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Abstract:  

The study started with the aim to analyses the various problems involving the digital marketing. 

Supported the discussion it's been found that just in case of the digital selling the foremost vital facet is to attach 

with the users. The ladder of engagement has shown the approaches to connect with the customers. The study 

has additionally unconcealed that so as to utilize the digital selling in an effective way; the businesses are 

needed to style an efficient platform. The effectiveness of a social media platform has been discussed. This 

trends in the digital selling have additionally been mentioned within the study.  It has shown that within the 

current context, it's become vital to integrate all the systems thereupon of the digital platform. It’s given State 

wide scope to understand the selling methods offered and also the most involving digitally involved. 
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Introduction: 

Digital marketing has given us great ways to protect and build our digital reputations. Today they have 

the ease of searching conversations, the ability to set alerts to help us monitor our names, the constant 

availability of learning opportunities and more ways to communicate and interact with others. All of these tools, 

which were not available just a few years ago, now make it possible for us to be proactive in maintaining, 

building and protecting your personal brand and help spread word-of-mouth about our books.   

Fauser et al. (2011) comes up different perception that the digital networks are best suitable only for 

the communication and information sharing. Only few networks are suits for marketing purpose rest are not a 

appropriate tool for marketing. The major use fo digital networks are communication only [Fauser et al.2011]. 

  According to Gummesson [2002] through Digital networks made easier the frequent communication, 

so it play vital role in the initial communication between the business and the customer. Once they connect each 

other it builds a strong bond in the relationship.  

Janal (1998) on the other hand, the business can create brand community page and start discussion 

with the staffs, friends, and relatives, this will lead to vocal member participation and furthermore it develops 

the relationship with the member and the brand.  This communication between the brand and the online 

customer can able to understand the product and services provided by brand and became loyal customer for the 

brand. So this will illustrate us without the information sharing and initial conversation about the brand, there is 

no possibility for the serious engagement for the brand. 

Marketing Through Digital Marketing: 

Digital marketing has changed the way people connect, discover, and share information. Digital 

marketing is the technology that connects people whether it’s to share content or just to chat. Digital networks, 

like Facebook, Twitter, LinkedIn, and Pinterest are the places where digital interactions happen (discovering & 

sharing). Digital marketing is the way to use that technology to build relationships, drive repeat business. And 

attract new customers through friends sharing with friends. Chadwick Martin Bailey Consumer Pulse 2010 (n= 

2204).  

In wider conditions the topic of the analysis is group press as a system of promotion and creating item 

attention, but it is first essential to determine the terminology “marketing” known to in the title. Therefore  

according to the, The America Marketing Organization, Marketing is an organizational function and a set of 

techniques for creating, communicating, and offering value to clients and for managing customer connections in 

techniques that benefit the  company and its stakeholders. 

In the above, the look for conditions are “organizational function, and techniques for creating, 

communicating, offering, and exchanging unique provides that have value for customers”. From a company 

perspective, the factors of these techniques known in the importance above are item attention, promotion, etc.  

Therefore for the sake of this analysis, they focus only on one branch of promotion which is item attention or 

item management as a process of communicating or offering value to clients as already proven in the value of 

promotion by The America Marketing Organization Chaffey et al. (2003) thus explain internet promotion as use 

of the Internet and appropriate digital particular development to achieve promotion objectives (Chaffey et al. 

2003, 1). These promotion objectives can be observed by use of Digital networks.  

Digital networking techniques provide as a proper tool for promoters (Qualman 2010: 28). What this 

means is that Facebook, twitter etc. are indicates of accomplishing promotion models through the worldwide 

web. It is therefore imperative for promoters to find appropriate techniques to suite their promotion objectives. 
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An outstanding promotion objective allows marketers to acquire new clients, while retaining the already current 

ones through customer support. 

Further evaluation 3 points on how the worldwide web can be used to achieve the „processes‟ 

 Determining how the Internet can be used for promotion analysis to find out customers‟ needs and 

wants 

 Anticipating the on the internet earnings contribution 

 Client support through digital channel; satisfaction here represents the website simple us ability, 

adequate performance, and determining what the standard associated customer support is. 

Online advertising has an excess of strengths; the speed of accessing information is very fast and very 

economical, besides that on the internet has no geographical limitations. Moreover to affordability, the 

professional likewise has to be able to analysis new suppliers at a fraction of past look for expenses. In other 

conditions all the marketing analysis performed through on the internet is very affordable [Gay et al. 2007, 

129]. However are quick to indicate some essential weakness that internet promotion encounter. The first issue 

is that cultural and language differences may current issues in information gathering across world limitations. 

Secondly, it can be difficult to assurance that the individual responding is the individual that the customer thinks 

they are [Gay et al.2007, 129]. 

Statement of the Problem: 

This includes the parameters that are based on the strength/weakness of the organization that holds the 

overview about the challenges that are expected to be dealt. This methodology is important to know about the 

needs of the organization to develop their organization growth level and to it may vary from time to time based 

on the priority. To identify the shortfalls of the organization and to rectify the process. This system explains 

about the digital marketing process that is to be integrated with various departments to increase the position of 

the sector. 

Objectives of the Study: 

 To study on the digital marketing in Odisha 

 To study about the importance of digital marketing in the current trend 

 To know the other marketing strategies involved in uniq. 

 To understand the effectiveness of marketing in retaining the relationship with customers 

 To study about the advantages and disadvantages of digital marketing 

 To understand the challenges involved in implementing the marketing via digitally 

Need of the Study: 

 To develop an intelligent appreciation of modern marketing practices.  

 To develop guiding policies regarding marketing procedures and their implementation.  

 To analyze marketing problems according to circumstances and to make solution.   

 To study the shortcoming in the existing patterns of marketing. 

 To enable managers to assess and decide a particular course of action 

Scope of the Study:  

 Studying various marketing strategies  

 Interacting with the employees of the company  

 We got to know why customer retention is important in every business  

 Knowing the digital marketing in the current trends  

Research Design: 
Research design refers to the overall structure and orientation of an investigation. A descriptive 

research design was carried out to study the digital marketing techniques followed in Odisha.  

Population: 
The aggregate of all the units concerning this study is called “population”. The population for this 

study is 150 respondents. 

Sampling Technique: 
The Sampling technique used in this study is simple random sampling. Simple random sampling is a 

method used to call a smaller sample size from a larger population and use it to research and make 

generalizations about the larger group.   

Sample Size: 

Sample size is the act of choosing the number of respondents. Sample size they focus on this project is 

150 respondents were taken from the population by using random sampling method. 

Sample Design: 
Sampling design is imperative in every scientific study. Hence in this study simple random sampling 

methods have been used to collect data.        

Sampling Tools:  

 Percentage analysis, Kruskal-Wallis test and One way-Anova.  
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Limitations of the Study:  

 The sample size of the study is limited to 150.  

 There may be a bias towards primary data collected from the respondents.   

 The sampling is limited to a specific area.  

Analysis and Interpretation:  

Demographic 

Variables 
Particulars 

No. of 

Respondents 

Percentage of 

Respondents 

Age 

20-25 yrs 24 16 

26-30 yrs 53 35.3 

31-35 yrs 63 42 

More than 35 10 6.66 

Total 150 99.96 

Gender 

Male 97 64.6 

Female 53 35.3 

Total 150 99.9 

Income level 

Less than 2 lakhs 13 8.66 

2.01 -3 lakhs 51 34 

3-4 lakhs 64 42.6 

More than 4 lakhs 22 14.6 

Total 150 100 

Year of experience 

Less than a year 23 15.3 

1-2 years 68 45.3 

2-3 years 39 26 

More than 3 years 20 13.3 

Total 150 100 

From the analysis can see that the male respondent percentage is 64.6% and the female is 35.3%.64.6% 

and the female is 35.3%.42.6% has a income level of 3-4 Lakhs. The major respondents of 34% has income 

level of 2.01-3 lakhs and the lowest respondents of 8.66% has income level less than 2 lakhs.45.3% has a 

experience level of 1-2 years and the lower respondents of 13.3% has experience level of more than 3 

years.36% find marketing as reachability.  

Perception of Respondents towards Marketing:  

Particulars No. of Respondents Percentage of Respondents 

Promotion 38 25.3 

Awareness of the brand 37 24.6 

Reachability 54 36 

Business making 21 14 

Total 150 100 

From the analysis can see that the major respondents of 36% find marketing as reachability. The 

respondents of 24.6% find marketing as awareness of the brand. The respondents of 25.3% find marketing as 

promotion and the remaining respondents of 14% find marketing as business making. 

Main Marketing Strategies Generating Business: 

Particulars No.of Respondents Percentage of Respondents 

Online Marketing 29 19.3 

Facebook Marketing 45 30 

Telemarketing 53 35.3 

Direct Marketing 23 15.3 

Total 150 99.9 

From the analysis can see that the major respondents of 35.3% has selected telemarketing as the main 

marketing strategies. The respondents of 30% has selected facebook marketing as the main marketing strategies 

and the remaining respondents of 34.6% has selected online and direct marketing strategies. 

Prefer Using Digital Marketing for Business: 

Particulars No. of Respondents Percentage of Respondents 

Yes 79 52.6 

No 14 9.33 

Sometimes 57 38 

Total 150 100 
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From the analysis can see that the respondents of 52.6% prefer digital marketing for business needs. 

The respondents of 38% sometimes prefer digital marketing and the remaining 9.33% do not prefer digital 

marketing for business. 

One Way Anova:  

Comparison between Age and Acceptance of Respondents towards Digital Marketing:  

Ho1: There is a significant difference between age and acceptance of respondents towards digital marketing  

Descriptive: 

Acceptance Age N Mean SD F Sig 

Business emerged via 

digital marketing 

20-25 years 24 2.33 .963 

0.129 0.043 

26-30 years 53 2.36 .901 

31-35 years 63 2.32 .800 

More than 35 10 2.50 1.080 

Total 150 2.35 .875 

Marketing team 

strategies support for 

business growth 

20-25 years 24 2.04 .751 

1.626 0.186 

26-30 years 53 2.15 .886 

31-35 years 63 2.30 .873 

More than 35 10 2.70 1.059 

Total 150 2.23 .878 

Marketing the 

respondents in 

retaining their clients 

20-25 years 24 2.67 .702 

.116 .951 

26-30 years 53 2.70 .911 

31-35 years 63 2.75 .842 

More than 35 10 2.60 .966 

Total 150 2.71 .848 

 It reveals that age has no significant difference with business emerged via digital marketing (0.043) 

and meanwhile, age has a significant difference with Marketing team strategies support for business growth 

(0.186) and Marketing the respondents in retaining their clients (0.951).  

Business Emerged Via Digital Marketing: 

 The respondents who are from the age group between 20-25 (2.33), age group between 26-30 (2.36), 

between 31-35 (2.32), and more than 35 (2.50) agree towards business emerged via digital marketing.  

Kruskall Wallis Test:  

Comparison between Gender and Acceptance of Respondents towards Digital Marketing:  

Ho2: There is a significant difference between gender and acceptance of respondents towards digital marketing  

Ranks: 

Particulars Gender N Mean Rank Chi-square Sig 

Business emerged via digital 

marketing 

Male 97 73.11 

0.963 0.326 Female 53 79.88 

Total 150  

Marketing team strategies 

support for business growth 

Male 97 73.08 

1.125 0.002 Female 53 79.93 

Total 150  

Marketing the respondents in 

retaining their clients 

Male 97 75.01 

0.042 0.838 Female 53 76.40 

Total 150  

 There is no relationship between gender and business emerged via digital marketing (0.326) and 

Marketing the respondents in retaining their clients (0.838). Meanwhile, there is a relationship between gender 

and marketing team strategies support for business growth (0.002).  

Marketing Team Strategies Support for Business Growth: 

 It reveals that the respondents who are female (79.93) have higher level of acceptance towards digital 

marketing.  

Findings: 

 From the analysis can see that the major respondents falls in the category of 31-35 yrs of 42% and the 

least percentage category is 10% of more than 35 yrs. 
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 From the analysis can see that the male respondent percentage is 64.6% and the female is 35.3%. 

 From the analysis can see that the major respondents of 42.6% has a income level of 3-4 Lakhs. 

 The major respondents of 34% has income level od 2.01-3 lakhs and the lowest respondents of 8.66% 

has income level less than 2 lakhs. 

 From the analysis can see that the major respondents of 45.3% has a experience level of 1-2 years and 

the lower respondents of 13.3% has experience level of more than 3 years. 

 From the analysis can see that the major respondents of 36% find marketing as reachability. 

 The respondents of 24.6% find marketing as awareness of the brand. The respondents of 25.3% find 

marketing as promotion and the remaining respondents of 14% find marketing as business making. 

 From the analysis can see that the major respondents of 35.3% has selected telemarketing as the main 

marketing strategies. The respondents of 30% has selected facebook marketing as the main marketing 

strategies and the remaining respondents of 34.6% has selected online and direct marketing strategies. 

 From the analysis can see that the respondents of 52.6% prefer digital marketing for business needs. 

The respondents of 38% sometimes prefer digital marketing and the remaining 9.33% do not prefer 

digital marketing for business. 

 From the analysis can see that the respondents of 72.6% prefer digital marketing for to reach phases 

where internet is not involved and some prefer both. The respondents of 27.3% prefer to reach via 

digital channels. 

 From the analysis can see that the main digital marketing that is used is social media marketing 27.3% 

and the second one is content marketing around 26% and the remaining 10% used is the email 

marketing. 

Suggestion and Recommendation: 

 Focus on client engagement: Note when and the way typically your customers connect with you and 

your messages, so create a method that revolves around those key engagement times. 

 Develop a transparent knowledge strategy: Consider the client interaction knowledge you presently 

have and can acquire within the future, and develop a long methodology for collection that knowledge 

to higher analyse differing client engagement times.  

 Roll out responsive design: After observing what number of your customers read your emails on their 

mobile device, determine whether or not utilizing a responsive style set up can enable you to realize a 

ROI. 

 Hone in on clear objectives: Have set, quantitative goals for observation your social media selling 

plans and then you may be able to additional simply determine what must be modified or additional 

within your content and client service initiatives. 

 Take a deep explore however customers are presently experiencing your brand: Observe how 

customers are interacting together with your whole each on-line and offline, so produce a replacement 

plan. 

 Start with your customers: Although they have a tendency to board a dominantly digital world, it does 

not mean that they should always speak like robots on the web. it's become important to check 

knowledge that's involving customers’ behaviour regarding your brand, so develop additional high-

quality personalised messages to send them. 

 Think regarding personalization beyond email: Aside from personalised emails, businesses are also 

making full personalised internet interactions. supported the success of your email selling efforts, you 

ought to develop identical distinctive expertise through varied channels, together with social, mobile 

and therefore the web. 

Conclusion: 

The effectiveness of a social media platform has been discussed. This trends in the digital selling have 

additionally been mentioned within the study.  It has shown that within the current context, it's become vital to 

integrate all the systems thereupon of the digital platform. It’s given State wide scope to understand the selling 

methods offered and also the most involving digitally involved. 
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