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ABSTRACT

Businesses must navigate the complicated and constantly changing digital world in an era where digital
interactions predominate to create and maintain an effective online presence. This study critically examines
how traditional marketing techniques are transformed into digital ones. The study examines important digital
channels, such as email marketing, social media, and search engines, and how they have shaped modern
online advertising.

The study emphasises the importance of providing engaging and focused content to connect with the
discerning and diversified internet audience. Moreover, it delves into the assimilation of data-driven decision-
making, stressing the tactical application of analytics and consumer insights to enhance marketing tactics. The
article strives to provide insights into the dynamic interplay of technology, content, and data in the pursuit of
efficient online promotion by taking a holistic approach to unravel the complexities of digital marketing.

This study adds to the body of knowledge in academia by thoroughly grasping the opportunities and
difficulties associated with navigating the digital realm. For companies looking to improve their online
presence, it offers practical insights and a road map for the thoughtful application of digital marketing
techniques. Ultimately, this study is a useful tool for academics, marketers, and company executives
attempting to navigate the complex world of digital marketing in the modern business setting.

Keywords: Digital marketing, Advertising strategies, Digital channels, Technological advancements, Social
media, Innovation in marketing

INTRODUCTION

Marketing is a plethora of public demand and supply of product and service. Marketing is a concept
dependent on the people's want and need. A place's marketing status depends on the fund the individuals want
to invest to buy it. A product's price depends on its availability in a region. For example, a Photo Framing
stapler in India costs Rs. 3000 to Rs. 5000. if a person buys it from Taiwan or China, it will cost him Rs. 700
to Rs.755. The differentiation of the product cost also depends among the close the regional places too due to
the difference in the business setup, look and other things too. The Marketing procedure from the side of a
business holds a basic concept to acknowledge people of their products and services, known as advertising
and branding. Advertising and Branding can not be an optional task since a decade. The market at present is
so hugely crowded with hundreds of branded and quality product that if a company skips the procedure of
advertising, then their business will not be able to take up a height of sale in the crowd of today's over
populated country like India.
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Millennials are trendy to buy the best fashionable out of the less expensive. If they do not get it on the
local and general market via the hands of the retailers, then they opt out to it's search on the Internet. Internet
is technically known as the digital media and New Media in Mass Communication and Journalism. Today
rather than the Newspaper, Magazine comes on to the third stage of need communication, and Television and
radio comes of the second need of it and the first stage of communication comes the internet system, which
has changed the whole system of globalisation onto a new plat form of technology called the digitalisation.
Due to Digitalization, everything is now possible on the touch of the fingers on the control machines just
inside our home. Calling someone, sending a message or a letter, sending videos, pictures, buying products,
ordering services and all as such factors can be availed just within few minutes unlike the era of 20th century.
This has eased the human life more than before. Young brains are using the technology of this fast-growing
digital globalisation, taking advantage of this easy life and getting everything on their hands at home. Holding
the similar mentality like the customers, the young entrepreneurs are taking the benefit of the digital media,
and making attempts of digital marketing. Advertising on social medias and selling on the digital platforms.

LITERATURE REVIEW

For communication techniques to be truly effective in the digital age, it is necessary to analyse and discuss the
exaggerated narrative around the technological revolution. Within the context of these evolving technological
shifts, the article aims to dispel several myths regarding diplomatic crisis communication practises and offer a
variety of tactical approaches for ministries of foreign affairs (MFAS) to effectively overcome these myths
and develop a crisis communication plan that is quantifiable and effective. Fundamentally, (Cassidy et al.,
2016) offer MFA practitioners and policy makers a road map for successful strategic crisis communication.
The focus of (Nicoli et al., 2017) is to investigate TripAdvisor's impact on the hotel industry's reputation.
TripAdvisor captures important elements of developing an online reputation strategy in a constantly changing
digital environment. The impacts of digital storytelling on student performance, social presence, and attitude
in online collaborative learning environments are examined by (Nam, 2017). When it came to enhancing the
"online communication,” "interactivity,” and "privacy" aspects of students' social presence in virtual
collaborative learning settings, "DST-OCL" tactics proved to be substantially more successful than "G-OCL"
strategies. (Hine, 2017) examine the benefits of ethnography as a research tool for examining the intricate
social environment of the modern Internet. The difficulty of designing a field site that accurately depicts the
intricacy of online/offline linkages and creating a level of immersion and co-presence that allows for a rich
understanding are among these issues. Developing several transversal skills is necessary for participation in
democracy in today's digital and data-driven society. These skills should be promoted in higher education
(HE) through critically oriented pedagogies that integrate information and media literacy with technical data
skills and practises. (Atenas et al., 2020) Present a conceptual analysis that includes an integrative overview of
pertinent literature to offer a landscape perspective to support the creation of academic training and
curriculum design programmes in higher education that support the advancement of social justice and civic
engagement. However, most crisis communication theories and best practices are still reactive and might not
affect realistic communication tactics in the digital era. Stealing thunder as a crisis communication tactic in
the digital era is studied by Lee (2020). Stakeholder-focused communication must progress to proactive
tactics in crisis communication.  The theoretical foundations and a framework for online collaborative
learning are covered by (McCollum, 2020). Text-based, video-based, synchronous, asynchronous, and online
collaborative learning from various STEM courses are examined in (McCollum, 2020). A study by Wuisan et
al. (2023) examines how to use digital advertising to optimise online marketing strategies. The population
comprises Bandung residents who use Lazada, with a sample size of 96 individuals. Digital marketing is
widely regarded as the most efficient and successful kind of advertising, with the potential to boost sales
volume greatly. (Tyrrell et al., 2023) detail the collaborative effort involving academic scientists, engagement
specialists, primary and secondary educators, and web designers to establish a new multilingual resource for
use in UK classrooms and beyond. Superbugs. Online is accessible to all individuals in the UK and Ireland,
irrespective of the language used for science instruction, as it is available in English, Welsh, lIrish, and
Scottish Gaelic. Among the other noteworthy works is (DeWilde, 2023).
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RESEARCH OBJECTIVES OF THE STUDY
Analyse the impact of emerging technologies on online presence and promotion strategies.
Investigate and compare successful online presence strategies adopted by diverse industries.

Identify key performance indicators (KPIs) for evaluating the success of digital promotion efforts.

RESEARCH HYPOTHESIS OF THE STUDY
Hypothesis 1:

Industries with a proactive approach to monitoring and adapting to technological advancements will
demonstrate higher levels of success in online presence and promotion strategies compared to those with a
reactive or passive approach.

Hypothesis 2:

Industries with a proactive approach to monitoring and adapting to technological advancements will
demonstrate higher levels of success in online presence and promotion strategies compared to those with a
reactive or passive approach.

Hypothesis 3:

A positive correlation exists between the utilisation of advanced data analytics tools and the success of digital
promotion efforts, as measured by identified key performance indicators (KPISs).

Hypothesis 4:

The integration of personalised and targeted content, enabled by emerging technologies, will lead to higher
conversion rates and improved key performance indicators for industries adopting such strategies in their
online promotion efforts

RESEARCH METHODOLOGY

This study uses a qualitative research design to explore the subtle tactics used for successful online presence
and promotion. The main techniques that will be employed are content analysis and semi-structured
interviews.

Purposeful Sampling: Participants will be chosen with a purpose in mind, considering their background and
experience in online presence management, digital marketing, and similar areas.

Sample Size: A sample size of 200-250 participants is planned to ensure a varied range of views and
opinions.

To compile in-depth knowledge and first-hand accounts from influencers, entrepreneurs, digital marketers,
and experts.

To gather quantifiable information about the popularity and efficiency of certain internet presence and
marketing tactics. Create a structured survey that combines the Likert scale and closed-ended questions.

Give the survey to various companies, internet marketers, and others involved in online advertising.

Examine survey data to find trends, relationships, and statistical significance.
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DATA ANALYSIS AND INTERPRETATION

The population or sample consists of people who live in different parts of the West Bengal cities of Kolkata,
Howrah, North 24 Parganas, and South 24 Parganas. As mentioned earlier, the sample was limited to educated
individuals from the cities, including various companies, internet marketers, and others involved in online
advertising. Convenience sampling was used in the study. The population was divided into occupation, age,

income, and education categories.

City No. of Respondents
Kolkata 100

Howrah 50

North 24 Parganas 40

South 24 Parganas 40

Total 230

Out of total 250 numbers, 100 respondents were from Kolkata, 50 from Howrah, 40 from North 24 Parganas,

50 from South 24 Parganas cities.

Standard deviation, Mean and t-values for respondent attitude scores of genders

Standard | t- Significance

Gender | Percentage | Mean | deviation | Value | level («)

Male 66 3.694 | 0.328

145 |0.15

Female |34 3.597 | 0.456

Sample Characteristics and Sample Frame

The sample size for the primary study was determined to be 230 valid replies in total. To obtain the necessary
data for this study, a stratified simple random sampling approach was used, therefore, it was crucial to verify
the frequency distribution and real percentage weight of respondents in each stratum. It was found that the
percentage values of the respondents' actual and needed ages for each stratum are very similar.
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Reauired Require Actual Actual %age Wit.
S N d b ‘ d Numberof of Respondents in
trata Rum e:jo %age Wt. of Respondents  EachStratum
tseSpO” e Respondents  (usable (Usable
inEach Responses) Response
Stratum s)
Stratum 1 Employees
97 42.5% 97 42.5%
Stratum 2 online o 0
customer 69 30.0% 69 30.0%
Stratum 3 social media 0 0
bloggers a7 20.2% 47 20.2%
Stratum 4 students
17 7.3% 17 7.3%
TOTAL 230 100% 230 100%

Below are the 230 useable responses' sample characteristics and demographic information.

Sample Description for the Main Study

Demographic Characteristics Number of Percentage of
Respondents Respondents

Total Sample Size (N) 230 100%
Gender

Male 125 54.0%

Female 105 46.0%
Highest Qualification i " R

Intermediate/Diploma 87 37.9%

Bachelor's/Graduation 64 27.9%

Master's/Post Graduation 63 27.6%

others 17 6.6%
Occupation

Employees 97 42.5%

online customer 69 30.0%

social media bloggers 47 20.2%

students 17 7.3%
Age Group (Years)

18-24 184 80.3%

25-35 33 14.7%

36-45 9 4.2%

46-55 3 0.6%

56-65 1 0.2%
Monthly Household Income (INR)

<1 Lakh 34 14.9%

1-2 Lakh 43 18.7%

2-3 Lakh 28 12.2%

> 3 Lakh 125 54.2%

Kaiser-Meyer-Olkin (KMO) and Bartlett's Test of Sphericity were evaluated at the initial stage of the EFA to
verify the sample's appropriateness. The sample is appropriate for the factor analysis, as shown by the

significant Bartlett's Test of Sphericity (p = 0.000) and KMO value of 0.959.
KMO and Bartlett's Test (Main Study)
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KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.959
Approx. Chi-Square 21442.897
Bartlett's Test of Sphericity Df 903
Sig. 0.000

Cronbach's Alpha Values of Constructs

Construct Cronbach's N of
Alpha Items

Informativeness Gratification (ING) 0.827 5
Cognitive Trust (CGT) 0.772 4
Entertainment Gratification (ETG) 0.851 3
Emotions (EMO) 0.847 5
Social Presence (SCP) 0.831 3
Transcendent Customer Experience (TCE) 0.891 7
Prior Experience (PRX) 0.868 4
Attitudes toward Website (ATW) 0.783 5
Attitudes toward Product (ATP) 0.873 4
KPI (KPI) 0.853 3

7.5.1 Correlation Analysis

Correlation analysis was performed to determine the relationship among the study variables.

Construc 2;\1 CGT ETG EMO SCP TCE PRX ATW ATP KPI
t

ING 1

CGT 0.579"1

ETG 0.419" 9.443* 1

EMO 0.488" 9.532* 9.635* 1

SCP 0.210" 9.275* 9.153* 9.258* 1

TCE 0.355" 9.387* 9.355* 9.474* 0.541" 1

PRX 0.529" 9.569* 9.482* 9.601* 0.256" 0.425™ 1

ATW 0.503" 9.545* *0.492* 9.582* 0.392" 0.577" 0.673"1

ATP 0.491" 9.519* 9.454* 9.564* 0.234" 0.413" 0.680" 9.653* 1

KPI 0.467" 9.527* 9.486* 9.598* 0.248" 0.413™ 0.669" 9.625* 9.676* 1

The relative Pearson correlation coefficients (r) for the two attitudes—attitudes towards the website and
attitudes towards the products—and E-patronage intentions were examined to examine the linkages between
them. As can be seen in the above Table, at the 0.01 level of significance, attitudes towards a website are
favourably connected with attitudes towards a product (r = 0.653) and KPI (r = 0.625) based on the results of
the correlation study. Similarly, at the 0.01 significance level, views regarding the product positively
correlated with KPI (r = 0.676).
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Hypothesis Testing with Linear Multiple Regression Analysis

The hypotheses were tested using IBM SPSS Statistics 25.0 and a linear multiple regression with correlation
analysis. Linear multiple regression analyses were carried out to evaluate the hypotheses.

Summary of Hypothesis Testing Results

Hypothesis Testing Results

Hypothesis: Path Std. Beta Std. Error t-value Sig. Results
Hla: ING ---> ATW 0.074 0.032 2.604 *x Supported
Hib: ING ---> ATP 0.089 0.034 2.883 * Supported
Hlc: CGT ---> ATW 0.094 0.032 3.158 *x Supported
Hid: CGT ---> ATP 0.093 0.034 2.863 ** Supported
H2a: ETG ---> ATW 0.095 0.026 3.308 0.001 Supported
H2b: ETG ---> ATP 0.046 0.027 1.472 0.141 Not Supported
H2c: EMO ---> ATW 0.082 0.035 2.498 % Supported
H2d: EMO ---> ATP 0.142 0.038 3.980 ok Supported
H3a: SCP ---> ATW 0.094 0.015 3.633 1 Supported
H3b: SCP ---> ATP -0.010 0.016 -0.347 0.729 Not

Supported
H3c: TCE ---> ATW 0.238 0.025 8.269 Yk Supported
H3d: TCE ---> ATP 0.079 0.026 2.521 * Supported
H3e: PRX ---> ATW 0.360 0.031 é1.91 ek Supported
H3f: PRX ---> ATP 0.441 0.033 ;3.36 rrk Supported

Note: * p < 0.05, ** p < 0.01, *** p < 0.001.

Hypothesis A T i Correlation Results
Coefficient
H4: data analytics tools and the success of 0.653 ** Supported

digital promotion efforts, as measured by
identified key performance indicators, are
correlated.

H4a: Attitudes toward website and E-

. _ iy 0.625 ** Supported
Patronage intentions are positively correlated.

H4b: Attitudes toward product and E-

: . . 0.676 ** Supported
Patronage intentions are positively correlated.

**_ Pearson Correlation is significant at the 0.01 level (2-tailed).

CONCLUSION

In conclusion, the goal of this study was to investigate the dynamic landscape of online presence and
promotion strategies, with an emphasis on the effects of emerging technologies, a comparative analysis of
effective tactics used in various industries, and the establishment of key performance indicators (KPIs) for

measuring the effectiveness of digital promotion.
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According to study, emerging technologies have a big impact on online presence and promotion tactics. It has
been demonstrated that combining advanced data analytics, augmented reality, and artificial intelligence can
increase the efficacy of digital marketing campaigns. Businesses that use these technologies to their advantage

can communicate with people, personalise content, and respond more quickly to shifting consumer demands.

Examining effective online presence tactics in various businesses highlighted the significance of sector-
specific methods. The success patterns of online tactics are shaped by specific aspects such as the competitive
landscape, product qualities, and target audience demographics. It became clear that there is no such thing as a
one-size-fits-all strategy, highlighting the necessity of customised approaches that consider each business's

specifics.

Determining the key performance indicators (KPIs) gave important insights into the measures essential to
assessing the effectiveness of digital marketing campaigns. Although metrics like conversion rates, consumer
engagement, and brand visibility were commonplace indications, their importance and weight differed
depending on the industry. Businesses must carefully choose KPIs that align with their unique aims and

objectives, considering the peculiarities of their industry and the changing digital world.

This study emphasised how developing technologies are revolutionising online presence and promoting
tactics. These techniques won't work unless industry-specific tactics are used, ones that acknowledge the
distinctive qualities of every area. To measure the success of their digital marketing campaigns and promote
sustainable growth in a constantly changing digital environment, businesses navigating the digital space will

need to have a thorough awareness of key performance indicators.
RECOMMENDATION

v Adopt modern data analytics, augmented reality, and artificial intelligence to improve your online presence

and marketing tactics.

v Perform in-depth market research to comprehend the industry-specific elements that affect online

marketing performance, taking into account competitive environments, product attributes, and demography.

v' Create a forum for industry-to-industry knowledge exchange to enable sharing creative strategies and best

practices for Internet advertising.

v" Tailor KPIs to the particular needs of your industry, making sure they reflect your company's priorities and
distinctive characteristics.

v Adopt optimisation tactics founded on performance metrics analysis to guarantee long-term success in the
dynamic digital environment.

FUTURE SCOPE OF THE STUDY

More research in these areas must be done to gain a better knowledge of how dynamic online presence and
promotion methods are. This will help firms better manage the always-shifting digital landscape.
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