for their systems to analyse millions of

financial transactions. An Al program detects irregularities through its capacity to identify repeated transactions

from multiple places which happen within brief timeframes then informs banks for appropriate response.
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6. Healthcare and Medical Research Advances

The healthcare domain experiences significant progress through artificial intelligence because this technology
improves both medical diagnosis and therapy development while discovering new drugs and enhances patient care
services. Medical data analysed through machine learning algorithms helps identify diseases during initial stages

while robotic systems operated by artificial intelligence systems perform complicated surgeries.

Through processing gigantic quantities of biomedical data Al advances medical investigation to discover new
drugs as well as to predict disease outbreak patterns. A person's individual genetic profile allows Al systems to

create personalized treatments through the possibility of personalized medicine.

The analysis of patient genetic profiles through Al-based systems provides personalized disease treatments for

cancer which generates highly effective medical approaches with minimized adverse reactions.
7. Improved Resource Management and Sustainability

Al is contributing significantly towards sustainability by maximising the utilization of resources and minimizing
waste across sectors like energy, agriculture, and transportation. Al-driven platforms track and check energy usage

in order to help businesses and residents to minimize their carbon footprint.

In farming, precision farming methods employing Al utilize sensors and data analysis to calculate the best

irrigation schedule, soil type, and pest management, leading to greater output and lesser wastage of resources.

Example: Al-based intelligent grids monitor real-time electricity usage and redistribute power to prevent wastage

of energy and optimize the utilization of renewable resources.
8. Support for Scientific Research and Innovation

Al is speeding up scientific breakthroughs by analysing massive data sets, detecting intricate patterns, and
predicting experiments. Al-based models facilitate scientists to break new grounds in areas like space exploration,

genomics, and climate research.

Al'models help climate researchers to forecast weather and analyse the effect of global warming, for instance. Al-

fuelled rovers drive in extraterrestrial landscapes and determine geological samples while exploring space.
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Example: NASA's Al-powered Mars rover examines surface compositions and finds possible evidence of ancient

water activity, which scientists use to determine the planet's history and viability for future exploration.
9. Enhanced Disability Access

Assistive technologies based on Al are enhancing the well-being of persons with disabilities by making them
independent to communicate, move around, and conduct their daily lives. Speech recognition, text-to-speech, and

prosthetics driven by Al are revolutionizing access solutions.

Al vision aid tools aid visually impaired persons in navigating settings by explaining surroundings via audio
responses. Likewise, Al-based sign language interpreters assist in closing communication gaps among the deaf

and hard-of-hearing populations.

Example: Speech-to-text apps based on Al translate spoken language into text in real time, enabling hearing-

impaired persons to communicate more freely and access information with ease.
10. Changing Education and Learning

Al is revolutionizing education through customized learning processes, computerized tests, and online tutoring
systems. Adaptive learning systems developed using Al compare students' strengths and weaknesses and adjust

the lesson plans to improve their grasp.

Al also assists teachers in various ways by performing administrative tasks, like grading homework and evaluating
student performance. Chatbots and virtual assistants powered by Al also offer immediate support to students,

making learning easier and more interactive.

Example: Tutoring systems driven by artificial intelligence offer personalized learning content according to a

student's performance so that they receive lesson plans that meet their learning needs and pace.
9.1.3 AI - Generative

Generative Al operates within artificial intelligence as a field that develops fresh material through pattern
recognition from existing information which leads to the production of text alongside images and music together

with code segments and video outputs. Generative Al functions differently from standard Al systems since it

creates innovative unique outputs which replicate human creative processes.
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The main operation of Generative Al involves machine learning models with an emphasis on neural networks to
produce content which looks that it is created by human beings. The models process extensive datasets to learn
foundational patterns before using the gained knowledge for producing new information aligned with the

discovered patterns.

Generative Pre-trained Transformer (GPT) by OpenAl represents one of the most recognized forms of Generative
Al technology which generates text that resembles natural human speech. The image-generation models DALL-E

and Stable Diffusion use textual descriptions to generate realistic images with artistic qualities.

Generative Al models are trained with deep learning methods, mostly rooted in neural networks. The most

prevalent architectures of Generative Al are:

e Generative Adversarial Networks (GANs) — GANs contain two neural networks: a generator that
generates data and a discriminator that determines whether the generated data is real or artificial. As time
progresses, the generator becomes more proficient at generating extremely realistic outputs.

e Variational Autoencoders (VAEs) — VAEs compress input data into a compact form and generate new
data samples from the compressed representation. This method is beneficial for image and music
generation tasks.

e Transformers — These models, i.e., GPT and BERT, employ attention mechanisms to produce

contextually meaningful and coherent text and are thus very effective for text-based applications.

The process of training a Generative Al model usually includes the following steps:
1. Data Input: The model is supplied with a large dataset, i.e., a library of books, pictures, or audio tracks.
Pattern Learning: The Al is trained on the relationships, styles, and patterns of the data.

Content Creation: The trained model of Al creates fresh content based on what it has learned.

el

Fine-Tuning & Refining: The model is tuned and refined with reinforcement learning to make its outputs

better.

Examples of Generative Al in Action

1. Text Generation — AI Chatbots and Content Creation
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Generative Al finds its biggest practical application through natural language processing (NLP). GPT-4 alongside
other Al models accomplish human-like text generation that improves chatbot responses and enables content

automation along with language translation.

Example: Al-powered customer service chatbots use artificial intelligence to create tailored replies for customer

support requests thus eliminating manual operators while speeding up feedback delivery.
2. Image Generation — AI Art and Design

Through text inputs, DALL-E and MidJourney models generate visualization outputs which create photorealistic
or artistic visual content. This technology transforms graphic design and advertising and entertainment sectors

into new industries.

Example: Fashion designers produce new clothing designs through Al tools when they feed the program with
descriptions such as "a futuristic black leather jacket with silver patterns." The system generates various design

solutions, thus speeding up the design creation process.
3. Music and Audio Generation

The learning capacity of Al enables it to create music in multiple genres by studying original musical
compositions. Through their tools Jukebox and Magenta OpenAl together with Google create original musical

compositions as well as transform existing songs into new variants.

Example: Video game developers generate background music through Al that reacts to player movements to

make the game more immersive for the user.
4. Video Generation — AI-Powered Animations and Deepfakes

Artificial intelligence produces authentic moving images along with animated sequences as well as deepfake
productions. The developed technologies find applications throughout filmmaking as well as gaming production

and virtual content generation.

Example: Marketers leverage Al technology to create promotional videos showing multinational virtual brand

ambassadors although they only need one Al-generated recording.

5. Code Generation — AI-Assisted Programming
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The Al system GitHub Copilot supports programmers through its ability to generate code pieces together with

function creation and improvement recommendations from verbal instructions.

Example: Raw Python code appears instantly from program comments through Al which helps developers save

time in their work.
9.1.4 Al in Marketing & Advertising

The marketing and advertising sector is undergoing a revolutionary change thanks to Artificial Intelligence (Al)
because the technology helps businesses process extensive data sets and delivers specific customer predations and

executes tasks with unparalleled accuracy. Following are the impacts of Al in marketing and advertising:
Personalized Customer Experience

The analysis of customer information by Al permits brands to develop customized approaches for product
delivery. Personalized advertising allows companies to deliver customized marketing material and targeted
product suggestions as well as ads to individual clients. Company platforms that include Amazon and Netflix
deploy Al systems to make personal recommendations for products and content which drives customer interest

and commercial success.
Data-Driven Decision Making

Al technologies enable marketers to study customer conduct while expecting market developments and they use
this data to enhance their promotional strategies. Predictive analytics systems help companies direct their
advertising campaigns to suitable audiences in specific moments which results in higher operational success and
satisfactory return on investment (ROI). Through AI measurement Coca-Cola monitors public social media

feelings as the company develops its promotional methods.
Al-Generated Content and Automation

Al tools produce content of excellent quality through their generation of blog posts and social media captions
together with video production. The automated system facilitates content publication tasks which grants

organizations both time and economic benefits. The writing tools Jasper and ChatGPT through Al technology

enable brands to easily create interesting marketing content which enhances their marketing output.
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Smarter Digital Advertising

Computers use Al to enhance online advertising by studying user actions which enables them to modify ad
programs instantly. The process of automated advertising allows businesses to purchase advertisements together
with audience-targeting features that direct ads to specific audiences. Al systems at Google Ads and Meta

(Facebook) enhance advertising precision and achieve best possible results for ads.
Al Chatbots and Customer Support

Through Al chatbot technology companies can maintain continuous customer service support which provides
immediate and round-the-clock answers to questions and makes recommendations while carrying out transactions.
Websites along with messaging apps like WhatsApp use business chatbots to deliver improved customer service

while increasing revenue.
Voice Search and AI-Powered SEO

Businesses use Al to enhance their content for voice search because of the growing popularity of voice assistants
such as Siri and Alexa. Internal Al solutions examine search behaviour patterns in order to indicate modifications

that keep brands visible throughout digital platforms.
Social Media Monitoring and Sentiment Analysis

Al technology enables social media tracking whereas it tracks discussions and identifies brand references and
performs analysis of public moods. Businesses use this capability to read customer interactions thereby changing
their marketing approaches quickly. Al technology enables Nike to evaluate customer input which helps the

company improve its communications to customers.
Fraud Detection and Brand Safety

The monitoring systems of Al help businesses detect fraudulent practices including click fraud and bot traffic to

prevent ads from being expended inefficiently. The system stops advertisements from showing up on sites that do

not match brand requirements thus maintaining company reputation.
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Influencer Marketing Optimization

Al systems enable brands to identify suitable influencers through their capability to analyse viewer involvement
together with the accuracy of influencer material and the effectiveness of marketing campaigns. The brand
selection process at L'Oréal depends on Al technology which identifies appropriate influencers for their target

audience segments.
The Future of Al in Marketing

Artificial intelligence will advance capabilities relating to customizations and automation and analytical insight
for customers. To establish consumer trust businesses should concentrate on ethical Al application and data
privacy alongside transparency as Al technologies further develop. Digital marketing success in future will belong

to the brands which master the effective use of artificial intelligence.

Knowledge Check 1 ’OI |_

Choose the correct option:

1. Which of the following companies use Al systems to provide personalized
recommendations to customers?
A) Netflix and Amazon
B) Pepsi and Adidas
C) Tesla and Boeing
2. How does Al enhance social media marketing for businesses?
A) By manually analyzing every comment and reaction
B) By tracking discussions, identifying brand references, and analyzing public
sentiment
C) By reducing the number of social media posts companies need to create
3. What is the primary benefit of Al chatbots in customer support?
A) They completely replace human customer service teams
B) They provide instant, 24/7 customer support and transaction assistance

C) They increase the cost of customer service operations
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9.2 Augmented Reality (AR)

Augmented Reality functions as a revolutionary technology which improves actual environments through digital
transmissions of multimedia features including visual information and auditory content. AR differs from Virtual
Reality because it overlays digital content onto real-world environments instead of creating a complete digital
environment thus it boosts users' experience. AR technology performs the essential function of merging digital

elements into physical spaces thus it creates more engaging interactive and practical uses.
The Functionality of Augmented Reality

Interested users need cameras along with sensors and complex algorithms to detect their current environment then
show pertinent virtual content on top of reality. Real-time analysis performed by smartphones and AR headsets
as well as tablets enables them to align virtual objects with physical environments. Computer vision depth tracking
together with Artificial Intelligence (AI) allows the technology to understand the environment which produces

precise overlays.

Mobile apps use AR technology to transform Pokémon GO into a service which drops digital creatures into
geographic locations where smartphone users can engage with these creatures. Customers can preview furniture
items in their homes through the IKEA Place application beforehand purchasing them. AR combines virtual
elements with real-world environments to improve both connection levels and decision-making ability according

to these two demonstration cases.
Applications of Augmented Reality in Various Industries

The numerous industries use AR solutions extensively to create substantial changes in their operations and
customer journey development. In healthcare, AR assists in medical training, surgical procedures, and patient
care. Doctors benefit from augmented reality by adding 3D models of body structures onto surgery spaces which
boosts their accuracy during intricate operations. Education beneficiaries of AR receive interactive learning
environments through which students can interactively experience historical events and scientific concepts and

complex subjects.

Through AR several retail and e-commerce platforms deliver interactive product tests and virtual try-on

capabilities to their customers. The fashion brands Gucci and Sephora enable customers to test their clothing and
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accessory selections using application-based AR technology before buying products. Such offerings boost

customer trust while cutting down returns thus maximizing both efficiency and enjoyment during shopping.
Impact of AR on Communication and Entertainment

The technology of AR changes how people experience entertainment and social interactions through fresh digital
content interaction methods. Through Instagram and Snapchat users access AR features that enable them to change
their appearance or embed interactive components into their photos and videos. The gaming industry adopted AR
to produce immersive virtual experiences by adding real-world interactive elements which enhance user

engagement.

AR is expanding across communication platforms as well as remote collaborative applications. Businesses use
AR-based conference tools to conduct virtual meetings that let users present digitally generated elements while
maintaining real-world surroundings. Teams benefit from this practice because it helps knowledge exchange

especially when detailed visual explanations are essential in fields like engineering and architecture and design.
The Future of Augmented Reality

AR technology shows signs of developing towards better sophistication alongside its gradual integration with
everyday life. AR applications will grow in every sector and users will experience improved AR hardware with
wireless, comfortable devices and smart glasses. The integration of AR technology with Al alongside 5G
connectivity will result in improved realistic interactions which bridge the boundary between digital and physical

domains.

The expanding usage of AR creates various ethical problems because it interacts with user privacy rights as well
as manipulates digital content and affects users spending lengthy periods with augmented visual elements.
Technology continues to advance so users need assurance that the development and deployment of AR features

responsible processes that protect user safety while maintaining data security.

Digital Read
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9.2.1 Working of AR

Augmented reality achieves its functionality via the use of camera-enabled equipment like heads-up displays or
smart glasses. Smartphones such as iPads or iPhones, which are already equipped with technologies like GPS,
accelerometers and sensors, are especially suited for augmented reality apps and can help popularise the
technology among mainstream consumers. In the last few years, some technology firms have launched APIs like
Apple's ARKit and Google's Arcore, which make it easier to create mobile AR apps for Android and iOS. While
the kind of data and sensors that a specific AR software may utilize differ, the fundamental steps of the AR process

are:
Sensing and tracking

An AR gadget captures a flow of video content from a field of view of a user, perceiving the surroundings and
identifying physical objects visible. This can involve the recording of data from accelerometers, gyroscopes, GPS

or lasers in addition to a video flow to monitor the position and direction of the user.
Processing and recognition

AR software reads and interprets this world—this could involve linking up with an object's digital twin, a 3-D
representation of the object which has been stored in the cloud. It could also involve employing artificial
intelligence (Al) to identify the physical object. In processing, AR software runs through the data that it has been
sent, and it identifies objects and features in the environment which can be enhanced. This could involve sensors
on the physical item providing information to a digital twin, or merging track data with additional information

like the price of a product or lifecycle data for equipment.
Rendering and display

Information being streamed by the AR software is rendered out onto the AR device, placing computer-generated
objects on top of the user's field of vision. The digital information is projected in proper perspective and orientation
and appears before the user as if the actual object were physically there. Interaction directions are used by the

user, who feeds the commands to a touchscreen, physical gestures, or verbally. These commands get intercepted

by the software and sent to the overlaid digital object to be adjusted accordingly by the user.
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Fig 9.2: Working of AR
9.2.2 Benefits of AR

1. Improved User Experience

Augmented Reality (AR) improves real-world interactions by adding digital information to the physical world,
enhancing experiences to be more engaging and immersive. It enables users to see and interact with virtual

content in real time, creating more engaging entertainment, education, and shopping experiences.
2. Enhanced Learning and Training

AR revolutionizes education and training by becoming more experiential and practical. AR allows learners and
trainees to visualize abstract concepts, participate in simulated hands-on experience, and learn skills within a

controlled virtual setting, decreasing risks and increasing retention.
3. Greater Workplace Efficiency

Industries like manufacturing, healthcare, and logistics employ AR to enhance operational effectiveness.
Employees can access real-time information, step-by-step instructions, and virtual directions superimposed on

equipment, minimising mistakes, reducing downtime, and accelerating processes.
4. Transformed Shopping and Retail Experience

AR augments shopping both on the web and in stores through enabling customers to try on fashion items,

jewellery, or cosmetics virtually and imagine how furniture pieces or home decorations would fit within their

homes. This improves decision-making while decreasing return rates.
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5. Increased Navigation and Wayfinding

AR-based navigation systems deliver real-time, interactive directions through the overlaying of digital markers
and leading customers through indoor areas like malls, airports, and hospitals, and outdoor areas, enhancing

convenience and accuracy.
6. Improved Marketing and Advertising Techniques

Companies leverage AR to build engaging marketing campaigns that better involve customers. AR-driven
advertisements and product demonstrations deliver interactive storytelling, making campaigns more memorable

and elevating customer interaction.
7. Augmented Healthcare and Medical Applications

AR helps diagnostics, surgery, and medical training with accurate 3D visualization of organs, real-time
intraoperative guidance of complicated procedures, and interactive training for students of medicine, enhancing

accuracy and outcomes.
8. Enhanced Reality in Games and Entertainment

AR expands entertainment and games by combining virtual and real-life environments, enabling games to
become more interactive and engaging. Concerts, shows, and exhibits through AR give new experiences, which

are superior to conventional platforms.
9. Enhanced Real Estate and Architecture Visualization

AR allows architects, designers, and buyers to visualize buildings, interiors, and renovations in 3D before they
are constructed. This helps in making better design choices, reducing costs, and ensuring that the final output

meets expectations.
10. Enhanced Remote Collaboration and Communication

AR allows virtual teams to be more productive as it offers 3D objects, virtual workspace, and live annotations in

real environments. The feature is greatly beneficial in professions such as design, engineering, and healthcare

because real-time visualizations of the object help inform decision-making processes.
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9.2.3 AR in Marketing and Advertising

Augmented Reality (AR) has been a game-changer in marketing and advertising by bringing about interactive and
immersive brand experiences. AR makes it possible for companies to connect with customers in new ways,
making ads memorable and boosting the conversion rate. AR can be employed for product visualization,

interactive advertisements, gamification, and social media advertising.
How AR is Applied to Advertising and Marketing
1. AR for Product Visualization

One of the largest e-commerce and retail challenges is that customers are unable to touch, feel, and experience

products prior to buying. AR overcomes this issue by enabling users to see products in real-world situations.
Example

o IKEA Place App — Users can use this app to place virtual furniture in their houses with the help of AR.
People can test whether a sofa or table will fit at home before they buy it, thus lowering return rates and
raising confidence in purchase decisions.

e L'Oréal’s Virtual Makeup Try-On — L'Oréal created an AR feature that enables customers to virtually try
on various colours of makeup before purchasing. This is included in platforms such as Instagram and

YouTube.
2. AR in Print Media and Packaging

Traditional print media (magazines, posters, and brochures) can be enhanced with AR to provide interactive

experiences. Scanning an AR-enabled ad with a smartphone can display 3D models, animations, or videos.
Example:

e Pepsi’s AR Bus Shelter — Pepsi installed AR screens in bus shelters, showing immersive experiences such

as UFOs landing or tigers approaching. This campaign created buzz and was widely shared on social

media.
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e 19 Crimes Wine Labels — The wine brand designed AR-capable labels that get activated upon scanning.
The labels reveal the crimes committed by the offenders whose portraits appear on the wine bottles,

offering an innovative and immersive experience.
3. AR for Interactive Advertising & Gamification

AR enables brands to design interactive games and challenges to engage users. Gamification fosters customer

interaction and brand loyalty.
Example:

e Burger King's "Burn That Ad" Campaign — This campaign invited users to use the Burger King app to

scan rival ads, which would be "burned" virtually in AR, rewarding users with a free Whopper.
e Pokémon GO & Sponsored Places — Companies collaborated with Niantic to design sponsored places

within Pokémon GO, driving customers into physical locations.
4. AR in Social Media Marketing

Social media apps such as Instagram, Snapchat, and TikTok incorporate AR filters and lenses to engage users.

Companies can design unique AR filters through which users can engage with products.
Example:

e Snapchat AR Lenses for Taco Bell — Taco Bell developed an AR filter that converted people's faces into

a large taco shell. The campaign reached more than 224 million views within one day.

e Nike's AR Shoe Try-On in Snapchat — Nike collaborated with Snapchat to enable users to try on sneakers

with an AR filter, boosting engagement and online sales.
5. AR for Live Events and Experiential Marketing

AR enriches live events by generating interactive experiences. It assists with trade shows, concerts, and brand

activations.
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Example:

e Coca-Cola's FIFA World Cup AR Experience — Coca-Cola applied AR during World Cup events, where
people were able to take pictures with virtual replicas of iconic football players.
e Adidas Virtual Sneaker Drop — Adidas utilized AR to drop limited-supply sneakers. Consumers needed

to discover virtual spots within real-life surroundings in order to access the shoes.
9.3 Virtual Reality (VR)

Virtual reality (VR) operates by placing you inside a computer-generated environment using specialized software
and hardware. The software generates the 3D virtual worlds, and the hardware, for example, a VR headset, enables
you to interact with them. When you put on a VR headset, you are seeing a screen within the device that shows
the virtual world. As you translate your head, the sensors in the headset monitor your movement, updating the
scene in real-time, as it would be done in real life. This is what creates the illusion of the virtual world responding

to your movement, thus making it feel like you're within the world.

Besides vision, the VR headset also has audio output, heightening the feeling of presence in the virtual
environment. By combining realistic visuals and sound, VR tricks your brain into feeling like you are physically
present in the virtual space. This effect can be surprisingly strong, even after just a few minutes of use. For
instance, you may become so engaged that you lose track of the fact that you're in your living room and end up in
humorous or awkward positions such as bumping into furniture because your mind begins to mix up the real world

and the virtual world.
9.3.1 Benefits of VR

Virtual Reality (VR) has many applications in different sectors, improving the experience of users, productivity,

and learning potential.

e VR creates immersive experiences through realistic simulations that engage users differently from
traditional media, making it perfect for training, entertainment, and education.

e [timproves learning and skill acquisition by enabling users to rehearse tasks in a risk-free setting, including
medical procedures, military training, and industrial simulations.

e VR enhances distance collaboration by making it possible for teams to engage in virtual spaces, facilitating

increased communication, team working, and productivity irrespective of geographical location.
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e [t transforms the medical sector through support in therapy, rehabilitation, and pain treatment, making

patients go through treatment in a regulated and immersive space.

e VR enhances marketing and advertisement approaches by allowing companies to present interactive
product experience, e.g., virtual showroom and 360-degree tour, for improved consumer interaction.

e [t improves gaming and entertainment by providing fully interactive and virtual environments, allowing
users an unprecedented amount of realism and interaction.

e VR supports architectural visualization by enabling architects and clients to walk through and edit designs

in a 3D space before construction starts, enhancing accuracy and efficiency.
e It redefines tourism and travel through offering virtual visits of places, museums, and landmarks, and

presenting a convenient method of discovery of places before traveling to them in real life.
e VR assists mental health care through aiding the coping of patients with anxiety, PTSD, and phobias using

exposure therapy and guided relaxation techniques in managed virtual environments.

e It supports scientific research and innovation through facilitating the ability to model complicated

environments, run experiments, and view data in terms that allow greater comprehension and discovery.
9.3.2 Types of VR

Based on the most significant characteristic of VR i.e. immersion and the nature of systems and interfaces

employed, The VR systems are of 3 types:
1. Immersive VR system

Immersive VR system is nearest to the virtual world. It forces us to be in the maximum level of immersion. This
VR system is more costly compared to others. It gives the closest sensation of existing in virtual world. Equipment

and devices utilized in this system are sophisticated and less ordinary to apply.
Example:

e Oculus Quest 3 or HTC Vive Pro VR Gaming — These premium VR headsets offer an immersive gaming
experience where users can interact with virtual environments with hand tracking, haptic controllers, and
motion detection.

e Medical VR Training (Osso VR, Touch Surgery) — Surgeons practice complicated procedures using

immersive VR simulations with realistic graphics and haptic feedback.
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2. Semi — immersive VR system

Semi — immersive VR systems also compel us to feel a high degree of immersion but the gadgets and tools
employed are not so sophisticated and expensive. Gadget and tools employed in this system are familiar to us and

employ physical models.
Example:

e Pilot Training Simulators — Airlines and the military utilize semi-immersive VR with big screens and
motion platforms to simulate flying for pilot training in a safe virtual environment.
e Virtual Reality in Architecture (Autodesk Revit, BIMx) — Architects visualize and edit building designs

interactively using semi-immersive VR in conjunction with projection screens or virtual reality headsets.
3. Non-immersive VR system

Non-immersive VR system is the least immersive and least immersive VR system. It does not cost much to utilize
this system. It is also referred to as desktop VR system because the devices employed are restricted to glasses and

display monitors and it employs the cheapest components.
Example:

e 3D Virtual Tours (Google Earth VR, Real Estate Virtual Tours) — Visitors can experience real-world places
on a computer monitor without using a VR headset, providing a limited degree of immersion.
e VR-Based Educational Simulations (PhET Interactive Simulations, Virtual Labs) — Non-immersive VR

on desktop computers is used by schools and universities to enable students to virtually explore scientific
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9.3.3 Difference between AR and VR

AR and VR are two technologies that transform the interaction of users with the physical and digital world.

Though they both share some parallels, they distinctly differ in use, immersion, and purposes.

Parameter

Augmented Reality (AR):

Virtual Reality (VR):

Definition

AR boosts the real-life setting by
displaying digital components like
images, voice, and motion over a real-
time view. It integrates the virtual and

the real seamlessly.

VR provides an entirely immersive
virtual world that substitutes the real
world entirely. People are situated in a
computer space where they may
interact with objects in the virtual

world.

Immersion Level

Provides less immersion since it
merely overlays digital content on top
of the actual world. Users are still

cognizant of their environment.

Offers high immersion by moving

users into a complete virtual

environment in which they become

disconnected from the physical world.

Hardware and Devices

Needs like
tablets, AR smart glasses (Microsoft

devices smartphones,
HoloLens, Magic Leap), and heads-up
displays in order to display virtual

objects in the real world.

Utilizes VR headsets (e.g., Oculus
Quest, HTC Vive, PlayStation VR) and
controllers, motion sensors, and at
times haptic feedback gloves to

provide a total virtual experience.

Interaction with the Real

World

Augments the real world by adding
digital overlays, that is, users can still

observe and interact with their

environment.

Totally cuts off the external world and
surrounds users with a complete virtual
environment, limiting physical access

to the external world.

Areas of Application

Utilized in mobile applications (e.g.,
Pokémon GO), marketing (virtual
fitting), education (interactive learning
models), healthcare (surgery using

AR), and industrial training.

Used in gaming (immersive games in
VR), virtual training (flight simulators,
medical simulators), education (virtual

educational trips), real estate (virtual
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tours of properties), and therapy
(treatment of PTSD).

User Experience Offers an interactive experience in | Offers a completely immersive

which digital content is superimposed
on the actual world but not completely

replaced by it.

experience in which the user feels as
though they are within a different

world entirely.

Cost and Accessibility

More cost-effective and accessible as it
may be experienced on smartphones
without

and tablets necessarily

requiring specialist equipment.

Generally pricier because of the need
for specialized headsets, controllers,
and in some cases, motion-tracking

systems.

Real-World Examples

Snapchat and Instagram filters, Google
Lens, IKEA Place (placing virtual
furniture), and AR directions in

Google Maps.

VR gaming (Beat Saber, Half-Life:
Alyx), virtual property tours, VR
fitness apps (Supernatural, FitXR), and

mental health

VR therapy for

treatment.

9.3.4 Impact of Virtual Reality (VR) in Marketing and Advertising

Virtual Reality (VR) is revolutionizing advertising and marketing by providing immersive and interactive
experiences that engage consumers in a manner not possible with conventional media. Companies use VR to

create stronger emotional bonds, deepen brand experiences, and engage customers more.
Increased Customer Interaction

VR provides an immersive experience that is more memorable for the audience than a traditional advertisement.
Instead of sitting passively through an advertisement, customers are able to interact actively with a brand in a
virtual environment. Such increased interaction leads to increased recall and brand recognition. Coca-Cola, for

example, developed a VR sleigh ride experience in which users are able to ride virtually on Santa's sleigh through

a winter village, a playful and festive brand experience.
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Virtual Product Demonstrations

Brands use VR to offer virtual product experiences, allowing customers to touch, feel, and interact with products
before purchasing. It is best applied to luxury products, where the customer will need to see and touch before
deciding. IKEA's VR Showroom allows customers to walk through virtual kitchens and rearrange furniture in a

virtual space, allowing them to visualize products in their homes.
Immersive Brand Storytelling

Marketing is significantly enhanced with VR through narrative, as brands can create compelling stories that
emotionally engage consumers. It increases brand affinity and makes marketing campaigns more memorable. The
New York Times used VR to provide an immersive news experience that enabled users to walk through stories
from around the globe virtually, such as refugee stories, and provide a firsthand comprehension that triggers

sympathy.
Virtual Try-Before-You-Buy Experiences

VR assists customers in making purchase decisions based on informed knowledge by providing them with virtual
tests of products and services. It is especially handy in fashion, beauty, and automobile sectors, where customers
need to try before they buy. Audi and BMW have virtual showrooms, in which prospective buyers can personalize

and try out various car models virtually before they make a purchase.
Revolutionizing Real Estate Marketing

VR facilitates property developers and real estate agents to provide virtual property tours, enabling buyers to see
homes without having to visit them physically. It saves time and enables international buyers to see properties
anywhere in the world. Zillow's VR Home Tours enable prospective buyers to see homes in detail anywhere in

the world, making it more convenient and speeding up the decision-making process.
Creating Innovative and Memorable Ads

VR ads are more interactive and memorable than online and television ads. Putting the consumer in a virtual
narrative makes the advertisement more interactive. McDonald's introduced a Happy Meal VR campaign, where

the box turned into a VR headset, providing kids with an interactive and entertaining game experience, putting

the brand in the lead.
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Enhancing Travel and Tourism Advertising

Tourism uses VR to provide virtual travel experiences, allowing users to view destinations before they book travel.
This influences travel arrangements by providing a preview of destinations, hotels, and activities. Marriott Hotels
introduced the "VR Postcards" campaign, where customers could experience distant locations through VR

headsets, resulting in actual bookings.
Reinventing Event Marketing

VR is used by companies to enhance live events, conferences, and activations by offering virtual invitations to
guests or even off-site attendees. This allows brands to engage audiences beyond physical boundaries. Nike used
VR during product releases, letting customers see their new sneakers in a virtual environment, generating hype
and investment. Enhanced customer education and training Brands utilize VR to train customers on product usage,
safety aspects, or installation procedures. It enhances customer experience and minimizes product-related
problems. Lowe's launched "Holoroom How-To," an in-store VR-based DIY instructional program, where

customers could learn home improvement ideas, which made the customer shopping experience better.
Promoting Social Media and Viral Advertising

VR experiences are highly shareable, and the result is increased social media and word-of-mouth promotion.
Customers who have an extraordinary experience using VR will tend to share it online, opening up brand exposure.
Oreo developed a VR experience in an enchanted world made up of cookies, and consumers could explore and

share it online, resulting in viral marketing success.

9

Did You Know? —
A‘]b e
*

¢ AR & VR market revenue globally is estimated to be US$46.6bn in
2025.

e Revenue is expected to increase at a compound annual growth rate
(CAGR 2025-2029) of 7.42% to a forecasted market volume of
US$62.0bn in 2029.

e The largest segment in this market is AR Software, which will have a
market size of US$14.0bn in 2025.
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9.4 Summary

Artificial Intelligence (AI), Augmented Reality (AR), and Virtual Reality (VR) are new technologies

revolutionizing sectors through improving automation, interaction, and immersion.

Al encompasses the creation of computer systems that are capable of doing things that need human
intelligence, such as problem-solving, decision-making, natural language processing, and machine
learning.

Al is classified as Narrow Al (task-specific intelligence, e.g., chatbots and recommendation systems) and

General Al (human-like intelligence, which is theoretical).

Machine Learning (ML) and Deep Learning (DL) are subdisciplines of Al which apply algorithms for
analysing data, identifying patterns, and predicting outputs without being directly programmed.

AR superimposes digital content like images, sound, and 3D objects on the physical world, which supports
real-time user interaction but keeps the physical world as its core interface.

AR applications range from mobile apps (such as Pokémon GO), smart glasses, automotive heads-up
displays, and shopping experiences that enable users to see products before they buy them.

VR is a completely immersive technology that substitutes the real-world environment with a simulated,
computer-generated 3D space, sometimes needing specialized hardware such as VR headsets and motion
controllers.

VR has extensive applications in gaming, simulation, medical training, real estate virtual tours, and social
experience, providing users with the opportunity to manipulate and interact with virtual objects.

Both AR and VR play a critical role in the creation of the Metaverse, a virtual ecosystem where users can
socialize, do business, interact with virtual environments, and create digital wealth.

Al contributes meaningfully to AR and VR through enhanced real-time image processing, smarter virtual
assistants, better personalized experiences, and smart automation in these spaces.

The future of Al, AR, and VR is in their convergence with the developments in edge computing, 5G
networks, and wearable technologies, resulting in more seamless, intelligent, and immersive applications

across industries.

9.5 Key Terms

1.

Artificial Intelligence (AI): The imitation of human intelligence by machines that is capable of learning,

reasoning, problem-solving, and decision-making.
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2. Machine Learning (ML): A field of Al that allows computers to learn from data patterns and refine their
performance on tasks without programming.
3. Deep Learning (DL): A sophisticated branch of ML that applies neural networks with several layers to
handle high volumes of data and provide intricate decisions.
4. Augmented Reality (AR): A technology that superimposes digital information, like images, audio, and
3D models, onto the actual world, improving user interaction with the world.
5. Virtual Reality (VR): A totally immersive digital experience that substitutes the actual world with a
computer-based simulation, which may demand specific headsets.
6. Neural Networks: Artificial Intelligence systems emulating the human brain, which include layers of
interlinked nodes (neurons) that analyse and process information in order to detect patterns.
7. Metaverse: A virtual, digital world in which users are able to interact, socialize, work, and participate in
immersive experiences through AR, VR, and Al technology.
8. Computer Vision: An area of Al that allows computers to understand and process visual information
from the physical world, critical for AR and image recognition.
9. Mixed Reality (MR): A blend of both AR and VR technology, enabling digital and real-world objects to
coexist and interact in real time.
10. Natural Language Processing (NLP): A branch of Al dealing with making computers interpret,

understand, and generate human language used in chatbots, voice recognition systems, and virtual

assistants.

9.6 Descriptive Questions

1.

How does Atrtificial Intelligence (Al) improve automation, decision-making, and efficiency in various
industries?

What are the major distinctions between Machine Learning (ML) and Deep Learning (DL), and how do
they support Al innovation?

How does Augmented Reality (AR) function, and what are its main uses in areas like healthcare,
education, and retail?

Why is Virtual Reality (VR) an immersive experience, and how is it applied in gaming, training
simulations, and therapy?

How do Neural Networks work, and how do they assist in making Al systems capable of recognizing

patterns and making smart decisions?
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6. What is the Metaverse, and how do Al, AR, and VR technologies help create a completely immersive
digital world?

7. How does Computer Vision enable computers to understand visual information, and what are the uses of
it in real-life applications such as facial recognition and driverless cars?

8. What is Mixed Reality (MR), and how does it combine aspects of both AR and VR to generate interactive
experiences?

9. How does Natural Language Processing (NLP) enable computers to comprehend and respond to human
language, and what are its primary applications?

10. What are the key challenges and ethical issues of Al, AR, and VR, and how can they be overcome for the

responsible use of these technologies?
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9.8 Case Study

""Revolutionizing Marketing: The Impact of Virtual Reality in Advertising"

Introduction

New technologies have driven persistent evolution in the marketing and advertising sector. The
emergence of Virtual Reality represents a revolutionary technological progress from the recent years.
Through its capability to provide fully interactive and deeply engaging interactions VR brings about
monumental changes in brand-consumer relationship dynamics. The case study demonstrates VR
marketing applications in advertising across different practical implementation examples from the

industry with their corresponding obstacles and resolution methods.

Background

Marketing and advertising have successfully incorporated Virtual Reality after this technology was first
discovered in video games and entertainment. The technology gives consumers a way to interact with
synthetic environments which was believed impossible until recently. Various brands use VR technology
to develop unforgettable, memorable experiences while delivering individualized product demonstrations
for their customers.

IKEA marketed its virtual showroom through technology that let customers design kitchen spaces
virtually before buying products. Audi utilizes virtual reality technology for potential customers to
experience virtual tests of their vehicles resulting in better customer connection and enhanced prospects

of conversion.

Problem Statement 1: High Cost of VR Implementation
The adoption of virtual reality technology for marketing purposes becomes costly for most organizations.
The entire process of buying headset devices and creating premium immersive content involves

substantial financial hurdles which create obstacles especially for small and medium-sized businesses

(SMBs).

Solution:
The solution for cost reduction involves businesses working with VR development agencies who create

modular solutions according to their available budget.
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The expense of implementing VR platforms can be reduced through opting for rental service models
rather than making purchases. Various businesses create affordable large-scale VR solutions through

mobile setups and pop-up events without compromising their marketing effectiveness.

Problem Statement 2: Consumer Adoption and Accessibility Issues
The increasing popularity of VR technology struggles to overcome consumer reluctance when it comes
to adoption. The current accessibility to VR headsets remains low and consumers show limited comfort

with new technology which requires both training and technical expertise.

Solution:

The solution involves making brand VR programs reachable on multiple platforms including dedicated
virtual reality headsets as well as mobile devices and browser-based virtual scenarios. The adoption rate
of VR technology will increase when consumers have access to guidance materials that simplify its

operation.

Reflective Questions
1. How does the use of VR in marketing influence consumer perception and brand loyalty?
2. What ethical considerations should brands keep in mind when creating VR experiences that
deeply engage customers?

3. How can small businesses leverage VR technology without overextending their budgets?

Conclusion

The modern advertising world utilizes Virtual Reality to develop exceptional interactive experiences
which deliver remarkable customer engagement opportunities for brands. The solution strategies that
include strategic partnerships together with scalable implementations and multi-platform deployment
help brands solve the existing hurdles related to cost and consumer acceptance. VR technology will
establish itself as a vital marketing tool because of ongoing technological progress which delivers

enhanced accessibility to customers.




