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Preface

P

This book is specifically designed to meet the academic requirements of both undergraduate and postgraduate 
students pursuing degrees in Commerce and Management. It is also an invaluable resource for students 

enrolled in courses on Digital and Social Media Marketing, as it comprehensively covers more than eighty per cent 
of the standard syllabus for this subject. The authors have meticulously incorporated extensive academic content 
to ensure that the book not only serves the needs of students but also aligns with the interests and expectations 
of instructors. The text is crafted in simple and lucid language, making complex concepts in the e-business 
environment accessible and understandable.

Organization of Content
The book is systematically divided into six chapters, each thoughtfully structured to provide students with a 
convenient and logically consistent progression of knowledge on the subject. This organization is intended to 
facilitate a smooth learning curve, allowing students to build upon their understanding as they advance through 
the chapters.

Chapter I: Introduction to Digital Marketing
This chapter lays the foundation by covering the basics of Digital Marketing. It introduces students to the key 
concepts and terminologies that are essential for understanding the digital marketing landscape.

Chapter II: Search Engine Marketing (SEM) and Search Engine Optimization (SEO)
Here, the book delves into the intricacies of Search Engine Marketing and Optimization. It explains how businesses 
can leverage these tools to improve their visibility on search engines, attract more visitors, and ultimately drive 
conversions.

Chapter III: Social Media Marketing
This chapter focuses on Social Media Marketing, providing insights into how platforms like Facebook, Twitter, 
Instagram, and LinkedIn can be utilized for brand building, customer engagement, and driving sales.

Chapter IV: Internet Marketing
In this section, the book explores various facets of Internet Marketing, including strategies and techniques that 
businesses can use to reach and engage their online audience effectively.

Chapter V: Video Marketing
Video content is becoming increasingly important in digital marketing. This chapter provides a detailed overview 
of Video Marketing, discussing its growing significance and how to create compelling video content that resonates 
with audiences.
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Chapter VI: Recent Trends in Digital Marketing
The final chapter examines the latest trends in Digital Marketing, ensuring that students are up-to-date with the 
most current practices and technologies in the field.

Coverage of New and Emerging Topics
In addition to covering the core areas of Digital and Social Media Marketing, the book also addresses several new 
and emerging topics that are becoming increasingly relevant in the industry. These include:
 1. Government Regulatory Framework on Digital Marketing
 3. Consumer Protection Act of 2019
 4. Modalities of the Appellate Grievances Committee (GAC) for Social Media
 5. Open Network for Digital Commerce
 6. Dark Pattern Concept

Further, the book explores cutting-edge trends in the digital marketing space, such as:
 1. Facebook Marketing
 2. Twitter Marketing
 3. LinkedIn Marketing
 4. Instagram Marketing
 5. TikTok Marketing
 6. Viral Marketing
 7. Quora Marketing
 8. TrueCaller Marketing
 9. Streaming/OTT Marketing
 10. Pinterest Marketing
 11. Google Algorithms, Search Console, Analytics, AdSense, AdWords
 12. Geo-Targeting
 13. Online Display Advertising
 14. Mobile Marketing
 15. App Store Optimization

Student-Friendly Features
The book is designed with several student-friendly features to enhance the learning experience:
 1. Comprehensive Coverage of Concepts: Each chapter provides a thorough explanation of key 

concepts, ensuring that students develop a solid understanding of the subject matter.
 2. Illustrative Cases: The book includes a variety of case studies that illustrate how digital marketing 

strategies are applied in real-world scenarios. These cases help students connect theory with practice.
 3. Summaries: At the end of each chapter, a summary is provided to reinforce the key points covered, 

making it easier for students to review and retain the information.
 4. Discussion Questions: Each chapter concludes with a set of discussion questions designed to 

encourage critical thinking and facilitate classroom discussions.
 5. Practical Exercises: The book includes practical exercises that allow students to apply what they have 

learned in a hands-on manner, enhancing their practical skills.
 6. Suggested Readings: At the end of the book, a list of suggested readings is provided for students who 

wish to explore the topics further.
This comprehensive approach ensures that the book fully meets the needs of both students and educators in 

the field of Digital and Social Media Marketing. The authors welcome suggestions for improvements and updates, 
as they are committed to keeping the content relevant and useful for future editions.

Dr. Rabinarayan Patnaik 
Dr. Durga Madhab Mahapatra



Acknowledgement

A

We would like to begin by expressing our deep gratitude to our esteemed publisher Sultan Chand 
& Sons, whose support and guidance have been invaluable throughout the entire process of 

developing and promoting this book. From the earliest stages of conceptualization to the final stages of 
publication, their expertise has been a constant source of encouragement. The publisher’s timely and 
constructive feedback played a crucial role in shaping the book to meet the demands of its intended 
audience. Additionally, their efforts in gathering insights from professors and reviewers have allowed us 
to refine our work, ensuring that it aligns with the needs and expectations of both educators and students 
alike.

We are also profoundly thankful to the Departments of Commerce and Management at North-Eastern 
Hill University, Meghalaya, and Siksha ‘O’ Anusandhan (SOA) Deemed to be University, Odisha. 
The intellectual atmosphere and academic setting provided by these institutions were instrumental in 
fostering the creative and scholarly environment necessary for the completion of this book. The support 
and encouragement from faculty members and administrators in these departments have been greatly 
appreciated, as they provided us with the freedom and resources needed to bring our ideas to life.

In particular, we would like to acknowledge the students from these universities, who have been 
an integral part of this project. Their feedback, questions, and discussions have been invaluable in 
shaping many of the concepts and ideas presented in this book. Their enthusiasm and engagement 
with the subject matter have inspired us to delve deeper into the topics of Digital and Social Media 
Marketing, and their contributions have helped ensure that the content is both relevant and practical for 
a contemporary audience.

We are deeply indebted to the numerous authors, editors, researchers, and scientists whose work 
has informed and enriched our own. The vast body of literature on Digital and Social Media Marketing 
provided us with a solid foundation on which to build our analysis and interpretations. We have drawn 
extensively from these sources, and their influence is evident throughout our work. By assimilating 
and critically engaging with their research, we have sought to offer fresh perspectives and insights that 
contribute to the ongoing discourse in this field.

In the course of preparing this book, we have also relied on a wide array of business magazines, 



vi Acknowledgement

websites, and online study materials. These resources have been indispensable in helping us stay up-to-
date with the latest trends and developments in Digital and Social Media Marketing. The breadth and 
depth of information available through these platforms have enabled us to incorporate both theoretical 
and practical perspectives into our discussions, ensuring that the book is comprehensive and well-
rounded.

We would like to extend our deepest gratitude to our friends and colleagues who have supported us 
throughout this journey. Their unwavering encouragement and belief in our work have been a source 
of strength during the more challenging moments of this project. Their insights, suggestions, and moral 
support have been invaluable, and we are truly fortunate to have such a strong network of supporters.

Honestly admitting, this book is the result of the collective efforts of many individuals and 
institutions, each of whom has contributed in meaningful ways to its completion. We are deeply grateful 
to all who have played a role in this journey, and we hope that our work will serve as a valuable resource 
for those interested in the dynamic field of Digital and Social Media Marketing.

Dr. Rabinarayan Patnaik
Dr. Durga Madhab Mahapatra 



1. Introduction to Digital Marketing 1-73
Learning Objectives 1
Introduction 2

  Fundamentals of Marketing & Marketing Mix 3
  From Traditional Marketing To Digital Marketing  8

Understanding of Digital Marketing 12
  Definition of Digital Marketing 14
  History of Digital Marketing  15
  Scope of Digital Marketing 17
  Types of Digital Marketing 18
  Importance of Digital Marketing  23
  Advantages of Digital Marketing 23
  Disadvantages of Digital Marketing 24
  Traditional Marketing vs. Digital Marketing 25
  Benefits of Digital Marketing for Customers 26
  5Ps of Digital Marketing 26
  Segmentation, Action and Targeting  29

Digital Customer Lifecycle 33
  Customer Lifecycle 33
  Digital Customer Lifecycle  35
  Customer Lifecycle Management (CLM) 36
  Metaverse or Meta Commerce 39
  Endless Aisles and Hybrid Retail Model 40
  Technology Interventions in New Age Logistics 40

Digital Marketing Module 41
  Future of Digital Marketing 44
  Challenges for the E-Commerce Platform 46

Race Framework  47
  Part 1. The RACE Planning Framework 48
  Part 2. The RACE OSA Improvement Process 49

Contents

C



viii Contents

Government Regulatory Framework 51
  Consumer Protection Act 2019 51
  Information Technology (Intermediary Guidelines and Digital Media Ethics Code)  

Amendment Rules, 2022 55
  Open Network for Digital Commerce (ONDC) 58
  Dark Pattern Concept 63

Summary 66
Questions for Discussion 66
Practical Projects for Students 66
Illustrative Case 1.1 – Big Failure of Flipkart’s Big Billion Day Offer 67
Illustrative Case 1.2 – AI and Digital Marketing 69
Illustrative Case 1.3 – Lenskart.com 70
Illustrative Case 1.4 – Flipkart Fined for Selling Poor Quality Cookers 71
Illustrative Case 1.5 – Zomato: Food Delivery Service 72
Illustrative Case 1.6 – India’s Old MNCs at Cross Road 73

2. Search Engine Marketing (SEM) and Search Engine Optimization (SEO) 75-105
Learning Objectives 75
Introduction to Search Engine Marketing 76

  The Dynamics of SEM 76
  Importance of SEM  76

Understanding SEO and its Role 78
  Importance of SEO 78

Dynamics of SEO  80
  On-Page SEO 82
  Off-Page SEO 83
  Types of Keywords 85
  SEO Tools 89
  SEO Reporting 90

Digital Marketing Strategy for Entrepreneurs 91
  Importance of Digital Marketing for an Entrepreneur 91
  Awareness About Local Digital Marketing Environment 93
  Using the Website Optimization Tool 94
  Thrust on Social Media Marketing 94
  Taking the Help of Local SEO 94
  Doing Research on Understanding Consumer Behaviour 94
  Creating Scope for Adjusting Strategies with the Help of Analytics 95

Business Growth Opportunities and Best Practices 95
  Growth Opportunities based on Business Environment 95
  Growth Opportunities based on Organizational Factors 96
  Industry-Orientated Growth Opportunities 96
  Preparedness of Business for Growth 96
  Ansoff Matrix 97
  Business Growth Matrices 100

Summary 102
Questions for Discussion 102
Practical Projects for Students 103
Illustrative Case 2.1 – Moz Tools: Benchmarking Matrices in Off-Page SEO 103
Illustrative Case 2.2 – KPI Matrices and Tracking Tools Used in SEO Analytics 104



Contents ix

3. Social MediaMarketing (SMM) 107-175
Learning Objectives 107
Introduction 108
Meaning of Social Media Marketing (SMM) 108
Growth of Social Media Marketing (SMM) 111
Features of Social Media Marketing (SMM) 112
Importance of Social Media Marketing (SMM) 113
Benefits of Social Media Marketing (SMM) 114
Types of Social Media Marketing (SMM) 115
Limitations of Social Media Marketing (SMM) 118
Social Media Marketing Campaign 118
Social Media Marketing Approach 120
Social Media Marketing Best Practices 122
Theory of Gen-X, Gen-Y, Gen-Z, Alpha 123

  Generation X and its Characteristics 123
  Generation Y or the Millenials: Digital Natives 124
  Characteristics of the Z or Centennial Generation 125
  Characteristics of the Generation Alpha  126

Conversation Prism 126
Social Media Channels 128

  Key Elements of Social Media 128
Social Media Platforms 129

  Characteristics of Social Media 132
  Role of Social Media 132
  Challenges of Social Media 133

Types of Social Media 135
  Facebook (Meta) 136
  Instagram 137
  Twitter 137
  YouTube 137
  WhatsApp 138
  Pinterest 138
  Snapchat 139
  LinkedIn 140

POEM (Paid, Owned, And Earned Media) Framework: A Social Media Marketing Strategy 142
Penta Social Elements (Social Talking, Listening, WOM, Feedback and Selling) 144

  Social Media Talking 144
  Social Listening 145
  Word of Mouth (WOM) 148
  Social Media Feedback 149
  Social Selling 150

Introduction to Influncer Marketing 152
  AI-Driven Solutions 154
  Social Media Plan for Retailers 155

Social Media Performance Metrics 157
Marketing Sentiment Analysis 161

  Meaning of Sentiment Analysis 161
  Characteristics of Social Media Sentimental Analysis 163



x Contents

  Basic Examples of Sentiment Analysis Data 164
  How does Sentiment Analysis Work? 165
  Benefits of Sentimental Analysis  165
  Types of Sentiment Analysis 167
  Challenges of Social Media Sentiment Analysis 168

Summary 169
Questions for Discussion 169
Practical Projects for Students 170
Illustrative Case 3.1 – “Ola” 170
Illustrative Case 3.2 – “Jugnoo” 171
Illustrative Case 3.3 – “Bigbasket” 171
Illustrative Case 3.4 – “Paytm” 172
Illustrative Case 3.5 – “Zomato” 173
Illustrative Case 3.6 – “Swiggy” 174
Illustrative Case 3.7 – “OYO Rooms” 174

4. Internet Marketing 177-208
Learning Objectives 177
History of Internet Marketing 178

  Role of the Internet in Transforming Marketing 179
  Internet Marketing Strategy 183
  Advantages and Limitations of Internet Marketing 185

Understanding Content Marketing 187
  Types of Content Marketing 188
  Content Marketing Strategy 188
  Getting Started with Content Marketing 189
  Content Marketing Tools 190

Meaning and Scope of Affiliate Marketing 191
  How Does Affiliate Marketing Function? 191
  Commencing Affiliate Marketing 191

Understanding E-mail Marketing 192
  Essentials in Effective E-mail Marketing 193

Marketing Automation 195
  MarTech Landscape 196
  Features of Marketing Automation 198
  Choosing a Marketing Automation Platform 200

Summary 203
Questions for Discussion 204
Practical Projects for Students 204
Illustrative Case 4.1 – Unlocking Health: The Gamified World of Fitbit 204
Illustrative Case 4.2 –  Unveiling Trends: How Shutterstock’s Data-Driven  

Approach Reshapes Content Strategy 205
Illustrative Case 4.3 –  Customer Journey Mapping Perspectives @  

Dell Digital Business Services 206

5. Video Marketing 209-238
Learning Objectives 209
Meaning and Scope of Video Marketing 210

  Benefits of Using Video Marketing 210



Contents xi

  Steps in Creating a Video Marketing Campaign 211
  Measuring Video Marketing Campaigns 211

YouTube Ads 212
  TrueView In-Stream Ads 213
  TrueView Discovery Ads 213
  Bumper Ads 214
  Outstream Ads 214
  Masthead Ads 215
  In-feed Video Ads 215

YouTube Partner Program 216
  Eligibility to Become an YPP Member 216
  Advantages to a YPP Member 217

Meaning and Scope of Instagram Marketing 218
  The Evolution of Instagram Ads 219
  Introduction of Instagram Shops 219
  The Rise of Video on Instagram 220
  The Evolution of Reels 220
  CTA (Call-to-action) 221
  Requisites for Effective Instagram Video Marketing 221

Live Streams 223
  Dynamics of Live Streams 224
Revenue Generating Streams 225

  SoLoMo 225
  Paid Search / PPC 227
  Social Media Ads 228
  Google Ads 229

Cost & Budgets 231
Remarketing & Retargeting 232

  Dynamics of Retargeting 232
  Types of Retargeting 233
  Advantages of Retargeting 233
  Disadvantages of Retargeting 233

Summary 234
Questions for Discussion 235
Practical Projects for Student 235
Illustrative Case 5.1 – Crafting Excellence: The BeaverCraft Teddy Bear Carving Kit 236
Illustrative Case 5.2 – QuickFrame: Best Practices for Video Marketing 237

6. Recent Trends in Digital Marketing 239-292
Learning Objectives 239
Facebook Marketing 240

  Benefits of Facebook Marketing 240
  Types of Ad Formats under Facebook Marketing 241
  Steps to Get Started with Facebook Marketing 242
  Facebook Marketing Examples  244

Twitter Marketing  244
  How to Create an X Marketing Strategy 245
  X Marketing Best Practices 245
  Main Benefits of X Marketing 246



xii Contents

LinkedIn Marketing 247
  Reasons Behind Considering LinkedIn for Marketing 247
  Setting up a Business LinkedIn Page 248
  Requirements for a Successful LinkedIn Business Page and Marketing Strategy 249

Instagram Marketing  250
  Instagram Marketing Essentials 250
  Types of Instagram Posts 251
  Advantages of Instagram Marketing 252

TikTok Marketing  253
  TikTok History: Platform Metrics and Success 254
  Who uses Tiktok? 254
  Why Use TikTok as a Social Media Platform for The Business? 254
  Popular Video Types on TikTok 255
  TikTok Ads Types 255
  How to Use TikTok for the Business Marketing? 256
  Examples of Brands Succeeding with TikTok Marketing 257

Viral Marketing  258
  Steps to Start a Viral Marketing Campaign 259
  Advantages and Disadvantages of Viral Marketing 260

Quora Marketing  261
  Elements of Quora 262
  Role of Lead Magnet 264

Truecaller Marketing 265
  How Truecaller Functions? 266
  Benefits of Truecaller Marketing 267
  Truecaller Marketing Tips 267

Streaming / OTT Marketing 268
  Major OTT Platforms 269
  What is an OTT Aggregator? 269
  Click-through Rates (CTRs) 269
  Impressions 270
  Metrics and Methodology in OTT Ad Investment 271
  Why is OTT Important? 271
  Challenges of OTT Advertising 272

Pinterest Marketing 273
  Using Pinterest as a Marketing Tool 273
  About Pinners and Pins 274
  Dynamics of Pinterest Marketing 275
  Utilizing Pinterest as a Business 277
  How to Develop a Strategy to Gain Traffic 277

Google (Algorithms, Search Console, Analytics, AdSense, AdWords) 278
  Google Algorithm 278
  Google Search Console 279
  Google Analytics 280
  Google AdSense 280
  Google Ads 281

Geo-Targeting 282
Online display Advertising  284



Contents xiii

Mobile Marketing 284
  Types of Mobile Marketing 284
  Benefits of Mobile Marketing 285
  Mobile Marketing Strategies 285

App Store Optimization 285
  Keyword Optimization 285
  App Title and Description 286
  App Icon and Screenshots 286
  App Ratings and Reviews 286
  App Updates and Maintenance 286
  Localization and Regional Optimization 286

Summary 287
Questions for Discussion 288
Practical Projects for Students 288
Illustrative Case 6.1 – StreamFlix: Leveraging Netflix for OTT Marketing 289
Illustrative Case 6.2 – Samsung’s Journey: Pioneering E-commerce Through Pinterest
 291

Bibliography 293-298



Chapter 
No. Chapter Name 

Pa
ge

s

In
si

gh
t Q

ue
st

s

Ta
bl

es
 Fi
gu

re
s

Q
ue

st
io

ns
 fo

r  
D

is
cu

ss
io

n

Pr
ac

tic
al

 P
ro

je
ct

  
fo

r 
St

ud
en

ts

Ill
us

tr
at

iv
e 

C
as

es

1 Introduction to Digital Marketing 73 29 15 23 13 5 6
2 Search Engine Marketing (SEM) and 

Search Engine Optimization (SEO)
31 2 – 16 5 3 2

3 Social Media Marketing (SMM) 69 29 13 11 8 3 7
4 Internet Marketing 32 7 – 9 5 3 3
5 Video Marketing 30 3 – 9 5 3 2
6 Recent Trends in Digital Marketing 54 4 1 9 7 3 2

Bibliography 6 – – – – – –
Total 295 74 29 77 43 20 22

Snapshot of the Book

S




	Front
	Page 1

	P & C
	Back
	Page 1


