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SUBJECT: DIGITAL MARKETING FOR BUSINESS

MODULE 1 — INTRODUCTION TO

DIGITAL MARKETING

Complete Study Notes | Degree Level

TOPIC 1 — DIGITAL MARKETING OVERVIEW

Meaning

Digital marketing refers to the promotion of products, services, or brands through digital channels and

technologies — primarily  the internet,  but  also mobile devices,  display advertising,  search engines,

social media platforms, and any other digital medium.

At its core, digital marketing is about reaching the right person, at the right time, in the right place — and

that "place" is now increasingly online.

Definition

"Digital marketing is the component of marketing that uses the internet and online-based digital

technologies such as desktop computers, mobile phones, and other digital media and platforms

to promote products and services." — Philip Kotler (adapted)

A simpler working definition for exam purposes:

Digital marketing is any form of marketing activity that uses electronic devices or the internet to connect

businesses with potential customers.

Significance — Why Does It Matter?

Digital marketing is not just a trend — it has fundamentally reshaped how businesses communicate with

customers. Here is why it matters:
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Significance Explanation

Global Reach A small business in Kerala can sell to customers in Canada with zero extra

cost.

Cost-Effective Running a Facebook ad costs far less than a TV commercial.

Measurable You know exactly how many people saw, clicked, and bought — in real

time.

Targeted You can show ads only to 25-year-old women in Mumbai who like fitness.

Two-Way Communication Unlike a newspaper ad, customers can reply, review, and engage.

24/7 Availability Your website and social media work even when you sleep.

Personalisation Netflix recommends what you like. Amazon suggests what you may buy.

This is digital marketing at work.

Faster Results A well-run Google Ads campaign can generate leads within hours.

Characteristics of Digital Marketing

Interactivity: Customers don't just receive messages; they respond, share, comment, and co-

create content. This two-way dialogue is impossible in traditional marketing at scale.

Measurability: Every click, impression, conversion, and bounce rate is tracked. Marketers use data

dashboards to evaluate performance instantly. Terms like CTR (Click-Through Rate), CPC (Cost Per

Click), and ROI are calculated precisely.

Targeted Communication: Using data such as demographics, interests, past behaviour, and

location, businesses can micro-target their audience with surgical precision.

Flexibility: Campaigns can be paused, modified, or scaled up at any moment. If an ad isn't working

on Monday, it can be changed by Tuesday morning.

Personalisation: Digital tools allow businesses to address customers by name, recommend

products based on history, and send emails based on specific actions taken.

Cost Efficiency: Small and medium-sized businesses (SMEs) can compete with large corporations

because digital advertising is far more affordable and scalable.

Speed: Content can be published, campaigns launched, and feedback received in a matter of

hours, not weeks.

• 

• 

• 

• 

• 

• 

• 
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Global + Local: Digital marketing serves both global brands and hyper-local businesses (e.g., a

restaurant targeting people within 5 km using Google My Business).

TOPIC 2 — TRADITIONAL MARKETING vs DIGITAL

MARKETING

Comparison Table

Parameter Traditional Marketing Digital Marketing

Medium TV, radio, newspaper, hoardings,

pamphlets

Internet, social media, email, apps

Cost High — a TV ad can cost lakhs Low to medium — can start with ₹500

Reach Local, regional, or national Global

Targeting Broad, untargeted Highly specific and personalised

Feedback Slow, indirect (market research) Instant (comments, reviews, analytics)

Interaction One-way communication Two-way dialogue

Measurement Difficult to measure ROI Precise, real-time analytics

Flexibility Rigid — once printed, can't change Highly flexible — edit campaigns anytime

Engagement Passive consumption Active participation

Time Takes weeks to plan and execute Can launch in hours

Examples Newspaper ad, TV commercial, billboard Instagram ad, SEO blog, YouTube pre-roll

ad

• 
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The 7 C's of Digital Marketing

The 7 C's framework helps understand the key elements a successful digital marketing strategy must

possess.

Customer: The entire digital marketing strategy revolves around understanding the customer —

their needs, preferences, behaviour, and pain points. Without a customer-centric approach, no

campaign succeeds.

Content: Content is called the "King" of digital marketing. Quality, relevant, and valuable content

attracts and retains audiences. This includes blog posts, videos, infographics, podcasts, and social

media posts.

Context: Even good content fails if delivered at the wrong time or in the wrong format. Context

means understanding where the customer is in their journey and delivering the right message at the

right moment on the right platform.

Community: Digital marketing thrives on building communities — Facebook groups, LinkedIn

communities, Discord servers. A loyal community becomes a brand's most powerful marketing

engine through word-of-mouth.

Convenience: The digital customer expects frictionless experiences — fast-loading websites, easy

checkout processes, mobile-friendly pages, and instant customer support via chatbots.

Cohesion: All digital channels must communicate a unified brand message. A customer seeing

your Instagram post, then visiting your website, then receiving your email should experience the

same brand voice and visual identity.

Conversion: The ultimate goal. Every digital activity must ultimately guide users toward taking a

desired action — buying, signing up, downloading, or enquiring. Conversion Rate Optimisation

(CRO) is the science of improving this step.

The 5 A's of Digital Marketing (Kotler's Framework)

Philip Kotler introduced the 5 A's as a modern customer path that replaces the old AIDA (Attention,

Interest, Desire, Action) model. This framework reflects today's connected, social, and peer-influenced

consumer.

1. 

2. 

3. 

4. 

5. 

6. 

7. 

www.degreelive.in 4



DegreeLive

Stage Name What Happens Example

A1 Aware Customer first learns about the brand Sees a YouTube ad for a new

phone

A2 Appeal The brand creates interest; customer wants to

know more

Looks up the phone's specs on

Google

A3 Ask Customer actively seeks information — reads

reviews, asks friends

Watches 10 YouTube reviews,

checks Reddit

A4 Act Customer makes a purchase or desired action Buys the phone on Amazon

A5 Advocate Satisfied customer recommends the brand to

others

Posts an unboxing video on

Instagram

The A5 stage (Advocate) is what makes digital marketing far more powerful than traditional marketing.

One satisfied customer can influence thousands through social media, reviews, and videos — creating

a viral loop of awareness.

TOPIC 3 — TYPES OF DIGITAL MARKETING FOR

BUSINESSES

There are many distinct types, each suited for different business goals and audiences.

1. Search Engine Optimisation (SEO)

SEO is the process of optimising a website so it ranks higher on search engines like Google, organically

(without  paying).  When  someone  searches  "best  biryani  in  Kozhikode,"  SEO  determines  which

restaurants appear first.

Components of SEO:

On-Page SEO: Keyword placement, meta titles, content quality, image alt text.

Off-Page SEO: Backlinks from other websites, social signals.

Technical SEO: Site speed, mobile-friendliness, XML sitemaps, HTTPS.

SEO is a long-term strategy — results take 3–6 months but are sustainable and virtually free.

• 

• 

• 
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2. Search Engine Marketing (SEM) / Pay-Per-Click (PPC)

Unlike SEO, SEM involves paid advertisements that appear on search engine results pages (SERPs).

Google Ads is the most dominant platform. The advertiser pays every time someone clicks the ad (Pay-

Per-Click model).

Advantage: Instant visibility. A new business can appear on Google's first page from day one.

3. Social Media Marketing (SMM)

Using platforms like Instagram, Facebook, LinkedIn, Twitter/X, Pinterest, and Snapchat to build brand

awareness, engage audiences, and drive traffic.

Platform Best For

Instagram Fashion, food, lifestyle, beauty — visual brands

LinkedIn B2B marketing, recruitment, professional services

Facebook Broad audience, local businesses, community building

YouTube Product demos, tutorials, brand storytelling

Twitter/X News, customer service, real-time engagement

Pinterest Interior design, recipes, fashion — aspirational content

WhatsApp Direct customer communication, broadcast messages

4. Content Marketing

The strategy of creating and distributing valuable, relevant, and consistent content to attract and retain a

defined audience, ultimately driving profitable customer action.

Content marketing is indirect — instead of saying "Buy our product," it says "Here's information that

helps you." This builds trust, and trust converts to sales.

Types of content: Blog articles, whitepapers, case studies, eBooks, podcasts, webinars, infographics,

newsletters.
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5. Email Marketing

One of the oldest and highest ROI digital  marketing channels.  Businesses send targeted emails to

subscribers for promotions, newsletters, product launches, or personalised recommendations.

Email marketing ROI is often cited as ₹42 returned for every ₹1 spent (globally).

Types: Welcome emails, drip campaigns, abandoned cart emails, re-engagement emails.

6. Affiliate Marketing

A performance-based model  where  a  business  rewards  affiliates  (third-party  promoters)  for  driving

traffic or sales through the affiliate's own marketing efforts. Affiliates earn a commission per sale.

Example: A blogger writes a review of a product and includes a special link. Every purchase through

that link earns the blogger a commission.

7. Influencer Marketing

Brands collaborate with social media influencers — people with a large, loyal following — to promote

products. Influencers can be mega (millions of followers), macro, micro (10k–100k), or nano (1k–10k).

Micro and nano influencers often deliver higher engagement rates because their audience trusts them

personally.

8. Video Marketing

Using video content to promote brands, educate audiences, and increase engagement. Video is the

fastest-growing content format online. Platforms include YouTube, Instagram Reels, TikTok, Facebook

Videos, and LinkedIn Video.

9. Mobile Marketing

Marketing  specifically  designed  for  mobile  devices  —  SMS  marketing,  push  notifications,  in-app

advertising, and mobile-optimised websites. With over 5 billion smartphone users globally, mobile-first is

now the default.

10. Display Advertising

Visual banner ads that appear on websites, apps, and platforms across the internet. Google Display

Network covers over 2 million websites. Retargeting (showing ads to people who previously visited your

website) is a powerful sub-type.
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TOPIC 4 — DIGITAL MARKETING TOOLS

Meaning

Digital marketing tools are software platforms, applications, or technologies that help marketers plan,

execute,  manage, measure,  and optimise their  digital  marketing campaigns.  Without  the right  tools,

digital marketing is like driving without a GPS — possible, but inefficient.
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Types of Digital Marketing Tools

Category Tool Examples What They Do

SEO Tools Google Search Console, SEMrush,

Ahrefs, Moz

Keyword research, backlink analysis,

site audit, rank tracking

Content Tools HubSpot, BuzzSumo, Grammarly,

Canva

Content ideation, creation, editing,

design

Social Media Hootsuite, Buffer, Sprout Social, Meta

Business Suite

Schedule posts, track engagement,

manage multiple accounts

Email Marketing Mailchimp, ConvertKit, ActiveCampaign,

Sendinblue

Build email lists, design campaigns,

automate sequences

Analytics Google Analytics 4 (GA4), Hotjar,

Mixpanel

Track website traffic, user behaviour,

conversions

PPC / Ads Google Ads, Meta Ads Manager,

LinkedIn Campaign Manager

Create, manage, and optimise paid ad

campaigns

CRM HubSpot CRM, Salesforce, Zoho CRM Manage customer relationships and

sales pipelines

Marketing

Automation

Marketo, HubSpot, Pardot Automate repetitive marketing tasks

and nurture leads

Video Tools Adobe Premiere, Canva Video, Vidyard,

Vimeo

Create, edit, host, and distribute video

content

Chatbots ManyChat, Tidio, Drift, Intercom Automate customer conversations on

websites and social media
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Pros and Cons of Digital Marketing Tools

Pros Cons

Save time through automation Subscription costs can be high (SEMrush costs

$130+/month)

Provide data-driven insights Steep learning curve for beginners

Enable campaign management at scale Over-reliance on tools may reduce creative thinking

Allow A/B testing easily Data privacy concerns with third-party tools

Real-time monitoring and alerts Integration issues between different tools

Help identify target audience precisely Some tools become obsolete quickly with platform

changes

Improve team collaboration Can create information overload if misused

TOPIC 5 — DIGITAL MARKETING TRENDS & JOBS

Trend 1 — Influencer Marketing

Influencer marketing has grown from a niche tactic into a core industry. Brands of all sizes now allocate

significant budget to partnering with content creators who have built trusted communities on platforms

like Instagram, YouTube, and TikTok.

Key features of modern influencer marketing:

The shift from celebrity influencers to micro and nano influencers for authenticity.

Long-term brand ambassador relationships instead of one-off posts.

Performance tracking through affiliate links and promo codes.

Rise of B2B influencers on LinkedIn (thought leadership).

Virtual influencers — AI-generated personas like Lil Miquela.

• 

• 

• 

• 

• 
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Why it works: Consumers trust people more than brands. A recommendation from a relatable creator

feels genuine, not promotional.

Trend 2 — Omnichannel Marketing

Omnichannel marketing is the integration of all marketing channels — online and offline — to deliver a

seamless, unified customer experience regardless of where the customer interacts with the brand.

The key distinction: Multichannel means being present on multiple channels. Omnichannel means

those channels work together as one coherent system.

Example of omnichannel in practice: A customer browses shoes on a brand's website (channel 1) →

gets a reminder email  (channel  2) → sees a retargeting ad on Instagram (channel  3) → visits the

physical  store where the salesperson can see their  online wishlist  (channel  4)  → receives a post-

purchase SMS with care instructions (channel 5).  Every touchpoint knows what happened at every

other touchpoint.

Benefits  of  Omnichannel: Higher  customer  retention,  better  data  collection,  more  personalised

experiences, and reduced customer frustration.
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Jobs in Digital Marketing

Job Role Key Responsibilities Tools Used

SEO Specialist Optimise websites for search engines,

keyword research

Ahrefs, SEMrush, Google

Search Console

Social Media Manager Create content, manage profiles, grow

communities

Hootsuite, Buffer, Meta Suite

Content Marketing

Manager

Develop content strategy, write/edit

blogs and articles

HubSpot, Grammarly,

WordPress

PPC / Paid Ads

Specialist

Create and optimise Google/Facebook

ad campaigns

Google Ads, Meta Ads

Manager

Email Marketing

Specialist

Design email sequences, manage

subscriber lists

Mailchimp, ActiveCampaign

Digital Marketing

Analyst

Analyse campaign data, generate

reports

Google Analytics, Tableau

Influencer Marketing

Manager

Identify influencers, negotiate deals,

track results

AspireIQ, Upfluence

E-commerce Marketing

Manager

Drive traffic and sales for online stores Shopify, Amazon Seller Central

UX/CRO Specialist Improve website design for better

conversion rates

Hotjar, Optimizely

Marketing Automation

Specialist

Build automated workflows for lead

nurturing

HubSpot, Marketo

Entry-level salaries in India typically range from ₹2.5–5 LPA, with experienced specialists earning ₹8–

25 LPA or more.
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TOPIC 6 — ARTIFICIAL INTELLIGENCE, VIDEO MARKETING,

LONG-FORM CONTENT, SOCIAL MEDIA SHOPPING & PWAs

Artificial Intelligence in Digital Marketing

AI has moved from a futuristic concept to an everyday tool. It enables scale, speed, and personalisation

at levels impossible for humans alone.

Applications of AI in digital marketing:

Personalised Recommendations: Netflix, Amazon, and Spotify use AI to analyse behaviour and

serve hyper-personalised suggestions.

Chatbots and Conversational Marketing: AI chatbots handle thousands of queries

simultaneously, 24/7. ChatGPT-powered bots can hold nuanced conversations.

Predictive Analytics: AI analyses historical data to predict future behaviour — who will churn, who

is ready to buy, what price converts.

Content Generation: Tools like ChatGPT, Jasper, and Copy.ai generate blog posts, product

descriptions, and ad copies at scale.

Programmatic Advertising: AI automates the buying and placing of online ads in real time through

auction-based systems.

Image and Voice Search: AI powers Google Lens and Siri, requiring marketers to optimise for

conversational queries.

Sentiment Analysis: AI scans social media to understand positive, negative, or neutral feelings

about a brand.

Video Marketing

Video is the most consumed format on the internet today. Short-form video (Reels, TikTok, Shorts) has

become the dominant medium.

• 

• 

• 

• 

• 

• 

• 
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Video Type Purpose Platform

Explainer Videos Simplify complex products or concepts YouTube, website landing pages

Product Demos Show the product in action Instagram, Amazon listings

Testimonials Build trust through real customer stories YouTube, company websites

Live Streams Real-time engagement, product

launches, Q&As

Instagram Live, YouTube Live

Short-form Reels/

Shorts

Brand awareness, viral reach Instagram Reels, YouTube Shorts,

TikTok

Webinars B2B lead generation, educational

content

Zoom, LinkedIn Live

Behind-the-Scenes Humanise the brand Instagram Stories, YouTube Vlogs

Key stat: Video content generates 1200% more shares than text and image content combined.

Long-Form Content

Written content typically 1,500 words or longer. It matters for SEO Authority, Thought Leadership, Time

on Site, Shareability, and as Lead Magnets.

Long-form  content  must  be  well-structured,  scannable  (with  headings  and  visuals),  and  genuinely

valuable — not padded for word count.

Social Media Shopping (Social Commerce)

The integration of e-commerce directly within social media platforms. Users browse and buy without

leaving the app.
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Platform Feature How It Works

Instagram Instagram Shop, Product Tags Users tap a product tag and buy directly

Facebook Facebook Shops, Marketplace Full shop pages within Facebook

Pinterest Buyable Pins Products are shoppable from boards

TikTok TikTok Shop Products are linked in videos

WhatsApp Business Catalog Customers order via chat

YouTube Product Shelves Products shown below videos

Progressive Web Apps (PWA) / Progressive Web Pages

A website that behaves like a native mobile application — installable on home screen, works offline, and

loads at near-native speed.

Feature What It Means

Offline Capability Works even with no internet connection

Push Notifications Sends alerts like a native app

Home Screen Installation Users add it to their home screen

Fast Loading Uses caching; loads instantly

Responsive Works perfectly on any screen size

No App Store Required Eliminates the friction of downloading
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TOPIC 7 — OPPORTUNITIES, CHALLENGES & ETHICAL

ISSUES

Opportunities in Digital Marketing

Growing Internet Penetration: India has 900+ million internet users.

Mobile-First Market: Massive opportunity for mobile-centric marketing.

E-Commerce Boom: D2C brands can launch and scale entirely online.

Rural Market Access: Digital channels can now reach Tier 2, 3 cities cost-effectively.

Data-Driven Decision Making: Rich data allows smarter, faster decisions.

Challenges in Digital Marketing

Intense Competition: Every business is online, making it harder to stand out.

Digital Noise: Consumers are bombarded with messages daily — attention is scarce.

Algorithm Changes: Constant updates by Google and social platforms disrupt strategies.

Data Privacy Regulations: GDPR and India's DPDP Act impose strict rules.

Ad Fraud: Fake clicks and bot traffic waste advertising budgets.

Short Attention Spans: Average online attention span is now under 8 seconds.

Ethical Issues in Digital Marketing

Data Privacy and Consent: Ethical obligation to collect only necessary data with explicit consent.

Misleading Advertising: Exaggerated claims or fake testimonials constitute deceptive marketing.

Influencer Disclosure: Paid promotions must be clearly labeled (#ad or #sponsored).

Targeting Vulnerable Populations: Marketing harmful products to minors or addicted individuals is

a serious concern.

Spam: Sending unsolicited messages without opt-in is unethical and often illegal.

Fake Reviews and Astroturfing: Paying for positive reviews or fake buzz misleads consumers.

Algorithmic Manipulation: Algorithms designed for outrage raise mental health and social division

questions.

Surveillance Marketing: Tracking users across the web without transparency is intrusive.

Environmental Impact: Digital infrastructure consumes enormous energy; ethical marketing

considers its carbon footprint.

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
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Intellectual Property: Using copyrighted assets without permission is illegal and unethical.

End of Module 1 • Subject: Digital Marketing for Business

10. 
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