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To increase access of potential learners of all categories to higher education, research 
and training, and  ensure equity through delivery of high quality processes and  
outcomes fostering inclusive educational empowerment for social advancement. 
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To be benchmarked as a model for conservation and dissemination of  
knowledge and skill on blended and virtual mode in education, training and 

research for normal, continuing, and adult learners. 
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Access and Quality define Equity.
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Dear Learner,

It is with great pleasure that I welcome you to the Four Year UG Programme offered by Sreenarayanaguru 
Open University.

Established in September 2020, our university aims to provide high-quality higher education through open 
and distance learning. Our guiding principle, ‘access and quality define equity’, shapes our approach to ed-
ucation. We are committed to maintaining the highest standards in our academic offerings.

Our university proudly bears the name of  Sreenarayanaguru, a prominent Renaissance thinker of  modern 
India. His philosophy of  social reform and educational empowerment serves as a constant reminder of  our 
dedication to excellence in all our academic pursuits.

The University is dedicated to offering forward-looking, skill-based learning experiences that prepare learn-
ers for the evolving demands of  the modern world. As part of  the FYUG programme, the Multidisciplinary 
Course titled Digital Marketing provides an introduction to one of  the most dynamic and in-demand fields 
today. This course is designed to equip learners with foundational knowledge of  digital marketing tools, 
strategies, and platforms. The material emphasises practical learning, enabling students to apply concepts in 
real-world scenarios. By exploring related disciplines, you gain a more comprehensive education, preparing 
you for diverse career opportunities and fostering well-rounded intellectual growth throughout your aca-
demic journey.

Our teaching methodology combines three key elements: Self  Learning Material, Classroom Counselling, 
and Virtual modes. This blended approach aims to provide a rich and engaging learning experience, over-
coming the limitations often associated with distance education. We are confident that this programme will 
enhance your understanding of  statistical methods in business contexts, preparing you for various career 
paths and further academic pursuits.

Our learner support services are always available to address any concerns you may have during your time 
with us. We encourage you to reach out with any questions or feedback regarding the programme.

We wish you success in your academic journey with Sreenarayanaguru Open University.

Best regards,

Dr. Jagathy Raj V.P.
Vice Chancellor            			   01-01-2025

Message from 
Vice Chancellor
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2 SGOU - SLM - FYUGP -Digital Marketing2

Upon the completion of this unit, the learner will be able to:

◊	 comprehend the fundamental concepts of digital marketing and its 
significance in modern business strategies

◊	 differentiate between traditional marketing and digital marketing based on 
cost, reach, targeting, and engagement

◊	 analyse the evolution of digital marketing and its impact on consumer 
behaviour and business growth

◊	 evaluate the scope of digital marketing in organizations, including brand 
awareness, lead generation, customer engagement, and data analytics

 You have just opened  a small cafe in
 

your
 

town.
 

You
 

 serve  
 

amazing
 

coffee
 and  delicious  pastries  and  have  a  cosy  atmosphere . But there is one problem : you 

don’t have enough customers. 

So, how do you make people aware of your cafe and convince them to visit? 
You could:

◊	 Print Flyers and distribute them around town.

◊	 Tell Your Friends and ask them to spread the word.

◊	 Put Up a Signboard to attract passersby.

These methods are traditional marketing techniques, but they have limitations. 
What if you could reach thousands of people instantly, even those who don’t walk 
past your cafe? Here comes the importance of entering into Digital Marketing.

Instead of just relying on flyers and word-of-mouth, you decide to use digital 
marketing:

◊	 Social Media – You create an Instagram and Facebook page, post delicious 
pictures of your coffee, and run ads to attract coffee lovers nearby.

Introduction to 
Digital Marketing

Unit
1

Learning Outcomes

Prerequisite
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Digital Marketing, Traditional Marketing, Online Marketing, Offline Digital 
Marketing, Search Engine Optimization (SEO), Social Media Marketing, 
Personalisation, Data Analytics

Discussion

Keywords

1.1.1	Digital Marketing
In today’s fast-paced digital world, businesses must leverage modern technologies 

to connect with their audiences effectively. Digital marketing is the broad term that 
encompasses all marketing efforts using digital platforms and technologies, whether 
online or offline. It has become an essential component of modern business strategies, 
allowing companies to engage with potential customers in innovative ways.

Digital Marketing refers to all marketing activities that utilise digital platforms and 
technology. Most of the time, it requires an internet connection. However, it is not 
limited to internet-based methods. It includes both online marketing (internet-based) 
and offline digital marketing (non-internet-based).

Online Marketing: Online marketing is a key component of digital marketing that 
specifically involves internet-based marketing strategies. Some of the most common 
online marketing techniques include:

i.	 Email Marketing – Sending targeted promotional emails to customers.

ii.	 Search Engine Optimization (SEO) – Improving website visibility on search 
engines.

iii.	 Paid Advertisements – Running ads on social media platforms like Facebook, 

◊	 Google Search – When someone searches “best café near me,” your café 
appears because you optimised your website with the right keywords.

◊	 Email Marketing – You collect emails from visitors and send them offers 
like “Buy 1 Get 1 Free” on weekends.

◊	 Influencer Marketing – A popular local food blogger visits your café and 
posts a review, bringing in more customers.

Digital marketing is like having a superpower for your business. It helps you 
reach the right people at the right time with the right message—all online!

Let us explore more about how businesses use digital marketing.
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4 SGOU - SLM - FYUGP -Digital Marketing4

Instagram, or Google.

iv.	 Social Media Marketing – Promoting products and services via social media 
platforms.

Offline Digital Marketing: Digital marketing also extends beyond the internet. Some 
effective offline digital marketing methods include:

i.	 Digital Billboards – Large electronic advertisements displayed in public spaces.

ii.	 SMS Marketing – Sending promotional messages directly to mobile phones.

iii.	 On-Demand TV Advertising – Ads that appear on digital streaming platforms.

Case Study: Spotify’s “Wrapped” Campaign

In 2016, Spotify, a leading music streaming service, launched its annual “Wrapped” 
campaign, providing users with personalised insights into their listening habits over the 
past year. This initiative not only engaged existing users but also attracted new ones 
through widespread social media sharing.

Strategies followed by Spotify:

Personalised Content: Spotify analysed individual user data to create customised 
reports highlighting top songs, artists, and genres listened to throughout the year.

Social Media Integration: The platform encouraged users to share their “Wrapped” 
summaries on social media platforms like Instagram, Twitter, and Facebook, turning 
users into brand ambassadors.

Results:

Increased Engagement: Users eagerly anticipated their annual summaries, leading to 
heightened interaction with the app during the campaign period.

Viral Spread: Personalised summaries have become a trending topic on social media, 
significantly increasing Spotify’s visibility and attracting new users.

Conclusion:

Spotify’s “Wrapped” campaign exemplifies the power of personalized content 
in digital marketing. By leveraging user data to create shareable, individualised 
experiences, Spotify successfully enhanced user engagement and expanded its user 
base through organic social media reach.

This case highlights how companies can utilise data-driven personalisation to foster 
customer loyalty and drive growth in the digital age.

1.1.1.1 Importance of Digital Marketing

Digital marketing is a crucial part of modern business strategies. It allows companies 
to connect with their audience, boost sales, and build brand awareness using digital 
channels. Here are some key reasons why digital marketing is important:
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1.	 Wider Reach 

Unlike traditional marketing, digital marketing helps businesses reach a global 
audience. With online strategies like SEO, social media marketing, and email campaigns, 
businesses can target customers worldwide, breaking geographical limitations.

Example: Airbnb, the global accommodation marketplace, uses Google Ads, 
social media marketing, and SEO to target travellers worldwide. Instead of relying 
on physical ads, Airbnb attracts millions of visitors to its website through digital 
marketing, making it one of the biggest travel platforms.

2.	 Cost-Effective 

Traditional advertising (TV, billboards, newspapers) is expensive, whereas digital 
marketing is affordable and scalable. Small businesses can compete with big brands 
using digital ads, social media, and content marketing at a fraction of the cost.

Example: Dollar Shave Club, this startup disrupted the shaving industry with a low-
budget viral YouTube ad titled “Our Blades Are F*ing Great.”Instead of spending 
millions on TV ads like Gillette, they used content marketing and social media ads to 
attract customers. This strategy brought in thousands of new customers within days!

3.	 Targeted Marketing 

With digital marketing, businesses can specifically target the right audience based on 
demographics, interests, and online behaviour. Tools like Facebook Ads, Google Ads, 
and email segmentation allow brands to reach the right customers at the right time.

Example:  Amazon tracks customer behaviour and uses personalised 
recommendations. If you search for a phone case, Amazon will show related products 
in ads and emails. This level of targeted marketing increases sales by ensuring that 
customers see only the products they are interested in.

4.	 Measurable Results 

Unlike traditional marketing, where success is difficult to track, digital marketing 
provides real-time analytics. Businesses can monitor website traffic, conversion rates, 
social media engagement, and ad performance using tools like Google Analytics and 
Facebook Insights.

Example: Coca-Cola uses real-time social media analytics to track which 
advertisements perform best. If a campaign isn’t working, they adjust it immediately 
which something that is not possible with traditional marketing.

5.	 Increased Customer Engagement 

Social media platforms, email marketing, and live chat enable brands to directly 
engage with customers. Quick responses and personalised interactions build strong 
customer relationships, improving trust and loyalty.

Example: Fast-food chain Wendy’s uses Twitter for real-time engagement with 
customers. They reply humorously to customer tweets, roast competitors, and create 
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viral moments that boost their brand awareness.

6.	 Boosts Brand Awareness 

With millions of people online daily, consistent digital marketing efforts (such as 
social media posts, blogs, and influencer collaborations) increase brand recognition. 
Viral marketing campaigns can spread brand messages quickly and effectively.

Example: Nike collaborates with athletes and uses influencer marketing and social 
media to spread its brand message. Every campaign is optimised for digital platforms, 
ensuring they reach millions of people worldwide.

7.	 Higher Conversion Rates 

Digital marketing strategies like email campaigns, retargeting ads, and personalised 
offers help convert leads into customers. E-commerce brands, for example, use 
abandoned cart emails to remind customers who added items to their shopping cart but 
did not complete the purchase.

Example: Netflix tracks user viewing history and recommends shows based on 
preferences. This keeps users engaged and ensures they keep renewing their subscriptions 
driving higher conversions.

8.	 Competitive Advantage 

In today’s digital world, businesses that do not use digital marketing risk falling 
behind. Companies that leverage SEO, content marketing, and paid ads gain a 
competitive edge over those that rely solely on traditional marketing.

Example: Tesla does not spend on traditional advertising. Instead, they rely on 
digital marketing strategies, such as social media buzz, influencer endorsements, 
and direct engagement with customers via X (formerly Twitter). This approach has 
made them a dominant player in the EV industry.

9.	 Mobile Accessibility 

With more people using smartphones, digital marketing allows businesses to connect 
with consumers anytime, anywhere. Mobile-friendly websites, social media ads, and 
app marketing ensure a seamless user experience.

Example: Starbucks uses mobile-friendly digital marketing, offering in-app 
ordering, rewards, and personalised promotions. This drives customer loyalty and 
repeat purchases, making Starbucks one of the most successful coffee brands.

10.	 Adaptability and Flexibility 

Digital marketing is highly flexible. Businesses can adjust strategies in real time based 
on performance metrics. Unlike traditional marketing, where changing an ad campaign 
takes time and money, digital marketing campaigns can be optimised instantly.

Example: Pepsi originally launched the Pepsi Challenge in the 1970s. But instead 
of running it traditionally, they revived it as a digital campaign, using social media, 
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YouTube, and influencers to reach modern audiences. This adaptability helped Pepsi 
stay relevant.

Digital marketing is no longer an option; it’s a necessity for businesses of all sizes. 
It provides cost-effective solutions, measurable results, and unmatched opportunities 
to connect with customers. Companies that embrace digital marketing can grow faster, 
compete effectively, and achieve long-term success in today’s digital world.

1.1.1.2 Evolution of Digital Marketing

Digital marketing has undergone a massive transformation over the past few decades. 
With the rapid advancements in technology, changes in consumer behaviour, and the 
rise of new platforms, digital marketing has continuously evolved to become more data-
driven, personalised, and interactive. Below is a detailed breakdown of the evolution of 
digital marketing over time.

1.	 The Pre-Digital Era (Before the 1990s)

Before the rise of the internet, marketing primarily relied on traditional methods such 
as newspapers, magazines, radio, television, and billboards. These were the primary 
means of reaching consumers, and businesses focused on mass media advertising to 
generate brand awareness. However, these methods had limited targeting capabilities, 
and customer interaction with brands was minimal. Companies relied on market research, 
surveys, and focus groups to understand their audience, but there was no direct way to 
measure the success of campaigns in real-time. This era set the foundation for modern 
marketing but lacked the technological advancements needed for personalisation and 
precise audience targeting.

2.	 The Early Internet Age (1990s – Early 2000s)

With the introduction of the internet in the 1990s, businesses started exploring 
digital marketing opportunities. Websites became essential for companies, allowing 
them to create an online presence and provide information to customers. The rise of 
search engines like Yahoo (1994) and Google (1998) led to the birth of Search Engine 
Optimization (SEO), where businesses optimised their websites to appear in search 
results. SEO became a key strategy for driving organic traffic and increasing online 
visibility.

Email marketing also gained popularity during this period, with businesses using 
emails to reach customers directly. Companies started sending promotional emails, 
newsletters, and personalised offers. However, the rise of spam emails led to regulations 
such as the CAN-SPAM Act (2003), which required marketers to follow ethical email 
marketing practices. Despite its early limitations, the internet revolutionised how 
businesses connected with consumers and laid the groundwork for digital marketing.

3.	 The Rise of Search and Social Media (2000s – 2010s)

The 2000s marked a significant shift in digital marketing with the rise of search 
engines, social media, and new advertising strategies. Google launched Google 
AdWords (now Google Ads) in 2000, introducing the concept of Pay-Per-Click (PPC) 
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advertising. This allowed businesses to place ads on search engines and pay only when 
users clicked on them. PPC became an essential part of digital marketing, enabling 
businesses to reach their target audience more efficiently.

Content marketing also started gaining momentum during this period, with 
businesses using blogs and informative articles to attract and engage users. Platforms 
like WordPress (2003) made it easier for companies to publish content and improve 
their online authority. Social media marketing also emerged, with platforms like 
Facebook (2004), YouTube (2005), and Twitter (2006) changing how brands interacted 
with their audience. Social media has become a powerful tool for businesses to engage 
with customers, run targeted ads, and build communities.

The rise of mobile devices further transformed digital marketing. The launch of 
the iPhone in 2007 led to an increase in mobile internet usage, prompting businesses 
to optimise their websites for mobile users. Mobile marketing, including SMS 
campaigns and app-based advertising, became essential for reaching audiences on their 
smartphones. This era saw the transition from static websites to dynamic, interactive 
platforms that allowed businesses to engage with users in real-time.

4.	 The Era of Personalisation and Automation (2010s – 2020s)

With advancements in artificial intelligence, big data, and automation, digital 
marketing has become more personalised and data-driven. Businesses started using 
customer data to create targeted campaigns, improving user experiences and engagement 
rates. AI-powered tools allow companies to analyse user behaviour, predict preferences, 
and deliver personalised recommendations. Chatbots also became popular, enabling 
businesses to automate customer service and provide instant support.

Influencer marketing became a dominant strategy during this period, with brands 
collaborating with social media influencers to reach specific audiences. Platforms like 
Instagram, YouTube, and TikTok allow influencers to create sponsored content, making 
brand promotions more authentic and relatable. Video marketing also gained popularity, 
with businesses leveraging short-form videos, live streaming, and interactive content 
to engage users.

Another significant shift was the rise of voice search and smart assistants like Amazon 
Alexa, Google Assistant, and Apple Siri. Users started searching for information 
through voice commands, prompting businesses to optimise their content for voice 
search. Additionally, omnichannel marketing became crucial, where brands integrated 
multiple digital platforms, such as websites, social media, email, and mobile apps, to 
provide a seamless customer experience. This era marked the shift from traditional 
digital marketing to a more interactive, automated, and personalised approach.

5.	 The Future of Digital Marketing (2020s & Beyond)

As digital marketing continues to evolve, several emerging trends are expected to 
shape its future. Artificial intelligence and automation will play an even bigger role, 
with AI-powered tools helping businesses create content, optimise ads, and analyse 
customer behaviour in real time. Automation will streamline marketing efforts, allowing 
businesses to deliver hyper-personalized experiences to users.
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The rise of the Metaverse and virtual reality (VR) marketing is expected to change 
how brands interact with consumers. Companies are exploring virtual spaces where 
users can engage with products, attend virtual events, and shop in immersive digital 
environments. Augmented Reality (AR) is also becoming a game-changer, allowing 
consumers to visualise products before making a purchase, enhancing their shopping 
experience.

Data privacy and security will become a major focus, with stricter regulations on how 
businesses collect and use customer data. The decline of third-party cookies and the rise 
of blockchain technology will impact digital advertising, requiring businesses to find 
new ways to target customers ethically. Brands will need to prioritise transparency and 
consent-based marketing to maintain consumer trust.

Interactive and immersive content will continue to dominate, with short-form 
videos, interactive ads, and AI-generated content gaining popularity. Businesses will 
need to adapt to these changes and invest in emerging technologies to stay ahead in the 
competitive digital marketing landscape.

Digital marketing has evolved from basic online advertising to highly personalised, 
AI-driven, and immersive experiences. Over the years, the rise of search engines, social 
media, mobile marketing, and automation has transformed how businesses connect 
with consumers. As technology continues to advance, digital marketing will become 
even more interactive, data-driven, and customer-centric. Marketers must stay updated 
with the latest trends and leverage innovative strategies to remain competitive in the 
ever-changing digital world.

1.1.1.3 Scope of Digital Marketing

Digital marketing has become an essential component of organizational strategy 
due to the increasing reliance on digital platforms for communication, commerce, 
and brand building. The scope of digital marketing within an organization is vast and 
encompasses various activities aimed at achieving business objectives. Here are some 
key areas where digital marketing plays a crucial role:

1.	 Brand Awareness and Visibility

a.	 Social Media Marketing: Leveraging platforms like Facebook, Instagram, 
LinkedIn, Twitter, and TikTok to increase brand visibility and engage with 
audiences.

Example: Nike uses Instagram and Twitter to showcase their products, share 
inspirational stories, and engage with their audience through hashtags like 
#JustDoIt.

b.	 Search Engine Optimization (SEO): Optimizing website content to rank higher 
in search engine results, thereby increasing organic traffic.

Example: HubSpot consistently ranks high on Google for terms like “inbound 
marketing” due to their well-optimized blog content and resources.
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10 SGOU - SLM - FYUGP -Digital Marketing10

c.	 Content Marketing: Creating valuable, relevant content to attract and engage a 
target audience, establishing the brand as an authority in its niche.

Example: Red Bull creates high-energy content, including videos, articles, and 
events, that aligns with their brand image and attracts a global audience.

2.	 Lead Generation and Conversion

a.	 Pay-Per-Click (PPC) Advertising: Using platforms like Google Ads and social 
media ads to drive targeted traffic to the website, generating leads.

Example: Amazon  uses Google Ads to promote products directly in search 
results, driving traffic to their product pages.

b.	 Email Marketing: Nurturing leads through personalised email campaigns, 
promoting products/services, and driving conversions.

Example: Airbnb  sends personalised email recommendations based on user 
preferences and past bookings, encouraging repeat visits and bookings.

c.	 Landing Pages and Conversion Rate Optimization (CRO): Designing effective 
landing pages and optimising them to convert visitors into customers.

Example: Dropbox improved their sign-up conversion rates by simplifying their 
landing page and offering a clear value proposition. 

3.	 Customer Engagement and Retention

a.	 Social Media Engagement: Interacting with customers on social media, 
responding to queries, and building a community around the brand.

Example: Wendy’s is known for its witty and engaging Twitter presence, which 
has helped build a loyal following.

b.	 Retargeting Campaigns: Using retargeting ads to re-engage visitors who didn’t 
convert initially, encouraging them to return and complete a purchase.

Example: ASOS uses retargeting ads to show users products they viewed but 
didn’t purchase, often with a discount offer to encourage completion of the sale.

c.	 Loyalty Programs: Implementing digital loyalty programs to reward repeat 
customers and encourage long-term retention.

Example: Starbucks  uses their mobile app to offer rewards and personalized 
offers, driving customer retention and repeat visits.

4.	 E-commerce and Online Sales

a.	 Online Marketplaces: Selling products on platforms like Amazon, eBay, and 
Etsy, in addition to the organisation’s own e-commerce site.

Example: Apple  sells its products not only through its own website but also 
through platforms like Amazon and Best Buy.
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b.	 Shopping Ads: Utilizing Google Shopping and social media shopping features 
to promote products directly to interested buyers.

Example: Wayfair  uses Google Shopping ads to display products directly in 
search results, making it easy for users to find and purchase items.

c.	 Mobile Marketing: Optimizing for mobile users, including mobile-friendly 
websites, apps, and SMS marketing campaigns.

Example: Domino’s Pizza has a mobile app that allows users to easily order 
pizza, track delivery, and receive special offers.

5.	 Data Analytics and Insights

a.	 Web Analytics: Using tools like Google Analytics to track website performance, 
user behaviour, and campaign effectiveness.

Example: Netflix  uses data analytics to understand viewing habits and 
recommend personalised content to users.

b.	 Customer Insights: Analysing data to understand customer preferences, 
behaviours, and trends, enabling more targeted marketing efforts.

Example: Spotify  analyses listening data to create personalised playlists like 
“Discover Weekly,” which keeps users engaged.

c.	 A/B Testing: Conduct experiments to test different marketing strategies and 
optimise for better results.

Example: Google  constantly A/B tests its search engine results page (SERP) 
layout to improve user experience and ad performance.

6.	 Reputation Management

a.	 Online Reviews and Ratings: Monitoring and managing reviews on platforms 
like Google, Yelp, and industry-specific sites to maintain a positive brand 
image.

Example: TripAdvisor allows businesses to respond to reviews, helping them 
manage their online reputation and address customer concerns.

b.	 Crisis Management: Addressing negative feedback or PR crises promptly and 
effectively through digital channels.

Example: KFC effectively managed a chicken shortage crisis in the UK by using 
humour in their “FCK” apology campaign, which was well-received on social 
media.

7.	 Content Distribution and Amplification

a.	 Influencer Marketing: Collaborating with influencers to reach a broader 
audience and build credibility.

Example: Daniel Wellington  collaborates with influencers on Instagram to 
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showcase their watches, significantly boosting brand visibility and sales.

b.	 Content Syndication: Distributing content across various platforms, including 
blogs, news sites, and social media, to increase reach.

Example: Forbes  syndicates its articles across various platforms, increasing 
reach and driving traffic back to its main site.

c.	 Video Marketing: Utilizing platforms like YouTube and TikTok for video 
content, which can be highly engaging and shareable.

Example: GoPro  uses user-generated content on YouTube to showcase the 
capabilities of their cameras, creating engaging and authentic marketing.

8.	 Global Reach and Market Expansion

a.	 International SEO and PPC: Optimizing for different languages and regions to 
attract a global audience.

Example: IKEA  optimises its website for different languages and regions, 
ensuring it ranks well in local search results.

b.	 Localised Content: Creating content tailored to specific regions or cultures to 
resonate with local audiences.

Example: Coca-Cola creates region-specific campaigns, such as their “Share a 
Coke” campaign, which featured popular local names on bottles.

c.	 Cross-border E-commerce: Expanding sales to international markets through 
localised online stores and international shipping options.

Example: AliExpress offers localised versions of its site and supports multiple 
currencies and languages to cater to a global audience.

9.	 Automation and Efficiency

a.	 Marketing Automation: Using tools like HubSpot, Marketo, or Pardot to 
automate repetitive tasks, such as email campaigns, social media posting, and 
lead nurturing.

Example: Salesforce uses its own marketing automation tools to nurture leads 
through personalised email campaigns and targeted content.

b.	 Chatbots and AI: Implementing AI-driven chatbots for customer service and 
engagement, providing instant responses and improving user experience.

Example: Sephora  uses a chatbot on Facebook Messenger to provide beauty 
advice, product recommendations, and booking services for in-store appointments.

10.	 Innovation and Emerging Technologies

a.	 Augmented Reality (AR) and Virtual Reality (VR): Creating immersive 
experiences for customers, such as virtual try-ons or interactive product 
demonstrations.
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Example: IKEA Place is an AR app that allows users to visualise how furniture 
will look in their homes before making a purchase.

b.	 Voice Search Optimisation: Optimizing content for voice search as more users 
rely on voice assistants like Siri, Alexa, and Google Assistant.

Example: Domino’s  allows customers to order pizza using voice commands 
through devices like Alexa and Google Home.

c.	 Blockchain and Digital Security: Exploring blockchain for secure transactions 
and data integrity, enhancing trust in digital marketing efforts.

Example: De Beers  uses blockchain to track the provenance of diamonds, 
ensuring they are ethically sourced and enhancing consumer trust.

11.	 Integration with Overall Business Strategy

a.	 Alignment with Business Goals: Ensuring digital marketing strategies align 
with the organisation’s overall objectives, such as increasing revenue, market 
share, or customer satisfaction.

Example: Tesla  integrates its digital marketing efforts with its mission to 
accelerate the world’s transition to sustainable energy, focusing on education 
and innovation.

b.	 Cross-department Collaboration: Working closely with sales, product 
development, and customer service teams to create cohesive and effective 
marketing campaigns.

Example: Zappos  aligns its marketing, customer service, and sales teams 
to deliver a seamless customer experience, emphasising their commitment to 
customer satisfaction.

c.	 Agility and Adaptability: Being able to quickly adapt to changes in the market, 
technology, or consumer behaviour to stay competitive.

Example: Unilever quickly adapted its digital marketing strategies during the 
COVID-19 pandemic, focusing on e-commerce and digital engagement to meet 
changing consumer behaviours.

12.	 Sustainability and Ethical Marketing

a.	 Green Marketing: Promoting sustainable practices and products through digital 
channels, appealing to environmentally conscious consumers.

Example: Patagonia promotes its commitment to environmental sustainability 
through digital campaigns and content that highlight their eco-friendly practices.

b.	 Ethical Advertising: Ensuring that digital marketing practices are transparent, 
honest, and respectful of consumer privacy.

Example: The Body Shop  emphasises its cruelty-free and ethically sourced 
products in its digital marketing, aligning with its brand values and appealing to 
conscious consumers.
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The scope of digital marketing in an organisation is extensive and continually evolving. 
It not only supports traditional marketing efforts but also opens up new avenues for 
growth, customer engagement, and innovation. Organisations that effectively leverage 
digital marketing can gain a significant competitive advantage, driving both short-term 
results and long-term success.

1.1.1.4 Traditional Marketing vs. Digital Marketing

Traditional Marketing refers to the marketing methods used before the widespread 
adoption of the Internet. Examples include television commercials, print advertisements, 
radio ads, and billboards. Digital Marketing, on the other hand, includes all marketing 
activities that leverage electronic devices or the Internet. It utilises online channels to 
reach consumers and build brand awareness. Search engine optimisation (SEO), social 
media marketing (SMM), content marketing, and email marketing are all components 
of digital marketing.

                                                   Table 1.1.1

Basis Traditional Marketing Digital Marketing

Definition
Marketing through offline 
channels like TV, radio, 
print, etc.

Marketing through online 
channels like websites, 
social media, email, etc.

Cost
Generally more expensive 
(e.g., TV ads, billboards).

More cost-effective and 
flexible budgeting options.

Reach
Limited to a specific 
geographic area or 
audience.

Global reach, accessible to 
anyone with internet access.

Targeting
Broad targeting (e.g., age, 
gender, location).

Highly specific targeting 
(e.g., demographics, 
interests, behaviour).

Engagement
One-way communication 
(brand to customer).

Two-way communication 
(interactive and engaging).

Measurement
Difficult to measure ROI 
and campaign effectiveness.

Easy to track and measure 
performance using analytics 
tools.

Flexibility
Less flexible; changes 
require time and resources.

Highly flexible; campaigns 
can be adjusted in real-time.

Duration
Longer lead times for 
execution and results.

Faster execution and quicker 
results.

Personalisation
Limited personalisation 
options.

Highly personalized 
campaigns based on user 
data.
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Examples
TV ads, radio ads, 
newspapers, flyers, 
billboards.

Social media ads, SEO, 
email marketing, PPC ads.

Customer 
Interaction

Limited interaction with 
the audience.

Direct interaction through 
comments, chats, etc.

Sustainability
Less eco-friendly (e.g., 
paper waste, energy use).

More eco-friendly (digital, 
paperless).

Accessibility
Requires physical presence 
(e.g., newspapers, posters).

Accessible 24/7 from any 
device with internet.

ROI Tracking
Hard to track and quantify 
ROI accurately.

Precise ROI tracking and 
performance analysis.

Ad Lifespan
Short lifespan (e.g., TV/
radio ads run for a limited 
time).

Longer lifespan (e.g., blog 
posts, videos remain online).

◊	 Digital Marketing

	►Definition: Marketing efforts using digital platforms and technologies, both 
online and offline.

	►Online Marketing: Includes email marketing, SEO, paid advertisements, and 
social media marketing.

	►Offline Digital Marketing: Includes digital billboards, SMS marketing, and 
on-demand TV advertising.

	►Case Study: Spotify’s “Wrapped” campaign showcased personalized content 
and social media integration, leading to increased engagement and viral 
growth.

◊	 Importance of Digital Marketing

	►Wider reach, cost-effectiveness, targeted marketing, measurable results, 
increased customer engagement, and competitive advantage.

	►Examples: Airbnb, Dollar Shave Club, Amazon, Coca-Cola, and Tesla.

◊	 Evolution of Digital Marketing

	►Pre-Digital Era: Reliance on traditional methods like TV, radio, and print.

	►Early Internet Age: Introduction of websites, SEO, and email marketing.

	►Rise of Search and Social Media: Emergence of Google Ads, social media 
platforms, and mobile marketing.

Recap
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	►Personalization and Automation: Use of AI, big data, and influencer marketing.

	►Future Trends: Metaverse, AR/VR, voice search, and ethical marketing.

◊	 Scope of Digital Marketing

	►Brand Awareness: Social media marketing, SEO, and content marketing.

	►Lead Generation: PPC advertising, email marketing, and landing pages.

	►Customer Engagement: Social media interaction, retargeting campaigns, and 
loyalty programs.

	►E-commerce: Online marketplaces, shopping ads, and mobile marketing.

	►Data Analytics: Web analytics, customer insights, and A/B testing.

	►Global Reach: International SEO, localized content, and cross-border 
e-commerce.

◊	 Traditional Marketing vs. Digital Marketing

	►Traditional Marketing: Offline, expensive, limited reach, one-way 
communication.

	►Digital Marketing: Online, cost-effective, global reach, two-way communication, 
measurable, and flexible.

1.	 What is the primary difference between traditional marketing and digital 
marketing?

2.	 Which marketing method is an example of offline digital marketing?

3.	 What does SEO stand for in digital marketing?

4.	 Which platform did Spotify use to promote its “Wrapped” campaign?

5.	 What is the main advantage of digital marketing over traditional marketing 
in terms of cost?

6.	 Which tool is commonly used to track website performance in digital 
marketing?

7.	 What is the primary goal of email marketing?

8.	 What is the key feature of personalized content in digital marketing?

       Objective Questions
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9.	 During which era did social media platforms like Facebook and Twitter 
rise?

10.	 What is the primary purpose of retargeting campaigns?

11.	 Which marketing strategy is an example of influencer marketing?

1.	 Traditional marketing uses offline channels, while digital marketing uses 
online and offline digital platforms.

2.	 Digital Billboards

3.	 Search Engine Optimization

4.	 Instagram

5.	 Digital marketing is more cost-effective and scalable.

6.	 Google Analytics

7.	 To nurture leads and drive conversions through targeted emails.

8.	 Tailoring content to individual user preferences and behaviour.

9.	 Rise of Search and Social Media

10.	 To re-engage visitors who did not convert initially.

11.	 Collaborating with Instagram influencers

Answers

1.	 Define digital marketing and explain its two main components.

2.	 How does Spotify’s “Wrapped” campaign demonstrate the power of 
personalised content?

3.	 List three advantages of digital marketing over traditional marketing.

4.	 Explain the role of SEO in digital marketing.

5.	 What is the significance of data analytics in digital marketing?

Self-Assessment QuestionsSG
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1.	 Analyse the importance of digital marketing for small businesses using 
real-world examples.

2.	 Discuss the evolution of digital marketing from the 1990s to the present 
day.

3.	 Compare and contrast traditional marketing and digital marketing using 
a table format.

4.	 Evaluate the role of influencer marketing in modern digital marketing 
strategies.

Assignments

6.	 How has the evolution of digital marketing impacted consumer behaviour?

7.	 Compare traditional marketing and digital marketing in terms of reach 
and targeting.

8.	 What are the key strategies used in social media marketing?

1.	 Chaffey, D., & Ellis-Chadwick, F. (2022). Digital marketing: Strategy, 
implementation, and practice. Pearson.

2.	 Kotler, P., Kartajaya, H., & Setiawan, I. (2021). Marketing 5.0: Technology 
for humanity. Wiley.
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Implementation, and Practice (7th ed.). Pearson.

2.	 Ryan, D. (2020). Understanding Digital Marketing: Marketing Strategies 
for Engaging the Digital Generation. Kogan Page.

3.	 Spotify. (2016).  Spotify Wrapped Campaign Case Study. Retrieved 
from https://www.spotify.com
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Prerequisite

Learning Outcomes

Upon the completion of this unit, the learner will be able to:

◊	 comprehend the various types of digital marketing, including content 
marketing, mobile marketing, affiliate marketing, email marketing, and 
PPC advertising

◊	 explore how businesses use digital marketing strategies to attract, engage, 
and convert customers effectively

◊	 analyse case studies of successful digital marketing campaigns and 
understand key performance metrics for measuring success

◊	 gain knowledge on digital marketing budgeting, allocation of funds across 
various channels, and how businesses optimise spending for maximum 
ROI

Imagine this: You wake up in the morning, check your phone, and see an email 
from your favourite online store offering an exclusive discount. Later, while 
scrolling through Instagram, you come across a reel, engaging video of a fashion 
influencer showcasing the latest trends. Intrigued, you visit the store’s website, 
and before you know it, you’ve made a purchase. This entire experience from the 
email to the social media ad to the website visit is the magic of digital marketing 
in action.

In today’s digital age, businesses no longer rely solely on billboards or TV 
commercials to reach their customers. Instead, they use websites, social media 
platforms, search engines, and emails to engage with people where they spend 
most of their time online. Digital marketing allows brands to connect with their 
audience instantly, understand their preferences, and offer personalised experiences 
that encourage them to take action.

This unit will introduce you to the different types of digital marketing, including 
content marketing, mobile marketing, affiliate marketing, email marketing, and 
PPC advertising. You will learn how businesses use these strategies to attract 

 Types of Digital 
Marketing

Unit
2
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Discussion

1.2.1 Types of Digital Marketing
Digital marketing involves using websites, apps, mobile devices, social media, 

search engines, and other digital means to promote and sell products and services.

Digital marketing involves many of the same principles as traditional marketing 
and is often considered an additional way for companies to approach consumers 
and understand their behaviour. Companies usually combine traditional and digital 
marketing techniques in their strategies. But digital marketing also comes with its own 
set of challenges. Digital marketing started to become popular with the widespread 
adoption of the Internet in the 1990s.

Digital marketing channels have evolved since the 1990s and continue to do so. Let’s 
learn about some of the prominent digital marketing channels.

1.2.1.1 Content Marketing

You are scrolling through your Instagram feed, and you come across a reel, engaging 
video from a skincare brand. The video isn’t directly selling a product but is instead 
sharing tips on how to take care of your skin during the winter season. You find the 
tips useful, and at the end of the video, there’s a subtle suggestion to try their new 
moisturiser, which is perfect for winter. Intrigued, you click on their profile, visit their 
website, and end up purchasing the product. This is content marketing in action. The 
brand didn’t push a hard sell but instead provided value through informative content, 
built trust, and gently guided you toward a purchase. This approach is at the heart of 
content marketing.

Content marketing is a strategic marketing approach focused on creating, publishing, 
and distributing valuable, relevant, and consistent content to attract and engage a 
clearly defined audience. The goal is to drive profitable customer action by building 
trust, establishing authority, and nurturing relationships over time. Unlike traditional 

Content Marketing, Mobile Marketing,  Affiliate Marketing, Email Marketing, 
PPC Advertising, SEO Optimisation, Digital Marketing Budgeting, Customer 
Engagement

Keywords

customers, drive sales, and build strong online communities. Additionally, we 
will explore the latest trends in digital marketing and understand how companies 
allocate their budgets to get the best results.

SG
O
U



22 SGOU - SLM - FYUGP -Digital Marketing22

advertising, which interrupts the audience with direct sales messages, content marketing 
seeks to provide value first. It’s about educating, entertaining, or inspiring your audience, 
so they naturally gravitate toward your brand.

The Content Marketing Institute defines content marketing as:

“A strategic marketing approach focused on creating and distributing valuable, rel-
evant, and consistent content to attract and retain a clearly defined audience  and, 
ultimately, to drive profitable customer action.”

In simpler terms, content marketing is about creating content that your audience 
finds useful, so they choose to engage with your brand voluntarily.

The Content Marketing Process

a.	 Define Your Goals

Before creating content, you must establish clear goals. Ask yourself, what do I want 
to achieve with content marketing?

Examples of common goals:

◊	 Brand Awareness: If you want more people to recognise your brand, your goal 
could be to increase website visitors by 20% in six months.

◊	 Lead Generation: If you aim to generate leads, set a target like collecting 500 
new email subscribers per month.

◊	 Customer Retention: To keep existing customers engaged, you might send 
bi-weekly newsletters with valuable updates and tips.

Having measurable objectives ensures you can track progress and adjust strategies 
if needed.

b.	 Identify Your Target Audience

Creating content without knowing your audience is like shooting in the dark. Identify 
who your ideal customers are by creating buyer personas fictional representations of 
your target audience.

Example of a buyer persona:

◊	 Name: Mark, 35 years old, Marketing Manager

◊	 Pain Points: Struggles with generating high-quality leads for his business

◊	 Preferred Content: Enjoys reading case studies and watching webinars

◊	 Platforms Used: LinkedIn, Twitter, and marketing blogs

Understanding your audience’s demographics, interests, and challenges allows you 
to tailor content that resonates with them.
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c.	 Conduct Research

Once you know your audience, research what type of content they consume. This 
involves:

◊	 Keyword Research: Use tools like Google Trends or Uber suggest to find 
popular search terms in your niche.

◊	 Competitor Analysis: Checking what successful competitors are publishing and 
how their audience engages.

◊	 Social Media Insights: Observing discussions, trends, and feedback on platforms 
like LinkedIn, Twitter, and Facebook.

Example: If your research shows that “remote work productivity tips” is a trending 
topic, you can create a blog post or video addressing this need.

d.	 Create a Content Strategy

Your strategy should answer the following:

◊	 What type of content will you create? (e.g., blog posts, podcasts, videos, 
infographics)

◊	 What topics will you cover? (Based on research findings)

◊	 Where will you distribute content? (Website, YouTube, social media, email, 
etc.)

Example Strategy:

Blog: Weekly posts on productivity and business growth

YouTube: Monthly video tutorials on using digital marketing tools

Social Media: Daily tips, infographics, and Q&A sessions

Having a structured content plan ensures consistency and maximises engagement.

e.	 Create High-Quality Content

Quality matters more than quantity. Focus on:

◊	 Relevance: Content should solve a problem or provide value to your audience.

◊	 Engagement: Use storytelling, visuals, and interactive elements.

◊	 Accuracy: Ensure information is well-researched and credible.

Example: Instead of writing a generic post on “SEO tips,” create a comprehensive 
guide titled “10 SEO Strategies That Increased Our Website Traffic by 200%” with real 
case studies and actionable insights.

f.	 Distribute and Promote

Creating great content isn’t enough; you need to distribute it effectively.
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◊	 SEO: Optimize blog posts for search engines to rank higher in results.

◊	 Social Media: Share posts on LinkedIn, Facebook, Twitter, and relevant groups.

◊	 Email Marketing: Send newsletters with valuable insights and links to your 
content.

◊	 Paid Ads: Use Facebook Ads, Google Ads, or LinkedIn Ads to reach a broader 
audience.

Example: If you publish a blog post on “Remote Work Best Practices,” you can post 
it on LinkedIn with a summary and link, Share it in relevant Facebook groups, Send 
an email newsletter featuring the key points and Boost it using Facebook Ads to target 
remote workers. This multi-channel approach ensures better visibility and engagement.

g.	 Measure and Analyse

To understand if your content is working, track key metrics such as:

◊	 Website Traffic (Google Analytics)

◊	 Engagement (Likes, shares, comments on social media)

◊	 Conversion Rates (How many visitors become leads or customers)

◊	 Bounce Rate (How quickly users leave your site)

Example: If your goal was to increase website traffic by 20%, check Google Analytics 
after a few months. If the traffic increased by only 5%, you might need to adjust your 
SEO or promotion strategy.

h.	 Optimise and Repeat

Content marketing is an ongoing process. Based on your analysis:

◊	 Identify what worked and what didn’t.

◊	 Experiment with new formats and topics.

◊	 Update old content to keep it relevant.

Example: If a blog post on “Marketing Trends for 2024” performed well, update it 
with fresh insights for 2025 and republish it. If a video tutorial gained little engagement, 
try making shorter, more engaging clips.

Benefits of Content Marketing

Content marketing is a powerful strategy that helps businesses grow by attracting, 
engaging, and converting their target audience. 

a.	 Builds Trust and Credibility

One of the biggest advantages of content marketing is that it helps establish trust 
with your audience. When you consistently provide valuable and informative content, 
people begin to see your brand as an authority in your industry.
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Example:

A financial advisor who publishes blog articles on “Smart Investment Strategies for 
Beginners” and shares case studies of successful financial planning will be seen as a 
trusted expert. As a result, potential clients are more likely to seek their services.

By delivering authentic, educational content, businesses can build a loyal following 
and convert skeptical customers into long-term supporters.

b.	 Increases Brand Awareness

The more content you publish, the more people will recognize your brand. Content 
marketing allows you to reach a wider audience through blogs, videos, social media, 
and other digital platforms.

Example:

A new fitness brand that consistently shares workout tips, success stories, and nutrition 
guides on Instagram and YouTube will naturally gain visibility. As more users engage 
with the content, the brand becomes more recognizable in the fitness community.

Unlike traditional advertising, which is often ignored, high-quality content attracts 
organic engagement, making your brand memorable to potential customers.

c.	 Generates Leads and Conversions

Content marketing is an effective way to attract potential customers and guide them 
through the buyer’s journey from awareness to purchase.

Example: 

A software company offering a free eBook titled “10 Ways to Automate Your 
Business” in exchange for email sign-ups is using content marketing to generate leads. 
Once they collect these leads, they can nurture them with follow-up emails showcasing 
the benefits of their software, eventually leading to sales.

When done correctly, content marketing provides value first, making potential 
customers more likely to trust your brand and take action.

d.	 Improves SEO

Search engines prioritize high-quality, relevant content when ranking websites. By 
publishing SEO-optimized content, businesses can boost their search rankings and 
increase organic traffic.

Example:

A travel agency that publishes destination guides, travel tips, and itinerary suggestions 
with properly researched keywords will rank higher in Google searches. If someone 
searches for “Best places to visit in Europe,” and the agency has a well-optimized blog 
post on the topic, they have a higher chance of being found by travellers.

Better SEO means more website visitors, which can ultimately lead to more inquiries, 
bookings, or sales.
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e.	 Cost-Effective

Compared to traditional advertising methods, content marketing is more affordable 
and offers a higher return on investment (ROI). Instead of spending thousands on TV or 
newspaper ads, brands can create long-lasting content that continues to generate traffic 
over time.

Example: 

A small business with a limited budget can invest in creating a series of evergreen 
blog posts or YouTube tutorials. Unlike paid ads that stop delivering results once the 
budget runs out, these content pieces continue attracting new customers for months or 
even years.

Since content marketing focuses on organic reach, it is one of the most cost-efficient 
ways to promote a brand.

f.	 Encourages Customer Loyalty

Regularly providing valuable, engaging content helps keep your audience connected 
to your brand. Customers who find ongoing value in what you share are more likely to 
return.

Example: 

A beauty brand that shares weekly skincare tips, tutorials, and user testimonials on 
Instagram will keep its followers engaged. This regular interaction builds a community, 
making customers feel connected to the brand and more likely to purchase products 
repeatedly.

By fostering relationships through content, businesses can turn one-time buyers into 
long-term brand advocates.

Content marketing is more than just a promotional tool. it is a long-term strategy 
that helps businesses build trust, increase visibility, generate leads, improve SEO, and 
develop customer loyalty, all in a cost-effective manner.

Challenges and Limitations of Content Marketing

a.	 Time-Consuming

One of the biggest challenges of content marketing is the time investment required to 
produce high-quality content. Crafting well-researched blog posts, engaging videos, or 
informative infographics takes significant effort. For example, a detailed industry report 
may require weeks of research, writing, editing, and design before publication. Unlike 
paid advertisements that can generate immediate traffic, content marketing demands 
patience, as results build up gradually over time. Businesses that lack dedicated 
resources may struggle to maintain a steady content production process.

b.	 Requires Consistency

Consistency is key to effective content marketing. Publishing content sporadically 
may not yield significant results, as audience engagement and search engine rankings 
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often depend on regular updates. Successful bloggers and YouTubers maintain a 
consistent posting schedule to keep their audience engaged. However, for businesses 
with limited resources, maintaining a steady flow of fresh content can be challenging, 
especially when trying to balance it with other marketing efforts.

c.	 Difficulty in Measuring ROI

Unlike direct advertising, where Return on Investment (ROI) is often clear through 
immediate sales or conversions, content marketing’s impact can be difficult to measure. 
The effects of content marketing, such as brand awareness, thought leadership, and 
customer loyalty, take time to develop. For example, an educational blog post may 
not immediately lead to a sale but could influence a potential customer’s purchasing 
decision months later. Tracking metrics such as website traffic, engagement rates, and 
conversion rates can help, but attributing a direct financial return to a specific piece of 
content remains a challenge for many marketers.

d.	 Content Saturation

The internet is flooded with content on almost every topic, making it difficult for 
businesses to stand out. With millions of blog posts, videos, and social media updates 
published daily, capturing audience attention requires innovative strategies. For example, 
a new tech blog trying to rank for competitive keywords like “best smartphones” will 
struggle against established brands with higher domain authority. To overcome content 
saturation, marketers must focus on unique perspectives, high-quality storytelling, and 
niche targeting.

e.	 Need for Expertise

Effective content marketing requires a combination of skills, including writing, 
design, search engine optimization (SEO), and data analytics. A poorly written article, 
unattractive visuals, or content that fails to rank on search engines can hinder success. 
For example, a company producing technical whitepapers needs subject matter experts 
to ensure accuracy, skilled writers to maintain readability, and SEO specialists to 
optimize for search visibility. Small businesses or startups without in-house expertise 
may find it difficult to execute a content marketing strategy successfully, often requiring 
external assistance, which can add to costs.

In conclusion, while content marketing is a powerful tool for brand growth and 
audience engagement, it comes with its own set of challenges. Businesses must be 
prepared to invest time, maintain consistency, measure performance effectively, 
differentiate their content, and acquire the necessary skills to succeed in a highly 
competitive digital landscape.

Case Study: Content Marketing Success in India – Zomato

Background: 

Zomato, India’s leading food delivery and restaurant discovery platform, is a prime 
example of a brand that has mastered content marketing. Known for its witty and 
relatable content, Zomato has built a massive online presence and a loyal customer 
base.
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Strategy:

1.	 Social Media Presence

	►Zomato’s Instagram and Twitter accounts are filled with humorous, relatable, and 
visually appealing posts. They often use memes, puns, and trending topics to engage 
their audience.

2.	 User-Generated Content

	►Zomato encourages users to share their food experiences using the hashtag #Zomato. 
This not only provides free content but also builds a sense of community.

3.	 Blog and Guides

	►Zomato’s blog features articles on food trends, restaurant reviews, and city-specific 
guides, providing value to food enthusiasts.

4.	 Email Marketing

	►Zomato sends personalized emails with restaurant recommendations, discounts, and 
updates, keeping users engaged.

Results:

◊	 Zomato has over 10 million followers on Instagram and a strong presence on 
other platforms.

◊	 Their content strategy has helped them build a strong brand identity and maintain 
top-of-mind awareness among users.

◊	 Zomato’s engaging content has also driven app downloads and increased 
customer retention.

Conclusion

Content marketing is a powerful tool for building relationships with your audience, 
establishing trust, and driving business growth. By providing value through relevant 
and engaging content, brands can attract, engage, and convert their target audience 
effectively. However, it requires a well thought-out strategy, consistency, and a deep 
understanding of your audience’s needs.

As seen in the case of Zomato, a creative and relatable content marketing strategy 
can lead to remarkable success. Whether you’re a small business or a large enterprise, 
content marketing can help you achieve your goals while creating meaningful 
connections with your audience.

1.2.1.2 Mobile Marketing

Imagine you are waiting for your morning coffee at a café, and you receive a 
notification on your phone. It’s a message from a food delivery app offering a 50% 
discount on your next order if you place it within the next hour. You are tempted, 
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open the app, browse through the menu, and place an order for lunch. Later that day, 
you receive another notification reminding you to rate your experience. This is mobile 
marketing in action. The food delivery app uses your smartphone to send personalised, 
timely, and location-based messages to engage you, drive a purchase, and improve 
customer satisfaction. Mobile marketing leverages the ubiquity of smartphones to 
connect with consumers in a highly targeted and interactive way.

Mobile marketing is a digital marketing strategy that focuses on reaching and 
engaging audiences through mobile devices such as smartphones and tablets. It 
involves delivering personalized, location-based, and contextually relevant content to 
users via SMS, mobile apps, social media, mobile websites, and other mobile-friendly 
channels. The goal of mobile marketing is to connect with consumers where they spend 
a significant amount of their time on their mobile devices. It allows brands to deliver 
timely, interactive, and actionable messages that drive engagement, conversions, and 
customer loyalty.

The Mobile Marketing Association (MMA) defines mobile marketing as:

“A set of practices that enables organizations to communicate and engage with their 
audience in an interactive and relevant manner through any mobile device or network.”

In simpler terms, mobile marketing is about using mobile devices to deliver targeted, 
personalised, and actionable messages to consumers.

Process of Mobile Marketing

a.	 Define Your Goals

The first step in mobile marketing is to clearly define what you want to achieve. Your 
goals should be specific, measurable, and aligned with your overall business objectives. 
For example, if you run an e-commerce platform like Flipkart, your goal might be to 
increase mobile app downloads by 20% in the next quarter. Another example is a food 
delivery service like Zomato, which may aim to boost online orders through app-based 
promotions.

Setting measurable objectives/goals is crucial. For instance, if an online learning 
platform like BYJU’S wants to improve engagement, they may set a goal like “increase 
in-app video watch time by 30% within six months.” Such precise goals help in creating 
focused marketing strategies.

b.	 Understand Your Audience

Knowing your audience is critical to crafting effective mobile marketing campaigns. 
This involves analysing their mobile behaviour, preferred devices, and specific 
challenges.

For example, Paytm, one of India’s leading mobile wallets, understands that a 
majority of its users prefer quick, hassle-free transactions. This insight led them to 
introduce the Paytm Soundbox, a voice-based confirmation system for merchants, 
improving user experience.
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Similarly, Ola Cabs noticed that many users prefer ride-hailing services at odd hours 
but hesitate due to safety concerns. Understanding this pain point, they introduced 
features like “Share Ride Status” and “SOS Button” to enhance safety, making their 
mobile marketing efforts more effective.

c.	 Choose the Right Channels

Mobile marketing relies on various channels like SMS, push notifications, in-app 
messages, mobile ads, and social media. The key is to choose the most effective one 
based on your audience. For instance, Swiggy effectively uses push notifications to 
remind users about ongoing food discounts. Meanwhile, brands like Myntra use SMS 
marketing to send flash sale alerts.

Example:

◊	 SMS Campaign: Banks like HDFC send SMS alerts about credit card offers.

◊	 In-app Messages: Fantasy gaming apps like Dream11 use in-app notifications to 
remind users about upcoming cricket matches.

◊	 Social Media Ads: Platforms like Instagram and Facebook Ads are widely used 
by brands such as Nykaa to target fashion-conscious users.

Choosing the right mix of these channels ensures a wider reach and better engagement.

d.	 Create Mobile-Optimised Content

Since mobile screens are smaller, content needs to be short, engaging, and visually 
appealing. Brands must focus on concise messaging, attractive images, and interactive 
formats like videos. For example, Tata Cliq, an online shopping platform, optimizes 
its content with short video ads showcasing trending fashion styles. Similarly, Netflix 
India creates mobile-friendly Instagram reels to promote new shows.

Example of mobile-optimised content:

◊	 Video Ads: CRED’s quirky advertisements featuring celebrities like Rahul 
Dravid went viral, making it a great example of engaging mobile content.

◊	 Interactive Content: Flipkart’s Big Billion Days includes app-exclusive games 
where users can win discounts, increasing app engagement.

A mobile-first approach ensures users stay hooked and take desired actions.

e.	 Leverage Personalization and Location-Based Targeting

Mobile marketing becomes even more powerful with personalisation and location-
based targeting. Brands use customer data to send tailored offers, increasing conversions. 
For instance, Google Pay sends customised cashback offers based on a user’s transaction 
history. Similarly, Domino’s India uses GPS-based push notifications to alert customers 
about nearby outlets and special deals.

Example of location-based targeting:

◊	 Uber Eats uses geolocation to suggest restaurants based on a user’s location.
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◊	 Big Bazaar (Future Group) sends hyperlocal push notifications about discounts 
when users are near their stores.

Personalised and location-based strategies improve relevance and drive higher 
customer engagement.

f.	 Integrate with Other Marketing Efforts

A successful mobile marketing strategy should align with other marketing channels 
like social media, email, and offline campaigns.

For instance, Reliance Jio integrates mobile marketing with TV ads and social media 
promotions. They use QR codes in newspapers, allowing users to scan and download 
the Jio app directly.

Example of integration:

Amazon India’s “Great Indian Festival” uses TV ads, social media campaigns, and 
mobile push notifications in a synchronised approach.

Nykaa combines Instagram influencer marketing with app-exclusive discounts, 
driving both brand awareness and app engagement.

Such integration ensures a seamless customer experience across multiple touchpoints.

g.	 Test and Optimise

Running A/B tests helps in identifying what works best. This involves testing different 
versions of an ad, SMS, or push notification to see which one drives better engagement.

For example, Swiggy tests different push notification headlines to see which gets 
more clicks:

Option A: “Get 50% Off on Your Favourite Pizza! 🍕”

Option B: “Hurry! Exclusive Pizza Deals for You 🍕🔥”

By analysing click-through rates (CTR), they choose the more effective version.

Another example is Zomato, which experiments with funny vs. formal push 
notifications to see what users respond to best.

Testing parameters include:

◊	 Headlines: Short vs. long notifications

◊	 Timing: Morning vs. evening messages

◊	 CTA (Call to Action): “Order Now” vs. “Claim Your Discount”

Continuous testing and optimisation ensure better ROI.

h.	 Measure and Analyse

Tracking performance is crucial to understanding whether your mobile marketing 
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efforts are working. Businesses should monitor key metrics like app downloads, 
engagement rates, and sales conversions.

For example, PhonePe regularly tracks transaction volume growth after running 
cashback campaigns. Similarly, OYO Hotels measures the number of app bookings 
after a push notification campaign.

Key Metrics to Measure:

◊	 App Downloads: Number of installs from marketing efforts

◊	 Engagement Rate: How many users interact with the app

◊	 Conversion Rate: Percentage of users who take the desired action (purchase, 
sign-up)

◊	 Retention Rate: How many users keep using the app after downloading

By analysing these metrics using tools like Google Analytics, Firebase, or Mixpanel, 
companies can refine their strategies for better results.

Mobile marketing is an essential part of digital growth, especially in a mobile-first 
country like India. Brands like Swiggy, Zomato, Paytm, and Flipkart have mastered 
mobile strategies through personalisation, location-based offers, push notifications, 
and engaging content. By defining clear goals, choosing the right channels, testing 
campaigns, and continuously analysing performance, businesses can successfully drive 
conversions and long-term customer engagement.

Case Study: Swiggy’s Mobile Marketing Strategy in India

This case study highlights the power of mobile marketing in India, showcasing how 
brands can use data-driven engagement to scale their business in a competitive market. 

Introduction

Swiggy, one of India’s leading food delivery platforms, has successfully leveraged 
mobile marketing to drive user engagement, increase orders, and retain customers. With 
a mobile-first approach, Swiggy has used push notifications, location-based marketing, 
personalised offers, and AI-driven engagement to revolutionise the food delivery 
industry.

Challenge

Despite rapid growth, Swiggy faced challenges such as:

◊	 Increasing competition from Zomato, Uber Eats (before its merger with zomato), 
and local cloud kitchens.

◊	 User retention issues, where customers would install the app but not place repeat 
orders.

◊	 Cart abandonment, where users would add food items to the cart but not 
complete the purchase.
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◊	 Acquiring new users in tier-2 and tier-3 cities where digital adoption was still 
growing.

To tackle these issues, Swiggy developed a mobile marketing strategy focusing on 
engagement, personalization, and real-time offers.

Mobile Marketing Strategies Used by Swiggy

i.	 Push Notifications for Re-engagement

Swiggy mastered the art of engaging push notifications to bring users back to the 
app.

Example: A user who frequently orders biryani receives a notification like,

“Craving Biryani? 🍛 Get 20% off on your favourite Biryani from Behrouz! Order 
Now.”

These personalised notifications ensured higher click-through rates and increased 
repeat orders.

ii.	 Location-Based Targeting

Swiggy used GPS-based marketing to target customers with location-specific offers.

If a user was near a high-traffic area with multiple restaurants, they would receive 
a push notification:

“Hungry? Your favourite dosa from Sagar Ratna is just 5 minutes away. Get ₹50 
off!”

This strategy increased instant food orders and helped boost sales during peak hours.

iii.	 Gamification & Rewards – ‘Swiggy Super’ and ‘Swiggy Pop’

To retain customers, Swiggy introduced Swiggy Super (a subscription-based loyalty 
program) and Swiggy Pop (single-serving meals at a fixed price).

Customers received exclusive discounts, free deliveries, and cashback offers if they 
ordered frequently.

This created a habit-forming behaviour, making users stick to Swiggy instead of 
switching to competitors like Zomato.

iv.	 Personalized Offers Using AI & Data Analytics

Swiggy used AI-driven recommendation engines to analyse user behaviour.

If a customer frequently orders desserts at night, they receive an SMS like:

“Late-night cravings? 🍦Order your favorite Chocolate Brownie at 30% off. 
Limited time only!”

These hyper-personalized recommendations increased conversion rates significantly.
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v.	 Mobile Ads & Social Media Campaigns

Swiggy effectively used Instagram, Facebook, and YouTube ads to reach new 
audiences.

Their quirky ad campaigns like “Swiggy Voice of Hunger” challenge on Instagram 
engaged users through mobile-friendly interactive content.

Google Ads and YouTube pre-roll ads were used to target specific demographics 
based on browsing behaviour.

vi.	 SMS & WhatsApp Marketing for Engagement

Swiggy also leveraged SMS and WhatsApp marketing to keep users engaged.

Example:

“Hey Rahul, your favourite Domino’s Pizza is available at ₹99. Order now before 
the deal ends!”

WhatsApp order updates helped improve the post-purchase experience, keeping 
users informed about their order status.

Results & Impact

Swiggy’s mobile marketing efforts led to massive growth in user engagement and 
sales:

a.	 Increased daily orders: Swiggy went from 500,000 daily orders in 2018 to over 
2 million daily orders by 2022.

b.	 Higher user retention: Customers who received personalised push notifications 
had a 30% higher retention rate than those who didn’t.

c.	 Growth in Tier-2 and Tier-3 cities: Swiggy’s location-based offers helped 
penetrate smaller cities, contributing to 60% of new user acquisitions.

d.	 Reduced cart abandonment: Timely push notifications and AI-driven offers led 
to a 15% decrease in abandoned carts.

e.	 Stronger brand loyalty: Programs like Swiggy Super resulted in 20% more 
repeat customers compared to non-subscribers.

Conclusion

Swiggy’s success in mobile marketing proves that a well-planned strategy can drive 
massive business growth. By leveraging push notifications, AI-based personalization, 
location-based marketing, and social media ads, Swiggy managed to retain customers, 
increase sales, and stay ahead of competitors like Zomato.

1.2.1.3 Affiliate Marketing 

You are browsing YouTube and come across a review video by a popular tech 
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influencer, Geeky Ranjit. He is reviewing the latest OnePlus smartphone and shares a 
special purchase link in the video description. He tells viewers:

“Use this link to buy the phone on Amazon and get a ₹1,000 discount!”

You click the link and purchase the phone from Amazon India. Unknown to you, 
Geeky Ranjit earns a small commission from Amazon for every sale made through 
his link. This is Affiliate Marketing in action a performance-based marketing strategy 
where businesses pay commissions to affiliates (bloggers, influencers, or websites) for 
driving sales through referral links. Let’s now understand this concept in detail.

Affiliate Marketing is a digital marketing strategy where businesses reward affiliates 
(partners) for generating traffic or sales through their marketing efforts. Affiliates 
promote a product using unique referral links, and when someone makes a purchase 
through that link, the affiliate earns a commission.

According to Pat Flynn (Online Marketing Expert):

“Affiliate marketing is the process of earning a commission by promoting other 
people’s (or company’s) products. You find a product you like, promote it to others, and 
earn a piece of the profit for each sale you make.” In simple words, affiliate marketing 
helps businesses increase sales while affiliates earn passive income by promoting 
products online.

Key Players in Affiliate Marketing

Affiliate marketing involves four key players:

i.	 Merchant (Seller) – The company selling the product (e.g., Amazon, Flipkart, 
Myntra).

ii.	 Affiliate (Publisher) – A person or platform promoting the product (e.g., 
bloggers, influencers, YouTubers).

iii.	 Consumer – The person who buys the product via the affiliate’s link.

iv.	 Affiliate Network (Optional) – Platforms like Amazon Associates, Flipkart 
Affiliate Program, or Cuelinks, which track sales and handle payouts.

Step-by-Step Process of Affiliate Marketing

Affiliate marketing is a simple yet highly effective way for businesses to increase 
sales while allowing affiliates to earn money by promoting products. Let’s break down 
the process step by step with real-world examples.

Step 1: Choose an Affiliate Program

To start with affiliate marketing, an individual or business must first sign up for 
an affiliate program that matches their niche and audience. Various companies offer 
affiliate programs, such as:

Amazon Associates – The most popular affiliate program, allowing individuals to 
promote any product available on Amazon India and earn a commission on sales.
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Flipkart Affiliate Program – Similar to Amazon Associates, Flipkart enables affiliates 
to earn a commission by promoting products sold on Flipkart.

Hostinger Affiliate Program – A preferred choice for tech bloggers who promote web 
hosting services.

Nykaa Affiliate Program – Best for beauty influencers promoting cosmetics and 
skincare products.

For example, an Indian tech YouTuber like Technical Guruji can sign up for Amazon 
Associates India and promote gadgets like smartphones, laptops, and accessories in his 
videos. Whenever his viewers purchase a product using his link, he earns a commission.

Affiliates should choose a program that aligns with their audience and content style 
to ensure maximum conversions.

Step 2: Promote Products Using Unique Links

Once signed up, affiliates receive a unique tracking link for each product they wish 
to promote. This link is essential as it allows the affiliate program to track which sales 
came from which affiliate. Affiliates can then promote these links through:

◊	 Blogs & Websites – Many bloggers write product reviews or “Top 10” 
recommendation lists and insert affiliate links within the articles.

Example: A travel blogger may write an article on “Top 5 Backpacks for Solo 
Travelers” and include Amazon affiliate links to the featured backpacks.

◊	 YouTube Videos – Content creators often review products and place affiliate 
links in the video description.

Example: A YouTube creator like Geeky Ranjit might post a review of the latest 
OnePlus smartphone and include an Amazon India affiliate link for viewers to buy 
it.

◊	 Instagram & Social Media – Fashion, beauty, and lifestyle influencers use 
Instagram Stories, reels, and posts to share affiliate links.

Example: A beauty influencer on Instagram, such as Debasree Banerjee, may 
promote a Nykaa affiliate link for a newly launched lipstick.

◊	 Email Marketing & WhatsApp Groups – Some affiliates use email marketing to 
send recommendations to subscribers or share links in WhatsApp groups with 
potential buyers.

Example: A finance blogger writing about investment tips may promote Zerodha 
or Upstox affiliate links, encouraging users to open demat accounts through their 
referral.

By strategically placing affiliate links where their audience is most active, affiliates 
increase their chances of earning commissions.
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Step 3: Users Click & Buy the Product

Once the affiliate has shared their unique link through various channels, potential 
customers can click on the link and be redirected to the seller’s website (such as Amazon, 
Flipkart, or Myntra). If the customer makes a purchase, the affiliate program tracks the 
sale and attributes it to the respective affiliate. For example, if an Indian food blogger 
writes a recipe post and promotes a Philips Air Fryer with an Amazon affiliate link, 
and a reader clicks the link and buys the fryer, the sale is tracked under the blogger’s 
affiliate account.

Affiliate tracking works through cookies, which store information about the user’s 
purchase behavior. Some affiliate programs have cookie durations, meaning if a user 
clicks the link and buys within a certain period (e.g., 24 hours or 7 days), the affiliate 
still gets credit for the sale.

Amazon India, for example, has a 24-hour cookie duration, meaning that even if the 
user doesn’t buy the item immediately but purchases within 24 hours, the affiliate earns 
a commission. Affiliate tracking ensures transparency and fairness, allowing businesses 
to reward affiliates accurately based on their referrals.

Step 4: Affiliate Earns a Commission

Once the user completes the purchase, the affiliate earns a commission based on the 
sale amount. Different affiliate programs have varying commission rates depending on 
the product category. For example, Amazon India offers commission rates ranging from 
0.3% (for electronics) to 10% (for fashion and beauty products).

Flipkart’s affiliate commissions range from 1% to 12% based on the product category.

Nykaa pays higher commissions (10-15%) for cosmetics and skincare products.

Example: A fashion blogger promoting Myntra products shares an affiliate link for a 
pair of Nike shoes priced at ₹5,000. If 1,000 people click the link and 100 people make 
a purchase, and the affiliate commission is ₹100 per sale, then:

Total Earnings = 100 sales × ₹100 per sale = ₹10,000

This example shows how a well-placed affiliate link can generate a significant 
passive income.

Some top Indian affiliates make lakhs of rupees monthly by driving large volumes 
of sales through their blogs, YouTube channels, and social media pages. For instance, 
popular tech blogger Beebom and review platform 91mobiles earn significant revenue 
through Amazon and Flipkart affiliate links embedded in their gadget reviews.

Benefits and Challenges of Affiliate Marketing

Affiliate marketing is a powerful strategy that benefits both businesses and affiliates. 
While it provides numerous advantages, it also comes with some challenges. Let’s 
explore both aspects in detail, along with real-world examples.
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Benefits of Affiliate Marketing

1.	 Cost-Effective Marketing

One of the biggest advantages of affiliate marketing is that businesses only pay for 
actual sales, making it a low-risk and high-reward marketing strategy. Unlike traditional 
advertising, where companies spend money upfront with no guaranteed results, affiliate 
marketing ensures that businesses only incur costs when they make a sale. 

Example: Amazon India has built a massive Amazon Associates Program, where it 
pays commissions to affiliates only when a sale happens. This ensures that Amazon 
does not waste money on marketing campaigns that don’t convert into actual revenue.

Similarly, Flipkart’s Affiliate Program has helped thousands of bloggers and 
influencers promote its products without requiring Flipkart to spend heavily on ads. 
Since affiliates are only paid after generating sales, companies minimize their marketing 
expenses while achieving high conversions.

2.	 Passive Income for Affiliates

Affiliate marketing allows individuals to earn money without creating a product or 
handling inventory. Once an affiliate sets up their blog, YouTube channel, or social 
media page and embeds affiliate links, they can continue earning commissions even 
while they sleep.

Example: Many Indian bloggers, like Harsh Agrawal (ShoutMeLoud), have built full-
time businesses by writing product reviews and monetizing their websites with Amazon 
and Flipkart affiliate links.

Similarly, YouTube influencers like Geeky Ranjit and Technical Guruji make lakhs 
of rupees per month by reviewing tech gadgets and inserting Amazon affiliate links 
in their video descriptions. Since their videos remain online for years, they continue 
earning commissions from old content, making affiliate marketing an excellent passive 
income source.

3.	 Wider Audience Reach

Affiliate marketing helps businesses expand their reach globally without additional 
advertising expenses. Instead of relying on traditional ads, companies leverage bloggers, 
YouTubers, and influencers who have a strong trust factor with their audience.

Example: Nykaa, India’s leading beauty retailer, partners with thousands of beauty 
influencers who promote Nykaa products on Instagram, YouTube, and blogs. Instead 
of spending millions on TV ads, Nykaa taps into influencers’ audiences and generates 
organic sales through their recommendations.

Similarly, Zerodha’s affiliate program has helped the stock trading platform reach 
millions of users through finance bloggers and YouTubers who explain investing 
concepts and promote Zerodha’s brokerage services.
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4.	 Performance-Based Earnings

One of the biggest advantages of affiliate marketing is that affiliates earn based 
on performance. The more effort they put into promoting a product, the higher their 
earnings. Unlike salaried jobs with fixed income, affiliate earnings have no upper limit.

Example:

◊	 A tech blogger promoting iPhones on Amazon might earn ₹1,000 per sale. If 
they generate 100 sales per month, they make ₹1,00,000!

◊	 A finance YouTuber promoting Upstox demat accounts earns ₹500 per referral. 
With 500 monthly sign-ups, they earn ₹2,50,000!

This performance-based model encourages affiliates to actively market products, 
making them partners in the company’s success rather than just advertisers.

5.	 Boosts E-Commerce Sales

Affiliate marketing is a game-changer for e-commerce companies like Amazon, 
Flipkart, and Myntra, which rely heavily on affiliates to drive sales.

Example: During the Amazon Great Indian Festival, Amazon India partners with 
thousands of bloggers, deal sites, and influencers to promote its festive discounts. 
Affiliates flood the internet with product recommendations, leading to record-breaking 
sales.

Similarly, Myntra’s affiliate partnerships with fashion bloggers help promote clothing 
brands, boosting Myntra’s revenue while allowing affiliates to earn commissions. By 
leveraging affiliate marketing, e-commerce platforms generate billions in revenue with 
zero upfront advertising costs.

Challenges and Limitations of Affiliate Marketing

While affiliate marketing has numerous benefits, it also comes with some challenges. 
Let’s explore the key limitations.

1.	 High Competition

Affiliate marketing is a highly competitive space, with thousands of affiliates 
promoting the same products. Standing out and gaining customer trust can be 
challenging, especially for new affiliates.

Example: Tech product reviews on YouTube are extremely competitive. If an affiliate 
wants to promote the latest iPhone or Samsung Galaxy phone, they must compete with 
top YouTubers like Technical Guruji and Trakin Tech, making it difficult to get clicks 
and sales.

Affiliates need to find a unique niche, create high-quality content, and build a loyal 
audience to succeed in this crowded space.
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2.	 Dependence on Third-Party Platforms

Affiliates depend entirely on companies like Amazon, Flipkart, and Google for their 
earnings. If these platforms change their commission rates or algorithms, affiliates may 
suddenly lose their income.

Example: In 2020, Amazon India drastically reduced commission rates, lowering 
earnings for thousands of affiliates. Bloggers and YouTubers promoting Amazon 
products saw a 40-60% drop in their income overnight.

This dependence on third-party platforms makes affiliate marketing risky, as affiliates 
have no control over commission policies.

3.	 Late or Low Payouts

Some affiliate programs offer very low commissions or delay payments, making it 
difficult for affiliates to earn a stable income.

Example:

◊	 Amazon India pays only 1-10% commission, meaning an affiliate must generate 
huge sales to make decent earnings.

◊	 Some companies take 60-90 days to process affiliate payments, causing cash 
flow problems for affiliates.

To overcome this, affiliates should diversify their income by joining multiple affiliate 
programs instead of relying on just one source.

4.	 Trust Issues with Fake Promotions

Some affiliates promote low-quality or fake products just to earn commissions, 
leading to trust issues among buyers. If customers receive poor-quality items, they may 
lose faith in both the affiliate and the brand.

Example: Many fake health supplement promotions have misled customers on 
Instagram and Facebook, where influencers push products they don’t actually use.

To build a long-term affiliate business, affiliates must only promote genuine products 
and maintain transparency with their audience.

5.	 Ad-Blocking Technology

Many internet users install ad blockers, which prevent affiliate tracking cookies from 
working. This means that even if an affiliate refers a user to a product, they may not 
receive credit for the sale due to ad-blocking software.

Example: A blog promoting Flipkart deals may lose 20-30% of its commissions because 
users block tracking cookies, preventing Flipkart from recognizing the affiliate’s 
contribution.

To overcome this, affiliates should focus on direct product recommendations through 
emails, social media, and YouTube, which are less affected by ad blockers.
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Affiliate marketing is a powerful and profitable model that benefits both businesses 
and individuals. While it provides cost-effective marketing, passive income, and 
high e-commerce sales, it also comes with challenges like high competition, low 
commissions, and dependence on third-party platforms.

To succeed in affiliate marketing, one must choose the right programs, create high-
quality content, build trust with audiences, and diversify income sources. When done 
right, affiliate marketing can be a long-term revenue stream for bloggers, influencers, 
and digital entrepreneurs.

Case Study: How Amazon India Became a Market Leader Using Affiliate Marketing

Background

Before Amazon India entered the market in 2013, Flipkart dominated e-commerce. 
Amazon used Affiliate Marketing to drive massive traffic and sales. Affiliate Marketing 
Strategies used by Amazon India are as follows

◊	 Amazon Associates Program (Affiliate Network): Amazon launched Amazon 
Associates India, allowing bloggers, influencers, and websites to earn 
commissions for referring sales.

◊	 Partnering with Tech & Lifestyle Bloggers: Amazon worked with popular 
bloggers and YouTubers like Technical Guruji, Geeky Ranjit, and Beebom, who 
reviewed products and added affiliate links.

◊	 Festive & Flash Sale Promotions: During the Great Indian Festival, affiliates 
earned higher commissions for promoting Amazon deals.

◊	 Social Media & YouTube Collaborations: Amazon paid Instagram influencers 
and YouTubers to promote its products.

Results

◊	 Affiliate-driven traffic contributed 30% of total Amazon India sales.

◊	 Massive growth in new customers during festive sales (Diwali, Navratri, New 
Year).

◊	 Increased brand awareness and market share, challenging Flipkart.

Conclusion

Amazon India’s success proves that Affiliate Marketing is a game-changer in the 
e-commerce industry. It helps businesses expand reach, drive sales, and reward affiliates, 
making it a win-win model.

By learning and applying Affiliate Marketing strategies, businesses and individuals 
can monetize their content and drive profitable sales in the digital world.

1.1.2.4 Email Marketing

You recently searched for a new smartphone on Flipkart but didn’t complete the 
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purchase. The next morning, you receive an email:

“Hey (Your name), still thinking about the new iPhone 14? Get an exclusive ₹2,000 
discount if you order within 24 hours! Click here to grab the deal now.”

Excited by the offer, you click the link and complete your purchase. This is Email 
Marketing in action—a powerful strategy that businesses use to engage customers, 
nurture leads, and drive sales.

Top Indian companies like Flipkart, Zomato, Nykaa, and Swiggy use email marketing 
to increase customer engagement, boost sales, and build long-term relationships with 
their audience.

Now, let’s explore email marketing, how it works, and why it’s a crucial part of 
digital marketing.

Email marketing is a digital marketing strategy where businesses send personalised 
emails to potential or existing customers to promote products, share updates, or build 
relationships. It is a cost-effective and direct way to communicate with an audience and 
drive business growth.

According to HubSpot:

“Email marketing is the process of sending targeted messages via email to a group 
of people to promote products, services, or engage customers.”

In simple words, email marketing helps businesses stay connected with customers, 
encourage sales, and build loyalty.

Step-by-Step Process of Email Marketing

Step 1: Build an Email List

The first step in email marketing is building a list of potential customers who are 
interested in receiving updates, offers, or information from a business. This is crucial 
because having a targeted and engaged audience ensures that email campaigns are 
effective. Businesses collect email addresses through various methods:

◊	 Website sign-up forms: Many e-commerce websites, like Nykaa and Amazon 
India, encourage users to subscribe to their newsletter in exchange for exclusive 
discounts or early access to sales.

◊	 Lead magnets: Offering valuable content like free eBooks, discount coupons, 
or early access to new products in return for an email address is a common 
strategy.

◊	 Contests & Giveaways: Brands like Myntra run contests where users must 
enter their email to participate, helping to grow their email list.

◊	 In-store sign-ups: Offline brands like Big Bazaar and Croma collect customer 
emails through loyalty programs, allowing them to send exclusive deals and 
reminders.
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Example: Nykaa encourages users to subscribe to their newsletter by offering a 10% 
discount on their first purchase. This tactic helps Nykaa build a strong email list of 
potential buyers, who can later be engaged with product recommendations and discounts.

Step 2: Segment Your Audience

Not all customers are the same, so sending generic emails to everyone won’t be 
effective. Businesses must segment their email list based on different customer 
behaviours and preferences. This ensures that the right message reaches the right 
audience at the right time.

Some common ways to segment an email list include:

◊	 New Subscribers: Sending welcome emails with an introduction to the brand 
and special offers.

◊	 Past Buyers: Recommending products similar to what they’ve purchased 
before.

◊	 Inactive Users: Sending re-engagement emails with exclusive discounts to 
encourage them to return.

Example: Swiggy uses purchase history to segment users. If a customer frequently 
orders biryani, Swiggy sends an email promoting “Biryani Fest Discounts”, making the 
email highly relevant and increasing the likelihood of a purchase.

Step 3: Craft Engaging Emails

The effectiveness of an email campaign depends on how engaging and persuasive 
the email content is. Emails should be concise, visually appealing, and provide value to 
the recipient. The key elements of a good email include:

◊	 A catchy subject line: The subject line is the first thing users see, so it should 
grab attention instantly. Example: “Get 50% Off Today – Limited Time Only!”

◊	 Personalization: Using the recipient’s name or referencing their past activity 
makes the email feel tailored. Example: “Hi Rajesh, here’s a special offer just 
for you!”

◊	 A strong Call-to-Action (CTA): A clear CTA directs the user on what to do 
next, such as “Shop Now”, “Claim Your Offer”, or “Book Your Ticket”.

Example: Amazon India sends promotional emails with subject lines like “Big Billion 
Days Sale – Your Wishlist Items Are Now on Discount!”. This makes the email highly 
relevant and encourages recipients to act immediately, leading to higher conversions.

Step 4: Automate & Send Emails

Manually sending emails to thousands of customers is impractical. Instead, businesses 
use email automation tools like Mailchimp, ConvertKit, and Zoho Campaigns to 
streamline their email marketing efforts.

Automation helps businesses:
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◊	 Send welcome emails automatically to new subscribers.

◊	 Offer birthday discounts to customers on their special day.

◊	 Trigger cart abandonment emails when users leave products in their cart 
without completing the purchase.

Example: Flipkart uses automated emails to remind users about their abandoned carts. 
A common message might be:

“Forget something? Your items are waiting in your cart! Checkout now & enjoy 
10% off!”

Such emails help businesses recover lost sales and encourage customers to complete 
their purchases.

Step 5: Track & Optimize Performance

Once an email campaign is launched, businesses must track its performance and 
optimise future emails based on the results. Key metrics to analyse include:

◊	 Open Rate: The percentage of recipients who opened the email.

◊	 Click-Through Rate (CTR): The percentage of users who clicked on a link 
inside the email.

◊	 Conversion Rate: The percentage of users who completed the desired action, 
such as making a purchase.

Example: Zomato constantly tests different subject lines to determine which one 
performs better. For instance, they might compare:

◊	 “Get 40% Off on Your Favourite Pizza Today!”

◊	 “Exclusive Deal: Pizza Lovers Get ₹100 Cashback!”

By analyzing which email gets more clicks and conversions, Zomato can improve its 
future email campaigns and maximize customer engagement.

Email marketing is a powerful and cost-effective strategy that allows businesses 
to connect directly with their customers. By following these five steps—building an 
email list, segmenting the audience, crafting engaging content, automating emails, and 
tracking performance businesses can drive higher engagement, conversions, and sales.

When executed well, email marketing can become a long-term revenue generator for 
brands, helping them retain customers and increase brand loyalty.

Benefits of Email Marketing

1.	 Cost-Effective Marketing

One of the biggest advantages of email marketing is its affordability. Compared to 
traditional advertising methods like TV commercials, billboards, or paid social media 
ads, email marketing allows businesses to reach thousands of customers at a fraction 
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of the cost.

For instance, sending 1,000 promotional emails may cost less than ₹500, but 
even if just 10% of recipients make a purchase, the return on investment (ROI) can 
be substantial. Unlike paid ads that charge per impression or click, email marketing 
ensures that businesses only pay for sending messages, not for audience engagement.

Example: Myntra effectively uses email marketing to promote new collections, flash 
sales, and discount offers. Instead of spending crores on TV ads, Myntra leverages 
email campaigns to inform its customers about upcoming sales and exclusive product 
launches, significantly reducing marketing costs while maximizing conversions.

2.	 Personalized Customer Engagement

Email marketing allows businesses to send tailored messages to different customers 
based on their preferences, purchase history, and behavior. This personalized approach 
increases customer engagement and boosts sales.

By segmenting their audience, businesses can send emails that feel highly relevant 
and targeted rather than generic promotional content. Personalized emails have higher 
open rates and click-through rates because they cater to individual interests.

Example: BookMyShow sends personalized emails to customers recommending 
movies based on their past bookings. If a user has previously booked tickets for 
Bollywood movies, they will receive emails about upcoming Bollywood releases rather 
than Hollywood films. This strategy increases the likelihood of customers booking 
tickets through BookMyShow again.

3.	 Higher Conversion Rates

Unlike social media ads that users might scroll past, emails land directly in a 
customer’s inbox, increasing the chances of engagement. Because email recipients 
have already shown interest in a brand (e.g., by signing up for newsletters or making 
past purchases), they are more likely to take action on an email offer.

Studies show that email marketing has a higher conversion rate than most other 
digital marketing channels, making it a reliable way to drive sales.

Example: Amazon India sends targeted emails to customers about price drops on their 
wishlist items. When a product a user has been eyeing goes on sale, Amazon notifies 
them via email, increasing the chances of a quick purchase. This strategy has helped 
Amazon generate millions in revenue by capitalizing on customer interest at the right 
moment.

4.	 Automation Saves Time

One of the key advantages of email marketing is that it can be automated, saving 
businesses time and effort. Companies can set up automated email sequences for various 
customer interactions, such as:

◊	 Welcome emails for new subscribers
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◊	 Birthday discounts for loyal customers

◊	 Cart abandonment emails to remind users about pending purchases

By automating these emails, businesses ensure timely communication with customers 
without manual intervention.

Example: Big Bazaar uses automated email marketing for its loyalty program members. 
Customers receive automated reminders about upcoming sales, special discounts, and 
personalized offers, encouraging them to shop regularly at Big Bazaar stores.

5.	 Builds Customer Trust & Loyalty

Regular email communication helps businesses stay connected with their customers, 
making them feel valued. By sharing exclusive deals, personalized recommendations, 
and useful content, brands build trust and encourage repeat purchases.

Well-crafted email campaigns keep the brand at the top of the customer’s mind, 
increasing long-term loyalty.

Example: Tata CLiQ sends exclusive discount offers to its subscribers, making them 
feel like VIP customers. Customers who receive personalized deals are more likely to 
engage with the brand repeatedly, leading to long-term customer retention.

Challenges and Limitations of Email Marketing

Despite its many benefits, email marketing has certain challenges that businesses 
must overcome to ensure effectiveness.

1.	 Low Open Rates

One of the biggest challenges in email marketing is low open rates. Many users ignore 
promotional emails, delete them without reading, or mark them as spam. If customers 
don’t open the emails, all efforts put into crafting and designing them go to waste.

Solution: Brands like Swiggy use personalized subject lines and time their emails 
strategically. For example, Swiggy might send an email at lunchtime with the subject line: 
“Feeling Hungry? Order Now & Get 20% Off on Your Favorite Meal!”. Personalized 
and time-sensitive emails are more likely to be opened.

2.	 Spam Issues

Many marketing emails never reach the recipient’s inbox because they get filtered 
into the spam folder. Email service providers (like Gmail and Yahoo) automatically 
block emails that contain too many promotional words like “Free,” “100% Discount,” 
“Earn Money Fast,” or excessive use of capital letters and exclamation marks.

Solution: Flipkart ensures its promotional emails avoid spam-triggering words 
and instead focus on subtle messaging. Instead of saying “100% Discount!!!,” they 
use subject lines like “Special Festive Offer Inside – Don’t Miss Out!” to increase 
deliverability and engagement.
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3.	 Unsubscribes & Customer Fatigue

If a company sends too many promotional emails, customers might unsubscribe 
from the mailing list or even mark the emails as spam. This reduces the brand’s ability 
to engage its audience over time.

Solution: Myntra allows customers to customize their email preferences, letting 
them choose how often they receive emails (daily, weekly, or monthly). This prevents 
email fatigue while ensuring customers still receive updates they care about.

4.	 Designing Mobile-Friendly Emails

With most people checking emails on their smartphones, emails that are not mobile-
optimized may appear unreadable, causing customers to ignore or delete them. Emails 
with large images, improper formatting, or small fonts can lead to a poor user experience.

Solution: Nykaa ensures all its promotional emails are mobile-friendly by using 
responsive designs, clear call-to-action buttons, and optimized images that adjust to 
different screen sizes. This improves customer engagement and conversion rates.

Email marketing is one of the most powerful and cost-effective ways for businesses 
to engage customers, drive sales, and build long-term relationships. It offers benefits 
such as low costs, high personalization, automation, and customer trust-building.

However, businesses must also overcome challenges like low open rates, spam issues, 
email fatigue, and mobile optimization to ensure that their campaigns are successful. By 
using personalized content, strategic timing, automation, and mobile-friendly designs, 
companies can maximize the effectiveness of their email marketing efforts.

Companies like Myntra, BookMyShow, Amazon India, Flipkart, Swiggy, Big Bazaar, 
and Tata CLiQ have successfully leveraged email marketing to boost engagement and 
increase sales, proving that when executed correctly, email marketing can be a game-
changer for any business.

Case Study: How Zomato Uses Email Marketing to Boost Sales

Background

Zomato, India’s leading food delivery platform, relies heavily on email marketing to 
engage users and drive orders. Email Marketing strategies used by Zomato:

◊	 Personalized Offers Based on User Behaviour: Zomato analyses past food 
orders and sends targeted email offers.

Example: A customer who frequently orders pizza receives:

“Pizza Lover? 🍕 Get 20% Off on Domino’s Today!”

◊	 Re-Engagement Emails for Inactive Users

If a user hasn’t placed an order in a while, Zomato sends:

“We Miss You! Enjoy ₹50 Off on Your Next Order.”
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◊	 Limited-Time Offers for Urgency: Emails with time-sensitive discounts create 
FOMO (Fear of Missing Out).

Example: “Hurry! Flat 50% Off on Biryani – Offer Ends at Midnight!”

Results of Zomato’s Email Marketing

◊	 Increased email open rates by 40% with catchy subject lines.

◊	 Boosted repeat orders by 25% using personalized email offers.

◊	 Improved customer retention through re-engagement emails.

Zomato’s success proves that email marketing, when done right, can drive massive 
engagement and sales.

By applying these strategies, businesses can use email marketing to grow their brand 
and retain customers in the long run.

1.2.1.5 PPC Advertising

Imagine you own a new online clothing store and want to attract customers quickly. 
You launch your website, but when people search for “Best Ethnic Wear for Women in 
India”, your store doesn’t appear on the first page of Google. Instead, Myntra, Ajio, and 
Amazon dominate the search results.

How can your store compete?

You decide to run a Google Ads campaign, bidding on keywords like “Affordable 
Ethnic Wear Online” and “Best Saree Deals”. Now, when someone searches these 
terms, your store’s ad appears at the top of Google search results, driving immediate 
traffic to your website.

This is Pay-Per-Click (PPC) Marketing in action—a strategy that allows businesses 
to pay for visibility and drive instant traffic to their website. Companies like Amazon, 
Flipkart, Urban Company, and Zomato rely heavily on PPC to attract new customers 
and boost sales.

Now, let’s explore what PPC marketing is, how it works, its benefits, challenges, and 
a case study from India.

What is PPC (Pay-Per-Click) Advertising?

PPC (Pay-Per-Click) advertising is a digital marketing model in which advertisers 
pay a fee each time their ad is clicked. Instead of earning traffic organically, businesses 
use PPC to buy visits to their websites by bidding on relevant keywords and displaying 
ads on search engines and other platforms.

Example: When you search for “Best Smartphones under ₹20,000” on Google, the first 
few results often have a small “Ad” label. These are PPC ads, where businesses like 
Amazon, Flipkart, and Croma pay Google Ads to appear at the top of search results.

According to Google Ads,
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“PPC marketing is a model of internet marketing in which advertisers pay a fee each 
time their ad is clicked. It’s a way of buying visits to your site rather than attempting to 
earn those visits organically.”

In simple words, PPC allows businesses to place their ads in front of potential 
customers and pay only when users interact with the ad by clicking on it. PPC advertising 
is a quick and effective way to increase visibility, generate leads, and boost conversions.

The Process of PPC Marketing

Step 1: Choose a PPC Platform

PPC ads can appear on various platforms, depending on your target audience:

◊	 Google Ads: Ads appear on Google search results (SERPs), YouTube, and 
partner websites.

◊	 Facebook & Instagram Ads: Best for social media engagement and retargeting 
campaigns.

◊	 LinkedIn Ads: Ideal for B2B marketing and professional services.

◊	 Amazon Advertising: For e-commerce brands looking to boost product 
visibility.

Example: A coaching institute offering online UPSC courses might choose Google 
Ads and YouTube Ads to target students actively searching for “Best UPSC Coaching 
Online.”

Step 2: Keyword Research & Targeting

To run a successful PPC campaign, advertisers must identify high-intent keywords 
that their audience is searching for.

◊	 Broad Match Keywords: “Buy shoes online”

◊	 Phrase Match Keywords: “Best running shoes under ₹5000”

◊	 Exact Match Keywords: “[Nike Air Max 90 for sale]”

Example: Flipkart runs PPC ads on Google for keywords like “Best Mobile Deals in 
India” during their festive sales.

Step 3: Create Engaging Ads

A well-designed PPC ad should be:

◊	 Catchy & Relevant: Use compelling headlines (“Flat 50% Off on Winter 
Wear!”)

◊	 Have a Strong CTA (Call-to-Action): (“Shop Now,” “Get Offer,” “Book a 
Free Trial”)

◊	 Mobile-Friendly: Ensure the ad is optimized for smartphones.
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Example: Swiggy runs Google Ads with headlines like “Get 30% Off on Your First 
Order. Order Now!” to attract new users.

Step 4: Set a Budget & Bidding Strategy

PPC platforms allow advertisers to control spending by setting:

◊	 Daily Budget: The maximum amount spent per day.

◊	 Bidding Strategy: Decide how much to pay per click (Manual or Automated 
Bidding).

Example: Urban Company (UrbanClap) sets a daily PPC budget to control ad spend 
while ensuring home service ads appear for users searching for “Best Home Cleaning 
Services in Mumbai.”

Step 5: Track & Optimize Performance

Once the campaign is live, marketers analyze key performance indicators (KPIs):

◊	 CTR (Click-Through Rate): Percentage of people who click on the ad.

◊	 Conversion Rate: How many clicks turn into sales or leads.

◊	 ROI (Return on Investment): Ensuring the ad generates profit.

Example: Zomato constantly tests ad variations to see which performs best, optimizing 
images, text, and offers to maximize orders.

Benefits of PPC Marketing

1.	 Instant Traffic & Brand Visibility

Unlike SEO, which takes months, PPC delivers instant results, placing ads at the top 
of search engines and social media feeds.

Example: Myntra uses Google Ads to ensure their sales and offers appear at the top of 
search results during festive seasons.

2.	 Highly Targeted Advertising

PPC allows businesses to target specific demographics, locations, devices, and 
interests, ensuring the right audience sees their ads.

Example: Nykaa targets female users aged 18-35 who have previously searched for 
beauty products.

3.	 Pay Only for Clicks (Cost Control)

Unlike traditional ads, where brands pay for exposure, PPC ensures advertisers only 
pay when users engage with their ad.

Example: Amazon India only pays for clicks on its ads promoting “Best Deals on 
Laptops,” reducing unnecessary costs.
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4.	 Measurable & Optimizable

PPC campaigns provide detailed analytics, helping businesses optimize their ads for 
better performance and lower costs.

Example: Swiggy tracks PPC data to analyze which food categories generate maximum 
orders and adjust campaigns accordingly.

Challenges and Limitations of PPC Marketing

1.	 High Competition & Rising Costs

Popular keywords have high bidding costs, making PPC expensive for small 
businesses.

Example: Travel agencies bidding for “Cheap Flights to Dubai” may pay ₹200+ per 
click, making ROI challenging.

2.	 Requires Ongoing Optimization

Unlike organic marketing, PPC requires constant monitoring to avoid budget 
wastage.

Example: Reliance Digital frequently updates PPC campaigns to match changing 
electronics deals.

3.	 Click Fraud & Ad Blockers

Some competitors or bots may click on ads, wasting advertising budgets.

Example: E-commerce businesses face “click fraud” where competitors intentionally 
click ads to deplete budgets.

Case Study: How Urban Company Uses PPC for Business Growth

Background

Urban Company (formerly UrbanClap) is India’s largest home services platform, 
offering salon, cleaning, and repair services.

PPC Strategy & Execution:

◊	 Targeting High-Intent Keywords: Ads appear for searches like “Best Home 
Cleaning Service Near Me.”

◊	 Localized PPC Ads: Targeting specific cities (“Home Salon Services in Delhi”) 
to ensure relevance.

◊	 Retargeting Ads: Showing ads to people who visited the website but didn’t 
book a service.

Results:

◊	 30% increase in lead generation through Google Ads.
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◊	 Higher conversion rates from targeted Facebook ads.

◊	 Increased customer retention through remarketing strategies.

Urban Company’s PPC marketing success proves how well-targeted ads can drive 
high-quality leads and conversions.

PPC Advertising for Increasing Visibility

In today’s competitive digital space, ranking organically on Google takes time, and 
not all businesses can afford to wait. PPC advertising provides instant visibility by 
displaying ads at the top of search engine results pages (SERPs), social media feeds, 
and websites.

Example: If a new restaurant in Mumbai wants to attract more customers, it can run a 
Google Ads campaign for keywords like “Best Restaurants in Mumbai” or “Affordable 
Dining Near Me.” This ensures that their ad appears above organic search results, 
making them more visible to potential customers.

Benefits of Using PPC for Visibility

◊	 Instant Top Rankings: Unlike SEO, which takes months, PPC ads appear 
immediately on top of Google Search.

◊	 Targeted Audience: Businesses can target specific demographics, locations, 
interests, and search intent.

◊	 Brand Awareness: Even if users don’t click on the ad, they see the brand name, 
increasing recognition.

◊	 Flexible Budgeting: Companies can control ad spend by setting daily or 
monthly budgets.

Case Study: How Flipkart Increased Visibility with PPC Ads

During the Big Billion Days sale, Flipkart ran Google and Facebook PPC ads targeting 
keywords like “Best Diwali Offers” and “Big Billion Days Discounts.” This resulted in: 

◊	 50% increase in website traffic

◊	 Higher sales conversions during the festive season

◊	 More brand visibility across Google Search and Social Media

PPC is a powerful tool for businesses looking to dominate search results and improve 
visibility in a crowded market.

PPC Advertising for Lead Generation

Lead generation is the process of attracting and converting potential customers into 
interested prospects. PPC advertising plays a crucial role in this by directing high-intent 
traffic to landing pages where users can:

◊	 Sign up for newsletters
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◊	 Download free eBooks or guides

◊	 Request a free consultation

◊	 Register for webinars or events

Example: A digital marketing agency running PPC ads on Google for “Best SEO 
services in India” can direct users to a landing page offering a free SEO audit. Once 
users enter their email and phone number to access the audit, they become potential 
leads.

Best PPC Strategies for Lead Generation

1.	 Landing Page Optimisation: PPC ads should direct users to a well-designed 
landing page with a strong Call-to-Action (CTA) like “Sign Up Now” or “Get 
a Free Quote.”

2.	 Target High-Intent Keywords: Use keywords that indicate buyer intent, such 
as “Buy Now,” “Best Deals,” or “Affordable Services.”

3.	 Use Lead Forms: Platforms like Facebook and LinkedIn offer Lead Gen Ads, 
allowing users to submit their details directly without leaving the platform.

4.	 Retargeting Campaigns: Show ads to users who visited the website but didn’t 
convert, reminding them to take action.

5.	 A/B Testing: Experiment with different ad copies, CTAs, and images to find 
what works best for lead conversions.

Case Study: How UrbanClap (Urban Company) Used PPC for Lead Generation

UrbanClap (now Urban Company) ran Google and Facebook PPC campaigns 
targeting keywords like “Home Cleaning Services Near Me.” Their ad directed users to 
a landing page offering first-time discounts on services.

Results:

◊	 40% increase in lead sign-ups

◊	 Improved conversions due to targeted retargeting campaigns

◊	 Higher customer engagement via lead forms on Facebook Ads

PPC advertising remains one of the most effective lead generation methods because 
it targets users actively searching for a product or service.

PPC advertising is an essential component of digital marketing, helping businesses:

◊	 Increase visibility instantly by ranking on top of Google and social media ads.

◊	 Attract high-quality leads by targeting potential customers with high purchase 
intent.
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◊	 Achieve measurable results through analytics and optimization techniques.

By leveraging platforms like Google Ads, Facebook Ads, and LinkedIn Ads, 
businesses can drive targeted traffic, generate leads, and maximize ROI, making PPC 
an invaluable tool for growth in the digital world.

1.2.2 Latest Trends in Digital Marketing & Digital Market-
ing Budgeting

Digital marketing is constantly evolving with new technologies, tools, and consumer 
behaviours shaping the landscape. Marketers need to adapt to the latest trends to stay 
ahead of competitors and maximize their return on investment (ROI). Additionally, 
allocating the right budget for digital marketing is crucial for effective campaign 
execution.

This guide explores the latest trends in digital marketing and the best practices for 
digital marketing budgeting to help businesses optimize their marketing strategies.

1.	 AI & Machine Learning in Marketing

Artificial Intelligence (AI) is revolutionizing digital marketing by enhancing 
personalization, automation, and predictive analytics. AI-powered tools help marketers 
analyse user behaviour and deliver personalized experiences at scale.

Example: Amazon and Flipkart use AI to recommend products based on past searches 
and purchases, increasing sales through personalized marketing.

How to Use AI in Marketing?

◊	 AI-powered chatbots for customer support (e.g., Swiggy’s chatbot for food 
order tracking).

◊	 AI-driven content recommendations (e.g., Netflix suggesting shows based on 
user preferences).

◊	 Automated email marketing with AI-based segmentation (e.g., Nykaa sending 
beauty product suggestions based on skin type).

2.	 Voice Search Optimisation

With the rise of voice assistants like Alexa, Google Assistant, and Siri, more users 
are performing voice searches instead of typing. Marketers need to optimize content for 
conversational queries to improve visibility.

Example: Zomato and Swiggy integrate voice search into their apps, allowing users to 
say, “Order a pizza near me.”

Voice Search Marketing Strategies:

◊	 Optimize content for long-tail keywords (e.g., “best budget smartphones under 
₹20,000” instead of “budget smartphones”).
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◊	 Focus on FAQ-based content (e.g., “How to remove stains from clothes?” for 
detergent brands).

◊	 Ensure Google My Business optimisation for local businesses.

3.	 Video Marketing & Short-Form Content

Short-form video content is dominating social media platforms like Instagram Reels, 
YouTube Shorts, and TikTok. Brands are using video marketing to engage audiences, 
boost conversions, and increase brand awareness.

Example: Myntra and Ajio use Instagram Reels to showcase new fashion trends, 
attracting younger audiences.

Video Marketing Strategies

◊	 Create educational and entertaining short videos (e.g., Swiggy’s funny food 
delivery ads on YouTube).

◊	 Use Live Streaming on Facebook and Instagram for real-time interaction.

◊	 Leverage user-generated content (UGC) to increase authenticity.

4.	 Influencer & Micro-Influencer Marketing

Instead of partnering with celebrities, brands are collaborating with micro-influencers 
(10K–100K followers) who have a more engaged and niche audience.

Example: Mamaearth and WOW Skin Science work with Instagram beauty influencers 
to promote their skincare products.

How to Use Influencer Marketing?

◊	 Find relevant influencers in your industry (e.g., Tech YouTubers for gadget 
brands).

◊	 Offer exclusive discount codes via influencers.

◊	 Run Giveaway campaigns with influencers to increase brand reach.

5.	 Interactive & Immersive Experiences (AR & VR Marketing)

Augmented Reality (AR) and Virtual Reality (VR) are enhancing customer 
experiences, especially in retail and real estate sectors.

Example: Lenskart allows users to try on glasses using AR, making online shopping 
easier.

Ways to Use AR/VR in Marketing

◊	 Virtual try-on experiences (e.g., Nykaa’s AR feature for makeup testing).

◊	 VR real estate tours for home buyers.

◊	 Interactive 3D ads on websites.
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6.	 Programmatic Advertising & Automation

Programmatic advertising uses AI-driven algorithms to automatically buy and place 
ads, optimizing ad performance in real-time.

Example: Flipkart and Amazon use programmatic advertising to target users who 
viewed a product but didn’t purchase it.

How to Use Programmatic Ads?

◊	 Run retargeting ads on Google and Facebook to bring back website visitors.

◊	 Use automated bidding in Google Ads to optimize ad spend.

7.	 Privacy & Data Protection (Cookie-less Marketing)

With increasing data privacy regulations (like India’s Personal Data Protection Bill), 
businesses need to find new ways to track customers without third-party cookies.

Example: Google Chrome is phasing out third-party cookies, forcing advertisers to use 
first-party data collection like email sign-ups and surveys.

How to Adapt?

◊	 Use email marketing & loyalty programs to collect first-party data.

◊	 Focus on contextual advertising instead of cookie-based tracking.

◊	 Implement server-side tracking for better analytics.

1.2.3 Digital Marketing Budgeting
A digital marketing budget is a planned allocation of resources to various online 

marketing activities to achieve business goals. Companies must decide where to invest 
money for the best ROI.

Key Factors in Budgeting

1.	 Business Goals: The foundation of any digital marketing budget is the 
business’s primary objective. Companies must determine whether their focus 
is on building brand awareness, generating leads, or driving direct sales. For 
example, a new startup looking to establish itself in the market may prioritize 
brand awareness through social media and influencer marketing, whereas an 
e-commerce company may allocate more funds toward performance-driven 
paid advertising and email campaigns for conversions. Clearly defining goals 
ensures that resources are allocated efficiently to achieve the desired outcomes.

2.	 Target Audience: Understanding the target audience is crucial for effective 
budget allocation. Businesses need to analyse who their customers are, including 
their demographics, interests, and online behaviour. Knowing where the 
audience engages the most—whether on social media platforms like Instagram 
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and LinkedIn, search engines like Google, or email newslettershelps marketers 
invest in the right channels. For instance, a B2B company may focus more on 
LinkedIn and SEO, whereas a fashion brand targeting young consumers may 
invest heavily in Instagram and influencer collaborations.

3.	 Marketing Channels: Selecting the right marketing channels is vital for 
reaching potential customers effectively. Digital marketing offers various 
options, including Search Engine Optimization (SEO) for organic visibility, 
Pay-Per-Click (PPC) advertising for quick traffic, social media marketing for 
engagement, email marketing for customer retention, and influencer marketing 
for trust-building. Businesses should balance their budget across these channels 
based on their target audience’s preferences and marketing goals. A diversified 
approach ensures maximum reach and engagement, increasing the chances of 
success.

4.	 Competitor Analysis: Analysing competitors’ digital marketing strategies and 
spending patterns provides valuable insights for budget planning. Companies 
should research how much competitors are investing in different channels and 
identify trends in the industry. This helps in setting a competitive budget and 
avoiding underinvestment in critical areas. For example, if competitors are 
heavily investing in PPC ads, a business may need to allocate more funds to 
paid advertising to maintain visibility. Competitor analysis also reveals potential 
gaps in the market that can be leveraged for better results.

By considering these key factors, businesses can create a well-structured digital 
marketing budget that maximises ROI and aligns with their overall growth strategy.

For 2024, a recommended digital marketing budget allocation suggests that 40% 
of funds be dedicated to paid advertising (including PPC and social media ads), 25% 
to content marketing and SEO, 15% to influencer marketing, 10% to email marketing 
and automation, and 5% each to analytics, tools, and other essential activities like web 
design and public relations. For example, if a company has a digital marketing budget 
of ₹10 lakh, it could allocate ₹4 lakh to Google and Facebook ads, ₹2.5 lakh to SEO 
and blog content, ₹1.5 lakh to influencer partnerships, ₹1 lakh to email marketing 
campaigns, and ₹50,000 each to analytics and marketing tools. Proper budget allocation 
ensures a balanced approach, helping businesses maximize visibility, engagement, and 
conversions in an increasingly competitive digital landscape.

Case Study: How Zomato Uses Digital Marketing Budgeting for Growth

Background

Zomato, one of India’s largest food delivery platforms, has a well-planned digital 
marketing budget that focuses on customer acquisition and engagement.

Budget Allocation & Strategies

◊	 PPC Advertising (40%): Google & Facebook ads targeting “Order Food Online” 
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keywords.

◊	 Influencer Marketing (15%): Partnering with food bloggers for Instagram 
promotions.

◊	 SEO & Content (25%): Publishing food blogs & optimizing search rankings.

◊	 Email & Retargeting (10%): Personalized email offers & app push notifications.

◊	 Analytics & AI (10%): AI-driven user behaviour analysis for personalized 
offers.

Results

◊	 Increased daily orders by 35%

◊	 Higher customer retention using AI-based personalisation

◊	 Dominated Google search results with food-related keywords

Zomato’s strategic digital marketing budgeting allowed it to maximize ROI and 
sustain its competitive edge.

Recap

◊	 Content Marketing involves creating and distributing valuable, relevant, 
and engaging content to attract and retain a target audience, ultimately 
driving customer action.

◊	 Mobile Marketing is a digital strategy that targets consumers on 
smartphones and tablets through SMS, apps, push notifications, and 
location-based services to enhance engagement and conversions.

◊	 Affiliate Marketing is a performance-based marketing model where 
businesses reward affiliates (bloggers, influencers, or websites) with a 
commission for driving sales through referral links.

◊	 Email Marketing is a direct digital marketing strategy that uses 
personalized emails to nurture leads, promote products, and build customer 
relationships for higher engagement and conversions.

◊	 PPC Advertising (Pay-Per-Click) is an online advertising model where 
advertisers pay a fee each time their ad is clicked, ensuring instant visibility 
and targeted traffic on search engines and social media platforms.

◊	 Latest Trends in Digital Marketing

◊	 Digital Marketing Budgeting

	►Key Factors in Budgeting

	►Suggested Digital Marketing Budget Allocation
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      Objective Questions

1.	 What does PPC stand for in digital marketing?

2.	 Which digital marketing strategy involves sending promotional emails to 
customers?

3.	 Name one popular affiliate marketing platform in India.

4.	 What is the term for using influencers to promote products on social 
media?

5.	 Which search engine is the most commonly used for PPC advertising?

6.	 What is the full form of ROI?

7.	 Name a digital marketing strategy that helps businesses rank organically 
on search engines.

8.	 Which company is known for its “Great Indian Festival” PPC advertising 
campaign?

9.	 What does AI stand for in digital marketing?

10.	 What type of content is used in content marketing?

11.	 Which tool is commonly used to track website traffic in digital marketing?

Answers

1.	 Pay-Per-Click

2.	 Email Marketing

3.	 Amazon Associates

4.	 Influencer Marketing

5.	 Google

6.	 Return on Investment

7.	 SEO (Search Engine Optimization)

8.	 Amazon India
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Assignments

1.	 Discuss the role of content marketing with an example of a successful 
brand campaign.

2.	 Analyze how mobile marketing is transforming customer engagement in 
India.

3.	 What is affiliate marketing? Explain the process with a real-world 
example.

4.	 Evaluate the benefits and challenges of email marketing for e-commerce 
businesses.

5.	 How does PPC advertising work? Compare its effectiveness with SEO.

6.	 Identify the latest trends in digital marketing and discuss their impact on 
business growth.

7.	 Prepare a digital marketing budget allocation plan for a new startup in the 
fashion industry.

9.	 Artificial Intelligence

10.	 Blogs, Videos, Infographics

11.	 Google Analytics

1.	 Briefly explain the process of content marketing

2.	 What are the major challenges faced in affiliate marketing?

3.	 Explain the benefits of Email marketing

4.	 What are latest trends in digital marketing

5.	 What is digital marketing budget?

Self-Assessment Questions
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Website Planning 
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On Completion of this unit, learner will be able to:
◊	 Identify and differentiate between various types of websites
◊	 Understand the basic principles of web design
◊	 Apply the principle of web design to build an effective user experience
◊	 Learn how to optimize a  websites’ speed

Ananya, a young entrepreneur, dreamed of turning her homemade organic 
skincare products into a successful business. She started by selling her products at 
local markets and through word-of-mouth recommendations. While her products 
received great feedback, she struggled to reach more customers and grow her 
brand.

One day, a friend suggested that she should create a website for her business. 
Initially hesitant due to her limited technical knowledge, Ananya decided to give 
it a try. She built a simple yet visually appealing website showcasing her products, 
their ingredients, and customer testimonials. She also added a blog section with 
skincare tips and a secure payment gateway for online purchases. As soon as the 
website went live, things began to change. Through search engine optimization 
(SEO), her products started appearing in Google searches when people looked 
for organic skincare solutions. She integrated social media marketing by linking 
her website to Instagram and Facebook, where she shared customer reviews and 
behind-the-scenes stories. Within months, her sales tripled. Orders started coming 
in not just from her town but from across the state and even other parts of India.

Ananya’s success story highlights the power of having a website in digital 
marketing. A website acts as a business’s digital storefront, allowing it to reach a 
global audience 24/7. It helps build credibility, showcase products and services, 
and provide essential information to potential customers. In today’s digital world, 
whether it is a small local business or a multinational company, having a well-
optimized website is no longer an option—it is a necessity.

Website planning
Unit

1

Learning Outcomes

Prerequisite
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This example illustrates that digital marketing without a website is like a shop 
without a signboard. A well-designed website, combined with effective digital mar-
keting strategies, can transform a small business into a thriving brand, proving that 
the Internet is a powerful tool for success. Let’s learn more about the website in 
this Unit.

Website, Web Design, Layout, Navigation, Domain Name, Web Page, Blog, 
Personal Website, E Commerce Website, Images, Visual Elements

Discussion

Keywords

In today’s digital world, having a website is essential for individuals, businesses, and 
organisations alike. A well-designed website serves as a gateway to a global audience. 
This unit will introduce you to the fundamental concepts of websites and web design, 
providing you with the knowledge to create and manage a website that meets your 
goals. You will explore the different types of websites, the key elements of web design, 
and practical tools to enhance website performance, ensuring your site is user-friendly, 
visually appealing, and functional.

2.1.1 What is a Website?
A website can be defined as a space on the internet where you can share information 

about your business, topics that interest you, or even about yourself. It is a digital 
platform where data and information about an organisation, a particular topic or an 
individual can be shared. A website is a collection of web pages and related content 
identified by a common domain name that is published on one or more web servers. 
A domain name is the site address that you enter in your browser to reach a particular 
page.

Examples of domain names are google.com, 
youtube.com, sgou.ac.in, and wikipedia.org.

Websites serve a wide range of purposes and 
can help if you are planning to share knowledge, 
sell something, communicate with others, etc. In 
order to access a website, a user needs a device 
with a web browser like a desktop, laptop, 
tablet, smartphone, etc., along with an internet 
connection. Web browsers are application 
software used on these devices, for example, 
Google Chrome, Mozilla Firefox, and Microsoft 

DID YOU KNOW? 

As of 2024, there are 
around 1.1 billion websites 
on the World Wide Web but 
only about 200 million are 
active. (i.e. 17.83%) 
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Edge. A website can be accessed directly by entering its URL address or by searching 
it on a search engine such as Google or Bing. Websites can be created and maintained 
by an individual, group, business or other organisation to serve a variety of purposes.

In today’s digital era, a simple static website can serve as a digital business card, 
while a dynamic website can function as a virtual storefront. Both provide the ability to 
share information with global audience around the clock.

                         Fig 2.1.1 Website of Sreenarayanaguru Open University

2.1.1.1 Types of Websites

Websites play a crucial role in digital marketing, business operations, education, and 
communication. Based on their structure and functionality, websites can be broadly 
classified into two main types: Static Websites and Dynamic Websites. Let’s explore 
each type in detail.

1.	 Static Websites

A static website consists of fixed content that does not change unless manually edited 
by a developer. These websites are built using HTML, CSS, and sometimes JavaScript. 
Each webpage is pre-written and stored on the server, meaning that users see the same 
content every time they visit the site.

Examples 

◊	 Portfolio Websites: A photographer’s or designer’s personal site showcasing 
their work.

◊	 Small Business Websites: A bakery or boutique store with contact details and 
business hours.

◊	 Landing Pages: Single-page websites used for marketing campaigns.
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Features of Static Websites

i.	 Displays the same content for all visitors.

ii.	 Quick to develop and cost-effective.

iii.	 Fast loading speed since there is no need for server-side processing.

iv.	 Requires manual updates whenever content needs to be changed.

Advantages of Static Websites

i.	 Simple and easy to develop.

ii.	 Low hosting and maintenance costs.

iii.	 Faster loading speed compared to dynamic websites.

Disadvantages of Static Websites

i.	 Difficult to update frequently.

ii.	 Limited functionality (no user interaction like log in or database connection).

iii.	 Not suitable for e-commerce or frequently changing content.

2.	 Dynamic Websites

A dynamic website generates content in real time based on user interactions and 
data retrieved from a database. These websites use server-side programming languages 
like PHP, Python, JavaScript (Node.js), or ASP.NET to fetch and display content 
dynamically.

Examples 

◊	 E-commerce Websites: Amazon, Flipkart, and other shopping sites where 
product availability and prices change dynamically.

◊	 Social Media Platforms: Facebook, Instagram, and Twitter, where users interact 
and generate content.

◊	 News Portals: BBC, Times of India, and other sites where news updates occur 
frequently.

◊	 E-learning Websites: Online learning platforms like Coursera and Udemy that 
offer interactive courses.

Features of Dynamic Websites

i.	 Content changes dynamically based on user interactions.

ii.	 Uses databases to store and retrieve information.

iii.	 A backend server is required to process requests.

iv.	 Provides features like user log in, forms, dashboards, and content management 
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systems.

Advantages of Dynamic Websites

i.	 Easy to update and manage using Content Management Systems (CMS).

ii.	 Provides a better user experience with interactive features.

iii.	 Can handle large amounts of data and multiple user requests.

Disadvantages of Dynamic Websites

i.	 More complex and expensive to develop.

ii.	 Requires regular maintenance and security updates.

iii.	 Slower loading time compared to static websites due to server processing.

                    Table 2.1.1 Comparison: Static vs. Dynamic Websites

Feature Static Website Dynamic Website
Content 
Update

Manual editing required Updated automatically using 
a CMS

Interactivity Minimal to none Highly interactive
Development 
Cost

Low High

Loading Speed Fast Slightly slower due to 
database queries

Scalability Limited Highly scalable
Examples Business portfolios, 

brochures
E-commerce, social media, 
blogs

In addition to static and dynamic websites, there are specialized types of websites 
based on their purpose and functionality:

◊	 Personal Websites

◊	 Blog Websites

◊	 E-Commerce Website

◊	 Social Media Website

◊	 Portfolio Websites

◊	 News Websites

◊	 Non-Profit Websites

◊	 Corporate Websites

◊	 Government Websites
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◊	 Educational Websites

Let’s look into details about the various types of websites:

1.	 Personal Website:  When a website is used to share personal information, it is 
known as a Personal Website. Most of the time, a personal website is used as 
a tool to brand someone. Personal websites can either be a writing platform or 
an entertainment platform. It helps to showcase one’s skills, interests, portfolio 
or experience. They are different from social media profiles because, here, an 
individual has more control over the content and design. Personal websites are 
ideal for freelancers, artists, students, or anyone looking to establish an online 
presence. They serve as a platform to share ideas, showcase work, or promote 
a business.

           

              

                                  Fig 2.1.2  Example of a personal website

2.	 Blog Websites: A blog is an online platform or website where individuals, 
businesses or organisations frequently publish written content, known as posts, 
on various topics. Blogs can be personal, like a digital diary or professional, 
which may focus on areas such as technology, fashion, travel, health etc. A 
website is a collection of interconnected web pages that provide detailed 
information about a business, organisation, or its offerings. In contrast, a blog 
is a platform where an individual or group shares opinions and insights on 
specific subjects. While blogs are often hosted within websites, it’s essential 
to understand that they serve different purposes and are not the same. Blogs 
are regularly updated with new content, some as frequently as every day. Each 
piece of content is known as a blog post and is usually presented in such a way 
that newer blog posts appear first. Bloggers use website to present their ideas 
or opinions on a general or personal topic. The writing style in a blog is often 
informal and conversational, just like talking to a friend. Nowadays, blogs have 
become a powerful mass communication tool, allowing people to discover and 
learn about new topics and ideas. WordPress and Google blogger are famous 
blogging sites where you can write articles. Blogs include travel blog, news 
blog, cooking blog, etc.
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                                Fig 2.1.3 Example of a Blog Website

3.	 E-Commerce Website: These 
websites are used for online 
shopping, where a person can 
buy or sell a product. Myntra, 
Flipkart, Olx, and Amazon are 
some examples of e-commerce 
websites. Through an e-commerce 
website, a business can process 
orders, accept payments, manage 
shipping and logistics, and provide customer service.

                              Fig 2.1.4 Example of an E-commerce Website

4.	 Social Media Website: Social media websites help people to create content, 
share information and connect with each other.  Businesses also use social 
applications to market and promote their products and track customer concerns. 
Businesses can use various tools to track, measure, and analyse the attention they 

DID YOU KNOW? 

China is the world’s biggest e-
commerce market, led by the 
Alibaba group’s e-commerce 
subsidiaries Taobao, 
Alibaba.com and Tmall.  
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receive on social media, including insights into brand perception and customer 
behaviour. Various social media websites include Facebook, Instagram, X 
(formerly Twitter) etc .

5.	

6.	

7.	

8.	

9.	

10.	

11.	

12.	

13.	

14.	

15.	

16.	

17.	

18.	

19.	

20.	

21.	

22.	

23.	

24.	

25.	

26.	

27.	

                  
                       Fascinating Facts About Social Media Websites

◊	 The First Social Media Website: The first recognizable social media 
platform was SixDegrees.com, launched in 1997. It allowed users to 
create profiles and connect with friends—similar to modern social 
networks.

◊	 Facebook’s Record Growth: Facebook reached 1 million users in just 
10 months after launching in 2004. Today, it has over 3 billion monthly 
active users—nearly half the world’s population!

◊	 Twitter’s First Tweet: The first-ever tweet was posted by Twitter’s 
co-founder Jack Dorsey on March 21, 2006, which read: “just setting 
up my twttr.”

◊	 YouTube’s Original Purpose: YouTube was initially designed as a 
video-based dating site where people could upload videos describing 
their ideal partner. It later pivoted to a general video-sharing platform.

◊	 Instagram’s Rapid Success: Instagram was launched in 2010, and 
within just 2 months, it gained 1 million users. Facebook acquired it in 
2012 for $1 billion—a deal many thought was overpriced at the time!

◊	 LinkedIn’s Age: LinkedIn is older than Facebook, YouTube, and 
Twitter! Launched in 2003, it was one of the first platforms focused on 
professional networking.

◊	 The TikTok Boom: TikTok became the fastest-growing social media 
platform ever, reaching 1 billion users in just 5 years—a milestone 
that took Facebook nearly 8 years to achieve! 

◊	 Snapchat’s Disappearing Messages: The concept of “disappearing 
messages” made Snapchat unique. Originally named “Picaboo,” the 
app was rebranded as Snapchat in 2012.

◊	 WhatsApp’s Humble Beginnings: WhatsApp started as a status 
update app before evolving into the world’s most popular messaging 
platform, with over 2.5 billion users today.

◊	 Social Media and Sleep: Studies show that 60% of people check their 
social media within 5 minutes of waking up! Social media addiction is 
a growing global concern.
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                            Fig 2.1.5 Example of an E-commerce Website

5.	 Portfolio Websites: Portfolio websites are created to showcase your work, 
skills, and personal brand and are usually created to supplement the resume. This 
website helps to present your best work to a professional. A portfolio website 
is mainly based on creativity. Portfolio website should combine aesthetics with 
functionality to leave a lasting impression.

    

28.	

29.	

30.	

31.	

32.	

33.	

34.	

                                 Fig 2.1.6 Example of a Portfolio Website

6.	 News Websites: News websites are platforms designed to deliver current events, 
articles, and multimedia content to their audience. They cater to various topics 
such as politics, technology, entertainment, sports, business, and more. A good 
news website should be visually appealing, well-organized, and user-friendly to 
keep readers engaged.
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                                 Fig 2.1.7 Example of a News Website

7.	 Non Profit Websites: Nonprofit websites are designed to raise awareness, 
promote causes, and engage with supporters. They play a crucial role in 
conveying the mission, attracting donations, and providing information about 
ongoing initiatives. Usually the nonprofit purpose of the website is displayed 
on the homepage. These kinds of websites help in promoting upcoming events, 
fundraisers or community events. It includes clear calls-to-action like “Donate 
Now” or “Support Us.”

                               Fig 2.1.8 Example of a Nonprofit website

8.	 Corporate Websites: A corporate website represents a business or organization, 
providing information about its products, services, company history, leadership, 
and contact details. These websites serve as the digital face of the company and 
are often used for branding, customer engagement, and investor relations.

Example:Apple (www.apple.com)

Apple’s website showcases its latest products, including iPhones, MacBooks, and 
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accessories. It also provides customer support, investor information, and details about 
its sustainability efforts.

      

                              Fig 2.1.9 Example of a Corporate Website

9.	 Government Websites: A government website is created and maintained by 
a government entity to provide public services, share official information, 
and ensure transparency. These sites may offer e-governance services, legal 
resources, and updates on government policies.

Example: Gov.in (www.india.gov.in)

The official website of the Government of India provides details on policies, schemes, 
online services (such as passport applications and tax filing), and public announce-
ments.

                             Fig 2.1.10 Example of a Government Website

10.	 Educational Websites: An educational website is designed to offer learning 
resources, academic programs, and institutional information. These sites can 
belong to schools, universities, or e-learning platforms.
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Example: Harvard University (www.harvard.edu)

Harvard’s website provides information about its academic programs, faculty, 
research, admissions, and online learning opportunities.

                             Fig 2.1.11 Example of an education website

2.1.2 Basics of Web Design
Web Design refers to the creation and design of websites, with a primary focus 

on user experience. Thus, we can say that Web Design is the process of planning, 
conceptualizing, and executing the creation of a website to ensure it is visually appealing, 
functional, and provides a seamless user experience. 

Web Design involves a wide range of elements, such as layout, colour scheme, 
imagery, typography, and so on that help communicate or facilitate action. More than 
the virtual design, the usability and utility of the website determine its success. The 
main aim of Web Design is to identify the goals and objectives of the webpage and 
improve accessibility for all potential users. 

Design is a fundamental aspect of Web Design, encompassing principles of design, 
such as balance, contrast, emphasis, rhythm, and unity and design elements like lines, 
shapes, texture, colour, and direction. It is a creative process that plays a crucial role 
in shaping a brand’s online presence and influencing its ranking. A well-designed 
website enhances user engagement, builds credibility, and keeps visitors interested. By 
combining aesthetics with functionality, a good website design ensures a seamless user 
experience, making it easier to attract and retain an audience.

Web designing deals with working on every attribute of the website that people 
interact with so that the website is user-friendly and informative. This allows users to 
quickly find the information they need, and the website looks visually pleasing. The 
basic elements of web design mainly include the following:

◊	 Layout
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◊	 Navigation

◊	 Typography

◊	 Images

◊	 Visual elements

1.	 Layout 

A website layout is the arrangement of all visual elements on a web page. User 
experience can be improved by effectively positioning the elements. A website layout 
is the blueprint that shapes the visual presentation of content on a webpage. A well-
structured layout ensures that text, images, videos, and other elements are arranged in 
a way that:

◊	 Effectively communicates information to users.

◊	 Enhances readability and navigation for an ideal experience.

◊	 Maintains an eye-catching and engaging appearance to attract visitors.

By balancing functionality with aesthetics, a good web design layout improves 
user experience and ensures content is presented in a clear, visually appealing manner. 
Different layout styles, such as grid-based, asymmetric, or modular, offer unique visual 
structures to accommodate various design needs and user preferences. Choosing the 
right layout enhances both functionality and user engagement. As a key component 
of web design, a website layout determines how elements are visually arranged and 
perceived by visitors. It influences the order of content consumption by guiding users 
through the site efficiently. It highlights which elements attract the most attention by 
ensuring that key messages stand out, guiding users to the most important content first. 
A well-structured layout directs users’ focus to the most important elements first and 
then leads them naturally through the rest of the content. It also enhances usability, 
supports engaging interactions, and keeps the design aligned with modern web trends.

2.	 Navigation  

Navigation elements are a significant part of web design. They help users find what 
they need quickly and efficiently. These elements include buttons, menus, links, and 
breadcrumbs, which enhance usability and improve the overall user experience. Easy-
to-use website navigation can help users access the information they want as fast as 
possible and thereby generate a positive user experience.

               

         
                            Fig 2.1.12 Example of breadcrumbs
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“Menu” is the basis of website navigation, which helps users find the most important 
sections of a site quickly and efficiently. The structure of menu and the links they include 
are key to guiding users through a site in an organised and logical way.

Business websites commonly include links such as:

i.	 Home: This is usually the first point of contact for visitors. The Home link 
brings users back to the main page, which often acts as a hub with essential 
information, like company values or highlights of services and products.

ii.	 About Us: This page provides background information about the business, 
its history, mission, and values. It’s key for establishing trust and building a 
connection with the audience. It might also include key team members or a 
statement about the company’s approach or philosophy.

iii.	 Services and Products: This is usually one of the most important sections, as 
it showcases what the business is offering. For services, this might break down 
offerings into categories or specific packages. For products, it could feature a 
catalogue or store layout. 

iv.	 Pricing: Having a dedicated pricing page is helpful for transparency and 
assisting users in making informed decisions. 

v.	 Testimonials: Social proof can be extremely persuasive. A Testimonials page or 
section helps build credibility and trust by showcasing customer feedback, case 
studies, or success stories. It can also help visitors feel more confident in your 
services or products.

vi.	 Blog: A blog is a great tool for sharing valuable content, updates, news, and 
thought leadership. A Blog section can drive traffic through (Search Engine 
Optimisation) SEO, provide informative resources, and keep users engaged 
with fresh content.

vii.	 Contact Us: This is often one of the most visited pages because it provides the 
means for users to get in touch with the business. Whether through a contact 
form, email, phone number, or physical address, this page should be easy to 
access and user-friendly.

Proper navigation ensures the following

◊	 Easy access to information – guiding users through the website effortlessly.

◊	 Improved user engagement – keeping visitors on the site longer.

◊	 Better organisation – structuring content for seamless browsing.

Effective website navigation is essential for ensuring a positive user experience. It 
also plays a crucial role in search engine optimisation, as search engines like Google 
prioritise sites with clear and intuitive navigation, which can lead to better rankings 
and increased traffic. Good navigation helps visitors easily find the information they’re 
looking for. By adhering to best practices in navigation, websites can offer a smoother, 
more enjoyable user experience, making it a key element of any successful web  
strategy.
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3.	 Typography

Typography is a fundamental aspect of web design that focuses on making text not 
only readable but also visually appealing and engaging. It plays a significant role in 
shaping the overall design and user experience of a website. A well-chosen typography 
enhances the aesthetic of a site while ensuring that the text is easy to read and understand. 
It can guide users’ attention, establish hierarchy, and create a sense of flow throughout 
the content. Effective typography not only improves readability but also helps convey 
the tone and personality of the brand, leaving a memorable impression on visitors. 
When done right, typography can elevate a website’s design, making it both beautiful 
and functional while providing the best experience for users.

Typography in web design involves the thoughtful use of fonts, spacing, and text 
layout to enhance a website’s visual appeal and readability. It plays a crucial role in 
effectively communicating information, creating an engaging user experience, and 
helping to define a brand’s identity.

Typography is essential in web design for three key reasons: readability, hierarchy, 
and branding. Choosing clear, legible fonts ensures better comprehension, while 
strategic text arrangements guide the user’s focus and reflect the site’s personality.

As a fundamental principle of great web design, typography goes beyond just 
selecting typefaces (Typefaces refer to a specific design style of lettering that includes 
variations like weight, i.e. bold or light, width, i.e. condensed or expanded, and slant, 
i.e. italic or regular. It’s the overall look and feel of a set of characters, numbers, and 
symbols designed to work together harmoniously) or arrange letters creatively. It’s an 
art form that combines skill and craftsmanship to ensure that all text on a website is 
clear, readable, and easily understandable for users.

4.	 Images

Images play a significant role in web design by visually conveying information that 
may be difficult to explain with text alone. When used effectively, images enhance the 
user interface, making it easier for users to understand content quickly. However, if not 
optimised properly, images can impact a webpage’s performance, potentially slowing 
down load times. When well-optimised images are used, they will be helpful for website 
SEO, and using engaging images will make users spend more time on the website.

Images help you to create brand identity by using interesting icons and logos for your 
website. Images can also serve as visual cues to guide users through a website’s content. 
They can act as navigation elements, like icons or buttons that help users easily find 
what they’re looking for or encourage them to take specific actions, such as clicking, 
signing up, or exploring further. High-quality foreground and background images can 
create a professional and polished look that reassures users. On the other hand, lacking 
images or using low-quality visuals can make a site appear untrustworthy or outdated, 
leading visitors to question its authenticity or lose interest altogether. Quality imagery 
helps to engage users and keeps them visually invested in the content.
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5.	 Visual Elements
Visual elements in design are the fundamental components that form the basis of any 

visual creation, from websites and apps to posters and logos. These elements include 
lines, which guide the viewer’s eye, create shapes, and convey movement - shapes, 
which can be geometric or organic and define areas with edges -  colours, which set 
the mood, attract attention, and communicate messages-   textures, which provide a 
tactile visual feel and add depth-   typography, which involves selecting fonts, sizes, 
and arrangements to enhance readability and appeal - space, or whitespace, which cre-
ates balance and reduces clutter and images, including photos, illustrations, and icons, 
which complement text and add visual interest. Together, these elements work to create 
cohesive, engaging, and effective designs.

Visual elements can express the meaning, purpose, or goal of the website in a clear 
and concise way. It helps to enhance and improve the user experience of the website. 
Visual elements play a key role in making a website more user-friendly, accessible, 
and responsive by offering visual cues, symbols, and representations that guide users 
through the site. Additionally, visual elements are effective in capturing and maintain-
ing users’ attention, sparking curiosity or interest, which encourages them to explore 
the site further.

2.1.3 Techniques to Improve Website Speed
Slow site speed can lead to poor search engine rankings, reduced site traffic, and 

a negative user experience. Website speed, or performance, refers to how quickly a 
browser loads fully functional webpages from a site. Sites that perform poorly and load 
slowly are likely to drive users away. On the other hand, websites that load quickly not 
only tend to attract more traffic but also experience higher conversion rates, as users 
are more likely to stay and engage with the content. Numerous studies have shown that 
site speed directly impacts conversion rates—the rate at which users complete a desired 
action. Fast-loading sites not only keep users engaged for longer periods but also see 
higher conversion rates compared to slower sites. Users are more likely to take action, 
whether it’s making a purchase, signing up, or filling out a form, on websites that load 
quickly.

Now, let’s look at the various techniques that can help improve website speed .

1.	 Optimise Images

Large images slow down a website significantly, so optimizing them is crucial. 
Using compressed formats like WebP, JPEG 2000, or AVIF can drastically reduce file 
size without losing quality. Tools like TinyPNG, ImageOptim, and Squoosh help in 
reducing image weight while maintaining clarity. Additionally, using responsive images 
that adjust based on the user’s screen size prevents unnecessary loading of large images. 
For instance, an e-commerce site like Amazon uses compressed product images with 
lazy loading to ensure smooth browsing.

2.	 Enable Browser Caching

When a visitor accesses a website, the browser downloads various files (HTML, 
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CSS, JavaScript, images) to display the content. By enabling browser caching, these 
static files are stored in the visitor’s browser, so they don’t have to be downloaded again 
on repeat visits. This reduces server requests and speeds up the experience. Websites 
like Google leverage caching techniques to improve performance, allowing frequent 
visitors to load pages almost instantly.

3.	 Minify CSS, JavaScript, and HTML

Minification removes unnecessary characters, white spaces, and comments from 
code files, making them lighter and quicker to load. Tools like UglifyJS for JavaScript, 
CSSNano for CSS, and HTMLMinifier for HTML streamline these files for better 
efficiency. For example, Facebook minifies its CSS and JavaScript to enhance the speed 
of its platform, ensuring seamless scrolling and interaction.

4.	 Reduce HTTP Requests

Every element on a webpage—such as images, stylesheets, and scripts—requires an 
HTTP request, increasing load time. Reducing the number of these requests enhances 
website speed. A method to achieve this is combining multiple CSS or JavaScript 
files into one to lower the number of server calls. Additionally, CSS sprites can merge 
multiple small images into a single file, reducing requests. For example, X (formerly 
Twitter) uses sprite images for icons and buttons, significantly improving performance.

5.	 Use a Content Delivery Network (CDN)
A Content Delivery Network (CDN) distributes website data across multiple servers 

worldwide, ensuring that users access content from the nearest server rather than from 
a single location. This reduces latency and enhances page speed. Popular CDNs like 
Cloudflare, Akamai, and AWS CloudFront help websites handle large traffic loads 
efficiently. A real-world example is Netflix, which relies on a CDN to stream videos 
quickly to users across different geographical locations.

6.	 Optimize Server Response Time
A slow server response time can negatively impact website performance. Upgrading 

to a faster hosting plan, using dedicated servers or cloud hosting, and implementing 
load balancing can optimise speed. Additionally, reducing the number of database 
queries by indexing frequently accessed data improves response time. Google Search 
achieves near-instant responses by using advanced caching techniques and optimised 
database queries.

7.	 Enable GZIP Compression

GZIP compression reduces the size of files before they are sent to the browser, 
significantly lowering bandwidth usage and improving speed. When a user requests 
a page, the server compresses HTML, CSS, and JavaScript files before sending them, 
allowing for quicker loading. Many websites, including Yahoo, use GZIP compression 
to ensure content is delivered efficiently.

8.	 Implement Lazy Loading

Lazy loading prevents unnecessary images and videos from loading until they are 
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needed. Instead of loading all elements at once, content loads dynamically as the user 
scrolls. This technique is particularly useful for media-heavy websites such as YouTube, 
where videos are loaded only when users scroll to them, reducing initial load time.

9.	 Optimize CSS and JavaScript Delivery

CSS and JavaScript files should be loaded efficiently to prevent blocking the rendering 
of a webpage. Moving CSS to the head of the document ensures quick styling, while 
JavaScript should be placed at the bottom or loaded asynchronously. Using attributes 
like defer and async helps load JavaScript files only when necessary. Websites like 
Amazon load JavaScript asynchronously to ensure essential elements appear first, 
improving user experience.

10.	 Use Faster Web Hosting

The choice of hosting affects website speed significantly. Shared hosting may slow 
down performance due to multiple websites sharing resources. Opting for dedicated 
servers, VPS (Virtual Private Server), or cloud hosting can improve speed and stability. 
For example, Shopify, a major e-commerce platform, uses scalable cloud hosting to 
handle millions of daily transactions without delays.

11.	 Reduce Redirects

Too many redirects increase the number of HTTP requests, slowing down a site. Each 
redirect forces the browser to request a new URL, adding extra load time. Reducing 
unnecessary 301 and 302 redirects can significantly improve speed. For example, BBC 
News optimizes its site by minimizing redirects, ensuring quick content delivery, even 
during peak traffic.

12.	 Enable HTTP/2 or HTTP/3

HTTP/2 and HTTP/3 allow browsers to request multiple resources at the same 
time, reducing the wait time compared to the traditional HTTP/1.1, which loads files 
sequentially. Websites like Facebook have adopted HTTP/2 to boost performance and 
provide a faster browsing experience.

13.	 Implement Database Optimization

Websites that rely on databases, such as content management systems (CMS) like 
WordPress, can slow down if the database is inefficient. Indexing frequently queried 
data, optimising tables, and using caching mechanisms like Redis or Memcached 
help improve performance. Wikipedia, which hosts millions of articles, optimises its 
database for rapid searches and page loads.

14.	 Reduce External Scripts

External scripts like ads, tracking pixels, and third-party widgets can slow down a 
website. Limiting their use or ensuring they load asynchronously can prevent delays. 
For example, news websites like The Guardian optimise performance by reducing 
unnecessary ad scripts and loading critical content first.
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15.	 Monitor and Test Website Performance

Regularly monitoring website speed helps identify areas for improvement. Tools 
like:

◊	 Google Page Speed Insights (provides speed optimisation suggestions),

◊	 GTmetrix (analyses performance metrics),

◊	 Pingdom (monitors load times globally).

For example, eBay continuously tests its website speed to enhance the user experi-
ence, ensuring quick page loads for buyers and sellers.

By implementing these optimization techniques, businesses and organizations can 
significantly enhance their website speed, leading to improved user experience, SEO 
rankings, and conversion rates. Prioritising efficient coding, caching, and server man-
agement ensures websites remain fast and responsive, even under high-traffic condi-
tions.

2.1.3.1 Tools for Measuring Website Speed

Website speed optimisation is critical for user experience, search engine rankings, 
and overall website performance. Various tools are available to analyse, monitor, and 
enhance a website’s speed. Below are some of the most effective tools, categorised 
based on their functionality.

1.	 Google PageSpeed Insights

Google PageSpeed Insights is a widely used tool that analyzes a website’s perfor-
mance on both mobile and desktop devices. It provides a score based on various fac-
tors like image optimisation, unused JavaScript, and caching. Additionally, it highlights 
problem areas and suggests specific improvements. For example, an e-commerce site 
experiencing slow checkout pages can use this tool to detect unnecessary scripts caus-
ing delays and make optimizations accordingly.

                          Fig 2.1.13 Website of Google PageSpeed Insights

2.	 GTmetrix

GTmetrix is another powerful website speed-testing tool that provides an in-depth 
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analysis of loading times, waterfall breakdowns, and performance scores. It allows test-
ing from multiple global locations and offers recommendations such as minimizing 
HTTP requests and enabling compression. Businesses that serve international custom-
ers can use GTmetrix to identify regional slowdowns and take action by implementing 
Content Delivery Networks (CDNs).

                                          Fig 2.1.14 Website of GTmetrix

3.	 Pingdom Website Speed Test

Pingdom is a tool designed for monitoring website speed over time. It provides 
detailed reports on load time, performance grades, and areas that need improvement. 
One of its major advantages is its ability to test from various locations worldwide. Web-
site owners can use Pingdom to monitor speed fluctuations during peak traffic hours 
and optimize accordingly to ensure a smooth user experience.

                                          Fig 2.1.15 Website of Pingdom
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4.	 Lighthouse (Google Chrome DevTools)

Lighthouse is an open-source performance auditing tool integrated into Google 
Chrome’s Developer Tools. It evaluates website speed, accessibility, SEO, and best 
practices. By generating a detailed report, Lighthouse helps developers identify 
slow-loading elements and suggests improvements like lazy loading and server-side 
optimizations. For instance, an educational website offering online courses can use 
Lighthouse to enhance page speed by prioritizing critical content loading.

                                        Fig 2.1.16 Website of Lighthouse

5.	 WebPageTest

WebPageTest is an advanced speed testing tool that allows users to run tests from 
different locations, browsers, and network conditions. It provides a detailed waterfall 
breakdown of how elements load, helping developers pinpoint bottlenecks. This tool is 
particularly useful for websites catering to a global audience, as it ensures fast perfor-
mance across different regions.

                                      Fig 2.1.17 Website of WebPage Test
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6.	 Cloudflare (CDN & Website Optimization)
Cloudflare is one of the most widely used Content Delivery Networks (CDN) 

that accelerates website performance by distributing content across multiple servers 
worldwide. It helps reduce latency and prevents overload by serving users from the 
nearest server location. Additionally, Cloudflare offers features like automatic image 
optimization and script minification, making it an essential tool for improving website 
speed. Major brands and news portals use Cloudflare to handle heavy traffic loads 
efficiently.

                                           Fig 2.1.18 Website of Clousftare

7.	 WP Rocket (For WordPress Caching)

WP Rocket is a premium caching plugin for WordPress that significantly improves 
website speed by enabling page caching, GZIP compression, lazy loading, and database 
optimization. By reducing the number of HTTP requests and optimizing file delivery, 
WP Rocket ensures faster loading times. It is ideal for bloggers, e-commerce store 
owners, and corporate websites running on WordPress.

                                           
                                          Fig 2.1.19 Website of WP Rocket
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8.	 Kraken.io (Image Optimization)

Kraken.io is a highly effective image compression tool that reduces image sizes 
without compromising quality. Large images often slow down websites, but Kraken.io 
optimizes them efficiently to maintain high-quality visuals while ensuring quick page 
loads. For instance, photography websites and travel blogs benefit from Kraken.io by 
optimizing their heavy image galleries.

                                           Fig 2.1.20 Website of Kraken.io

9.	 LazyLoad by WP Rocket

LazyLoad is a tool that delays the loading of images and videos until they are needed, 
significantly improving initial page load speed. Instead of loading all media elements 
simultaneously, LazyLoad ensures that content is only fetched when the user scrolls to 
it. This is particularly useful for websites with extensive media content, such as news 
portals and real estate listings.

                                                  
                                          Fig 2.1.21 Website of LazyLoad
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10.	 Perfmatters (Performance Optimization for WordPress)

Perfmatters is a lightweight plugin designed to improve WordPress performance by 
disabling unnecessary features, reducing database requests, and deferring JavaScript 
execution. It helps in optimizing First Contentful Paint (FCP) and Time to Interactive 
(TTI) metrics, making websites faster and more responsive.

                                           Fig 2.1.22 Website of Perfmatters

11.	 NitroPack (Complete Website Speed Optimization)

NitroPack is an all-in-one performance optimization tool that combines caching, 
CDN integration, image optimization, and automatic minification. Unlike traditional 
caching plugins, NitroPack automatically applies the best settings for improved website 
speed without requiring manual configurations. It is widely used by business websites 
and online marketplaces to enhance user experience.

                                          Fig 2.1.23 Website of NitroPack

12.	 Redis & Memcached (Database Optimization Tools)

Redis and Memcached are database caching tools that optimize website speed by 
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storing frequently accessed data in memory. This reduces the need for repeated database 
queries, significantly improving load times for dynamic websites like e-commerce 
platforms and social media sites. Businesses handling a high volume of transactions 
can benefit from these tools to prevent slowdowns during peak traffic periods.

                                        Fig 2.1.24 Redis & Memcached

13.	 Testing and Monitoring Website Performance

Regularly testing and monitoring website performance ensures that optimization 
efforts remain effective. Using tools like Google PageSpeed Insights, GTmetrix, 
Pingdom, and WebPageTest, website owners can track loading times, identify 
bottlenecks, and implement necessary improvements. Additionally, adopting HTTP/2 
or HTTP/3 ensures that multiple resources load simultaneously, further enhancing 
website speed.

Website speed optimization is essential for better user experience, higher search 
engine rankings, and increased conversion rates. By leveraging tools such as Google 
PageSpeed Insights, Cloudflare, WP Rocket, Kraken.io, and Redis, businesses and 
website owners can significantly enhance their site’s speed. Whether it’s an e-commerce 
store, corporate website, educational portal, or blog, these tools provide the necessary 
features to maintain fast-loading web pages and improve overall website performance.

2.1.4 Web-Design Platforms
If you want your business to be found online, having a website is essential. However, 

many small businesses lack the budget to hire a professional developer. This is where 
free website builders come in—they allow you to create a website at no cost. With these 
tools, you don’t need to know anything about CSS or HTML, as the platforms handle 
all the technical work. Additionally, thanks to AI advancements, building a website has 
become faster and easier than ever before.

Some of the website design platforms are as follows:
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1.	 Google Sites

Google Sites is a web-based platform that enables you to create websites for free. 
While it’s a basic website builder, it provides enough features to host a blog, portfolio, 
or even educational content. You can build and host a Google Site for free with your 
Google account. However, if you wish to use a custom domain, there will be an addi-
tional cost.

                                         Fig 2.1.25 Website of Google Sites

2.	 Yola

Yola lives up to its reputation as a hassle-free website builder. The setup process 
walks you through selecting the type of website you want—whether personal, business, 
store, or community—and then provides an automated AI builder or a range of DIY 
templates. The great part is that you can easily change the template later without losing 
any of the content you’ve already created.

                                                   Fig 2.1.26 Website of Yola
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3.	 Wix

Wix is one of the most popular drag-and-drop website builders available. If you’re 
looking to create a simple website with a few features without getting overwhelmed by 
choices, Wix is a great option.

                                               Fig 2.1.27 Website of Wix

4.	 HubSpot

HubSpot is a well-known business software platform for marketing, sales, and ser-
vice teams, and its free website builder follows that same high standard. One standout 
feature is the step-by-step guide that walks you through the website creation process, 
complete with a progress bar showing how far along you are. This makes the whole 
experience more organized and easy to follow.

                                          Fig 2.1.28 Website of HubSpot

5.	 Webflow

After creating an account, Webflow prompts you to specify your role (such as mar-
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keter, website builder, etc.) and whether you have experience with CSS/HTML. This 
approach is designed to tailor the platform to suit users of all skill levels. Webflow, 
which also serves as a strong alternative to WordPress, offers the ability to enhance site 
functionality through integrations and widgets. These tools allow for targeting, spam 
prevention, customer engagement, CRM management, and much more. While it’s not 
the most user-friendly platform, Webflow is incredibly powerful, especially consider-
ing it’s a free site builder.

                                                 
                                         Fig 2.1.29 Website of Webflow

6.	 Webnode

Webnode is a user-friendly website builder that now comes with built-in AI. The 
design process is straightforward. You choose from three options—website, online 
store, or blog and then decide how you want to create your website with AI help or a 
template.

                                              Fig 2.1.30 Website of Webnode

It’s easy to get caught up in the visible aspects of web design. Eye-catching images, 
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engaging videos, sleek animations, and strong branding are all crucial. However, there’s 
something even more important that often gets overlooked. The platform on which your 
website is built offers far more than just a login page for making changes. It can play a 
significant role in helping your site rank higher in search results, ensure that your site 
doesn’t unexpectedly go offline, and ensure it remains accessible and functional across 
all devices and locations. While great web design is important, ensuring that people can 
easily access and find your website is even more crucial. The good news is that today, 
there are a variety of platforms to choose from, and with careful consideration of your 
unique needs, you’ll be able to find the perfect one for your website.

Exercise for Learners: Designing a Personal Portfolio Website Using Free Web 
Design Platforms

Objective

This exercise will help students understand the fundamentals of web design, includ-
ing layout, navigation, responsiveness, and user experience (UX). They will use free 
web design platforms like Wix, WordPress, or Google Sites to build a simple per-
sonal portfolio website.

Scenario

Imagine you are a freelance professional (designer, writer, developer, or marketer) 
who needs an online presence to showcase your work. Your task is to create a personal 
portfolio website using a free web design platform.

Steps to Follow

1.	 Choose a Free Web Design Platform

◊	 Wix (www.wix.com)

◊	 WordPress (www.wordpress.com)

◊	 Google Sites (sites.google.com)

2.	 Define Website Purpose & Structure

◊	 Home Page: Introduce yourself with a short bio and an eye-catching image.

◊	 About Page: Provide detailed information about your skills, background, and 
experience.

◊	 Portfolio Page: Display samples of your work (images, videos, or case studies).

◊	 Contact Page: Include a form, email, or social media links for easy communi-
cation.

3.	 Select a Template & Customize

◊	 Choose a pre-designed template that aligns with your profession.

◊	 Modify fonts, colors, and layout to personalize your website.
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◊	 Add a logo and relevant high-quality images.

4.	 Focus on User Experience (UX)

◊	 Ensure easy navigation (clear menu and links).

◊	 Use consistent color themes and fonts.

◊	 Optimize for mobile-friendliness.

5.	 Publish & Share

◊	 Review the final website for errors.

◊	 Publish the website and share the link with peers for feedback.

Assessment Criteria

◊	 Creativity: Unique and professional design.

◊	 Functionality: Working links, images, and contact form.

◊	 User Experience: Easy navigation and readability.

◊	 Mobile Responsiveness: Proper layout on different devices.

◊	 A website can be defined as a space on the internet where you can share 
information about your business, topics that interest you, or even about 
yourself.

◊	 A website comprises of a collection of web pages and its related content 
identified by a common domain name and published on one or more web 
servers.

◊	 A domain name is the site address that you enter in your browser to reach 
a particular page.

◊	 When a website is used to share personal information, it is known as 
Personal Website.

◊	 A blog is an online platform or website where individuals, businesses 
or organisations frequently publish written content, known as posts, on 
various topics.

◊	 Myntra, Flipkart, Olx and Amazon are some of the examples of an 
e-commerce website.

◊	 Social media websites helps people to create content, share information 
and connect with each other. 

Recap
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◊	 Portfolio websites are created to show case your work, skills, and personal 
brand.

◊	 A good news website should be visually appealing, well-organized, and 
user-friendly to keep readers engaged.

◊	 Web Design involves a wide range of elements such as layout, color 
scheme, imagery, typography and so on which helps to communicate or 
facilitates action.

◊	 A website layout is the arrangement of all visual elements on a web page.

◊	 “Menu” is the basis of website navigation, which helps users find the most 
important sections of a site quickly and efficiently.

◊	 Typography is a fundamental aspect of web design that focuses on making 
text not only readable but also visually appealing and engaging.

◊	 Images help you to create brand identity by using interesting icons and 
logos for your website.

◊	 Reducing the number of HTTP requests is essential for improving website 
loading times.

◊	 Google Sites is a web-based platform that enables you to create websites 
for free.

1.	 Mention any two website design platforms.

2.	 Mention any two tools for measuring website speed.

3.	 Briefly explain any one technique which helps in website speed 
improvement.

4.	 What are the various components of visual elements in a web design?

5.	 What is the significance of images in web design?

6.	 What do you mean by Typefaces?

7.	 Why Typography is essential in web design?

8.	 Why proper navigation is important in web design?

9.	 What are the various elements of navigation?

10.	 What is layout in web design?

       Objective Questions
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1.	 Google Sites , Yola

2.	 GTmetrix, Google PageSpeed Insights

3.	 Compressing images without sacrificing quality helps to reduce load times. 
Tools like TinyPNG or Kraken.io can help you achieve this compression 
effectively.

4.	 Lines, shapes, colours, textures, typography, space, images.

5.	 When well optimised images are used it will be helpful for website SEO 
and using engaging images will make users spend more time on the 
website.

6.	 Typefaces refer to a specific design style of lettering that includes 
variations like weight i.e. bold or light, width i.e. condensed or expanded, 
and slant i.e. italic or regular.

7.	 Typography is essential in web design for three key reasons: readability, 
hierarchy, and branding.

8.	 Better organisation, Improved user engagement, Easy access to 
information 

9.	 Buttons, menus, links, and breadcrumbs

10.	 A website layout is the arrangement of all visual elements on a web page.

Answers

1.	 What is a website? What is its significance?

2.	 What are the different types of Websites?

3.	 How is a blog different from a personal website?

4.	 Explain about the basics of web design.

5.	 What is the importance of typography in web design?

6.	 Briefly explain about some of the commonly included links in business 
websites.

Self-Assessment Questions
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7.	 What is the significance of proper navigation in web design?

8.	 Briefly explain about the components of visual elements.

9.	 What are the various techniques for improving website speed?

10.	 What are the various tools for measuring website speed?

1.	 What are the key elements of web design? Discuss how colours, fonts, 
and images contribute to a website’s visual appeal and user experience. 
Why is it important to have a clean and organized design for a website?

2.	 What is website speed, and why is it important for users? Name two tools 
that can help improve website speed. Also, briefly describe one website 
building platform you are familiar with (e.g., Webnode, Wix, or Google 
Sites) and explain its basic features.

3.	 Identify and describe three different types of websites (e.g., personal, e 
commerce, and news websites). For each type, explain the main purpose 
and any key features it should have.

4.	 What is a homepage in the context of a website? Why is it considered 
important in providing a first impression to visitors?

Assignments

1.	 Connolly, R., & Hoar, R. (2024). Fundamentals of web development (4th 
ed.). Pearson India Education Ltd.

2.	 Jain, S. (2015). Web designing and development training guide. BPB 
Publications.

3.	 Gurbani, K. (2023). Web applications development. Himalaya Publishing 
House.

Suggested Reading
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1.	 Bhatia, P. (2017). Fundamentals of digital marketing (2nd ed.). Pearson 
Education India.

2.	 Evans, D., & Bratton, S. (2010). Social media marketing: The next 
generation of business engagement. Wiley.

3.	 Pain, G. (2019). Marketing automation and online marketing: Automate 
your business through marketing best practices such as email marketing 
and search engine optimization.

4.	 Zahay, D., & Roberts, M. L. (2022). Social media marketing: A strategic 
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After completion of this unit, the learner will be able to:

◊	 assess the overall health of a website as well as  identify its potential issues 

◊	 identify and conduct competitor research and analyse their online presence

◊	 conduct comprehensive keyword research

◊	 perform website analysis, competitor research, and keyword research to 
create a comprehensive SEO strategy

Elizabeth is a small business owner who recently launched her online boutique. 
Her website is the digital storefront where customers can browse and buy her 
unique, handmade clothing. At first, everything seems to be running smoothly—
products are displayed beautifully, and customers are visiting. But after a few 
weeks, Elizabeth noticed some issues: her sales are stagnating, and visitors aren’t 
staying long enough to explore her new collections. Confused and frustrated, 
Elizabeth decides to perform a “health check” on her website, much like she 
would with her own health. After all, just like a doctor reviews a patient’s vital 
signs to ensure everything is functioning properly, a website needs regular 
check-ups to remain in good shape. But where will she start? Elizabeth begins 
by analyzing her website’s speed. She knows that if a site takes too long to load, 
visitors may leave before the page even appears. The first tool used by Elizabeth 
was Google PageSpeed Insights, which gave her a score for her website’s loading 
time. It suggests optimizing images and tweaking some of the code to improve the 
performance. This makes sense because faster websites generally lead to happier 
users.

Next, Elizabeth thinks about her mobile users. Many customers visit her 
boutique from their phones, and she’s worried that her site might not be fully 
optimized for mobile devices. Using Google’s Mobile-Friendly Test, Elizabeth 
checks how her site appears on smartphones and finds that some images look 
distorted and some buttons are hard to click. She realised that this problem could 

Website analysis
Unit

2

Learning Outcomes

Prerequisite
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be costing her valuable customers! With these initial findings in mind, Elizabeth 
turns to more advanced tools. GTmetrix provides a detailed report on where her 
website is slow, certain elements like large images and video files are slowing 
things down. It gives her specific recommendations, like compressing images and 
using browser caching to speed things up.

Now, Elizabeth is starting to realize that website analysis isn’t just about 
speed. She decides to check out the user experience (UX)—how easy it is for 
her customers to navigate the website. She finds that the main menu has too 
many options, making it overwhelming for visitors. Also, some of her links 
are broken, leading users to a dead-end. Elizabeth’s goal is to keep visitors 
engaged, and fixing navigation issues could be the key to increasing her sales. 
Since Elizabeth’s boutique serves a local area, she also wants to make sure her 
website appears in local searches. She uses Google Keyword Planner to research 
keywords specific to her location, such as “best boutique in Cochin” or “custom 
dresses in Ernakulam.” This localized strategy enables  her to tailor her content 
and attract more customers from her area.

With all the tools in hand, Elizabeth is ready to implement her findings. She 
optimizes her website speed, fixes navigation issues, and updates her content to 
match the keywords she researched. But Elizabeth knows that website analysis 
isn’t a one-time task—it’s an ongoing process. Just like health check-ups, her 
website needs to be monitored regularly to ensure it’s performing at its best.

As Elizabeth moves forward, she will continue using tools like Google 
Analytics to track her site’s traffic and user behaviour. She will also keep testing 
her site with tools like Pingdom and Webpage Test to ensure it stays in top shape. 
With these insights, Elizabeth is on her way to a stronger online presence and 
better customer experiences. Now that you have seen how Elizabeth approached 
website analysis, imagine that your website needs the same attention. In this unit, 
you’ll learn how to conduct your own website analysis and optimize your site 
for speed, usability, SEO, and much more. You’ll also discover how competitor 
research and keyword analysis play crucial roles in refining your strategy and 
staying ahead in the competitive digital world.

Website Analysis, Keyword Optimization, Unique Value Proposition, Competitor 
Research and Analysis, Localized Keyword Research, Conversion Rates, User 
Experience, Search Engine
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Discussion

In today’s digital landscape, a comprehensive understanding of website analysis, 
competitor research, and keyword optimization is essential for businesses looking to 
succeed online. These processes are interdependent, as they provide critical insights into 
how a website performs, how competitors engage their audiences, and what keywords 
drive organic traffic. By regularly analysing a website’s performance, businesses can 
enhance user experience, reduce bounce rates, and improve SEO rankings. Competitor 
research allows companies to stay ahead of industry trends and identify opportunities 
for differentiation, while keyword research ensures that content is aligned with user 
search intent. Together, these strategies empower businesses to optimize their digital 
presence, increase visibility, and ultimately achieve their marketing objectives.

2.2.1 Website Analysis Tools
Website analysis is an essential process that helps ensure your website is functioning 

optimally. Imagine it as a health check-up for your website, where you evaluate its 
overall performance, design, content, and user experience. Just like how a doctor 
checks for any potential issues during a check-up, a website analysis identifies areas 
that may be slowing down the site, making it hard to navigate, or failing to engage users 
effectively.

By conducting a website analysis, you can understand how well your site is serving 
its purpose, whether it’s for selling products, providing information, or connecting with 
users. It helps you identify problems, such as slow loading times, broken links, poor 
navigation, or outdated content and provides insights on how to fix them. Ultimately, 
this process ensures that your website remains efficient, user-friendly, and aligned with 
the needs of your audience, helping you achieve your online goals more effectively.

Website analysis is a significant step in maintaining and improving your online 
presence. Just like a doctor conducts regular check-ups to monitor your health, website 
analysis allows you to assess the “health” of your site. It involves reviewing various 
elements, such as site speed, mobile responsiveness, SEO performance, design 
aesthetics, and user navigation, to identify any potential issues that could be affecting 
the user experience or hindering site performance.

For instance, slow loading times can cause frustration for visitors, leading them 
to abandon the site before it even loads. If your website isn’t mobile-friendly, it can 
alienate a large portion of your audience who access the web from smartphones or 
tablets. Similarly, if the navigation is cluttered or confusing, users may struggle to find 
what they’re looking for, which can result in high bounce rates. A website analysis 
pinpoints these issues and provides actionable insights to enhance its performance.

Website analysis tools are essential for evaluating and improving the performance, 
usability, and overall effectiveness of a website. These tools help you understand how 
well your site is functioning and identify areas that need improvement, such as speed, 
user experience, SEO, and more. Below are some popular website analysis tools:

SG
O
U



100 SGOU - SLM - FYUGP -Digital Marketing100

1.	 Google Analytics

Google Analytics is a powerful and widely used tool 
for tracking website traffic and user behavior. It provides 
insights into user demographics, traffic sources, popular 
content, conversion rates, and much more. It helps website 
owners understand their audience and make data-driven 
decisions to improve the site.

2.	 Google PageSpeed Insights

Google PageSpeed Insights evaluates the speed and performance of a website, 
providing a score based on how quickly the page loads on both desktop and mobile 
devices. It also offers suggestions for improving load times, such as image optimization, 
script minification, and better server response times. Access https://pagespeed.web.dev/ 
for practice.

                      Fig 2.2.1 Website of Google PageSpeed Insights

3.	 GTmetrix

GTmetrix is a popular web analytics tool designed to help website owners and 
developers analyze the performance of their websites, particularly in terms of speed. It 
provides valuable insights into how quickly your website loads, what might be slowing 
it down, and offers actionable recommendations to improve its performance. GTmetrix 
is widely used for optimizing websites to ensure a better user experience and higher 
search engine rankings. Access https://gtmetrix.com/ for practice.SG
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                                          Fig 2.2.2 Website of GTmetrix

4.	 Pingdom

Pingdom is another popular tool that helps analyze website speed and performance. 
It provides a detailed breakdown of how long each element of your website takes to 
load, helping you pinpoint any bottlenecks. It also offers uptime monitoring, so you can 
track how often your site experiences downtime. Access https://tools.pingdom.com/ for 
practice.

                                          Fig 2.2.3 Website of Pingdom

5.	 SEMrush

SEMrush is an all-in-one SEO tool that helps analyze various aspects of a website, 
including on-page SEO, backlink profiles, keyword rankings, and more. It also offers 
website audit features that can detect technical issues affecting the site’s performance 
and search engine rankings. Access https://www.semrush.com/ for practice.

SG
O
U



102 SGOU - SLM - FYUGP -Digital Marketing102

                                       Fig 2.2.4 Website of SEMrush

6.	 WebPageTest

WebPageTest allows you to test your website’s speed from different locations around 
the world. It provides a detailed report on how your website performs in real-world 
conditions, showing metrics like load time, time to first byte, and visual performance.

A website analysis helps ensure that the content on your site is relevant, up-to-date, 
and optimized for search engines, improving visibility and helping you reach a wider 
audience. By examining SEO performance, the analysis can identify opportunities 
for keyword optimization, Meta tag improvements, and enhancing internal linking. 
Incorporating tools like Google Analytics, GTmetrix, and Google PageSpeed 
Insights into your website analysis allows for a deeper understanding of user behaviour, 
performance metrics, and specific areas that need improvement. By regularly performing 
website analysis, you ensure that your website stays relevant, efficient, and continues to 
provide a seamless experience for your visitors, ultimately contributing to greater user 
engagement, increased conversions, and improved business outcomes. Access https://
www.webpagetest.org/?gclid=A for practice.

                                   Fig 2.2.5 Website of WebPageTest
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2.2.2 Competitor Research and Analysis
Competitor research and analysis is a vital process for any business or individual 

looking to succeed in a competitive market, especially in the digital world. It involves 
studying your competitors to understand their strengths, weaknesses, strategies, and 
performance. This process helps you identify opportunities, refine your strategies, and 
stay ahead of the competition.

2.2.2.1 Why is Competitor Research and Analysis Important?

1.	 Identifying Market Trends: By examining your competitors, you can spot 
current trends in your industry. This gives you insights into what’s working 
for others and helps you align your own strategies with these trends, ensuring 
you’re not left behind.

2.	 Understanding Your Audience: Analysing your competitors’ websites and 
online presence helps you understand what resonates with their audience. By 
looking at the content they produce, their social media interactions, and how 
they engage with their customers, you can better understand the needs and 
preferences of your target market.

3.	 Discovering Opportunities for Improvement: Competitor analysis can reveal 
gaps in the market or areas where your competitors are failing to meet customer 
expectations. These insights provide an opportunity for you to offer something 
better or different, improving your chances of attracting customers.

4.	 Refining Your Unique Value Proposition (UVP): Through competitor 
research, you can see what others are offering and how they present themselves. 
This helps you refine your own unique value proposition (UVP), the distinct 
benefit that sets you apart from the competition.

5.	 SEO and Content Strategy Insights: By analysing your competitors’ websites 
and content, you can identify keywords they rank for and the types of content 
they produce. This information can guide your own SEO and content strategy, 
ensuring that you target the right keywords and topics to increase your visibility 
online.

2.2.2.2 Steps in Competitor Research and Analysis

1.	 Identify Your Competitors

◊	 Direct Competitors: These are businesses or websites offering similar products 
or services within your market.

◊	 Indirect Competitors: These may not offer the exact same products or services 
but are still targeting the same audience or solving similar problems.
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2.	 Analyze Competitor Websites

◊	 Review their website layout, design, and usability.

◊	 Take note of their call-to-action (CTA), such as how they guide users to convert 
(e.g., purchase, sign up, etc.).

◊	 Analyze the speed and mobile responsiveness of their site to assess their user 
experience.

3.	 Study Content and SEO Strategy

◊	 Look at the type of content they publish on their website and social media 
platforms.

◊	 Analyze their blog posts, articles, product pages, and any downloadable 
resources.

◊	 Use tools like SEMrush, Ahrefs, or Google Keyword Planner to identify the 
keywords they rank for and the amount of organic traffic they’re getting.

4.	 Evaluate Social Media and Engagement

◊	 Review the social media channels of your competitors to see how they engage 
with their followers.

◊	 Look at the frequency of posts, the type of content shared (images, videos, 
articles), and the level of interaction (comments, shares, likes).

◊	 Tools like BuzzSumo or Social Blade can help you analyze their social media 
performance and content reach.

5.	 Customer Reviews and Feedback

◊	 Explore customer reviews on sites like Trustpilot, Google Reviews, or social 
media to measure public perception of your competitors.

◊	 Understand the strengths and weaknesses that customers point out, and use that 
information to improve your offerings.

6.	 Pricing and Offers

◊	 Compare your competitors’ pricing strategy with yours. Do they offer discounts 
or promotions that you’re not offering

◊	 Examine their product bundles, loyalty programs, and any special offers to 
understand how they attract and retain customers.

7.	 Monitor Their Marketing and Advertising Efforts

◊	 Track your competitors’ online advertising efforts, such as Google Ads, 
Facebook Ads, or influencer marketing.

◊	 Tools like SpyFu can help you discover the keywords your competitors are 
bidding on in search engine ads.
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2.2.2.3 How to Use Competitor Research to Your Advantage
◊	 Refine Your Marketing Strategy: Use competitor analysis to adjust your 

marketing efforts. Identify where competitors are succeeding and explore ways 
to offer more value or improve upon their strategies.  

◊	 Improve Website Performance: If you notice competitors’ websites have faster 
load times, better mobile optimization, or a more intuitive design, you can work 
to improve these areas on your own site.

◊	 Enhance Customer Service: By reading reviews and feedback, you can spot 
areas where competitors might be lacking in customer service and use that to 
differentiate yourself.

◊	 Position Your Brand Effectively: Competitor research helps you position your 
brand more strategically by understanding what’s already out there and ensuring 
your brand stands out with a unique approach.

Competitor research and analysis is an on-going process that provides valuable 
insights into how your business stacks up against others in the market. By understanding 
your competitors’ strengths and weaknesses, you can make informed decisions that 
enhance your own strategies, attract more customers, and ultimately outperform the 
competition. Whether it’s optimizing your website, refining your content strategy, or 
adjusting your pricing, competitor analysis helps you stay competitive and achieve 
long-term success.

2.2.3 Keyword Research and Analysis
Keyword research is a foundational element of search engine optimization (SEO). 

It involves identifying and analyzing the words and phrases that users type into search 
engines when looking for information, products, or services. By understanding these 
search queries, you can strategically optimize your website’s content to ensure it aligns 
with what people are actively searching for. This increases the likelihood of your site 
ranking higher in search results and getting noticed by the right audience.

The primary goal of keyword research is to gain insights into the language and terms 
your target audience uses. It allows you to understand their search intent, whether 
they are looking for general information, specific products, or services. By using this 
information to guide your content creation and optimization efforts, you can ensure 
your website is more relevant and useful to search engine users.

When conducting keyword research, it’s essential to target a mix of short-tail (broad, 
high-traffic) and long-tail (specific, lower-traffic) keywords. Short-tail keywords are 
general terms, like “web design” or “SEO tips,” that attract a high volume of searches. 
However, they are also highly competitive, making it more difficult to rank for them. 
On the other hand, long-tail keywords are more specific, such as “best web design tips 
for small businesses” or “how to improve SEO for local businesses.” While they tend 
to have lower search volumes, they are usually less competitive and often lead to higher 
conversion rates because they address a more defined audience with specific needs.
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Keyword research also involves analysing search intent, which refers to the 
underlying goal of the user’s search. There are generally three types of search intent:

◊	 Navigational: The user is trying to find a specific website or page.

◊	 Informational: The user is looking for information on a particular topic.

◊	 Transactional: The user is looking to make a purchase or take a specific action.

By identifying keywords that align with these different types of search intent, you 
can create content that meets the needs of your audience at various stages of their 
decision-making process.

2.2.3.1 How to Conduct Keyword Research

1.	 Brainstorm Seed Keywords: Start by thinking about the core topics and 
phrases related to your business. These are your “seed keywords” that will help 
you begin the research process.

2.	 Use Keyword Research Tools: Tools like Google Keyword Planner, Ahrefs, 
SEMrush, and Ubersuggest allow you to explore the search volume, competition, 
and related keywords for your seed keywords. These tools provide data that helps 
you find keywords with the right balance of search volume and competition.

3.	 Analyze Search Intent: As you discover new keywords, consider the intent 
behind them. Are users searching for general information, looking for a product, 
or hoping to make a purchase? Tailor your content to match the search intent.

4.	 Evaluate Keyword Difficulty: Not all keywords are equal. Some might have 
high search volume but also face stiff competition, while others may have lower 
volume but are easier to rank for. Use keyword research tools to assess the 
difficulty of ranking for specific keywords and choose those that offer the best 
balance of opportunity.

5.	 Monitor and Update: Keyword trends change over time, so it’s important 
to regularly monitor your keyword rankings and adjust your content strategy 
accordingly. Tools like Google Search Console and Rank Tracker can help you 
track how well your keywords are performing and provide insights for on-going 
optimization.

2.2.3.2 The Benefits of Keyword Research for SEO
◊	 Improved Search Rankings: By optimizing your content for the keywords 

your audience is searching for, your website has a better chance of ranking 
higher in search results, making it more visible to potential visitors.

◊	 Better User Experience: Keyword research ensures that your content aligns 
with what users are looking for, improving the chances of satisfying their needs 
and encouraging engagement on your site.

SG
O
U



SGOU - SLM - FYUGP -Digital Marketing 107

◊	 Increased Traffic: By targeting high-volume, relevant keywords, you can 
attract more organic traffic to your site. Well-optimized content helps search 
engines recognize your site as a valuable resource for specific queries.

◊	 Enhanced Conversion Rates: Focusing on long-tail keywords with clear 
search intent allows you to attract users who are further down the sales funnel 
and are more likely to convert into customers, sign up for newsletters, or make 
a purchase.

In conclusion, keyword research is an essential step in SEO that helps you understand 
the language of your target audience. By optimizing your content around the right 
keywords, you increase your chances of ranking higher on search engines, driving more 
organic traffic to your website, and ultimately achieving your business goals.

2.2.3.3 Types of Keywords

In keyword research, understanding the different types of keywords is crucial for 
optimizing your website’s content and improving your SEO strategy. Keywords can be 
classified in various ways depending on their characteristics, search intent, and usage. 
Here’s a breakdown of the main types of keywords you should know:

1.	 Seed Keywords: Seed Keywords are the foundational or basic keywords that 
serve as the starting point for keyword research. These keywords are typically 
short, broad, and general terms that define the main topic or category of a 
website, product, or service. Seed keywords are usually very general and do not 
specify particular aspects of the topic. Because they are so broad, seed keywords 
often have a high search volume, but they can also have a lot of competition. 
Typically, seed keywords consist of one or two words.eg. If you’re building 
a website for a fitness business, “fitness” or “gym” would be considered seed 
keywords or if you’re running an e-commerce site selling shoes, “shoes” would 
be a seed keyword.

2.	 Short-tail Keywords (Head Keywords): Short-tail Keywords, also known as 
head keywords, are broad and general search terms typically made up of one 
or two words. These keywords represent a broad category or concept and have a 
large search volume. They are the most common and simple keywords used by 
searchers, but they also come with higher competition due to their popularity. 
Short-tail keywords are useful for reaching a broad audience, but they may not 
always lead to highly targeted traffic. They’re great for brand awareness but 
require high-quality content and strong authority to rank.

3.	 Long-tail Keywords: Long-tail Keywords are more specific, longer phrases 
that typically consist of three or more words. Unlike short-tail keywords, long-
tail keywords have a lower search volume but tend to have higher conversion 
rates because they are more focused on a particular searcher’s intent. e.g. “best 
web design tips for small businesses,” “how to build muscle at home without 
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equipment,” “comfortable sneakers for all-day walking.” Long-tail keywords 
are more targeted and often reflect higher user intent, meaning they attract users 
who are further down the decision-making funnel. These keywords typically 
result in better conversion rates.

4.	 Geo-targeted Keywords: Geo-targeted Keywords are keywords that include 
a geographic location, such as a city, region, or country. These keywords are 
specifically used to target users who are searching for services, products, or 
information within a particular geographic area. Geo-targeted keywords are 
a critical aspect of local SEO and help businesses attract local customers, 
improving their visibility in search results based on their location. e.g.  “web 
design services in Ernakulam,” “SEO experts in Mumbai.” Geo-targeted 
keywords are critical for businesses that cater to local audiences. They help 
ensure your business appears in local search results and can drive traffic from 
users in your geographic area. People searching with geo-targeted keywords 
are often looking to make a purchase or use a service in their local area, which 
means they have high intent and are more likely to convert.

5.	 Transactional Keywords: Transactional Keywords are search terms used 
by individuals who are ready to make a purchase or take a specific action. 
These keywords often indicate intent to buy, sign up, or engage with a service. 
Transactional keywords are crucial in the world of e-commerce and sales-
driven websites because they are used by users who are at the final stage of their 
decision-making process and are likely to convert into customers. Example: “buy 
Nike running shoes online,” “buy red dresses online,” “subscribe to newsletter,” 
“download Adobe Photoshop.” Transactional keywords are ideal for targeting 
users who are at the final stage of the buying process. Optimizing for these 
keywords can help increase sales and conversions. Transactional keywords 
are often a critical component of paid search campaigns, such as Google Ads, 
because of their high conversion rates. Advertisers are willing to pay more for 
clicks on transactional keywords due to their immediate value.

6.	 Informational Keywords: Informational Keywords are search terms used 
by people who are looking for information rather than intending to make a 
purchase or complete a transaction. These keywords are typically used in the 
research phase of the user journey when individuals want to learn more about 
a topic, get answers to questions, or understand a subject better. Informational 
keywords help businesses and websites provide valuable content that meets the 
needs of users looking to gather knowledge, solve problems, or satisfy curiosity. 
Example “What are the benefits of yoga for mental health?” “What is content 
marketing,” “tips for better web design.” Informational keywords are great for 
driving traffic to blog posts, guides, and informational pages. These visitors 
may not be ready to make a purchase yet, but they can still engage with your 
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content and eventually convert.

7.	 Navigational Keywords: Navigational Keywords are search terms used by 
individuals who are specifically looking for a particular website, brand, or 
webpage. These keywords are often employed by users who know exactly where 
they want to go on the internet, whether it’s to a specific company’s website, a 
social media profile, or a particular page on a site. Navigational keywords help 
users quickly find their desired destination online. Example: “Facebook login,” 
“Amazon homepage,” “YouTube.” These keywords are often used to track 
brand-specific traffic. While they may not lead to new visitors, optimizing for 
them ensures that users can easily find your site or online platform. Navigational 
keywords are important because they show that users are already aware of your 
brand or website. They often signify brand loyalty or recognition.

8.	 Commercial Keywords: Commercial Keywords are search terms used 
by individuals who are in the consideration or research phase of the buying 
process. These keywords often signal that users are looking to make a purchase 
or are at least considering it. They’re not as direct as transactional keywords, 
which involve immediate purchasing intent, but they show that the searcher 
is researching options and comparing products, services, or brands. Many 
commercial keywords include terms that compare products or services, such as 
“best,” “top-rated,” “affordable,” “reviews,” or “vs.” These terms suggest that 
the user is evaluating different options before making a final decision. Users 
searching with commercial keywords may not be ready to buy immediately, but 
they are looking for detailed information to guide their purchasing decisions, 
such as features, pricing, or user reviews. Commercial keywords can also be 
niche-specific, targeting specific products, services, or solutions within a certain 
category or industry.

◊	 e.g. “Nike running shoes reviews,” “iPhone 16 v/s Samsung Galaxy S25,” “Best 
electric cars 2025.” By targeting commercial keywords, businesses can create 
content that helps users make informed decisions. This can include detailed 
product descriptions, comparison guides, and customer testimonials.

Understanding the different types of keywords helps you build a comprehensive 
SEO strategy that targets the right audience with the right search intent. By focusing 
on a mix of short-tail, long-tail, and more specific keywords, you can enhance your 
website’s visibility, improve user engagement, and boost your conversion rates.

2.2.3.4 Localized Keyword Research

Localized keyword research is the process of identifying the specific words and 
phrases that potential customers use when searching for products or services within 
their local area. It helps in identifying and analysing search terms that are specific to a 
particular geographic location. For instance, suppose you own a bakery in Kochi. Instead 
of targeting general keywords like best bakery or fresh bread, you can focus on local 
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keywords such as best bakery in Kochi, Kochi fresh bread, or custom cakes in Edapally, 
Kochi. It involves understanding the language and terms that people in a particular 
region or area are using when searching for products, services, or information. The goal 
of localized keyword research is to help businesses optimize their content and improve 
their search engine rankings for users in a specific geographic area. This type of keyword 
research is particularly important for local businesses or service providers who want to 
attract customers from a specific city, town, or region. It helps businesses tailor their 
content and SEO strategies to address the needs and preferences of a localized audience.

                                       Fig 2.2.6 An example of search result

The purpose of local keyword research is to determine which keywords you should 
use for your pages so they would appear to users in a specific area. Localized keyword 
research allows you to gain insights into how people search on Google for products or 
services in a specific area.

If you own a business in a particular location and want to show up in local search 
results, it’s important to understand the exact search queries people are using rather 
than relying on general keywords that come to mind.

This research will help you identify the specific keywords you need to optimize 
your pages for, ensuring that your website is shown to the right users, and potentially 
attracting new customers.

Why Localized Keyword Research is Important

◊	 Targeting a Specific Audience: By conducting localized keyword research, 
you can target users in specific regions, helping to drive more relevant and 
qualified traffic to your website.

◊	 Improve Local Search Rankings: Localized keywords improve the chances 
of ranking higher in local search engine results, which is crucial for businesses 
that rely on local customers (such as restaurants, stores, or service providers).
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◊	 Increased Conversion Rates: When users search for location-specific 
keywords, they are more likely to be looking for products or services available 
in their area. This leads to higher conversion rates as they are often closer to 
making a purchase or booking a service.

◊	 Enhanced User Experience: By using localized keywords, you make your 
content more relevant to the audience in that area, thus improving user experience. 
For example, a person searching for “plumbers in Kollam” is likely looking for 
plumbers in that city, and showing them results based on their location will 
improve their experience.

Key Aspects of Localized Keyword Research

◊	 Geographic Focus: The primary goal of localized keyword research is to 
focus on specific locations. Whether it’s a city, neighbourhood, region, or even 
a landmark, localized keywords incorporate these geographic terms to help 
businesses target a specific audience.

◊	 Local Intent: Many people search for products and services with local intent, 
like “restaurants near me” or “plumbers in their particular locality or city.” By 
focusing on keywords that include location-based modifiers, businesses can 
optimize their content to capture this intent.

◊	 Improved Visibility: Localized keyword research boosts the chances of ranking 
well in local search engine results, making it easier for potential customers 
in the area to discover your business when searching for relevant services or 
products.

◊	 Mobile Search Optimization: With many local searches happening on mobile 
devices, it’s important to consider how users search for nearby businesses on the 
go. When people search for businesses on the go, their search behaviour is often 
more location-specific. For instance, they might type phrases like “near me,” “in 
a particular city,” or “around a location.” As a result, optimizing your website 
with local keywords increases your chances of appearing in these location-based 
search results. Ensuring that your content includes local keywords enhances the 
likelihood of appearing in local search results, especially on mobile.

Localized keyword research is essential for businesses targeting specific geographic 
regions. It helps to tailor your SEO strategy to a local audience, improving visibility, 
engagement, and conversions. By conducting localized keyword research, businesses 
can attract more relevant traffic, improve their local search rankings, and meet the 
specific needs of their target customers. Whether it’s a small business or a larger service 
provider, using location-based keywords is key to optimizing for local SEO.

2.2.3.5 Tools Used for Keyword Research

There are several tools available for keyword research, helping you identify relevant 
terms and phrases to optimize your content. These tools provide insights into search 
volume, competition, and keyword trends, enabling businesses and marketers to make 
data-driven decisions. Below are some popular tools used for keyword research:
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◊	 Moz Keyword Explorer: Moz Keyword Explorer is a popular SEO tool that 
helps marketers, businesses, and website owners find the best keywords to target 
in their search engine optimization (SEO) campaigns. Moz Keyword Explorer 
offers suggestions for related keywords based on your original search term. This 
helps to discover additional keywords that might be relevant to your website 
or business. The tool provides the estimated search volume for each keyword, 
showing how many times that keyword is searched for on a monthly basis. This 
helps to prioritize high-traffic keywords. Moz Keyword Explorer allows you 
to customize search queries by region, helping businesses optimize their SEO 
strategies for specific geographic locations.

◊	 Google Keyword Planner: Google Keyword Planner is a free tool provided by 
Google Ads that helps you discover new keywords related to your business and 
provides data on their search volume, competition, and cost-per-click (CPC) 
estimates. It is best for beginners and businesses running Google Ads campaigns. 
Google Keyword Planner generates a list of keyword suggestions based on a 
specific phrase, website, or category. This helps users discover related keywords 
and variations to target. The tool shows historical data and trends for specific 
keywords, indicating how search volumes have changed over time. This helps 
identify seasonal trends or shifts in search behaviour.

◊	 SEMrush: SEMrush is an all-in-one SEO tool that offers detailed keyword 
research capabilities. It provides information about search volume, keyword 
difficulty, competition, and related keywords. It is best for advanced SEO 
practitioners and businesses wanting to analyze competitor keywords. It provides 
insights into various aspects of SEO, PPC (Pay-Per-Click), content marketing, 
competitive analysis, and more. It’s widely used by SEO professionals, digital 
marketers, businesses, and content creators to optimize websites, improve 
search engine rankings, and gain valuable data about competitors and industry 
trends. One of the most powerful features of SEMrush is its competitive research 
capabilities. You can analyze competitors’ websites, find the keywords they’re 
ranking for, see their paid ad strategies, and discover their backlink sources.

◊	 Keyword Tool.io: Keyword Tool.io is a popular keyword research tool designed 
to help businesses, marketers, and content creators find the best keywords for 
search engine optimization (SEO), paid advertising, and content marketing. 
It’s an excellent tool for discovering relevant keywords, generating long-tail 
keywords, and improving website visibility on search engines like Google, 
YouTube, Bing, Amazon, and more. Keyword Tool.io generates keyword 
suggestions based on a seed keyword you provide. It pulls keyword data from 
search engines like Google, Bing, YouTube, Amazon, and other platforms. This 
feature is particularly useful for identifying high-volume search terms related 
to your topic or industry. The tool specializes in finding long-tail keywords that 
are less competitive but highly specific. These keywords often have a lower 
search volume but can result in higher conversion rates because they target 
users with more defined search intents. Keyword Tool.io can also generate hash 
tag suggestions for social media platforms like Instagram and Twitter. This is 
beneficial for businesses and marketers looking to optimize their social media 
presence.
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◊	 Website analysis is an essential process that helps ensure your website is 
functioning optimally.

◊	 Website analysis involves reviewing various elements, such as site speed, 
mobile responsiveness, SEO performance, design aesthetics, and user 
navigation, to identify any potential issues that could be affecting the user 
experience or hindering site performance.

◊	 Website analysis tools are essential for evaluating and improving the 
performance, usability, and overall effectiveness of a website.

◊	 Google PageSpeed Insights, GTmetrix, Pingdom, SEMrush, WebPageTest 
and Google Analytics are some of the popular website analysis tools.

◊	 A website analysis helps ensure that the content on your site is relevant, 
up-to-date, and optimized for search engines, improving visibility and 
helping you reach a wider audience.

◊	 Competitor Analysis involves studying your competitors to understand 
their strengths, weaknesses, strategies, and performance.

◊	 Keyword research and analysis involves identifying and analysing the 
words and phrases that users type into search engines when looking for 
information, products, or services.

◊	 The primary goal of keyword research is to gain insights into the language 
and terms your target audience uses.

◊	 Short-tail keywords are general terms, like “web design” or “SEO tips,” 
that attract a high volume of searches.

◊	 Long-tail keywords are more specific, such as “best web design tips for 
small businesses” or “how to improve SEO for local businesses.”

Recap

1.	 Mention any two tools used for keyword research.

2.	 How localized keyword research help to focus on specific locations?

3.	 What is localized keyword research?

4.	 What is Commercial Keywords?

5.	 Briefly explain Navigational Keywords.
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6.	 What is Seed Keywords?

7.	 How does Keyword Research enhance conversion rates?

8.	 How Keyword Research helps in improving search rankings?

9.	 What are the three types of search intent?

10.	 What do you mean by Keyword Research and Analysis?

1.	 Moz Keyword Explorer and Google Keyword Planner

2.	 Whether it’s a city, neighbourhood, region, or even a landmark, localized 
keywords incorporate these geographic terms to help businesses target a 
specific audience.

3.	 Localized keyword research is the process of identifying the specific words 
and phrases that potential customers use when searching for products or 
services within their local area.

4.	 Commercial Keywords are search terms used by individuals who are in 
the consideration or research phase of the buying process.

5.	 Navigational Keywords are search terms used by individuals who are 
specifically looking for a particular website, brand, or webpage.

6.	 Seed Keywords are the foundational or basic keywords that serve as the 
starting point for keyword research.

7.	 By focusing on long-tail keywords with clear search intent you can attract 
users who are further down the sales funnel and are more likely to convert 
into customers, sign up for newsletters, or make a purchase.

8.	 By optimizing your content for the keywords your audience is searching 
for, your website has a better chance of ranking higher in search results, 
making it more visible to potential visitors.

9.	 Navigational, Informational and Transactional

10.	 It involves identifying and analysing the words and phrases that users type 
into search engines when looking for information, products, or services.

Answers
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1.	 Explain website analysis.

2.	 What are some of the popular Website analysis tools?

3.	 Why is Competitor research and analysis important?

4.	 What are the various steps in Competitor research and analysis?

5.	 How do you conduct Keyword research?

6.	 What are the benefits of Keyword research for SEO?

7.	 What are the different types of Keywords?

8.	 What is Localized keyword research?

9.	 What is the significance of localized keyword research?

10.	 What are the various tools used for keyword research?

Self-Assessment Questions

1.	 Explain the importance of conducting a website analysis. In your 
response, identify and discuss at least four key elements that should be 
evaluated during the analysis. 

2.	 Describe the role of competitor research and analysis in improving 
business strategies. How can understanding your competitors’ strengths, 
weaknesses, and marketing techniques help you refine your own 
marketing approach? 

3.	 Discuss the difference between short-tail and long-tail keywords and 
their impact on website traffic. How can analysing search intent influence 
content creation for better user engagement?

4.	 List and briefly explain the functions of three website analysis tools 
mentioned in the content (Google Analytics, Google PageSpeed Insights, 
and GTmetrix). How can these tools help improve website performance, 
and what type of issues might they identify?

Assignments
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At the conclusion of this unit, the learner will be able to:

◊	 comprehend the concept of SEO and its significance

◊	 gain an insight on Search Engine Algorithm 

◊	 familiarise the concept of Search Engine Traffic

A brand new website has just been launched for your business, where you 
showcase your products or services. But when you search for it on Google, it does 
not even show up on the first page. That’s frustrating, right? You realise that just 
having a website is not enough to get noticed. You may have heard about Search 
Engine Optimisation, but you are not sure what it really means or how it works.

If you want more people to find your website and discover your business, 
learning about SEO is a great place to start. By understanding how search engines 
work, you can target the right keywords that your potential customers are searching 
for and optimize your site to show up in relevant search results. Once you have 
a solid grasp of SEO, you will be able to improve your website in ways that will 
help attract more visitors and ultimately grow your business. Ready to learn how 
to make your website stand out? Let’s get started!

Introduction to SEO
Unit

1

Learning Outcomes

Prerequisite

SEO, Google Algorithm, Search Intent, Search Engine Results Page, Search 
Engine Traffic.
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Discussion

3.1.1 Fundamentals and Concepts of SEO
Search Engine Optimisation (SEO) is the practice of enhancing a website’s visibility 

on search engines, helping it rank higher so that more people can discover it when 
searching for topics related to your business.

SEO involves a combination of strategies aimed at improving your site’s ranking 
and driving organic traffic.  Search engines want to recommend pages that offer a good 
user experience. The quality of your content matters, too. You need to create helpful, 
valuable content that answers what your audience is looking for. User experience plays 
a huge role as well; a website that’s easy to navigate and loads fast keeps visitors around 
longer. Regularly checking your site’s performance through tools like Google Analytics 
can help you see what’s working and where you need to improve since search engines 
are always updating their algorithms. Staying current and adapting to new trends, like 
voice search, is key to staying ahead. By combining all these elements, you can improve 
your site’s ranking, attract more visitors, and build a solid online presence over time.

3.1.1.1 Phases of Search Engine Optimisation (SEO)

1.	 Website Audit and Analysis

The first phase of SEO is all about understanding the foundation of your website and 
market. The process begins with assessing the current state of the website. This includes 
identifying areas for improvement, analyzing competitors, conducting keyword research, 
and setting up tools like Google Analytics and Search Console to track performance. 
Tools like Google Keyword Planner or SEMrush help discover these keywords. In 
addition, you need to perform competitor analysis, studying your competitors’ SEO 
strategies, keyword usage, and content to identify areas of opportunity.

2.	 Content Creation

Content creation is at the heart of any successful SEO strategy. Content refers to the 
material on a website that provides value to users. Content can include text, images, 
videos, infographics, podcasts, and other forms of media. High-quality, engaging 
content that matches user intent is essential for ranking well in search results. Freshness 
matters in content, so it’s important to update existing content and regularly add new, 
relevant material. Long-form content, such as detailed guides or case studies, often 
performs better in search results because it tends to address more aspects of a user’s 

SEO is an $80 Billion Industry!

Companies worldwide spend more than $80 billion per year 
on SEO services. Why? Because SEO is one of the highest-ROI 
marketing strategies, bringing sustainable, free traffic over time!
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query. By continually refining your content based on search trends and user feedback, 
you ensure your site remains competitive and relevant.

3.	 On-Page Optimisation

On-page optimisation focuses on optimizing individual pages of your website for 
better rankings. On-page optimization involves making adjustments directly on your 
website to improve its visibility in search engine results and provide a better user 
experience. One key strategy is keyword research, ensuring relevant terms are placed 
naturally in the title tags, meta descriptions, URLs, header tags, and throughout the 
content. Proper use of header tags organizes content in a readable and search engine-
friendly. Technical SEO comes under the broader category of On-Page SEO. However, 
while On-Page SEO primarily focuses on optimizing the content and user experience, 
technical SEO specifically deals with the behind-the-scenes elements that impact how 
well search engines can crawl, index, and render the site. Technical SEO also involves 
fixing crawl errors, improving internal linking, and using structured data  to enhance 
visibility in search results.

4.	 Off-Page SEO

Off-page SEO refers to all the optimisation activities that take place outside of your 
website to improve its search engine rankings. Unlike On-Page SEO, which focuses 
on optimizing elements within the website itself, Off-Page SEO is about building the 
website’s reputation and authority through external factors. Off-page activities, such as 
acquiring quality backlinks, leveraging social media, and increasing brand mentions, 
help to improve a website’s authority and trustworthiness.

5.	 Local SEO

Local SEO is the process of optimizing your online presence to increase visibility 
in local search results. It is particularly important for businesses that serve a specific 
geographic area or have physical locations. Local SEO helps potential customers in 
your area find your business when they search for products or services nearby. Key 
elements of local SEO include optimising your website with location-specific keywords, 
claiming and updating your Google Business Profile, ensuring your Name, Address, 
and Phone number are consistent across the web, and getting listed in relevant local 
directories. Encouraging customer reviews on Google and other platforms helps build 
trust and boosts visibility in local search results.

6.	 Monitoring and Reporting

Once SEO efforts are underway, continuous monitoring and reporting are essential 
to track progress and make necessary adjustments. Tools like Google Analytics provide 
valuable insights into website traffic, user behaviour, and conversions. Google Search 
Console helps track keyword rankings and detect any issues related to crawling or 
indexing. By monitoring your performance and adjusting strategies accordingly, you 
ensure that your website remains optimized and aligned with search engine algorithms. 
Regular conversion tracking also helps in assessing the utility of your SEO efforts by 
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determining how well your site turns visitors into customers.

7.	 Maintenance

SEO is not a one-time task but an ongoing process. After the initial optimisations, 
continuous content updates are necessary to keep improving. Content optimization 
involves refreshing old blog posts, adding new information, or improving user 
engagement signals. As search engine algorithms evolve, staying informed about 
algorithm updates and adjusting your strategy is crucial to maintaining rankings. User 
engagement is also key; improving metrics like time on site and bounce rate signals 
to search engines that your website provides value to visitors. Regular optimization 
ensures long-term success and keeps the website ahead of the competition.

3.1.1.2 Significance of SEO

Search Engine Optimisation (SEO) is important because it helps a website attract 
more visitors, build trust, and improve users’ overall experience. Let’s examine some 
of the key reasons why SEO is so significant.

1.	 More Visitors: SEO helps your website show up higher in search engine 
results, which makes it more visible. When your site ranks higher for the right 
keywords, people who are searching for your product or service are more likely 
to click on your link. 

2.	 Better User Experience: SEO is not just about ranking; it’s also about making 
your website better for visitors. A well-optimized website loads faster, is easy to 
use, and has good content that answers people’s questions. Search engines like 
Google pay attention to how good the user experience is, and better UX can help 
improve your SEO rankings.

3.	 Trust and Credibility: Websites that appear at the top of search results are seen 
as more trustworthy by users. Search engines give higher rankings to reliable 
sites. Good SEO helps build credibility by providing quality content and gaining 
backlinks and links from other reputable websites, which tells both users and 
search engines that your site is trustworthy.

4.	 Long-Term Results: SEO is a long-term investment. Unlike paid ads that stop 
bringing in visitors once you stop paying, SEO can continue to attract visitors 
even after the work is done. As your website becomes more trusted and ranks 
for more keywords, it can keep bringing in traffic for a long time.

75% of People Never Scroll Past the First Page

If your website isn’t ranking on Page 1 of Google, you’re 
missing out on potential traffic. In fact, the first five results on 
Google get over 67% of all clicks!
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5.	 Stay Ahead of Competitors: Many businesses are trying to rank on search 
engines. By using SEO, your website can stand out from competitors. Websites 
that optimize their content and improve their technical features are more likely 
to rank higher than those that don’t use SEO. This gives you an advantage and 
can lead to more opportunities.

6.	 Better Conversion Rates: SEO attracts the right kind of visitors to your site, 
people who are interested in what you offer. When you target the right keywords 
and provide helpful content, visitors are more likely to stay on your site and take 
action, whether it’s making a purchase, signing up for a service, or other goals. 

7.	 Improved Local Visibility: For businesses with physical locations, local SEO 
helps you appear in search results when people are looking for nearby businesses. 
Establishing your Google  Business profile, local listings, and customer reviews 
can help bring more local customers to your site and store.

3.1.1.3 Google Algorithm 

Have you ever wondered how search engines like Google determine which websites 
to show when you type a query? In this section, we will look into how Google’s 
algorithm works, how it assesses websites, and how you can optimize your site to meet 
its criteria. Understanding these key concepts will help you improve your website’s 
visibility in search results.

The Google Algorithm is the system Google uses to decide which websites to show 
when you search for something and in what order. Algorithms are computer programs 
that look for clues to give you back exactly what you want. It is how Google figures out 
which pages are the most useful and relevant for a person’s search. It takes into account 
many different factors like how good the content is, how well the site is structured, how 
fast it loads, and even how easy it is to use on mobile devices. Over time, Google has 
made several big changes to the algorithm to make sure the results are as helpful as 
possible.

Websites that provide user-friendly content, load quickly, and work well on all 
devices are the ones that tend to rank higher. The process begins with crawling and 
indexing web pages. To do this, search engines like Google have created web crawlers 
which are used to index websites. Google’s crawler is called “Googlebot.” This crawler 
moves from one page to another, examining their content to assess whether the site is 
relevant.

Position #1 on Google Gets 10x More Clicks Than Position #10

The difference between ranking #1 vs. #10 is HUGE! The first 
result typically gets around 27% of clicks, while the tenth result gets 
only about 2.5%. The higher you rank, the more visibility and traffic 
you get!
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 Here’s a detailed explanation of each of the key steps in Google’s search algorithm:

1.	 Crawling

Crawling is the first step in the process of indexing the web. Google uses a tool 
called Googlebot, a web crawler to discover and collect information from web pages. 
Googlebot continuously scans the internet by following links, like a spider weaving a 
web, to identify new and updated pages.

It starts with a set of known URLs and then follows hyperlinks on those pages to 
discover more content. This helps Google keep its index up-to-date with new or updated 
pages across the internet. Googlebot also uses a technique called depth-first crawling, 
depending on its algorithms, to make sure it gets as many pages as possible. In addition 
to just following links, Googlebot also considers factors like the content of a page, its 
relevance, and how often it’s updated. This ensures that Google’s search results are 
relevant and timely for users.

2.	 Indexing

After crawling a web page, Google stores the information it has collected in a 
massive database called the Google Index. Indexing refers to how Google organizes 
and categorizes the data from web pages. Each page’s content is analyzed for keywords, 
phrases, and metadata. Googlebot processes the text, images, and other elements, trying 
to understand the page’s context and purpose. Google uses sophisticated algorithms 
to classify the content based on its relevance to different search topics. Pages are also 
indexed based on their structure, such as titles, headings, and URL patterns.

3.	 Ranking

When a user submits a query, Google doesn’t just display all the indexed pages. It 
ranks them according to how relevant they are to the user’s search. Several factors are 
involved in this process:

	►Relevance of Content and Search Intent: Google’s goal is to understand what the 
user is truly looking for. It does this by analyzing the context and meaning of the 
search query. For example, if someone searches “Best Pizza in Kerala,” Google aims 
to find content about pizza restaurants in Kerala, reviews, menus, and locations that 
align with the searcher’s intent.

Search intent can be categorized into three main types:

◊	 Navigational intent: It occurs when a user is trying to find a specific website or 
webpage. For example, someone searching for a “Facebook login” is looking to 
directly access Facebook’s login page. 

◊	 Informational intent: It happens when a user is seeking information on a topic 
or looking for answers to a question. An example of this would be a search for 
“how to bake a cake,” where the user wants to learn something. 

◊	 Transactional intent: It is when the user intends to make a purchase or complete 
a specific action, such as searching for “buy a laptop.”
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Based on the query type, Google gives the results to match the specific intent, 
delivering the most useful content, whether it’s a product, a website, or informative 
content.

	►Content Quality

◊	 Content Quality: Google values well-written, informative, and authoritative 
content. Pages that answer user queries comprehensively, with in-depth details, 
tend to rank higher. Google evaluates factors such as grammar, readability, and 
depth of coverage.

◊	 Content Freshness: Google also looks for updated content, especially for time-
sensitive queries. For example, search queries about current events or trending 
topics are more likely to show results from recent articles or updated pages.

	►Page Experience and User Signals

◊	 Page Load Speed: Slow-loading pages can frustrate users, so Google gives a 
ranking boost to fast-loading pages. Sites that load quickly provide a better 
experience, particularly for mobile users.

◊	 Mobile-Friendliness: Given that mobile usage is dominant, Google prioritizes 
websites that are optimized for mobile devices (responsive design).

◊	 Bounce Rate: A high bounce rate when users leave a page quickly after visiting 
can indicate that the page doesn’t meet the user’s needs. If users engage with a 
page for a longer time, it signals that the page is relevant and engaging, which 
is beneficial for ranking.

4.	 Display

After ranking the pages, Google displays the results in various formats, depending 
on the search query and intent:

◊	 Organic Listings: These are the standard search results that are not paid for.

◊	 Featured Snippets: A direct answer to the user’s query, extracted from a web 
page and displayed at the top of search results.

◊	 Knowledge Panels: Information boxes that provide concise answers about 
people, places, or things directly in the search results.

◊	 Shopping Results: Paid ads for products related to a user’s query, often with 
images and pricing.

◊	 Video Results: Google may show video results when a query relates to a topic 
that can be better understood through video content.

◊	 Local Packs: A map with local business results for geographically-relevant 
searches.
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3.1.1.4 Algorithms and Updates

Google’s algorithm is continuously evolving, and it relies on different systems to 
refine search results. Websites that follow best SEO practices and adapt to these updates 
are more likely to rank higher and attract more organic traffic.

Here are a few updates from Google Hat that have had a significant impact on SEO:

◊	 PageRank: This foundational algorithm evaluates the quality and quantity of 
backlinks to determine the importance of a page.

◊	 Panda: Aims to reduce rankings of low-quality content, such as spammy or 
shallow pages.

◊	 Penguin: Focuses on penalizing websites that engage in manipulative link-
building practices.

◊	 Hummingbird: Aims to improve Google’s understanding of the full context of a 
query rather than focusing solely on individual keywords. Hummingbird took a 
significant step forward by focusing on the intent behind the query, considering 
the relationship between words and context

◊	 Rank Brain: A machine learning algorithm that helps Google understand the 
context of queries, especially when they are ambiguous or complex.

◊	 Fred: Fred penalizes sites that fail to meet the standards Google expects from 
a high-quality website. For sites to avoid being affected by Fred or to recover 
from a Fred penalty, they need to focus on user experience, original content, 
natural SEO practices, and relevant expertise.

Google’s search algorithm uses a highly complex set of criteria to determine what 
content is most relevant and useful to a user’s query. The algorithm constantly evolves to 
provide better and more accurate results, refining ranking factors with regular updates.

3.1.1.5 Google Search Console

Google Search Console (GSC), formerly known as Google Webmaster Tools, is an 
essential tool for website owners and SEO professionals. It offers a wealth of insights 
and data that can help optimize your website’s performance, improve its technical 
health, and ensure it is properly indexed and ranked in Google search results.

Google Search Console is a useful tool for website owners. It shows how well your 
site is performing in Google search, including how often your pages appear, how many 
clicks you get, and what search terms people use to find you. It provides valuable 
insights into your site’s performance, helps you identify and fix issues, and gives you 
the information you need to improve your search rankings and user experience. If there 
are any problems, like broken links or pages Google can’t access, the search console 
will alert you so you can fix them. It also checks if your site is mobile-friendly, which 
is really important for ranking well on Google. The tool also shows you which other 
websites are linking to yours, helping you understand your site’s reputation.
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 Google Search Console tracks your site’s core web vitals, which are things like how 
fast your pages load and how easy they are to use on mobile. Google Search Console 
will even warn you if there are security issues, like malware, and help you improve 
special features on your site, like star ratings or event dates that appear in search results. 
Overall, Google Search Console helps you keep your site healthy, fix problems, and 
make it work better in search results.

Why SEO Professionals Should use Google Search Console

1.	 Insights into Search Performance

◊	 Understanding Organic Traffic: Google Search Console (GSC) provides valuable 
insights into how well your website is performing in Google search. With GSC, 
you can track important metrics such as the total number of clicks your site 
receives from search results, and the Click Through Rate, which represents the 
percentage of users who click on your site after seeing it in search results. 

◊	 Query Analysis: GSC also shows which search queries are driving traffic to 
your website, which pages are being clicked on the most, and where they rank 
for different keywords.

2.	 Technical SEO Monitoring

◊	 Index Coverage Report: One of the primary uses of GSC is checking whether 
your pages are being correctly crawled and indexed by Google. If a page is not 
indexed, it won’t appear in search results, which could negatively impact your 
SEO efforts.

◊	 Crawl Errors: If Googlebot encounters issues while crawling your site (e.g., 
broken links, server errors, or missing pages), GSC will notify you. This allows 
you to quickly resolve issues that could prevent your site from being fully 
indexed.

3.	 Backlink Analysis

◊	 External Links: Backlinks are a significant ranking factor in SEO, and GSC 
provides insights into who is linking to your site, helping you track the quantity 
and quality of your backlinks.

4.	 Identifying Issues with Mobile Usability

◊	 With mobile-first indexing now being the default for Google, GSC’s Mobile 
Usability Report is essential for ensuring your site provides a smooth experience 
for mobile users. If your site has mobile usability issues (e.g. small fonts, touch 
elements too close) GSC will flag them, allowing you to address them promptly.

5.	 Core Web Vitals Monitoring

◊	 User Experience Metrics: Google introduced Core Web Vitals as part of its 
ranking signals. These metrics are focused on user experience,how fast your 
pages load, how quickly they respond to user interaction, and how visually 
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stable they are during load.

◊	 GSC shows you how well your pages meet these thresholds and identifies any 
pages that may need improvements to perform better in search rankings. This is 
vital as Google continues to prioritize user experience in its search rankings.

6.	 Security & Manual Actions Alerts

◊	 Security Issues: GSC will notify you if Google detects any security issues 
with your website, such as malware or hacking attempts. Quick resolution of 
these problems is essential for maintaining a trustworthy online presence and 
preventing penalties.

◊	 Manual Actions: If your website violates Google’s webmaster guidelines, it may 
receive a manual penalty. GSC alerts you to any manual actions and provides 
the reasons behind them, enabling you to take corrective action and request a 
review after fixing the issues.

7.	 URL Inspection Tool

◊	 The URL Inspection Tool in GSC allows you to analyze specific pages on your 
website. It provides information on whether the page is indexed, how Googlebot 
views the page and any issues preventing the page from being properly indexed.

3.1.2 Search Engine Results Page
A Search Engine Results Page (SERP) is the page you see after entering a query into 

a search engine like Google. It displays a list of results that are relevant to your search, 
and it’s where users find the information they are looking for. Achieving a top position 
on a SERP can be highly competitive, as users tend to click more frequently on the 
results that appear at the top of the page.

A SERP typically includes several types of results, such as organic listings, paid 
ads, and sometimes special features like featured snippets, knowledge panels, or local 
packs.

Organic listings are the natural search results, ranked based on relevance and quality, 
determined by the search engine’s algorithm. Paid ads, often shown at the top or bottom 
of the page, are those that businesses pay for to appear when certain keywords are 
searched.

You may also see featured snippets, which are short summaries of content that 
appear at the top of the page in a box, often answering a direct question. A knowledge 
panel might appear on the side, offering quick facts about a topic, person, or place. 
Additionally, for local searches, local packs show businesses or services near your 
location, complete with maps, ratings, and contact details.

3.1.3 Search Engine Traffic and its meaning 
In this section, we will explore the different types of website traffic such as organic, 
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direct, referral, and paid and what they tell you about how users are interacting with 
your website. Understanding search engine traffic is key to evaluating your website’s 
performance and improving your online presence.

Traffic refers to the number of visitors that come to your website. It’s a crucial metric 
for any website, as it helps you determine how well your site is performing in terms of 
attracting people, whether it’s for a business, blog, or any other online presence. Traffic 
is important because it directly influences how successful your website is in achieving 
its goals, such as increasing sales, growing an email list, or simply sharing valuable 
information.

There are several types of website traffic, and each tells you something different 
about how people are finding and engaging with your site:

◊	 Organic Traffic: This is the traffic that comes to your website through unpaid 	
search results, typically from search engines like Google. When people type a 	
query into a search engine and click on a link to your site because it appeared 	
in the search results, that’s organic traffic. Organic traffic is considered highly 	
valuable because it’s driven by people actively looking for information related 	
to your content.

◊	 Direct Traffic: This is when visitors come directly to your website by typing 
your URL into the browser or through bookmarks. It’s a good sign if your direct 
traffic is growing, as it means people are familiar with your site and actively 
returning without needing to search for it.

◊	 Referral Traffic: Referral traffic happens when visitors click on a link to your 
site from another website. This could be from a blog post, an online news article, 
social media, or a forum. Referral traffic helps expand your reach and can 
increase your site’s credibility, especially if it’s coming from trusted sources.

◊	 Paid Traffic: This traffic comes from paid ads, such as Google Ads, social media 
ads, or display network ads. When you pay to have your website appear in front 
of targeted audiences, those visitors are considered paid traffic. While it can 
be expensive, paid traffic is useful because you can target specific groups of 
people based on their interests, location, or behaviour, which can lead to higher 
conversion rates.

◊	 Social Traffic: This is traffic that comes from social media platforms like 
Facebook, Twitter, Instagram, or LinkedIn. Social traffic is particularly important 
for businesses or individuals who use social media to promote content, products, 
or services. Effective social media strategies can drive significant traffic to a 
website and help with audience engagement.

◊	 Email Traffic: When visitors come to your site through links found in your email 
newsletters or campaigns, that’s email traffic. If you send out regular updates 
or offers, tracking the traffic coming from email campaigns can help you assess 
their effectiveness.

The goal is to have a balance of different traffic types, with organic traffic often 
being the most desirable since it means people are actively searching for what you offer. 
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However, paid traffic can also be important to boost visibility, especially in competitive 
markets.

Search Traffic is not just about numbers; it’s also about quality. High traffic numbers 
are great, but if visitors leave quickly without interacting with your content, that can 
become a problem, such as poor user experience or irrelevant content. Analyzing things 
like bounce rates, which show how quickly visitors leave your site, and engagement 
metrics, how long visitors stay, can give you a better idea of how effective your traffic 
is in achieving your goals.

In summary, search traffic is a key indicator of how successful your website is at 
attracting and retaining visitors. By analyzing traffic data, you can refine your strategies, 
improve your content, and ultimately grow your online presence.

◊	 SEO (Search Engine Optimization) is the process of optimizing web 
content to improve visibility on search engines.

◊	 SEO enhances website visibility on search engines.

◊	 Google Algorithm refers to the system that Google uses to rank and 
determine search result listings.

◊	 Googlebot is Google’s web crawler that scans and indexes websites for 
search engines.

◊	 Keyword Research is the process of identifying terms users are searching 
for to target in content creation.

◊	 Core Web Vitals measure user experience related to loading speed, 
interactivity, and visual stability.

◊	 Google Search Console is a tool for monitoring, analyzing, and optimizing 
website performance in search results.

◊	 Googlebot is Google’s crawler that discovers web pages

◊	 Search Engine Results Page (SERP) is the page that displays search results 
based on queries. Search Engine Results Pages (SERP) show organic, 
paid, and special results.

◊	 Organic Results are non-paid listings that appear in SERP based on 
relevance and ranking factors.

◊	 Traffic refers to the number of visitors to a website, indicating its reach 
and effectiveness.

◊	 Search Intent refers to the user’s goal behind a search, like informational, 
navigational, or transactional.

Recap
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1.	 What does SERP stand for?

2.	 What is Paid Traffic?

3.	 Who is Google’s web crawler?

4.	 What is Google Algorithm?

5.	 What is the primary goal of SEO ?

6.	 What is Traffic in SEO terms ?

7.	 What are Organic Results?

       Objective Questions

1.	 Search Engine Results Page

2.	 Paid traffic refers to visitors who come to your website through paid 
advertisements.

3.	 Googlebot

4.	 Google Algorithm is the system that Google uses to rank and determine 
search result listings.

5.	 Visibility

6.	 Traffic refers to the number of visitors to a website, indicating its reach 
and effectiveness.

7.	 Organic Results are non-paid listings that appear in SERP based on 
relevance and ranking factors.

Answers

1.	 Discuss the different phases of SEO

2.	 What is search Intent? 

3.	 Explain Google Algorithm. 
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4.	 How does SEO contribute to the success of a website?

5.	 Describe the concept of Core Web Vitals. How do these metrics affect a 
website’s ranking and user experience?

6.	 What is Google Search Console? How does it help website owners track 
and improve search performance?

1.	 Define Search Engine Results Page (SERP). Discuss the different types 
of listings that can appear on a SERP.

2.	 What is the significance of mobile-friendliness in SEO? Discuss the 
impact of mobile optimization on search rankings and user experience.

3.	 How does traffic impact a website’s performance? Discuss the different 
types of website traffic and how they influence SEO strategies.

Assignments

1.	 Das, S. (2021). Search engine optimization and marketing: A recipe for 
success in digital marketing. Chapman and Hall/CRC.

2.	 Barnes, A. (2017). Search engine optimization 2017: The complete step-
by-step guide to SEO for beginners. CreateSpace Independent Publishing.

3.	 Michael, A. (2017). Marketing through search optimization: How people 
search and how to be found on the web. Routledge.

Suggested Reading

1.	 Bhatia, P. (2017). Fundamentals of digital marketing (2nd ed.). Pearson 
Education India.

2.	 Evans, D., & Bratton, S. (2010). Social media marketing: The next 
generation of business engagement. Wiley.
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3.	 Pain, G. (2019). Marketing automation and online marketing: Automate 
your business through marketing best practices such as email marketing 
and search engine optimization.

4.	 Zahay, D., & Roberts, M. L. (2022). Social media marketing: A strategic 
approach.
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At the conclusion of this unit, the learner will be able to:

◊	 gain insight on SEO Strategies

◊	 understand the On-Page SEO techniques

◊	 gain insight into Off-page SEO techniques

◊	 comprehend how Google’s crawling, indexing, and ranking work

In today’s digital age, where nearly every consumer interaction begins with an 
online search, businesses are increasingly dependent on their online visibility to 
thrive. Whether you are a small local business or a global enterprise, understanding 
how to be found by potential customers in search engines is crucial. This is where 
Search Engine Optimisation comes into play. This unit will explore key strategies, 
techniques, and best practices that can help you improve your website’s search 
engine performance. Let’s look into SEO and learn how to turn your website into 
a powerhouse for attracting both organic and paid traffic.

Strategies and 
Techniques

Unit
2

Learning Outcomes

Prerequisite

On Page SEO, Off Page Seo, Indexing, Crawling, SEM Metrics

Keywords

Discussion

3.2.1 Keyword Optimisation
The foundation of any successful SEO campaign lies in having a clear strategy. SEO 

refers to the process of enhancing your website’s visibility on search engines through 
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both organic (non-paid) and technical optimizations. SEO can be categorized into 
on-page SEO and off-page SEO, each targeting different aspects of website performance 
and user engagement.

Before going into SEO specifics, it is important to recognize that SEO is not a one-
time task but an ongoing process. Search engines constantly evolve, and staying on top 
of new strategies ensures continued success in ranking.

Keywords are specific words or phrases that people type into search engines when 
they are looking for information, products, or services. In SEO, keywords are crucial 
because they help search engines understand the content of a webpage and match it 
with users search queries.

Search engines like Google use keywords to determine the relevance of your content 
to user queries. If your content includes relevant keywords, it’s more likely to rank 
higher in search results.

3.2.1.1 Strategies for Keyword Optimisation

1.	 Conduct Thorough Keyword Research: Choosing the right keywords is one of 
the most important aspects of SEO, as it directly affects how easily your content 
can be discovered by search engines and users. The goal is to select keywords 
that are relevant to your business or niche, align with user intent, and have a 
balance of search volume and competition.

2.	 Understand user intent: Identify whether users are searching for information 
(informational), products (transactional), or services (navigational). This will 
help in choosing the right keywords that match their intent.

3.	 Topic Relevance: Keywords should be closely related to the core topics of your 
website or business, ensuring the content meets the needs of users searching 
those terms.

4.	 Use keyword research tools: Tools like Google Keyword Planner, SEMrush and 
Ahrefs, can help you identify high-volume keywords, long-tail keywords, and 
related terms.

5.	 Analyze competitors: Look at the keywords your competitors are ranking for 
and identify gaps where you can target.

6.	 Identify Long-Tail Keywords: These are longer, more specific keyword phrases 
that often have lower competition and can bring highly targeted traffic. While 
short keywords typically refer to single words or very short phrases that are 
highly general.

3.2.2 On page SEO
On-page SEO (Search Engine Optimization) refers to the techniques used to 
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optimize individual web pages so that they rank higher on search engines and attract 
more relevant traffic. On-page factors directly influence a website’s SEO performance. 
These factors include optimizing the content, HTML tags such as (title tags, meta 
descriptions, headings), site structure, and user experience elements

3.2.2.1 On-Page SEO Techniques

1.	 High-Quality Content: Content is the most vital factor in SEO. Make sure 
your content is valuable, informative, and relevant to the search intent. Aim to 
provide thorough coverage of the topic, answer potential user questions, and use 
appropriate multimedia elements like images, videos, or infographics.

2.	 Optimize URLs: URLs should be short, descriptive, and include the target 
keyword. Keep the URL structure simple and logical for users and search 
engines. Use hyphens to separate words and avoid unnecessary characters like 
question marks or special symbols.

3.	 HTML Tags: HTML tags are the basic components of a webpage that help 
organize and display content. These tags tell the web browser how to display 
elements such as text, images, links, and other content.

a.	 Title Tag: The title tag is one of the most important on page elements for SEO. 
It tells search engines and users what the page is about. Incorporate your target 
keyword naturally at the beginning of the title while keeping it compelling to 
ensure its fully displayed in search results.

b.	 Meta Description: The meta description is a brief summary of the page’s 
content. While meta descriptions do not directly impact rankings, a well-
written meta description can increase the click through rate from search 
engine results.

4.	 Optimizing Image Size for Faster Load Times: Large image files can slow 
down your page load time, which negatively impacts user experience and SEO. 
Compress images to reduce file sizes without sacrificing quality. Tools like 
TinyPNG can help optimize images for faster loading.

5.	 Internal Linking : Internal linking refers to the practice of linking one page of 
your website to another page on the same website. It helps users and search 
engines navigate your site more easily. Internal links are typically found within 
the content, navigation menus, footers, and even sidebars. Internal links make 
it easier for visitors to find related content on your website. For example, if 
someone reads a blog post, an internal link can guide them to another article or 
product page that interests them.

6.	 Mobile-Friendliness: Google prioritizes mobile-first indexing, which means it 
mainly relies on the mobile version of your website for ranking and indexing 
purposes. To optimize for this, ensure that your website is responsive, 
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automatically adjusting to fit the screen size of any device.

3.2.3 Off-page SEO 
Off Page refers to the optimization activities you perform outside of your website 

to improve its search engine rankings and increase its visibility. Unlike on-page SEO, 
which focuses on optimizing content and elements within your site, off-page SEO 
involves external factors that influence your site’s credibility and authority.

3.2.3.1 Off-Page SEO Strategies

1.	 Backlinks (Link Building)

Backlinks are links from other websites that point to your site. Search engines view 
backlinks as votes of confidence. The more high-quality, relevant backlinks your site 
has, the more likely it is to rank higher in search engine results. The quality of the 
backlinks matters more than quantity. Links from authoritative, trustworthy websites 
are more valuable.

2.	 Brand Mentions

Brand mentions refer to instances where your brand, company, or website is mentioned 
on other websites, even without a direct backlink. Search engines, particularly Google, 
use brand mentions as a signal of your website’s authority and reputation. The more 
often your brand is mentioned across credible and relevant sites, the more likely search 
engines will consider your site authoritative.

3.	 Online Reviews

Reviews on third-party platforms like Google My Business, Yelp, Trustpilot, 
and other industry-specific review sites can have a significant impact on your SEO. 
Positive reviews not only help with local SEO but also build your site’s credibility and 
trustworthiness in the eyes of search engines and users. Encouraging happy customers 
to leave reviews and responding to negative reviews professionally is very essential.

4.	 Public relations

Public relations strategies can also contribute to off-page SEO. Getting media 
coverage mentions in news outlets, and participating in interviews can increase your 
site’s authority and visibility.

5.	 Forum and community engagement

A forum is an online platform or discussion board where users can post questions, 
share information, and engage in discussions on various topics. By actively participating 
in relevant forums like Quora or Reddit, you can establish authority in your niche. 
By providing valuable insights and thoughtful answers, you can build your reputation, 
increase brand visibility, and drive targeted traffic to your site. Share links only when 
they genuinely add value to the conversation. This approach not only enhances your 
credibility but also helps improve your site’s search engine rankings through backlinks 
and user engagement.
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6.	 Social Media Marketing

While social media signals such as shares, comments, and likes don’t directly 
influence SEO rankings, a strong social media presence can bring traffic to your 
website. Increased traffic and engagement from social media can indirectly boost your 
SEO efforts.  Active participation on platforms like Facebook, Twitter, Instagram, and 
LinkedIn helps build brand awareness, generate backlinks, and enhance your online 
reputation, all of which can contribute to improving your website’s SEO performance 
over time.

Off-page SEO is about building your website’s authority and reputation through 
external factors, primarily backlinks, social media engagement, brand mentions, and 
other activities that show search engines that your site is trustworthy and relevant. 
By focusing on these aspects, you can significantly improve your website’s ranking, 
visibility, and overall online presence.

3.2.4  Link Building
We have already discussed link building before, but let’s explore it in more detail. 

Think of it like this: just as you would trust an expert’s opinion over that of a stranger, 
search engines tend to trust websites that are linked to reputable, authoritative sources. 

Link building is a key component of off-page SEO that involves acquiring backlinks; 
these are links from external websites that direct users to your site. Backlinks are 
crucial because they serve as a form of endorsement from one website to another. It 
is the process of getting other websites to link to your website. Link building is about 
earning and gaining links from other websites to improve your site’s visibility and SEO 
performance. The more good quality links you have from reputable sites, the more 
likely your website is to rank higher in search results.

3.2.4.1  Significance of  Link Building 

1.	 Improves Search Engine Rankings: Backlinks signal to search engines that other 
sites consider your content valuable and trustworthy. This can help improve 
your position in search results.

2.	 Increases Website Traffic: Links from relevant websites can drive targeted traffic 
to your site. This is particularly beneficial when the links come from sites that 
share an audience similar to yours.

3.	 Enhances Website Authority: A strong backlink profile from reputable websites 
signals to search engines that your site is a credible source of information within 
your niche.

4.	 Helps with Indexing: Links also help search engine bots discover and index 
your pages more effectively, making it easier for your content to be found and 
ranked.
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3.2.4.2 Types of Link Building

1.	 Natural Links: These are backlinks that you earn organically because others 
find your content valuable and choose to link to it without you asking or even 
reaching out. For example, if you write an insightful article or create a resource, 
other websites may link to it naturally.

2.	 Manual Link Building: This involves actively reaching out to other websites, 
bloggers, or influencers to request a link. You might ask for a backlink in 
exchange for a guest post, a mention, or a collaboration.

3.	 Broken Link Building: Broken Link Building is a strategy where you find 
broken links on other websites related to your content. You then contact the 
website owner to inform them of the broken link and suggest your own content 
as a replacement. This benefits both parties; the website owner can fix their 
broken link, and you earn a valuable backlink to your site.

4.	 Skyscraper Technique: This technique involves finding high-ranking content 
within your niche, creating something even better, more comprehensive, 
detailed, or up-to-date, and then reaching out to websites linking to the original 
content, suggesting they link to your superior content instead.

3.2.5  Crawling and Indexing
Imagine a librarian organizing books in a library. Crawling and indexing are the 

processes through which search engines discover and organize information on your 
website. Crawling involves search engine bots scanning your site, while indexing is the 
process of storing that information in the search engine’s database.

Indexing and Crawling are two fundamental concepts in SEO that refer to how search 
engines discover and process content on the web to make it available in search results.

3.2.5.1 Crawling

Crawling is the process through which search engine bots also known as spiders or 
crawlers discover and explore web pages across the internet. These bots are automated 
programs that follow links from one page to another, gathering information about the 
content of those pages.

The process begins when crawlers start with a list of known websites or a sitemap 
that guides them to all the pages on your site. Once they arrive on a page, the bots 
read its content, including text, images and links. Crawlers follow internal links to 
discover more pages within your site, and external links to discover new websites. 
After visiting a page, the bot sends back the data to the search engine’s index, where 
it’s stored and made searchable. However, not all pages are indexed only those that 
are deemed valuable and accessible. Search engines also regularly revisit websites to 
check for updates, and the frequency of these re-crawls depends on factors like the 
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authority of your site, how often it’s updated, and how well it’s structured. For crawlers 
to work efficiently, your site should have a logical structure, fast loading times, and 
clear internal links.

3.2.5.2 Indexing

Indexing happens after crawling. Once the search engine’s bots have crawled the 
pages of your website, they then index the content, which means they store and organize 
that content in a massive database known as the index. 

The index acts like a library of the web, where the search engine keeps information 
about all the web pages it has found, making it possible to return relevant results 
when users perform searches.This includes the page’s text, images, video files, meta 
descriptions, and keywords.

Once a page is indexed, search engines apply complex algorithms to determine 
its ranking in search results. These algorithms evaluate various factors, such as the 
relevance of the content to the user’s query, the overall quality of the page, and even the 
user’s location. The better your content matches the user’s intent whether it’s answering 
a question, solving a problem, or providing valuable resources the higher your chances 
of ranking well in the search results. Additionally, factors like page speed, mobile-
friendliness, and backlinks to your site also play a significant role in how a page is 
ranked.

3.2.5.3  How to Ensure Effective Crawling and Indexing

1.	 Create a Sitemap: Submit a sitemap to search engines. This helps crawlers find 
important pages on your site quickly.

2.	 Optimize Robots.txt: Use the robots.txt file to control which pages search 
engines should crawl or avoid.

3.	 Fix Crawl Errors: Regularly check for crawl errors using tools like Google 
Search Console. If pages can’t be crawled, they won’t be indexed, which can 
affect your site’s SEO.

4.	 Improve Site Structure: Organize your website’s structure to make it easy 
for crawlers to find and follow links. A clear, logical structure helps crawlers 
efficiently navigate your site.

5.	 Avoid Duplicate Content: Duplicate content can confuse search engines and 
hurt your ranking. Make sure your content is unique or use canonical tags to tell 
search engines which version of a page to index.

6.	 Ensure Fast Load Times: Slow loading times can prevent crawlers from properly 
accessing your site. Optimizing speed is key to ensuring effective crawling.

To put it briefly, crawling is the discovery process where search engine bots explore 
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and scan pages on the web, while indexing is the storing and organizing process 
where relevant content is saved in the search engine’s database. For your website to be 
discoverable in search results, it needs to be crawled, indexed, and then ranked by the 
search engine. Ensuring your site is optimized for both crawling and indexing is crucial 
for SEO success.

3.2.6 SEM Metrics
Search Engine Marketing (SEM) refers to the practice of using paid advertising to 

boost a website’s visibility on search engine results pages. 

Search Engine Marketing involves several important techniques to improve online 
visibility and drive targeted traffic. First, keyword research helps identify relevant and 
specific keywords to target. Ad copy creation focuses on writing compelling ads with 
strong calls to action while landing page optimization ensures pages align with user 
intent to boost conversions. Then audience targeting makes sure ads reach the right 
people, and ad extensions can enhance visibility by adding extra details to ads. 

Local SEM strategies, like using Google My Business and geo-targeting, attract 
nearby customers, and competitor analysis uncovers gaps to refine strategies. Together, 
these techniques work to maximize visibility, drive traffic, and improve return on 
investment. To ensure that SEM campaigns are delivering the best possible results, it’s 
crucial to measure their performance effectively. 

Below is an exploration of the most important SEM metrics used to assess and 
optimize the effectiveness of paid search campaigns.

3.2.6.1 Major SEM Metrics

The key to successful SEM is measuring and analyzing various metrics to assess the 
effectiveness of your campaigns and optimize them for better performance. Below are 
the most important SEM metrics:

1.	 Click Through Rate (CTR)

CTR is the ratio of clicks to impressions for a paid ad. Clicks refer to the number 
of times users click on a link or ad. Impressions refer to the number of times the ad or 
link is shown to users. It helps measure how well your ad copy, keywords, and overall 
targeting impact the users.

◊	 CTR=Clicks/Impressions×100

A higher CTR typically indicates that the ad or link is engaging and relevant to the 
audience, while a lower CTR suggests that the content might not be capturing enough 
attention.

2.	 Cost Per Click (CPC)

CPC is the amount you pay each time a user clicks on your ad.Total Ad Spend is 
the total amount you have spent on your advertising campaign.Total Clicks is the total 
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number of clicks your ad received.

◊	 CPC=Total Spend/Total Clicks 

CPC helps assess the efficiency of your paid campaigns. A lower CPC indicates you 
are driving traffic at a lower cost, which is beneficial for your budget.

3.	 Cost Per Acquisition (CPA)

CPA is the cost to acquire a customer through a paid ad.Total Ad Spend is the total 
amount you spent on your advertising or marketing campaign.Total Conversions refers 
to the number of  conversions such as purchases, sign-ups, downloads generated from 
your campaign.

◊	 Formula: CPA=Total Spend/Total Conversions

This metric shows how much you are paying to convert a user into a customer. 
Lower CPA means you are getting a better return on your advertising spend, which is 
critical for profitability.

4.	 Conversion Rate (CVR)

CVR is the percentage of visitors who take a desired action such as making a purchase 
or filling out a form after clicking on your ad.

◊	 Formula: CVR=Conversions/Clicks×100

A higher conversion rate indicates that your landing pages and overall ad campaign 
are effectively turning visitors into customers or leads.

5.	 Quality Score (Google Ads Metric)

Quality Score is a metric used by Google Ads to determine the relevance of your ads, 
keywords, and landing pages to the user’s query.

Quality Score is influenced by several factors, including  Click-Through Rate (CTR), 
Ad Relevance, and Landing Page Experience. . A higher Quality Score typically results 
in lower Cost Per Click  and better ad placements, helping you achieve more clicks and 
conversions for your budget. 

6.	 Return on Ad Spend (ROAS)

ROAS is the total revenue generated from your ad campaign divided by the amount 
spent on the campaign.

◊	 Formula: ROAS=Revenue from Ads/ Total Spend on Ads

ROAS helps measure the profitability of your SEM efforts. A ROAS greater than 
1 means you are making more revenue than you are spending on ads, while a ROAS 
below 1 indicates you are  not breaking even.

SEM metrics are essential for evaluating the effectiveness of your paid search 
campaigns. By tracking these metrics, you can make data-driven decisions to optimize 
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your ads, improve ROI, reduce costs, and increase conversions. Regular monitoring 
and adjustments based on these key SEM metrics will help you achieve the best results 
from your paid advertising efforts.

◊	 SEO Strategy: A plan to increase a website’s visibility on search engines, 
driving organic traffic.

◊	 Keyword Optimization: Involves selecting and using keywords that match 
searchers’ intent to improve rankings.

◊	 Keyword Research: Tools like Google Keyword Planner, SEMrush, and 
Ahrefs help identify relevant keywords.

◊	 User Intent: Understanding whether users are seeking information, 
products, or services is key to choosing keywords.

◊	 On-page SEO: Techniques that optimize content and HTML elements like 
title tags, meta descriptions, and headings.

◊	 Long-Tail Keywords: These keywords are more specific and usually have 
lower competition, attracting targeted traffic.

◊	 Off-page SEO: External activities like building backlinks, social media 
marketing, and brand mentions improve SEO.

◊	 Backlinks: High quality backlinks from authoritative sites signal 
trustworthiness to search engines.

◊	 Crawling: Crawling is the process by which search engines discover and 
scan web pages to understand their content and index them for search 
results.

◊	 Indexing: Indexing is the process of storing and organizing web pages in a 
search engine’s database.

◊	 SEM Metrics: Metrics like CTR, CPC, CPA, and ROAS are used to 
evaluate the effectiveness of paid search campaigns.

Recap

1.	 What does SEO stand for? 

2.	 Why are keywords important in SEO? 

3.	 What is keyword research? 
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4.	 What is on-page SEO? 

5.	 What is internal linking in SEO? 

6.	 What are long-tail keywords? 

7.	 What is backlinking? 

8.	 What does CTR stand for in Search Engine Metrics?

1.	 Search Engine Optimization.

2.	 Keywords help search engines match content to user queries.

3.	 The process of identifying relevant keywords for a website.

4.	 On-page SEO refers to the optimization of individual web pages to 
improve their search engine rankings and user experience

5.	 Internal linking in SEO is when you link one page of your website to 
another page on the same site.

6.	 Specific and longer keyword phrases with lower competition.

7.	 Acquiring links from other websites that point to your site.

8.	 Click Through Rate.

Answers

1.	 W hat are the key factors to consider during keyword research?

2.	 What is off-page SEO, and how does it differ from on-page SEO?

3.	 What are on-page SEO techniques, and why are they important?

4.	 How does image optimization impact website load time and SEO?

5.	 What is the role of social media in off-page SEO?

6.	 What is the relationship between crawling, indexing, and ranking in 
search engines?

Self-Assessment Questions
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7.	 What are some key SEM metrics, and why is measuring them important 
for success?

1.	 How do backlinks influence search engine rankings, and why are they 
important?

2.	 Why is content considered vital in SEO, and how does it affect rankings?

3.	 How can brand mentions improve a website’s authority in SEO?

Assignments

1.	 Das, S. (2021). Search engine optimization and marketing: A recipe for 
success in digital marketing. Chapman and Hall/CRC.

2.	 Barnes, A. (2017). Search engine optimization 2017: The complete step-
by-step guide to SEO for beginners. CreateSpace Independent Publishing.

3.	 Michael, A. (2017). Marketing through search optimization: How people 
search and how to be found on the web. Routledge.

Suggested Reading

1.	 Bhatia, P. (2017). Fundamentals of digital marketing (2nd ed.). Pearson 
Education India.

2.	 Evans, D., & Bratton, S. (2010). Social media marketing: The next 
generation of business engagement. Wiley.

3.	 Pain, G. (2019). Marketing automation and online marketing: Automate 
your business through marketing best practices such as email marketing 
and search engine optimization. [Publisher Name].

4.	 Zahay, D., & Roberts, M. L. (2022). Social media marketing: A strategic 
approach. [Publisher Name].

              Reference

SG
O
U



SGOU - SLM - FYUGP -Digital Marketing 145

Social Media 
Marketing04

BLOCK
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Upon completing this unit, learners will have the ability to:

◊	 comprehend the concept of social media marketing and name various 
SMM channels businesses can use to increase their online presence and 
engagement

◊	 optimise a business page on Facebook, differentiate between fan pages, 
profiles, and groups, and learn how to use them for business purposes

◊	 leverage hands-on experience running advertising campaigns and analyzing 
Facebook Analytics to track and improve marketing performance

Nike’s “You Can’t Stop Us” Campaign 

The global sportswear leader 
Nike aimed to reinforce its 
brand positioning as a 
champion of inclusivity and 
persistence through the 
COVID-19 pandemic. The 
brand hoped to uplift its 
audience with the message of 
unity through sport and rally 

social media engagement. Using an all-too-well-coordinated approach to its social 
media marketing campaign, Nike deployed its video campaign ad under “You 
Can’t Stop Us.” The crux of the plan rested on three pillars. Through content 
creation, Nike created a beautiful split-screen video of athletes doing the same 
movements in different sports, cultures, and contexts, all stitched together perfectly. 
It was a commercial about diversity, unity, and resilience all central values for 
Nike. Using platform optimisation, Nike released the video strategically on various 
social media platforms: Instagram, Facebook, YouTube, and X. They tailored the 
content for each platform for instance, taking vertical cuts of the video for Instagram 
Stories and a teaser format for Twitter. Hashtags like #YouCantStopUs and #Nike 

Overview of Social 
Media Marketing

Unit
1

Learning Outcomes
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gave a clear campaign theme and allowed users to interact with them. Similarly, 
through Community Engagement, Nike encouraged its followers and athletes to 
share their stories of resilience and tag the brand. The company partnered with 
influential sports figures like LeBron James and Serena Williams to further the 
campaign’s reach. User-generated content was pulled into Nike’s social media 
feeds to create a sense of community.

The campaign video received over 50 million views on YouTube in its first 
week and became one of Nike’s most-viewed social media adverts. The millions 
of likes, shares, and comments across the social media platforms hint at a highly 
engaged audience with the campaign. The hashtags also trended worldwide, 
further amplifying brand visibility. Even with the pandemic’s blow to retail, Nike 
announced a significant boost in e-commerce sales, partly due to the campaign’s 
success. The emotional and inspiring tone of the message resonated with customers 
and strengthened brand loyalty. Nike’s emotionally charged narrative connected 
with audiences personally, creating a powerful impact. By creating platform-
specific content, Nike was able to maximise visibility and relevance on each of 
the social media platforms. It encouraged users’ participation and demonstrated 
shared values to build a strong community and brand affinity.

Social Media Marketing, SMM Channels, Facebook Optimization, Facebook 
Fan Page, Profile, Group, Facebook Advertising, Facebook Analytics

Keywords

Discussion

4.1.1 Social Media Marketing (SMM)
Social media, one of the most important forms of online marketing, dominates 

digital content in the twenty-first century. In addition to being a marketing tool, social 
media allows users to stay in touch with friends and family, follow topics they are 
interested in, and obtain the most recent news. According to its definition, social media 
is a type of electronic communication in which people establish online communities to 
exchange ideas, information, private messages, and other types of content, including 
videos. Social media marketing techniques are digital marketing tactics that advertise 
brands and items to prospective customers using social media platforms.

Social media marketing, or SMM, involves using various social media platforms 
such as Facebook, Instagram, Twitter, LinkedIn, and others to promote products, 
services, or brand awareness through content creation, paid advertisements, and 
audience interaction. With the ever-increasing number of users across these platforms, 
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businesses of all sizes are incorporating social media into their marketing strategies to 
connect directly to consumers, build loyalty, and achieve business goals. Effective use 
of social media can make a brand very visible, increase traffic to the website, and hence 
lead to more sales.

             

  

                                     Fig 4.1.1 Various Players Social Media

4.1.1.1 Roles of Social Media Marketing 

Social media marketing (SMM) plays a vital role in the digital business environment. 
It is a strategic way to engage customers, promote brands, and drive business growth. 
Below is a detailed explanation of the key roles of social media marketing:

a.	 Brand Awareness & Visibility: Social media platforms help businesses 
enhance their brand recognition by reaching a large audience. Through 
consistent posting and engaging content, companies can keep their brand at 
the forefront of users’ minds. Using hashtags, collaborations, and trending 
topics also helps in increasing visibility.  For example, Nike uses Instagram and 
Twitter to promote its brand through visually appealing content, sponsorships, 
and influencer partnerships.

b.	 Customer Engagement & Relationship Building: Unlike traditional 
marketing, social media allows businesses to interact directly with their 
audience. Brands can respond to customer comments, queries, and concerns in 
real time, making consumers feel valued. Engaging with users through polls, 
live videos, and Q&A sessions helps build stronger relationships. Starbucks, 
for instance, actively interacts with customers on Twitter by replying to their 
messages and running engagement-driven campaigns.
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c.	 Lead Generation & Sales Conversion: Social media serves as a powerful 
tool for generating leads and converting them into paying customers. Platforms 
like Facebook, Instagram, and LinkedIn provide advanced targeting features 
that allow businesses to reach potential buyers based on their interests and 
demographics. Features like “shoppable posts” enable users to buy directly 
from social media. For example, Amazon uses targeted Facebook ads to remind 
users of products they viewed, thereby encouraging conversions.

d.	 Content Distribution & Traffic Generation: Social media acts as a distribution 
channel for content marketing. Sharing blog posts, videos, infographics, and 
other valuable content helps in driving traffic to a website. LinkedIn is particularly 
effective for sharing professional and industry-related content. Companies like 
HubSpot regularly post marketing blogs on LinkedIn, redirecting visitors to 
their website for further reading and lead generation.

e.	 Reputation Management & Customer Support: Social media is a key 
platform for managing a brand’s reputation. Many customers use social media 
to voice their opinions about a company, whether positive or negative. Quick 
responses to customer complaints and queries help maintain a positive brand 
image. Companies like Zomato and Swiggy use Twitter as a customer support 
channel, responding instantly to order-related issues and ensuring customer 
satisfaction.

f.	 Market Research & Consumer Insights: Social media provides businesses 
with valuable insights into consumer behavior and market trends. By analyzing 
engagement metrics, comment sections, and online discussions, companies can 
better understand what their audience wants. Social listening tools like Hootsuite 
and Sprout Social help brands monitor customer sentiments and industry trends. 
Coca-Cola, for example, tracks Twitter mentions and conversations to adapt its 
marketing strategies and align with consumer interests.

g.	 Influencer & Community Marketing: Influencer marketing is an essential part 
of social media marketing. Businesses collaborate with influencers to promote 
their products to a larger audience. Influencers, being trusted figures, can help 
brands gain credibility. Additionally, businesses can build online communities 
(Facebook groups, Reddit forums, etc.) to foster loyalty and engagement. Adidas 
collaborates with fitness influencers on Instagram to showcase their products in 
real-life usage, which helps in increasing brand awareness and trust.

h.	 Competitive Analysis & Industry Trends: Monitoring competitors’ social 
media activities helps businesses refine their own strategies. Companies can 
analyze the types of content their competitors are posting, the engagement they 
receive, and the marketing tactics they use. By identifying trending hashtags, 
viral content, and customer preferences, businesses can create more effective 
campaigns. For instance, many brands observe TikTok trends to create engaging 
short-form videos that appeal to younger audiences.

i.	 Crisis Management & PR Handling: In the digital age, brands often face 
criticism and controversies on social media. Handling crises effectively can 
protect a company’s reputation. When brands make mistakes, social media 
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allows them to respond quickly and address the issue before it escalates. A well-
known example is Pepsi’s 2017 ad controversy featuring Kendall Jenner. After 
receiving backlash on social media, Pepsi promptly removed the ad and issued 
a public apology, preventing further damage to its reputation.

j.	 Cost-Effective Advertising & Retargeting: Compared to traditional 
advertising, social media ads are more cost-effective and offer better targeting 
options. Platforms like Facebook, Instagram, and LinkedIn allow businesses 
to define their audience based on age, gender, location, interests, and online 
behaviour. Retargeting campaigns are especially useful in converting potential 
customers who have previously interacted with a brand. Google Ads and 
Facebook Pixel track users’ activity and display relevant ads, reminding them 
of the products they browsed earlier.

Social media marketing has become an indispensable tool for businesses of all sizes. 
From brand building to customer engagement, lead generation, and crisis management, 
it plays a crucial role in business success. By strategically leveraging social media 
platforms, businesses can establish a strong online presence, maintain customer 
relationships, and stay ahead in the competitive market.

4.1.1.2 Benefits of Social Media Marketing

Due to the massive use and customizability inherent in social media, it makes a 
powerful business promotion tool. Compared to most other traditional marketing 
methods like radio advertisements, print advertisements, and billboards, it is also highly 
quantifiable.

The following are some of the most prominent benefits associated with social media 
marketing.

a.	 Incorporate Humans into the Company: There is a scope to communicate with 
existing and potential clients through social media channels. It is also possible 
to “humanise the brand” and establish a stronger bond with the audience if they 
are employed effectively.

b.	 Drive Traffic: Drive targeted traffic to the website by including links in all 
social media posts. This type of traffic can do wonders for SEO and convert 
people into paying customers. Another significant method to drive traffic is 
through search engine optimisation (SEO).

c.	 Lead Generation: Social media, with features like call-to-action buttons, 
Facebook and Instagram shops, and direct messaging, definitely assures an 
increase in leads and conversions and, therefore, in sales.

d.	 Increased Brand Awareness: Social media marketing is an excellent way 
to brand small businesses and startups, showing the customer how a specific 
product differs from that of competitors.

e.	 Develop Relationships: To keep customers with the company in the long-term, 
developing relationships with them is necessary. Moreover, this is where social 
media comes into play.
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4.1.1.3 Drawbacks of Social Media Marketing

While social media marketing (SMM) offers numerous benefits, it also comes with 
several challenges and risks. Businesses need to be aware of these drawbacks and 
plan their strategies accordingly. Below are some key disadvantages of social media 
marketing, along with real-world examples:

a.	 Time-Consuming & Requires Continuous Monitoring: Social media 
marketing requires consistent effort to create content, engage with followers, 
and monitor trends. Unlike traditional advertising, where a campaign can run 
independently, SMM requires daily attention. 

Example: A small business running an Instagram campaign may struggle to keep up 
with regular content creation, responding to customer queries, and engaging with the 
audience. Without consistency, engagement drops, reducing the effectiveness of the 
marketing efforts.

b.	 Negative Feedback & Public Criticism: Social media provides a platform where 
anyone can voice their opinion, including negative reviews and complaints. If 
not handled properly, negative feedback can harm a brand’s reputation.

Example: United Airlines faced severe backlash in 2017 when a video of a passenger 
being forcibly removed from a flight went viral. Social media outrage led to a drop in 
the airline’s stock price and forced the company to issue multiple public apologies.

c.	 High Competition & Content Overload: With millions of businesses using 
social media for marketing, standing out can be difficult. Users are bombarded 
with advertisements, which can lead to ad fatigue and lower engagement.

Example: A startup in the fashion industry trying to promote its clothing line on 
Instagram may struggle to compete against well-established brands like Zara and H&M, 
which have large marketing budgets and strong brand recognition.

d.	 Privacy & Security Concerns: Businesses collecting customer data through 
social media must handle it responsibly. Data breaches or mishandling of 
customer information can lead to legal issues and loss of trust. 

Example: In 2018, Facebook’s Cambridge Analytica scandal exposed how user data 
was harvested without consent. The controversy damaged Facebook’s reputation and 
led to stricter regulations on data privacy.

e.	 Algorithm Changes Can Reduce Visibility: Social media platforms frequently 
update their algorithms, affecting how content is displayed. A business that 
relies on organic reach may suddenly see a drop in visibility due to algorithm 
changes.

Example: Facebook’s algorithm update in 2018 prioritized personal interactions over 
business pages, reducing the organic reach of brand posts. Many businesses had to 
increase their paid advertising budget to maintain visibility.

f.	 High Dependence on Paid Advertising: With declining organic reach, 
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businesses often have to rely on paid ads to reach their target audience. This 
increases marketing costs, making social media advertising less cost-effective 
over time. 

Example: A restaurant running Facebook ads to promote a new menu may initially see 
good engagement. However, as competition increases, the cost per ad rises, making it 
expensive to maintain the same level of visibility.

g.	 Risk of Misinformation & Fake News: Social media can spread misinformation 
quickly, affecting brand credibility. False information or fake reviews can 
damage a company’s reputation, even if they are not true. 

Example: A false rumour spread on X (formerly Twitter) in 2019 claimed that Starbucks 
was supporting a political movement, leading to a temporary boycott. The company had 
to issue a public statement to clarify its position.

h.	 Difficult to Measure ROI (Return on Investment): Unlike traditional 
marketing, where sales and conversions can be directly tracked, social media 
marketing results are harder to quantify. Engagement metrics like 'likes' and 
'shares' do not always translate into revenue. 

Example: A company running a viral Twitter campaign may gain thousands of followers 
but may not see a significant increase in product sales, making it difficult to measure the 
campaign’s true impact.

i.	 Crisis Management is Challenging: Social media crises can escalate quickly. 
A single negative post can go viral within hours, requiring businesses to respond 
immediately. 

Example: In 2020, McDonald’s China faced backlash when a branch in Guangzhou 
banned Black customers from entering. The issue went viral, forcing McDonald’s to 
apologize and take corrective action within hours.

j.	 Platform Dependency & Lack of Control: Businesses relying too much on 
social media for marketing risk losing their audience if a platform shuts down or 
changes its policies. They have no control over the platform’s decisions.

Example: When TikTok was banned in India in 2020, many influencers and brands 
relying on it for marketing lost their audience overnight. Those who had not diversified 
their marketing efforts struggled to maintain visibility.

While social media marketing is a powerful tool for businesses, it comes with 
challenges such as negative feedback, high competition, privacy concerns, and 
algorithm changes. Brands must carefully plan their strategies, monitor trends, and 
adapt to changes to maximize the benefits while minimizing risks.

4.1.2 Strategies in Social Media Marketing
A strong social media marketing strategy involves a mix of organic engagement, 

paid promotions, influencer collaborations, and real-time audience interactions.
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A well-planned social media marketing strategy is essential for businesses to build 
an online presence, engage with their audience, and achieve their marketing goals. 
Below are some key strategies used in social media marketing, each explained in detail 
with examples.

a.	 Define Clear Goals and Objectives: A successful social media strategy begins 
with clearly defined goals. Businesses should determine what they want to 
achieve through social media, such as increasing brand awareness, generating 
leads, driving website traffic, boosting customer engagement, or increasing 
sales. Setting measurable objectives helps in tracking progress and optimizing 
strategies. For instance, Nike’s social media goal is to inspire and motivate 
athletes and fitness enthusiasts worldwide. They achieve this by sharing high-
quality motivational content and user success stories and promoting new 
product launches, ensuring their branding remains strong and consistent across 
platforms.

b.	 Identify and Understand the Target Audience: Understanding the target 
audience is crucial for creating effective social media campaigns. Businesses 
must analyse demographics, interests, online behaviour, and purchasing patterns 
to develop content that resonates with their audience. Social media platforms 
provide analytics tools to help brands understand their audience better. For 
example, Dove’s “Real Beauty” campaign successfully connected with women 
by promoting body positivity and inclusivity. By understanding their audience’s 
concerns and values, Dove was able to create engaging content that sparked 
meaningful conversations and gained massive support.

c.	 Choose the Right Social Media Platforms: Each social media platform caters 
to different types of content and audiences. Brands should focus on platforms 
where their target customers are most active. For example, Facebook and 
Instagram are ideal for B2C businesses that rely on visual storytelling, while 
LinkedIn is best for B2B marketing and professional networking. Twitter works 
well for real-time updates, while YouTube and TikTok are powerful for video 
marketing. HubSpot, a B2B company, effectively uses LinkedIn to share industry 
insights and blog posts, while Red Bull leverages Instagram and YouTube for 
extreme sports content to connect with adventure enthusiasts.

d.	 Create Engaging and High-Quality Content: Content is the backbone of 
social media marketing. Businesses must create engaging, informative, and 
visually appealing content to attract and retain their audience. The types of 
content that work best include high-quality images, videos, infographics, live 
streams, and interactive posts. For example, GoPro encourages its users to 
share action-packed adventure videos captured using their cameras. This user-
generated content strategy increases engagement and builds authenticity around 
the brand, making it a trusted choice among adventure enthusiasts.

e.	 Maintain Consistency in Posting: Posting consistently is essential to keep 
followers engaged and maintain visibility on social media platforms. Businesses 
that post regularly at optimal times see higher engagement rates compared to 
those that post occasionally. A content calendar can help brands schedule posts 
and maintain a steady flow of content. For example, Wendy’s Twitter account 
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is known for consistently posting witty and humorous tweets, keeping their 
audience entertained and engaged. The key to consistency is balancing frequent 
posting with quality content that adds value to the audience.

f.	 Leverage Influencer Marketing: Influencer marketing is a powerful strategy 
that allows brands to tap into an influencer’s loyal audience. By partnering with 
influencers who align with their brand values, businesses can gain credibility 
and reach new potential customers. For instance, Daniel Wellington, a watch 
brand, became widely popular by collaborating with influencers on Instagram. 
Instead of traditional advertising, they gifted influencers their watches and 
encouraged them to share photos with the hashtag #DanielWellington, resulting 
in massive organic growth and increased brand recognition.

g.	 Engage with the Audience: Social media is not just about broadcasting content; 
it’s about engaging with followers. Responding to comments, answering 
messages, and interacting with users through polls, contests, and Q&A sessions 
help build stronger relationships with customers. Netflix actively engages with 
its audience on X (Twitter), often responding with humorous and relatable 
content, making it one of the most followed entertainment brands on social 
media. Engagement fosters brand loyalty and encourages customers to interact 
more with the brand

h.	 Utilize Paid Advertising: While organic reach is valuable, paid advertising 
helps businesses expand their reach and target specific audiences with precision. 
Platforms like Facebook, Instagram, LinkedIn, and YouTube offer advanced 
targeting options based on demographics, interests, and user behaviour. Amazon 
uses Facebook Ads for retargeting, reminding users of products they viewed but 
didn’t purchase. This strategy increases conversion rates as it targets people 
who have already shown interest in a brand’s products or services.

i.	 Monitor and Analyse Performance: Tracking the performance of social media 
campaigns is essential to understand what works and what doesn’t. Metrics like 
engagement rate, click-through rate, conversion rate, and follower growth help 
brands refine their strategies. Businesses can use social media analytics tools to 
gain insights into audience behavior and optimize their campaigns accordingly. 
Coca-Cola closely monitors engagement metrics and user sentiment to ensure 
their social media campaigns are aligned with customer interests. This allows 
them to adapt quickly and maintain a strong brand presence.

j.	 Implement Social Listening: Social listening involves monitoring online 
conversations about a brand, its competitors, and industry trends. This helps 
businesses understand customer sentiments, identify potential issues, and 
respond to feedback in real time. McDonald’s actively uses social listening tools 
to track customer complaints and adjust its services accordingly. For example, 
when customers expressed concerns about the quality of their fries in some 
regions, McDonald’s quickly addressed the issue and improved their product.

k.	 Run Contests and Giveaways: Running contests and giveaways is an effective 
way to boost engagement and attract new followers. People love the opportunity 
to win free products, which encourages them to interact with a brand’s posts. 
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Giveaways also help generate user-generated content and brand awareness. Oreo 
frequently runs contests where they ask users to share creative ways to enjoy 
their cookies, using hashtags like #MyOreoCreation. This not only increases 
engagement but also strengthens the brand’s connection with its audience.

l.	 Adapt to Trends and Emerging Platforms: The social media landscape is 
constantly evolving, and businesses must adapt to new trends and emerging 
platforms to stay relevant. Using trending hashtags, participating in viral 
challenges, and experimenting with new content formats help brands stay 
ahead. Chipotle and Guess leveraged TikTok trends by creating viral videos 
that resonated with Gen Z audiences, leading to increased brand visibility and 
engagement. Keeping up with trends allows businesses to remain fresh and 
appealing to their target market.

m.	 Use Hashtags Strategically: Hashtags improve discoverability and help content 
reach a wider audience. Using a mix of trending, branded, and niche hashtags 
ensures better engagement and visibility. For example, Red Bull effectively 
uses branded hashtags like #GivesYouWings to encourage user-generated 
content. Hashtags help categorize content and allow users to find posts related 
to their interests. However, overloading posts with too many hashtags can be 
counterproductive, so it’s best to use them strategically.

A strong social media marketing strategy involves a mix of organic engagement, paid 
promotions, influencer collaborations, and real-time audience interactions. By defining 
clear goals, creating engaging content, leveraging analytics, and staying updated with 
trends, businesses can maximize their social media impact and achieve long-term 
success. Companies that adapt to the changing social media landscape and continuously 
refine their strategies will have a competitive edge in the digital marketplace.

4.1.2 Social Media Marketing (SMM) Channels 
Social media marketing channels are those platforms where businesses can talk 

appropriately with their target audiences, create brand awareness, and promote the 
product or service. The channels create opportunities by harnessing the reach and 
engagement of users around the globe. From organic campaigns to paid advertising, 
these diverse platforms make it simple for marketers to reach divergent demographics 
and further align with brand objectives through tailored strategies. Popular channels 
like Facebook, Instagram, Twitter, LinkedIn, TikTok, YouTube, Snapchat and Pinterest 
have unique capabilities. 

For example, Swiggy, a leading food delivery service in India, effectively utilized 
social media marketing channels to boost its brand presence and customer engagement. 
Through campaigns like the “Voice of Hunger” on Instagram, Swiggy encouraged 
users to share voice notes mimicking food sounds, which significantly increased user 
interaction and brand visibility. Additionally, Swiggy’s creative use of Twitter for real-
time customer support and engagement has helped build a loyal customer base.
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                                Fig 4.1.2 Social Media Marketing Channels

4.1.2.1 Facebook 

Facebook remains the largest and most complete social 
media platform, boasting over 2 billion users. It has a 
business-oriented suite of tools: creating separate pages, 
groups, and ad campaigns with hyper-targeted marketing, 
using demographic filters such as location, interests, or 
online behaviour, and helping narrow the audience. For 
example, a real estate agency can use Facebook Ads to 
target potential homebuyers within a specific city or region, 

offering them walk-through videos or guides on buying property.

Example: Airtel India, one of the largest telecommunications companies in India, 
effectively uses Facebook for marketing. They run targeted ad campaigns to promote 
their services, engage with customers through interactive posts, and provide real-time 
customer support. This strategy has helped Airtel India enhance brand visibility and 
customer loyalty
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4.1.2.2 Instagram

Instagram caters to visually driven marketing and resonates 
well with younger audiences. It supports features like Stories, 
Reels, Instagram TV (IGTV), and Shoppable posts, empowering 
businesses to integrate product promotion into engaging visual 
storytelling. For instance, a skincare brand may run a few 
before-and-after cases with influencers using Instagram Stories 
or share user-generated content and special promotions in the 
space of a limited-time offer. The aesthetic focus of the platform 

and e-commerce integrations make it best for fashion, beauty, and lifestyle brands.

Example: Zomato, a popular food delivery service in India, effectively uses Instagram 
for marketing. They engage their audience with visually appealing posts, humorous 
content, and interactive stories that highlight their services and promotions. This 
strategy has helped Zomato build a strong online presence and foster customer loyalty.

4.1.2.3 X (Formerly Twitter)

    Twitter is the channel for real-time interactions, quick 
updates, and trending content. It comes in handy for 
brands regarding customer service, industry news, or even 
cultural commentary. Companies use Twitter to address 
customer complaints, jump into the viral conversation of 
the day, or give their audience updates on their products. 
Airlines will often use Twitter to handle flight updates or 
delays and respond in real-time to customer complaints, 
earning them credibility and trust among customers.

Example: Goibibo, a prominent online travel booking platform in India, effectively 
uses Twitter for marketing. They leverage Promoted Videos and Promoted Tweets with 
Video App Cards to raise brand awareness and engage with their audience. This strategy 
has significantly increased their app installs and enhanced their overall brand visibility.

4.1.2.4 LinkedIn

LinkedIn is a professional networking 
platform that thrives on thought leadership, 
B2B marketing, and professional recruitment. 
Companies utilise LinkedIn to share long-
form articles, case studies, webinars, and other 
resources directed toward professionals. For 

example, a Software as a Service (SaaS) company can publish an article discussing 
emerging trends in their industry while offering a free demo targeted at decision-makers 
in specific industries like healthcare or finance. LinkedIn Ads also have targeting based 
on the job title, industry, and skills in great detail.

Example: Tata Consultancy Services (TCS), a leading IT services company in India, 
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effectively uses LinkedIn for marketing. They share thought leadership content, industry 
insights, and company updates to engage with their professional audience. This strategy 
has helped TCS build a strong brand presence and connect with potential clients and 
talent. 

4.1.2.5 Pinterest  

Pinterest specialises in inspiration-driven content and is 
extensively used for planning and discovery. It is particularly 
suited for businesses in home décor, fashion, DIY, travel, and 
food. Brands can create visually attractive “pins” that link 
to their websites, blogs, or stores. For example, a wedding 
planning service might use Pinterest to share vision boards 
with themes, decor ideas, and links to their offerings, gaining 
an audience actively looking for this resource.

Example: Nykaa, a foremost beauty and wellness e-commerce company in India, 
effectively uses Pinterest for marketing. They create visually appealing pins showcasing 
their products, beauty tips, and tutorials, which attract and engage their target audience. 
This strategy has helped Nykaa increase brand awareness and drive traffic to its website.

4.1.2.6 YouTube     

With its strength in long-form video content, YouTube is 
ideal for tutorials, product demos, reviews, and storytelling. 
It has billions of users and a broad reach across various 
demographics. A tech company can, for example, put up 
a series of videos showcasing the features and benefits of 
its latest gadgets. Its Search Engine Optimization (SEO) 

capabilities also allow brands to optimise videos for better search visibility, increasing 
their reach naturally.

Example: Flipkart, one of India’s top e-commerce companies, effectively uses YouTube 
for marketing. They create engaging video content, including product reviews, unboxing 
videos, and promotional campaigns, to attract and inform their audience. This strategy 
has helped Flipkart enhance its brand visibility and drive customer engagement.

4.1.2.7 Snapchat

Snapchat focuses on short-lived content and appeals more to a 
younger audience, specifically Gen Z. It provides creative tools, 
such as filters, AR lenses, and Stories, which keep users engaged. 
Businesses could use these to create fun and authentic content 
or run targeted advertisements. For instance, a chain of fast-
food restaurants could advertise on Snapchat with a geo-filter 
to promote an offer that would only be live for a day, attracting 
customers to their outlets.

Each social media channel has distinct characteristics and user demographics, making 
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it important for businesses to align their strategy with their objectives and audience 
preferences. A fashion brand might prioritise Instagram for visual appeal, while a 
consulting firm could focus on LinkedIn for professional connections. Successful social 
media marketing often involves a multi-channel approach, combining the strengths 
of different platforms to maximise reach, engagement, and conversions. Businesses 
can optimise their efforts continuously through analytics and testing campaigns across 
channels.

Example: Amazon Prime Video uses Snapchat for marketing. They launched an AR 
lens campaign to promote the second season of their original series, “Four More Shots, 
Please!” This innovative approach allowed users to transform into the show’s characters, 
creating an engaging and immersive experience.

4.1.3 Facebook Optimisation      
Facebook optimization is the process of enhancing a brand’s presence on Facebook 

to maximize engagement, reach, and conversions. It involves strategic adjustments 
in page setup, content creation, engagement strategies, advertising, and analytics to 
ensure that businesses effectively connect with their target audience. With over 2.9 
billion monthly active users, Facebook remains a crucial platform for businesses to 
build relationships, promote products, and drive traffic.

4.1.3.1 Strategies for Facebook Optimisation

Below are key strategies for optimizing Facebook effectively.

a.	 Optimizing the Facebook Business Page: A well-structured and professional 
Facebook business page is the foundation of an effective online presence. 
Businesses should ensure that their page has a high-quality profile picture 
(usually the brand logo) and an attractive cover photo that aligns with their 
branding. The “About” section should contain a clear and concise business 
description, relevant keywords, and up-to-date contact details. Additionally, 
utilizing Facebook tabs like Services, Shop, Reviews, and Events enhances 
user experience. For example, an online clothing store can optimize its page 
by featuring a “Shop” tab where customers can browse and purchase products 
directly from Facebook.

b.	 Creating High-Quality and Engaging Content: Content is a key driver of 
engagement on Facebook. Optimized content should be relevant, visually 
appealing, and valuable to the audience. Businesses should incorporate high-
resolution images, infographics, and videos to capture attention. A variety of 
content types—such as educational posts, promotional updates, behind-the-
scenes stories, and customer testimonials—keeps the audience engaged. For 
example, a fitness brand can post workout videos, client transformation stories, 
and nutrition tips to keep followers interested and engaged.

c.	 Utilizing Facebook SEO (Search Engine Optimization): Just like Google, 
Facebook has an internal search function that ranks content based on relevance. 
To optimize for Facebook SEO, businesses should use relevant keywords in 
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their page descriptions, posts, and hashtags. Customizing the Facebook page 
URL with the business name makes it more discoverable. Encouraging user-
generated content and engaging with comments, likes, and shares also helps 
improve ranking. For example, a bakery that frequently uses keywords like 
“best cakes in New York” in posts and captions may rank higher in search results 
when users look for cakes in that area.

d.	 Consistency in Posting and Engagement: Posting consistently is essential for 
keeping the audience engaged. Businesses should establish a regular posting 
schedule based on their audience’s activity patterns. Facebook Insights provides 
data on when followers are most active, allowing businesses to post at optimal 
times. Additionally, responding to comments and messages promptly helps 
build relationships with customers. For example, an e-commerce brand that 
posts once daily and responds to queries within an hour is more likely to retain 
customer interest and boost engagement.

e.	 Leveraging Facebook Stories and Live Videos: Facebook Stories and Live 
Videos are powerful tools for engaging with audiences in real-time. Facebook 
Stories are short-lived but highly engaging, appearing at the top of users’ feeds. 
Businesses should incorporate interactive elements like polls, Q&A sessions, 
countdowns, and stickers in their stories to encourage participation. Live videos 
offer a great way to interact with followers instantly, making them effective 
for announcements, product launches, or Q&A sessions. For example, a beauty 
brand can use Facebook Live to demonstrate how to apply a new makeup 
product while answering live audience questions.

f.	 Utilizing Facebook Groups for Community Building: Facebook Groups 
provide an excellent way to build a community around a brand. Businesses 
can create and manage a group where customers and enthusiasts can engage 
in discussions, share experiences, and ask questions. Active participation in 
relevant groups helps businesses establish credibility and authority in their 
niche. For example, a travel agency can create a group for travel enthusiasts 
where they share travel tips, destination guides, and exclusive deals, fostering a 
sense of belonging among members.

g.	 Facebook Ads Optimization: Facebook Ads allow businesses to target specific 
audiences based on demographics, interests, and behaviours. To optimize 
Facebook Ads, businesses should define their target audience precisely and test 
different ad formats using A/B testing. Creating compelling ad copy, using high-
quality visuals, and setting an appropriate budget ensures higher conversion 
rates. For example, a restaurant running a Facebook Ad campaign can target 
people within a 10-mile radius, showcasing a limited-time discount to attract 
local customers.

h.	 Using Facebook Insights and Analytics: Facebook provides in-depth analytics 
through Facebook Insights, which helps businesses track their performance. 
Key metrics such as reach, engagement, clicks, shares, and conversions 
provide valuable insights into which strategies are working and which need 
improvement. Regularly analyzing these metrics enables businesses to refine 
their content strategy for better results. For example, a digital marketing agency 
analyzing Facebook Insights might discover that video posts receive 40% more 
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engagement than image posts, prompting them to shift their content focus 
towards video marketing.

i.	 Encouraging User Reviews and Testimonials: Customer reviews play a crucial 
role in influencing buying decisions. Encouraging satisfied customers to leave 
positive reviews enhances a brand’s credibility and trustworthiness. Engaging 
with customer feedback—both positive and negative—demonstrates excellent 
customer service. For example, a hotel that actively responds to reviews by 
thanking happy customers and addressing complaints professionally will likely 
build a strong reputation and attract more guests.

j.	 Integrating Facebook with Other Marketing Channels: Cross-promotion 
across different marketing channels helps maximize reach. Businesses should 
integrate their Facebook page with their website, blog, email newsletters, and 
other social media platforms to drive traffic. Adding a Facebook widget to the 
website encourages visitors to follow the page. For example, an online learning 
platform can share its Facebook posts in email newsletters, driving more 
engagement on social media.

Facebook optimization is a continuous process that involves refining content, 
increasing engagement, leveraging advertising tools, and analyzing performance data. 
By implementing these strategies, businesses can maximize their visibility, enhance 
customer interactions, and ultimately drive better results from their Facebook presence.

4.1.4 Creating a Facebook Page for Business
A Facebook Business Page is an essential tool for companies and entrepreneurs to 

establish their online presence, connect with customers, and promote their products or 
services. Unlike personal profiles, a business page offers specialized features such as 
advertising tools, analytics, and customer engagement options. Below is a step-by-step 
guide to creating a professional and optimized Facebook Business Page.
Step 1: Sign in to Facebook and Start Creating a Page

To create a Facebook Business Page, the first step is to log into a personal Facebook 
account. Facebook requires a personal profile to manage a business page. Once logged 
in, navigate to the “Pages” section from the left-hand menu and click on “Create New 
Page.” This will lead to a setup form where essential business details need to be entered.

                              

               
Fig 4.1.3 Step1, Sign in to Facebook and Start Creating a Page
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The first step in creating a Facebook Business Page, showing how to log into a 
personal Facebook account, navigate to the Pages section, and click on “Create New 
Page”.

Step 2: Enter Basic Business Information

Facebook will prompt the user to provide fundamental business details, including:

◊	 Page Name: The official name of the business (e.g., “Sunshine Café” or “ABC 
Marketing Solutions”).

◊	 Category: A relevant category that describes the business (e.g., “Restaurant,” 
“Marketing Agency,” “Online Store”).

◊	 Description: A short and engaging description of the business, highlighting its 
offerings and unique value (e.g., “We serve fresh organic coffee and homemade 
pastries in a cozy atmosphere”).

After entering these details, clicking the “Create Page” button will save the 
information and proceed to the next step.

                             

           Fig 4.1.4 Step 2, where the user enters basic business details such as 
              Page Name, Category, and Description in the Facebook interface.
Step 2, where the user enters basic business details such as Page Name, Category, 

and Description in the Facebook interface.

Step 3: Add Profile and Cover Photos

Visual branding is crucial for making a business page appealing. The next step is to 
upload:

◊	 Profile Picture: Typically, this should be the company’s logo for easy 
recognition. Facebook recommends a size of 170 x 170 pixels for the profile 
picture.

◊	 Cover Photo: A visually engaging image that represents the business, such as 
a product display, storefront, or promotional banner. The recommended size for 
cover photos is 820 x 312 pixels.
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For example, a bakery can upload its logo as the profile picture and a high-quality 
image of fresh pastries as the cover photo to attract visitors.

                     

        Fig 4.1.5 Step 3, where the user uploads a Profile Picture and a Cover
                               Photo to enhance their Facebook Business Page.

Step 3, where the user uploads a Profile Picture and a Cover Photo to enhance their 
Facebook Business Page.
Step 4: Customize the Page and Add Business Details

After adding visuals, businesses should complete the page setup by providing 
additional information:

◊	 Contact Details: Include the business phone number, email, and website (if 
available) so customers can easily reach out.

◊	 Location: If the business has a physical store, adding an address helps potential 
customers find it using Facebook Maps.

◊	 Business Hours: Mentioning working hours ensures that customers know when 
the business is open.

◊	 Call-to-Action (CTA) Button: Facebook allows businesses to add a CTA 
button such as “Shop Now,” “Call Now,” “Message,” “Book Now,” or “Sign 
Up” to encourage customer interaction.

For example, a beauty salon can include a “Book Now” button that directs users to 
an online appointment system.
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Fig 4.1.6  Step 4, where the user enters additional business details such as  
Contact Information, Business Location, and Business Hours to complete the Facebook 
Business Page setup.

Step 4, where the user enters additional business details such as Contact Information, 
Business Location, and Business Hours to complete the Facebook Business Page setup.

Step 5: Create the First Post and Invite Followers

Before promoting the page, businesses should post engaging content to make the 
page look active. This can include:

◊	 A welcome post introducing the business.

◊	 A photo or video showcasing products or services.

◊	 Customer testimonials or behind-the-scenes content.

After posting, businesses can invite friends, customers, and employees to like the 
page and start engaging.

                              

    Fig 4.1.7 Step 5, where the user is creating their first post on the Facebook
                Business Page by adding text and an image before publishing

Step 5, where the user is creating their first post on the Facebook Business Page by 
adding text and an image before publishing.
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Step 6: Enable Messaging and Customer Interaction

Facebook allows businesses to communicate with customers through Messenger. 
Enabling automated responses for frequently asked questions (e.g., business hours, 
services offered) can enhance customer experience. Additionally, replying to comments 
and messages promptly builds trust and engagement.

For instance, a hotel can set up an automated greeting that says, “Hello! Thanks for 
reaching out. How can we assist you today?”

                             
                                                       

Fig 4.1.8 Step 6, where the user is enabling messaging and customer interaction 
by selecting options like "Enable Messaging" and "Set Automated Responses" in the 
settings section

Step 6, where the user is enabling messaging and customer interaction by selecting 
options like “Enable Messaging” and “Set Automated Responses” in the settings section.

Step 7: Promote the Page and Grow the Audience

Once the page is fully set up, businesses can begin promoting it through:

◊	 Facebook Ads: Running paid promotions to target specific audiences.

◊	 Cross-Promotion: Sharing the Facebook page link on websites, email 
newsletters, and other social media platforms.

◊	 Hashtags and Tagging: Using relevant hashtags and tagging customers in 
posts to increase visibility.

For example, an online clothing store can run a Facebook Ad offering a 10% discount 
for first-time customers, targeting fashion enthusiasts.
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   Fig 4.1.9 Step 7, where the user is promoting their Facebook Business Page using 

options like "Boost Post," "Invite Friends," and "Run Facebook Ads."
Step 7, where the user is promoting their Facebook Business Page using options like 

“Boost Post,” “Invite Friends,” and “Run Facebook Ads.”

Creating a Facebook Business Page is a simple yet powerful way to establish an online 
presence and engage with potential customers. By optimizing business information, 
posting valuable content, interacting with followers, and using Facebook’s promotional 
tools, businesses can enhance their brand awareness and drive customer engagement.

4.1.5 Fan Page Vs. Profile Vs. Group 
Facebook provides different formats for individuals and businesses to connect 

with users such as Fan Pages, Profiles, and Groups. Each has a different purpose, and 
understanding their differences enables users to choose their needs appropriately.

Example: Hootsuite effectively uses Facebook Pages, Profiles, and Groups for business. 
They utilize their Facebook Page to share updates, promote their services, and engage 
with a broad audience. Their Facebook Profile is used to personalize their brand and 
connect with individual users, while their Facebook Group fosters a community of 
social media enthusiasts, providing a space for discussions, support, and exclusive 
content.

4.1.5.1 Fan Page

A Facebook Fan Page, or simply “Page,” is created for 
businesses, public figures, brands, organisations, or causes. 
The Pages enable users to like and follow them, creating 
a one-sided connection where followers see updates but 
do not need a mutual connection as on Profiles. Pages 
are publicly visible and come with tools like Facebook 

Insights, allowing businesses to track engagement, demographics, and reach analytics. 
Fan Pages also allow running paid advertising campaigns to increase visibility and 
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target specific audiences. They provide all the functions of scheduling posts, adding a 
shop, integrating messenger bots, and creating events all features that make them ideal 
for professional marketing and brand engagement.

Why Should You Create a Facebook Fan Page?

Creating a Facebook Fan Page is crucial for businesses, brands, public figures, and 
organizations aiming to establish a strong online presence and effectively connect with 
their target audience. Unlike personal profiles, Fan Pages offer unique tools and features 
designed to enhance visibility, engagement, and marketing efforts. Below are the key 
reasons why businesses and individuals should create a Facebook Fan Page, along with 
practical examples.

1.	 Professional Representation and Brand Awareness: A Facebook Fan Page 
provides a professional space where businesses can present their brand identity, 
values, and offerings. Unlike personal profiles, Fan Pages allow businesses to 
create a customized page with a branded logo, cover photo, and business-related 
details.

Example: A restaurant named “Tasty Bites Café” creates a Facebook Fan Page with 
an attractive logo, a high-quality cover photo showcasing its dishes, and an engaging 
bio that highlights its specialties. This enhances brand recognition and attracts potential 
customers.

2.	 Unlimited Audience Reach and Follower Growth: A Facebook Fan Page has 
no limit on the number of followers, whereas personal profiles can only have 
5,000 friends. This makes it ideal for businesses and influencers who want to 
grow their audience on a large scale.

Example: A motivational speaker, John Miller, creates a Facebook Fan Page where 
he shares daily quotes and success stories. Unlike a personal profile, which limits him 
to 5,000 friends, his Fan Page gains 100,000 followers, helping him reach a global 
audience.

3.	 Access to Facebook Insights for Data-Driven Decisions: Facebook Fan Pages 
provide detailed analytics and insights, helping businesses track performance, 
understand audience behaviour, and refine their content strategy. Metrics such 
as post reach, engagement rate, and audience demographics allow businesses to 
optimize their marketing efforts.

Example: An e-commerce brand selling handmade jewellery uses Facebook Insights to 
analyze which product posts perform best. The data reveals that bracelet posts get the 
most engagement, prompting the brand to create more bracelet-focused content.

4.	 Enhanced Customer Engagement and Communication: Fan Pages enable 
direct communication with followers through comments, messages, and 
interactive posts. Features like Facebook Messenger, Live Chat, and Auto-
Responses help businesses offer real-time support and maintain a strong 
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customer relationship.

Example: A travel agency, ExploreWorld, sets up an automated chatbot on its Fan 
Page that responds instantly to customer queries about travel packages. This enhances 
customer experience and improves lead conversion rates.

5.	 Credibility and Social Proof: A verified Facebook Fan Page increases 
credibility and trust. Customer reviews, ratings, and testimonials on the page 
provide social proof, influencing potential customers’ buying decisions.

Example: A gym, FitZone, encourages members to leave positive reviews on its 
Facebook Fan Page. Seeing multiple 5-star ratings and success stories from satisfied 
customers convinces new visitors to sign up for membership.

6.	 Monetisation and Revenue Opportunities: Facebook Fan Pages provide 
monetization opportunities through Facebook Ads, sponsored posts, affiliate 
marketing, and Facebook Shop integration. Content creators and influencers 
can also earn through Facebook Stars, Fan Subscriptions, and In-Stream Ads.

Example: A food vlogger creates a Facebook Fan Page where she posts recipe videos. 
After gaining 1 million followers, she starts earning through ad revenue and brand 
sponsorships from food companies.

7.	 SEO and Discoverability: Facebook Fan Pages are indexed by search engines 
like Google, making businesses easier to find online. A well-optimized page 
with relevant keywords improves discoverability.

Example: A digital marketing firm, SmartGrow, includes keywords like “Best Digital 
Marketing Agency” in its page description. When users search for digital marketing 
services, the page appears in Google search results, attracting more inquiries.

8.	 Cost-Effective Marketing and Advertising: Facebook Fan Pages allow 
businesses to run highly targeted ads at a fraction of traditional advertising costs. 
Businesses can reach specific demographics based on age, location, interests, 
and behaviour.

Example: A local bakery, Sweet Delights, spends $50 on a Facebook Ad campaign 
targeting users within a 10-mile radius. The ad reaches 5,000 people, bringing in more 
foot traffic and increasing sales.

9.	 Community Building and Fan Engagement: Businesses can use Fan Pages 
to create Facebook Groups and foster a loyal community. Groups allow for 
discussions, exclusive content sharing, and deeper audience connections.

Example: A skincare brand, GlowNaturals, creates a Facebook Group for skincare 
enthusiasts where members share tips, ask questions, and discuss products. This builds 
a strong community around the brand.

10.	 Integration with E-Commerce and Online Services: A Facebook Fan Page 
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can be linked to an online store, booking system, or event page, streamlining the 
customer journey from browsing to purchase.

Example: A fashion brand integrates its Facebook Shop, allowing customers to browse 
and buy directly from the Facebook page without leaving the platform.

A Facebook Fan Page is a powerful tool for businesses, influencers, and brands to 
enhance their online presence, engage with audiences, and drive business growth. With 
benefits like unlimited reach, insights, customer interaction, credibility, and monetization, 
a well-optimized Fan Page can serve as a vital asset for long-term success. Whether a 
small business, content creator, or global brand, leveraging a Facebook Fan Page can 
lead to higher visibility, stronger customer relationships, and increased revenue.

Integral components of a Facebook fan page

a.	 Profile Picture and Cover Photo: The profile picture is an image that appears 
next to your posts and comments, representing your brand or business. The cover 
photo is a large banner image that spans the top of your Fan Page, providing an 
opportunity to showcase your products, services, or brand identity.

b.	 Page Name and Category: The page name is the title of your Fan Page, and it 
should be easily recognizable and aligned with your brand. Choosing the right 
category is crucial as it helps Facebook categorize and recommend your page to 
the relevant audience.

c.	 About Section:  This section allows you to provide essential business 
information, such as the business address, website link, phone number, and 
a brief business description. A well-crafted description can entice potential 
customers and provide valuable insights into your brand.

d.	 Username and Vanity URL: The username is a custom URL for your Fan Page, 
making it easier for users to find your page. A vanity URL typically includes 
your page name and is more user-friendly.

e.	 Call-to-Action Button: The CTA button appears below the cover photo and 
directs visitors to take specific actions, such as contacting your business, visiting 
your website, or making a purchase.

f.	 Tabs and Sections: Facebook Fan Pages come with various tabs and sections, 
such as posts, photos, videos, events, and more. These sections allow you to 
organize and showcase content relevant to your brand and audience.

g.	 Page Settings: Page settings allow you to manage page roles, privacy settings, 
messaging preferences, and other essential configurations to tailor your Fan 
Page’s functionalities to suit your business needs.

h.	 Content and Posts:  Engaging content is at the heart of a successful Fan 
Page. Regularly posting high-quality content, such as images, videos, articles, 
and updates, is crucial for building a loyal community and encouraging user 
interaction.

i.	 Audience Insights:  Facebook provides Page Insights, offering valuable 
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analytics on your page’s performance, audience demographics, engagement 
metrics, and more. Utilizing these insights allows you to optimize your content 
strategy and better understand your audience’s preferences.

j.	 Community Interaction: Interacting with your followers is vital for fostering 
meaningful connections. Responding promptly to comments, messages, and 
reviews shows that you value your audience’s feedback.

4.1.5.2 Facebook Profile

A Facebook Profile is a personal account that represents an individual on Facebook. 
It is used for social networking, allowing users to connect with friends, share updates, 
post photos and videos, and engage in conversations. Each Facebook Profile includes 
essential details such as the user’s name, profile picture, cover photo, contact information, 
bio, education, and work history.

Example: John creates a Facebook Profile with his name, a profile picture, and a cover 
photo of his favourite vacation spot. He adds details about his education, work, and 
hobbies. He connects with his friends and family, sharing updates about his life, liking 
posts, and commenting on discussions.

Need for and Importance of a Facebook Profile

1.	 Personal Identity and Online Presence: A Facebook Profile serves as a digital 
identity, allowing individuals to establish their presence online. It represents a 
person’s interests, background, and social connections. People use their profiles 
to showcase their personality, values, and daily life activities.

Example: Sarah, a graphic designer, uses her Facebook Profile to share creative 
artwork, personal milestones, and updates about her life. Her friends and family engage 
with her posts by liking and commenting.

2.	 Connecting with Friends and Family: Facebook Profiles enable people to 
stay connected with friends, family, and colleagues, regardless of geographical 
location. It allows users to send friend requests, chat via Messenger, and share 
moments through status updates, stories, and photos.

Example: David moves to another country for work but stays in touch with his family 
through Facebook. He shares pictures, messages them on Messenger, and even makes 
video calls to feel closer to them.

3.	 Sharing and Expressing Thoughts: Users can post updates, photos, videos, 
and articles to express their opinions, celebrate achievements, and share 
experiences. This fosters meaningful interactions with friends and followers.

Example: Emma, an animal rights activist, shares posts about pet adoption and 
responsible pet ownership, encouraging her friends to support her cause.

4.	 Engagement in Communities and Groups: Facebook Profiles allow users to 
join groups and engage in communities that match their interests, such as hobby 
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groups, professional networks, or educational forums.

Example: Alex, an aspiring entrepreneur, joins a Facebook Group for Startups, where 
he interacts with business experts, learns new strategies, and participates in discussions.

5.	 Professional Networking and Career Opportunities: Many professionals use 
Facebook Profiles to connect with industry peers, showcase their skills, and 
discover job opportunities. Recruiters often check profiles to get an idea of a 
candidate’s interests and background.

Example: Sophia, a digital marketer, follows business pages and interacts with industry 
leaders. A recruiter notices her engagement and messages her about a job opportunity.

6.	 Event Participation and Social Invitations: Facebook allows users to create 
and attend events, whether virtual or in-person. This makes it easy to plan and 
invite friends for gatherings, professional seminars, or charity events.

Example: Tom creates a Facebook event for his birthday party and invites his close 
friends. They responded through Facebook, making event planning effortless.

7.	 Privacy Control and Security Features: Facebook provides extensive privacy 
settings to control who can see personal information, posts, and friend lists. 
Users can set their profile to public, friends-only, or private mode.

Example: Lisa doesn’t want strangers to see her profile, so she customizes her privacy 
settings to “Friends Only” for posts and personal details.

8.	 Access to Facebook Marketplace: Users with a Facebook Profile can buy 
and sell products through Facebook Marketplace, making it a useful tool for 
individuals who want to explore local shopping options or start small businesses.

Example: Kevin sells his old bicycle on Facebook Marketplace, and a nearby buyer 
contacts him via Messenger to make a purchase.

9.	 News and Information Updates: People use Facebook to follow news pages, 
brands, and influencers to stay updated on current affairs, trends, and interests. 
It acts as a personalized feed of relevant content.

Example: Rachel follows a technology news page, which keeps her informed about the 
latest smartphone launches and software updates.

10.	 Entertainment and Engagement: Facebook offers a wide range of entertainment 
options, such as videos, memes, gaming, and live streams. Users can interact 
with pages and influencers that align with their interests.

Example: Jake enjoys watching live gaming streams on Facebook and follows his 
favourite esports players to stay updated on tournaments.

A Facebook Profile is more than just a personal social media account. It is a 
powerful tool for communication, networking, self-expression, and entertainment. It 
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enables individuals to stay connected, express themselves, participate in communities, 
and even explore professional opportunities. Whether used for personal connections, 
career growth, or knowledge-sharing, a well-maintained Facebook Profile helps users 
maximize the benefits of the digital world.

4.1.5.3 Facebook Group

A Facebook Group is an online community where people with shared interests, goals, 
or activities can come together to interact, share content, and engage in discussions. 
Groups can be created for various purposes, such as business networking, education, 
hobbies, local communities, and professional collaborations.

Unlike Facebook Pages, which are designed for businesses and public figures to 
broadcast information, Facebook Groups foster more interactive and community-driven 
conversations among members. Groups can be public, private, or secret, depending on 
the level of exclusivity and privacy required.

Example: A group called “Digital Marketing Experts” is created for marketing 
professionals to share strategies, job opportunities, and industry news. Members ask 
questions, share case studies, and network with like-minded individuals.

Types of Facebook Groups

1.	 Public Groups: Public groups are open to everyone, and anyone can see the 
group’s content, members, and discussions. These groups are ideal for general 
discussions, awareness campaigns, or fan communities.

Example: A public group called “Photography Enthusiasts” allows photographers 
worldwide to share their work, discuss techniques, and give feedback on each other’s 
photos.

2.	 Private Groups: In private groups, only members can see the content and 
discussions. However, the group’s existence and member list remain visible to 
non-members. Users must request to join or be invited by an existing member.

Example: A private group called “Startups and Entrepreneurs” allows only verified 
business owners and startup founders to exchange ideas, get funding tips, and share 
business strategies.

3.	 Secret Groups (Now Called “Hidden Groups”): Secret groups are completely 
hidden from Facebook searches, and only members can see them. These groups 
are used for exclusive or confidential discussions.

Example: A company creates a hidden group for its employees to discuss internal 
projects, share work updates, and collaborate privately.

Key Features of Facebook Groups

1.	 Member Engagement and Discussions: Groups allow members to interact by 
posting questions, updates, polls, and media. Unlike Facebook Pages, which 
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focus on broadcasting information, groups facilitate two-way communication 
between members.

Example: A teacher’s group allows educators to exchange lesson plans, classroom 
management tips, and new teaching techniques.

2.	 Admin and Moderator Controls: Group admins and moderators manage the 
community by approving members, setting group rules, monitoring content, and 
removing inappropriate posts or spam.

Example: A health and wellness group has admins who ensure that only factual and 
science-backed health tips are shared, preventing misinformation.

3.	 Facebook Group Insights: Admins can access group analytics to track 
engagement, post activity, and member participation. This helps improve 
content strategy and interaction.

Example: A fitness community group admin sees that Monday motivation posts receive 
the most engagement and decides to post-workout challenges every Monday.

4.	 Events and Announcements: Groups can create events and send announcements 
to notify members about upcoming webinars, meetups, or important discussions.

Example: A music fan group creates an event for a virtual Q&A session with an 
independent artist, inviting all members to join.

5.	 Learning Units (Facebook Social Learning Groups): Educational and 
professional groups can create Learning Units, allowing members to take 
structured lessons and track progress.

Example: A coding boot camp group offers programming tutorials in step-by-step 
learning modules, enabling new developers to learn at their own pace.

6.	 Buy and Sell Feature: Some Facebook Groups have a Marketplace-like 
feature where members can list items for sale, negotiate prices, and complete 
transactions.

Example: A local buy-and-sell group for second-hand furniture allows community 
members to post furniture listings and find buyers.

Importance of Facebook Groups

1.	 Community Building and Networking: Facebook Groups provide a space for 
people with common interests to connect, collaborate, and build relationships.

Example: A writers’ group helps aspiring authors share their work, get feedback, and 
connect with publishing professionals.

2.	 Business Growth and Brand Engagement: Businesses use Facebook Groups 
to build brand loyalty, support customers, and generate discussions around their 
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products.

Example: A cosmetics brand creates a group for customers to discuss makeup trends, 
share beauty tips, and provide feedback on new products.

3.	 Exclusive Content and Customer Support: Companies, educators, and 
influencers use groups to offer exclusive content, behind-the-scenes updates, 
and customer support.

Example: A paid online course provider creates a group where students get access to 
additional learning resources and direct instructor support.

4.	 Crowdsourcing and Market Research: Businesses and organizations can use 
groups to gather feedback, test new ideas, and conduct surveys to improve their 
products and services.

Example: A startup in the gaming industry asks group members for opinions on features 
they’d like to see in their upcoming mobile game.

5.	 Lead Generation and Sales: Marketers use Facebook Groups to engage 
potential customers, educate them about their products, and convert them into 
buyers.

Example: A real estate agent manages a group where he shares investment tips, new 
property listings, and mortgage advice to attract clients.

Facebook Groups are powerful tools for building communities, engaging audiences, 
and fostering meaningful discussions. Whether used for networking, education, business 
promotion, or knowledge sharing, a well-managed Facebook Group can serve as an 
invaluable resource for individuals and brands alike.

Difference between Profiles, Fan Pages and Groups

The interaction dynamic is the most striking difference between Fan Pages and 
Groups. While Fan Pages are a vehicle for a central figure or business to broadcast 
updates, Groups allow for a more level playing field of equal and communal 
participation among all members. Profiles, however, are for personal relationships and 
are inappropriate for scalable brand or business use. Anyone who wants to build a 
public presence, track metrics, or run ads should use a Fan Page. Groups also give an 
interactive, intimate space for businesses or influencers seeking to create smaller, more 
involved communities for feedback or mutual engagement.SG
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Table 4.1.1:Difference Between Facebook Profiles, Facebook Pages and Facebook
                                                               Groups

                                                             

The best approach often uses these tools together. For instance, a company could 
use a Fan Page for product promotion, updates, and advertising but then create a 
Group for conversation and a more profound connection with loyal customers. The 
person representing the brand may also have a Profile to serve personal branding and 
relationship building. By knowing their particular strengths and purposes, businesses 
and individuals can work together with Profiles, Pages, and Groups in a coordinated 
way to build up their social media strategy for success.

4.1.6 Facebook Advertising
Facebook Advertising is a paid marketing platform that allows businesses, brands, 

and individuals to promote their products, services, or content to a targeted audience on 
Facebook and its associated platforms, including Instagram, Messenger, and Audience 
Network. Unlike organic posts that reach only a fraction of followers, Facebook Ads 
ensure that businesses reach a wider audience based on their demographics, interests, 
behaviours, and location.

Example: A local bakery wants to attract more customers. Using Facebook Ads, they 
target people within a 5-mile radius who are interested in “cakes” and “birthday parties,” 
ensuring the ad reaches potential customers.

4.1.6.1 Types of Facebook Ads

1.	 Image Ads: Image Ads are simple yet effective, using a single high-quality 
image to promote a product or service. They appear in Facebook’s news feed, 
Stories, and sidebars.
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Example: An online clothing store runs an Image Ad showcasing a summer dress with 
a “Shop Now” button, directing users to their website.

2.	 Video Ads: Video Ads allow businesses to engage audiences with short or long-
form videos. These ads can appear in feeds, Stories, and Reels.

Example: A fitness brand creates a 15-second video ad demonstrating a new workout 
program, encouraging users to sign up for an online class.

3.	 Carousel Ads: Carousel Ads allow businesses to display multiple images or 
videos in a single ad, enabling users to swipe through different slides.

Example: An electronics store runs a Carousel Ad showcasing different laptop models, 
allowing customers to browse before clicking “Learn More.”

4.	 Slideshow Ads: Slideshow Ads are lightweight, looping image slideshows that 
create a video-like experience using multiple photos.

Example: A real estate agency uses a Slideshow Ad to display various properties for 
sale, making it visually appealing for buyers.

5.	 Collection Ads: Collection Ads offer an immersive mobile shopping experience, 
featuring a main image or video with multiple smaller product images below it.

Example: A cosmetic brand uses Collection Ads to showcase a new lipstick range, 
letting users browse and purchase directly from the ad.

6.	 Lead Generation Ads: Lead Generation Ads help businesses collect customer 
information directly within Facebook without requiring users to leave the 
platform.

Example: An MBA institute runs a Lead Generation Ad offering a free webinar on 
career growth, asking interested users to fill out a form with their name and email.

7.	 Messenger Ads: Messenger Ads appear in Facebook Messenger, allowing 
businesses to initiate direct conversations with potential customers.

Example: A car dealership runs a Messenger Ad that says “Chat with us for exclusive 
discounts”, leading to a direct inquiry.

8.	 Story Ads: Story Ads appear in Facebook and Instagram Stories as full-screen 
vertical images or videos that disappear after 24 hours.

Example: A travel agency runs a Story Ad featuring breathtaking views of a beach 
destination with a “Swipe Up” link for vacation bookings.

9.	 Instant Experience Ads (Canvas Ads): These are interactive mobile ads that 
load instantly when tapped, providing an immersive experience with videos, 
images, and carousels.

Example: An automobile brand uses an Instant Experience Ad where users can explore 
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360-degree car views and interior features.

4.1.6.2 Why is Facebook Advertising Important?

1.	 Targeted Advertising for Better Results

Facebook’s advanced targeting options allow businesses to reach their ideal audience 
based on:

◊	 Demographics (age, gender, location)

◊	 Interests (hobbies, preferences)

◊	 Behaviour (purchasing habits, device usage)

◊	 Custom Audiences (existing customers)

◊	 Lookalike Audiences (new users similar to current customers)

Example: A pet store runs an ad targeting people who own dogs, ensuring only relevant 
users see their ad for dog food.

2.	 High Engagement and Conversion Rates

With billions of active users, Facebook Ads generate high levels of engagement 
through likes, comments, shares, and clicks.

Example: A restaurant runs a Facebook Ad offering a 20% discount, leading to a 50% 
increase in online reservations.

3.	 Cost-Effective Advertising

Facebook Ads allow businesses to start with a small budget and scale up based on 
performance.

Example: A startup e-commerce store spends $10 per day on ads and generates 100 
website visits daily.

4.	 Retargeting Lost Customers

Facebook retargeting ads help bring back users who visited a website but didn’t 
make a purchase.

Example: An online shoe store runs an ad reminding users about the shoes they added 
to their cart but didn’t buy.

5.	 Performance Tracking and Insights

Facebook Ads Manager provides detailed analytics on ad performance, audience 
behaviour, and conversions to optimize campaigns.

Example: A bookstore tracks that ads targeting women aged 25-40 perform best, so 
they increase budget for that audience.
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How to Create a Facebook Ad (Step-by-Step Guide)

Step 1: Access Facebook Ads Manager

Go to Facebook Ads Manager and click on “Create” to start a new ad campaign.

Step 2: Choose an Ad Objective

Select a goal, such as Brand Awareness, Traffic, Engagement, Leads, or Sales.

Step 3: Define Target Audience

Use targeting options like location, age, interests, and behaviors to specify the 
audience.

Step 4: Set Ad Budget and Schedule

Decide between daily or lifetime budget and set the ad duration.

Step 5: Choose Ad Format

Select an ad type (Image, Video, Carousel, etc.).

Step 6: Add Creative Elements

Upload images, videos, headlines, descriptions, and call-to-action (CTA) buttons.

Step 7: Launch and Monitor Performance

Click “Publish” and track performance through Facebook Insights.

Facebook Advertising is an effective and affordable way for businesses to reach their 
target audience, increase brand awareness, drive sales, and engage customers. With a 
variety of ad formats and powerful targeting capabilities, businesses of all sizes can 
leverage Facebook Ads to grow and succeed in the digital world.

4.1.7 Facebook Analytics
Facebook Analytics is important in social media marketing because it provides 

actionable insights on how businesses can improve their strategies to achieve their 
marketing goals. It is a powerful tool for tracking user behaviour, campaign performance, 
and audience demographics on the platform, allowing marketers to make data-driven 
decisions.

Example: OnePlus India makes excellent use of Facebook Analytics to enhance their 
marketing strategies. They control the platform’s insights to understand user behaviour, 
track engagement metrics, and optimize their marketing strategies. By analyzing data 
from Facebook Analytics, OnePlus India can make informed decisions to enhance their 
online presence and connect with their audience more effectively.
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                                            Fig 4.1.11 Facebook Analytics

4.1.7.1 Features of Facebook Analytics
a.	 Understanding the Audience: One of the most important characteristics 

of Facebook Analytics is the ability to understand your audience in detail. 
It will help marketers get a prominent view of exactly who is engaging with 
their content and what the age, gender, location, and interests of that audience 
are. This information allows brands to create content and campaigns targeted 
toward specific audiences, ensuring relevance to the audience and increased 
engagement rates.

b.	 Track Campaign Performance: Marketers use Facebook Analytics to track 
the performance of their campaigns in real-time, reviewing metrics regarding 
impressions, clicks, sharing, and conversion, which helps to understand how 
customers resonate with those marketing campaigns. It is easy to identify what 
works and focus on problem areas to make adjustments. 

c.	 Customer Journey Analysis: Facebook Analytics helps businesses track the 
customer journey from the first interaction to the final conversion. Analysing 
touchpoints along the funnel allows brands to understand user behaviour, realise 
where potential customers drop off, and improve removing friction from the 
buying process.

d.	 Ad Spend Optimisation: With Facebook Analytics, marketers can finally 
optimise ad spend. Knowing, for instance, which demographics or ad creatives 
yield the best results allows a company to concentrate spending only on the 
best-performing strategies to improve its return on investment.

e.	 Content Strategy Enhancement: It provides data on the type of posts video, 
photo, or text that perform best with the audience. These insights can help guide 
content creation and posting strategies to ensure the material resonates and 
encourages interaction.
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f.	 Custom Audiences and Retargeting: Facebook Analytics allows the creation 
of custom audiences: in this way, marketers can target specific groups of users 
based on their past behaviours. Businesses can retarget, for example, people 
who have abandoned their shopping carts with tailored ads, increasing the 
probability of conversion.

g.	 Event Tracking and KPIs: It allows the marketer to set and then track the 
defined event, like a button click, form submission, or any other page view. 
Those metrics correspond very closely with KPIs, allowing businesses to judge 
how their marketing objectives are being met.

h.	 Comparative Analysis: Marketers can use Facebook Analytics to compare 
performances of different campaigns, time frames, or audiences. This permits 
businesses to recognise patterns and try new things to learn what works best.

i.	 Predictive Analytics: Facebook Analytics includes predictive analytics tools 
that help forecast future outcomes from past data. These insights will allow 
the company to adjust its ways to optimise its future performance and edge out 
competition.

j.	 Integration with Other Platforms: Facebook Analytics can be integrated into 
other platforms, including Instagram and Messenger. Through this feature, the 
user gets one view of interactions on the different channels, so marketers get 
much more insight into their social media marketing efforts.

In a nutshell, Facebook Analytics helps businesses sharpen their social media 
strategies for the best engagement and to meet marketing goals. With these powerful 
capabilities, marketers can create more personalised and impactful campaigns to drive 
meaningful results.

4.1.7.2 Types of Facebook Analytics

Facebook provides quite a few analytics tools that allow businesses to track the 
performances of their advertising campaigns and understand user behaviour on their 
pages or with their ads. The main types of Facebook Analytics are given below.

a.	 Page Insights: Provides data on your Facebook page’s performance, including 
audience demographics, reach, and engagement metrics such as likes, shares, 
and comments. This tool is ideal for monitoring overall page health and 
understanding how users interact with your content.

b.	 Ad Manager Analytics: Track the performance of your ad campaigns based 
on metrics like impressions, clicks, cost per click (CPC), conversion rates, and 
return on ad spend (ROAS). It is ideal for tracking and optimizing advertising 
efforts.

c.	 Audience Insights: Offers demographic and behavioural insights about your 
audience, including their age, gender, location, interests, and how they interact 
with devices. This tool is useful for refining targeting strategies and gaining a 
deeper understanding of your ideal customers.
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d.	 Conversion Insights (via Meta Pixel): Tracks actions people take on your 
website, app, or landing page after seeing your ads, like purchases or sign-
ups. It is essential for sales funnel tracking, conversion measurement, and ROI 
calculation.

e.	 Event Manager Analytics: Shows how people engage with your website or 
app initiated by specific events, such as form submissions, product page views, 
or checkout completion. This tool helps optimize events set up via the Meta 
Pixel, (Software Development Kit)SDKs, or offline data sources.

f.	 Video Insights: Measures video-specific metrics like views, average watch 
time, and audience retention. It is valuable for understanding how your video 
content performs with your audience.

g.	 Messenger Analytics: Measures interactions via Facebook Messenger, 
including conversation rates, message volume, and user engagement. This tool 
is useful for businesses that leverage Messenger for customer support or sales.

h.	 Instagram Insights (if linked to your Facebook account): Provides analytics 
for Instagram posts, Stories, and IGTV analytics, including engagement rates, 
follower growth, and content reach. It helps businesses compare the performance 
of Instagram content to Facebook.

i.	 Custom Analytics Dashboards: Enable businesses to create tailored analytics 
dashboards that combine different data points from Facebook tools such as 
Ads Manager, Meta Business Suite, or integrations with third-party tools. This 
feature is useful for consolidating data relevant to specific goals.

◊	 Social Media Marketing (SMM): Promoting a brand, product, or service 
using social media platforms to engage audiences and drive online growth.

◊	 SMM Channels: The different social media platforms used for the 
marketing of services and communicating with target audiences include 
Facebook, Instagram, Twitter, LinkedIn, and TikTok.

◊	 Facebook Optimization: A process of optimising the performance of 
a Facebook page or its contents to maximise engagement, reach, and 
visibility.

◊	 Creating a Facebook Page for Business: Creating a special page on 
Facebook to represent a business that allows professional engagements, 
branding, and marketing.

◊	 Fan Page vs. Profile vs. Group: The fan page represents a business 
or public figure; the profile is for personal use, while a group fosters 
community discussions around shared interests.

Recap
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1.	 What aims to promote a brand, product, or service using social platforms? 

2.	 Who does Social Media Marketing help connect with their audience 
through interactive content? 

3.	 Which popular platform is used in Social Media Marketing? 

4.	 What is LinkedIn primarily designed for in terms of networking and 
marketing? 

5.	 What involves improving a page’s visibility, reach, and engagement? 

6.	 How can you create a business page by selecting a category that reflects 
your business type? 

7.	 What essential information does a Facebook business page require? 

8.	 What is a fan page designed for, and what is meant for personal use? 

9.	 What feature on Facebook is ideal for discussions and building 
communities around shared interests? 

10.	 What tool helps businesses manage their ad campaigns on Facebook? 

11.	 How can businesses define demographics to target a specific audience 
based on age, location, and interests? 

12.	 What provides insights on post-performance and audience behaviour?

       Objective Questions

◊	 Facebook Advertising: Paid promotions on Facebook through its ad 
manager, targeting the right demographics, behaviours, and interests in 
hopes of reaching marketing goals.

◊	 Facebook Analytics: The insights and data Facebook provides to track 
page, post, and ad performance—allowing a business to know how well 
they are doing and further optimise their approach.
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1.	 Social Media Marketing

2.	 Businesses

3.	 Facebook

4.	 Professional

5.	 Facebook Optimization

6.	 Facebook business page

7.	 Address and Contact

8.	 Profile

9.	 Groups

10.	 Ads Manager

11.	 Advertisers 

12.	 Facebook Analytics

Answers

1.	 Define social media marketing and explain its importance in today’s 
business.

2.	 Name and describe at least five popular social media marketing channels 
used for marketing.

3.	 Explain what Facebook optimisation means and why it is important in 
any social media strategy.

4.	 What are the three best practices for optimising content on Facebook for 
a wider audience?

5.	 Describe the steps of creating a Facebook business page

6.	 Compare and contrast the difference between a Facebook fan page, 
personal profile, and group in purpose, features, and interaction with your 
audience.

Self-Assessment Questions
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1.	 Why is social media marketing, considered essential for businesses in 
today's digital landscape?

2.	 Can you compare the effectiveness of two specific SMM channels in 
achieving marketing goals?

Assignments

1.	 Dahl, S. (2021). Social media marketing: Theories and applications (3rd 
ed.). SAGE Publications Ltd.

2.	 Zahay, D., & Roberts, M. L. (2022). Social Media Marketing: A Strategic 
Approach.

Suggested Reading

7.	 What are the different Facebook ad types, and how can a business 
determine the most appropriate type?

8.	 Define Facebook analytics. What is its role in the performance of 
marketing?

1.	 Bhatia, P. (2017). Fundamentals of Digital Marketing (2nd ed.). Pearson 
Education India.

2.	 Kamath, K. (2024). Social media marketing essentials you always wanted 
to know. Vibrant Publishers.

3.	 Tuten, T. L. (2021). Social Media Marketing.Sage Publication: NewDelhi

              Reference
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Upon completing this unit, learners will have the ability to:

◊	 use social media platforms like Twitter, LinkedIn, YouTube, Instagram, 
and Pinterest to build brand awareness, drive engagement, and achieve 
business success through effective content strategies

◊	 develop the skills to optimise social media profiles, grow online 
communities, and develop targeted marketing approaches using platform-
specific tools like retweets, clicks, and CPC bidding

◊	 measure the effectiveness of paid advertising tactics like CPC bidding and 
understand the historical role of platforms like Google Plus in business 
visibility

Amul is one of the biggest dairy cooperatives 
in India and has become a household name 
synonymous with quality and innovation. One 
of the cornerstones of its marketing success has 
been the effective use of social media. Amul uses 
a combination of content marketing, interactive 
campaigns, user engagement strategies, and 
trend-based storytelling to keep the brand 
appealing to all generations. Amul’s most 
popular and talked-about social media marketing 
strategy is its iconic Amul Topical Ads. The ads 
talk about current events, pop culture moments, 

or social issues, with a dash of humour from its mascot, the Amul Girl. During the 
2023 ICC Cricket World Cup, Amul celebrated India’s cricketing achievements 
with humorous and clever illustrations showing famous moments and players 
with slogans like “Captain Cool Milk Maarke” for MS Dhoni on social media 
platforms Instagram, Twitter, Facebook with Campaign: “Amul Doodh Peeta Hai 
India”. The posts garnered high engagement with thousands of likes, shares, and 

Modes of Social 
Media Marketing

Unit
2

Learning Outcomes

Prerequisite
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comments, creating conversations around the brand and the event.

Amul engages its audience regularly through interactive features such as 
quizzes and polls on trending subjects. On Instagram Stories, through “Amul 
Quiz Week,” followers were challenged to take part in quizzes and polls regarding 
food trivia and Amul’s history so that the top participants would be given 
branded merchandise. It has increased the followers’ interactions by improving 
the engagement rates by 40%. Amul adopts UGC uniquely by encouraging 
customers to share the creative or innovative way they are using the product. 
In this Facebook and Instagram campaign, #MyAmulMoments, customers were 
urged to post pictures of recipes made with Amul products and hashtag them with 
the campaign name. Then, entries are posted on Amul’s official pages to further 
amplify their work. More than 5,000 submissions in the first month resulting in a 
massive uplift in brand mentions and organic reach.

Amul speaks in the language of video-based storytelling with an educative 
and entertainment purpose for its audience. It could include behind-the-scenes 
health benefits of its products or even nostalgic moments. The “Amul Recipes” 
campaign on YouTube and Instagram Reels, with short videos showcasing recipes 
that can be made using Amul products, targeting young homemakers and food 
enthusiasts, has impacted millions of views and shares and driven traffic to their 
website, encouraging product purchases. Amul infuses humour and creativity into 
its digital persona, making it relatable to young audiences on Platform Twitter. Its 
posts amalgamate popular internet memes with Amul’s product offerings, usually 
around milk, butter, and cheese. It wedged quick-witted posts frequently go viral, 
drawing on a broader audience and younger demographics.

Amul’s Instagram and Facebook pages have millions of followers each, with 
consistent audience engagement. Regular topical campaigns keep Amul relevant 
and top-of-mind for consumers across India, increasing brand awareness. 
Higher engagement drives consumer interest, impacting sales positively across 
its product portfolio. Amul India has mastered social media marketing through 
consistent, culturally resonant storytelling and emphasising audience interaction. 
The brand’s ability to balance humour, information, and engagement ensures its 
appeal remains strong across generations. Being one of the pioneers in integrating 
humour and relevance in marketing, Amul has inspired businesses in India and 
worldwide.

X (formerly Twitter), Retweets, Clicks, LinkedIn, YouTube Channel, Instagram, 
Google Plus, CPC bidding.

KeywordsSG
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Discussion

4.2.1 Modes of Social Media Marketing
The different modes of social media marketing include content marketing, creating 

and sharing quality and engaging types of posts; influencer marketing, where trusted 
persons endorse products to their followers; paid advertising through the use of targeted 
advertisements to drive instant results such as sales and traffic; engagement-driven 
marketing, fostering interactivity with users through comments, polls, or user-generated 
contents; viral marketing, seeking to create shareable campaigns; and the new school 
of thought, social commerce, integrating buying into the very fabric of platforms. 
Together, they afford the creation of different touchpoints to build brand awareness, 
loyalty and drive conversions.

Example: Zomato is an Indian company that successfully influences multiple social 
media marketing channels. They utilize platforms like Twitter for engaging memes, 
Instagram for influencer collaborations, and Facebook for targeted ads and customer 
interactions. This multi-platform approach helps Zomato reach a diverse audience and 
maintain a strong online presence.

1.	 Content Marketing

Content marketing is the backbone of social media marketing, where valuable, 
relevant, and consistent content is created and shared with a brand’s target audience. 
It could be in the form of blog posts, videos, podcasts, infographics, etc., entertaining, 
educating, or informing users while remaining true to the brand values. Social media 
platforms are simply the channels through which the content is distributed strategically 
to reach a wider audience. Consistency and creativity in content help build a brand’s 
reputation for being an authority, thus earning customer trust and loyalty over time.

2.	 Influencer Marketing

Influencer marketing leverages the reach and credibility of individuals with a 
significant following on social media. These influencers, from celebrities to niche 
micro-influencers, collaborate with brands to promote products or services through 
sponsored posts, product placements, and honest reviews. Their established trust with 
their audience makes these endorsements more impactful. Influencer collaborations 
often target specific demographics, allowing brands to reach a focused audience while 
benefiting from a personalised, relatable marketing approach.

3.	 Paid Advertising

Paid social media advertising offers brands the most advanced targeting capabilities 
to reach their dream customers. Social media ads come in many forms, from carousel 
and video ads to sponsored posts and story ads, blending into users’ feeds. Platforms like 
Facebook, Instagram, and LinkedIn offer powerful analytics and optimisation tools to 
ensure the best performance. Paid advertising is usually best suited for direct-response 
goals, like lead generation, website traffic, or product sales because it allows businesses 
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to establish a definite budget and optimise dynamically.

4.	 Social Media Engagement

The idea of engagement marketing originates from the two-way communication 
principle with audiences. Engaging actively with comments, direct messages, live 
sessions, and interactive polls humanises the brand and builds a better rapport with 
customers. Moreover, engagement builds a community of user-generated content, be it 
reviews, testimonials, or even hashtag campaigns that organically expand the brand’s 
reach. This personal touch helps businesses understand customer preferences while 
reinforcing loyalty and trust.

5.	 Viral Marketing

Viral marketing creates compelling campaigns that spread rapidly across social 
media, fueled by shares, likes, and comments. This strategy is based on creating 
entertaining, emotional, or thought-provoking content that captures wide attention. 
Many successful viral campaigns ride on trending topics, challenges, or creative 
storytelling to generate buzz. While highly effective at quickly grabbing massive 
exposure, virality’s unpredictability requires a deep understanding of audience interests 
and social media trends.

6.	 Affiliate Marketing

Affiliate marketing on social media involves partnerships with individuals or other 
businesses to promote products or services in exchange for a commission. Affiliates use 
their platforms to share customised referral links or codes, earning rewards for sales 
generated through their efforts. This performance-based approach ensures measurable 
brand returns while allowing affiliates to monetise their online presence. This method 
allows businesses to increase sales while tapping into diverse audiences.

7.	 Social Commerce

Social commerce seamlessly integrates e-commerce with social media platforms, 
allowing users to browse, explore, and purchase products directly without leaving the 
app. Features like shoppable posts, Instagram Checkout, and Facebook Shops have 
made social platforms a key driver of online sales. This mode of marketing simplifies 
the customer journey, providing convenience and an engaging shopping experience. 
It also facilitates direct interaction between buyers and brands, fostering trust and 
boosting conversion rates.

4.2.2 Introduction to X (Formerly Twitter)
X (Twitter) as a Social Media Marketing Platform

X (formerly known as Twitter) is one of the most powerful platforms for social 
media marketing due to its fast-paced, real-time engagement and ability to facilitate 
brand conversations. With over 450 million active users, X provides businesses with an 
opportunity to build brand awareness, interact with customers, and drive sales through 
strategic marketing campaigns. The platform is widely used by brands, influencers, 
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and digital marketers to connect with audiences, generate leads, and establish thought 
leadership.

4.2.2.1 Features of  X (Twitter) 

1.	 Real-Time Engagement for Instant Interaction: One of the biggest advantages 
of X is its real-time nature, which allows businesses to interact instantly with 
their audience. Companies use X to share updates, respond to customer inquiries, 
and provide real-time support. For example, airlines like American Airlines and 
Delta use X for customer service, answering queries about flight schedules, 
delays, and baggage issues within minutes. This instant interaction builds trust 
and enhances customer satisfaction.

2.	 Hashtags and Trends to Increase Visibility: Hashtags are an essential 
part of X’s marketing strategy as they help categorize content and increase 
discoverability. Businesses often create branded hashtags for marketing 
campaigns, making it easier for users to find and engage with their content. 
For instance, Nike’s #JustDoIt campaign successfully encouraged users to share 
their personal fitness journeys, leading to widespread engagement. Moreover, 
brands can participate in trending hashtags to remain relevant, such as using 
#WorldCup during major sporting events to connect with global audiences.

3.	 Short and Engaging Content for Higher Impact: Unlike other platforms that 
favor long-form content, X thrives on short, concise messages. The 280-character 
limit forces brands to craft compelling and direct content. This makes it an ideal 
platform for posting quick updates, witty remarks, and promotional content. 
For example, Wendy’s Twitter account has gained popularity for its humorous 
and engaging tweets that interact with customers in a fun, playful manner. This 
strategy not only entertains but also builds a strong brand personality.

4.	 X Ads (Twitter Ads) for Targeted Marketing: Businesses can use Promoted 
Tweets, Promoted Accounts, and Promoted Trends to expand their reach 
through paid advertising. X Ads offers advanced targeting options based on 
demographics, interests, and user behaviour. For example, an e-commerce 
brand selling tech gadgets can run a Promoted Tweet targeting users interested 
in technology and gadgets, ensuring that their ad reaches the most relevant 
audience. By investing in X Ads, companies can significantly boost their brand 
awareness and conversion rates.

5.	 Influencer Marketing and Brand Collaborations: Partnering with influencers 
on X can help businesses gain credibility and reach a wider audience. Many 
brands collaborate with celebrities, industry leaders, and micro-influencers 
to promote their products or services. For instance, when Tesla CEO Elon 
Musk tweets about a new product, it instantly generates buzz and engagement. 
Similarly, brands like Samsung collaborate with tech influencers to showcase 
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their latest smartphones, creating excitement and anticipation before a product 
launch.

6.	 Polls and Surveys for Audience Engagement: X allows brands to create 
interactive polls and surveys, making it a great tool for market research and 
customer engagement. By asking questions, businesses can gather insights about 
customer preferences while keeping the audience engaged. For example, Netflix 
often uses Twitter polls to let viewers vote on which movie or show they should 
stream next, giving customers a sense of involvement and making them feel 
valued. This approach enhances customer loyalty and increases engagement.

7.	 Customer Support and Crisis Management: Many companies use X as a 
customer service platform, offering quick responses to complaints and inquiries. 
It is a crucial tool for handling crises, as brands can immediately address negative 
publicity or product-related issues. For example, when KFC ran out of chicken 
in the UK in 2018, they used a humorous and apologetic tweet to manage the 
crisis effectively. The post received millions of likes and appreciation for its 
transparency, turning a PR disaster into a positive branding moment.

8.	 X Spaces (Live Audio Conversations) for Community Engagement: X 
Spaces, the platform’s live audio conversation feature, is an excellent tool for 
brands to connect with their audience through discussions, Q&A sessions, and 
industry talks. Companies like Microsoft and Google use X Spaces to launch 
new products, allowing users to join in real-time discussions. For example, 
a digital marketing agency can host a live session on social media trends, 
answering audience questions and establishing themselves as thought leaders 
in the industry.

9.	 Retweets and Viral Potential for Organic Reach: X is known for its viral 
nature, where a single tweet can reach millions within hours. Brands that 
create engaging, humorous, or thought-provoking content often see their posts 
retweeted by thousands of users, exponentially increasing their reach. For 
example, Oreo’s “You Can Still Dunk in the Dark” tweet during the 2013 Super 
Bowl blackout became one of the most famous marketing tweets, as it was 
retweeted thousands of times and generated free publicity for the brand.

10.	 Website Traffic and Lead Generation: Many businesses use X to drive traffic 
to their websites by including links in their tweets. Marketers often use Twitter 
Cards, which allow users to preview content and click directly on the link, 
leading to higher engagement. For example, an online clothing brand can post 
a tweet with an image and a link to their latest collection, encouraging users to 
visit their website. By strategically placing CTAs (Call-to-Actions) in tweets, 
businesses can improve lead generation and sales.

11.	 Facebook Groups and Community Building: Although primarily known 
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for short-form content, X also supports community-building efforts through X 
Communities, where people with shared interests engage in discussions. Brands 
can create communities around topics relevant to their industry. For example, 
Adobe has a design-focused community where graphic designers share their 
work and tips, helping Adobe maintain a strong connection with its audience.

12.	 Analytics and Performance Tracking for Optimization: X provides valuable 
insights through its Twitter Analytics tool, allowing businesses to track 
engagement, impressions, and audience demographics. Marketers can analyze 
which posts perform best and refine their strategy accordingly. For example, a 
digital marketing agency might track which type of tweets get the most retweets 
and likes and then adjust their content strategy to optimize engagement.

4.2.2.2 Best Practices for X (Twitter) Marketing

To effectively utilize X (Twitter) as a marketing platform, businesses must adopt best 
practices that maximize engagement, enhance brand visibility, and drive traffic. Below 
are five crucial strategies, each explained in detail with real-world examples and case 
studies to showcase their effectiveness.

1.	 Post Consistently: Regular Tweeting Keeps Your Brand Relevant and Top-of-
Mind

Consistency is key when it comes to X marketing. Unlike platforms like Instagram 
or LinkedIn, where posting frequency can be moderate, X thrives on a high volume of 
content. Brands that tweet regularly are more likely to remain visible in users’ feeds and 
keep their audience engaged.

Example 1: Netflix is an excellent example of a brand that tweets consistently. It 
frequently posts updates about upcoming movies, series, and trending content. By 
staying active, Netflix ensures that its audience remains engaged and aware of its latest 
releases.

Example 2: Starbucks’ Holiday Campaign

Starbucks increased its engagement rate by posting multiple times a day during its 
holiday campaign. By sharing festive-themed tweets, interactive polls, and images of 
seasonal drinks, Starbucks remained top-of-mind for customers looking for holiday-
themed beverages.

◊	 Post at least 3-5 times a day for optimal visibility.

◊	 Schedule tweets using tools like Hootsuite or Buffer to maintain consistency.

◊	 Engage in trending conversations by using relevant hashtags to stay relevant.

SG
O
U



192 SGOU - SLM - FYUGP -Digital Marketing192

2.	 Engage with Followers: Responding to Comments and Retweets Helps Build 
a Loyal Audience

Engagement is the backbone of any successful social media strategy. Brands that 
actively respond to comments, retweets, and mentions create stronger connections with 
their audience, leading to higher brand loyalty.

Example 1: Wendy’s “Roasting” Strategy

Wendy’s has built a reputation for engaging humorously with its audience. Its strategy 
of roasting users and competing brands has generated viral content and boosted follower 
engagement. When a user asked, “What should I get at McDonald’s?” Wendy’s replied, 
“A receipt.” This witty response went viral, gaining thousands of retweets and likes.

Example 2: Nike’s Customer Engagement Strategy

Nike’s X handle is known for responding promptly to customer queries, complaints, 
and feedback. Instead of using automated replies, Nike engages in real-time 
conversations, making customers feel heard and valued. This strategy has helped it 
maintain a strong brand reputation.

◊	 Respond to tweets within 24 hours to maintain engagement.

◊	 Personalize responses instead of using generic replies.

◊	 Engage in industry-related discussions to establish thought leadership.

3.	 Leverage Visual Content: Tweets with Images and Videos Get Higher 
Engagement Than Text-Only Tweets

Visual content significantly increases user engagement on X. Research shows that 
tweets containing images receive 150% more retweets than those without, while video 
content sees 10x more engagement.

Example 1: Tesla’s Video Strategy

Tesla frequently shares product launch videos, behind-the-scenes content, and high-
quality images of its vehicles. This approach not only captures attention but also allows 
potential customers to experience the brand’s innovation visually.

Example 2: Oreo’s Super Bowl Tweet

During the 2013 Super Bowl blackout, Oreo tweeted a simple yet effective image 
saying, “You can still dunk in the dark” along with an image of an Oreo cookie in dim 
lighting. This tweet went viral, receiving more than 10,000 retweets in a matter of 
minutes. It proved the power of real-time, visually engaging content.

◊	 Use GIFs and short clips to grab attention in busy feeds.

◊	 Optimize video content for auto-play, ensuring the first few seconds are 
impactful.

◊	 Infographics and carousels are great ways to simplify complex information.
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4.	 Use Analytics: Track Performance and Refine Your Strategy Based on 
Audience Behaviour

X provides built-in analytics that allows businesses to track engagement rates, 
impressions, retweets, and audience demographics. Using this data, brands can refine 
their strategy to maximize impact.

Example 1: Spotify Wrapped Analytics

Spotify leverages X analytics to understand which posts generate the most engagement. 
Every year, its Spotify Wrapped campaign showcases personalized user statistics, and 
its marketing team analyzes audience responses to optimize future promotions.

Example 2: Airbnb’s Data-Driven Approach

Airbnb closely tracks which types of tweets get the most engagement—whether 
it’s destination images, customer testimonials, or travel tips. By using X analytics, the 
brand adjusts its content strategy to focus on what resonates best with users, leading to 
increased engagement and bookings.

◊	 Monitor which tweets receive the most engagement and replicate similar 
content.

◊	 Use third-party tools like Sprout Social or TweetDeck for deeper insights.

◊	 Experiment with posting times and formats to optimize reach.

5.	 Run Contests and Giveaways: Encourage Participation to Boost Brand 
Visibility

Contests and giveaways are a great way to increase engagement, gain new followers, 
and promote brand awareness. When structured effectively, they can create excitement 
and viral participation.

Example 1: Coca-Cola’s Share a Coke Campaign

Coca-Cola ran a user-generated content giveaway where customers were encouraged 
to share a picture with personalized Coke bottles and tweet it using the hashtag 
#ShareACoke. This campaign led to over 500,000 user-generated posts and increased 
engagement significantly.

Example 2: Amazon Prime Day Giveaway

Amazon used X to promote Amazon Prime Day by running a giveaway where users 
had to retweet for a chance to win exclusive discounts. The contest went viral, leading 
to millions of interactions and driving significant traffic to its sales page.

◊	 Use clear rules and deadlines to encourage participation.

◊	 Partner with influencers to amplify the contest reach.

◊	 Require users to tag friends, use hashtags, or follow your page to enter.
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Implementing these best practices for X marketing can transform a brand’s online 
presence, boost engagement, and increase customer loyalty. By posting consistently, 
engaging with followers, leveraging visual content, using analytics, and running 
contests, businesses can effectively utilize X as a powerful marketing tool. Brands 
like Nike, Netflix, Tesla, Wendy’s, and Coca-Cola have successfully leveraged these 
strategies, proving that a well-planned X marketing approach can yield significant 
results.

4.2.3 Twitter Followers
Twitter followers are users who subscribe to another account’s updates, meaning 

they see the tweets posted by the account they follow in their timeline. Followers are 
crucial for engagement, brand awareness, and communication.

4.2.3.1 Types of Twitter Followers
a.	 Genuine Engaged Followers

These are real people who are interested in your content, engage with your posts, 
and add value to your Twitter presence. Example: A digital marketing expert regularly 
shares tips and insights on social media strategies. Business owners and fellow marketers 
follow the account to learn and engage in discussions. The followers frequently like, 
retweet, and reply to the posts.

b.	 Fake or Inactive Followers

These are bots or inactive users who do not engage with your content, making your 
follower count look high but with no real impact. Example: A company purchases 10,000 
Twitter followers to boost its credibility. However, these followers never interact with 
the content, resulting in no increase in engagement or real audience growth.

c.	 Influencer Followers

These followers are gained due to a recommendation or engagement from a well-
known personality. Example: A tech blogger tweets a review about a new smartphone, 
and a famous tech influencer with 500,000 followers retweets it. The exposure leads to 
a surge in new followers for the blogger.

d.	 Trend-Based Followers

Followers who engage based on trending topics or viral content. Example: A political 
commentator tweets about an ongoing election with a strong opinion. People supporting 
that opinion start following the account to stay updated on similar discussions.

Scenarios Explaining Twitter Follower Growth

Case Study: A Startup’s Journey to Gaining Followers

A small coffee brand, “Brew Haven,” starts a Twitter account. Initially, they struggle 
to get followers. They begin:
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◊	 Posting high-quality content about coffee brewing tips.

◊	 Engaging with influencers and coffee enthusiasts.

◊	 Running Twitter contests for free giveaways.

◊	 Using hashtags like #CoffeeLovers and #MorningBrew.

As a result, they gain 5,000 real and active followers in six months, increasing their 
brand awareness and sales.

i.	 Strategies to Gain and Retain Twitter Followers

1.	 Post Consistently:  Share content regularly to keep followers engaged.

2.	 Engage with Followers: Reply to comments, retweet interesting content, and 
participate in discussions.

3.	 Use Hashtags: Trending hashtags increase the chances of discovery.

4.	 Collaborate with Influencers: Engaging with influencers can boost credibility 
and followers.

5.	 Run Giveaways and Contests: Offering prizes in exchange for follows and 
retweets can accelerate growth.

Twitter followers can be built organically through engagement, quality content, and 
strategic marketing. Whether it’s a brand, influencer, or an individual, the key to a 
strong Twitter following is authenticity and consistent interaction with the audience.

4.2.4 ReTweets 
The act of retweeting on Twitter refers to sharing someone else’s posted tweet with 

one’s own set of followers for such content to be seen by more people. Retweeting is 
that feature that fuels the propagation of ideas, news, or discussions in real time and 
primarily makes Twitter the site for current trending topics or viral information. There 
are two forms of retweets: one is the standard retweet, where the tweet is shared as is, 
and the other is the retweet with a comment, better known as a quote tweet, where users 
can add their comments or opinions before sharing. Retweets amplify the visibility of 
tweets, enabling content to transcend its original audience and be part of something 
bigger.

For individuals, businesses, and brands alike, retweets can significantly increase 
engagement and build credibility. Multiple retweets of a single tweet give the impression 
that it is relevant or valuable; thus, such a post will go further in the site’s algorithm. 
Users often retweet what they agree with, find funny, or think their followers will 
appreciate, helping to build a sense of shared interest. Brands and influencers can use 
retweets strategically by sharing customer testimonials, positive mentions, or industry 
insights to build a relationship with their audience. Further, encouraging retweets via 
compelling content or calls-to-action can considerably amplify organic reach and drive 
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conversations around specific topics or campaigns.

Example: Amul, an Indian company, retweets excellently for marketing by sharing 
user-generated content and customer feedback. This approach helps them engage their 
audience, amplify positive brand messages, and build a sense of community and trust 
among their followers.

4.2.5 Clicks 
Clicks become very important in measures for social media marketing; an action 

counted and proving that a user is engaged and showing interest. Most of the time, the 
click means any case where the user interacts with some clickable elements of a social 
media platform that is, through links, pictures, call-to-action buttons, or advertisements. 
This metric thus becomes fundamental in marketing campaigns, giving direct insight 
into user behaviour and interest in specified content, products, or services.

4.2.5.1 The Role of Clicks in Conversion Funnels

A click forms an important aspect of a conversion funnel when talking about social 
media marketing. Typically, an individual’s click will divert them through an ad or 
a post that goes to your landing or product page where they would like to fill out a 
form further, subscribe to the newsletter, or buy the merchandise. By tracking clicks, 
marketers can find out how their content or ad grabs users’ initial attention and guides 
them to completing a desired action, say, a sale or sign-up.

4.2.5.2 Optimising Clicks Through Content and Design

A marketing asset’s design, message, and placement determine the number of clicks 
it will get. More clicks are guaranteed with engaging visuals, compelling copy, and call-
to-action buttons that are strategically placed. Further, ad formats can be optimised with 
tools available on platforms like Facebook, Instagram, and LinkedIn to maximise clicks 
carousel ads or even video posts. Using analytics to track click-through rates (CTR) 
helps finetune strategies to ensure marketing efforts resonate with the target audience.

4.2.5.3 Analysing Click Data to Gather Insights

Clicks can be a very insightful way to know audience behaviour and preferences. 
When click data analysis is done correctly, marketers learn what type of content, format, 
or platform receives the most engagement from their audience. For example, a higher 
click-through rate from a certain type of ad may mean that something in that messaging 
or design resonates more with audiences. Knowing the patterns allows for refining 
future strategies for better campaign performance and optimisation when allocating 
budgets efficiently.

4.2.5.4 Clicks as a Measure of Engagement and ROI

In social media marketing, clicks are an important metric for measuring engagement 
and return on investment (ROI). While impressions and reach give a general view of the 
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number of people who viewed the campaign, clicks determine how many engaged with 
it. High clicks mean that the content resonates well with the audience, and such strategies 
can be used to justify further investment. Low click rates could mean re-evaluation in 
targeting, creative design, or even messaging.

To conclude, clicks are more than a metric; they constitute a critical component 
of social media marketing since they drive conversions and give actionable insights. 
That is how marketers can create the campaigns that will resonate best with audiences, 
knowing what makes them click and how best to track and optimise those clicks to 
achieve business goals and drive the maximum possible impact from their marketing 
efforts.

Example: Net Clicks Marketing effectively drives traffic to their clients’ websites by 
utilizing Search Engine Optimization (SEO) and paid marketing tactics. Their focus 
on delivering targeted clicks helps businesses convert visitors into customers and 
maximize their return on investment.

4.2.6 Linkedin: A Professional Networking Platform
LinkedIn is the world’s largest professional 

networking platform, designed to help individuals and 
businesses connect, network, and grow professionally. 
Founded in 2003 and now owned by Microsoft, 
LinkedIn has over 900 million users worldwide (as of 
2023), spanning diverse industries and career stages. 

Unlike social media platforms focused on personal or recreational content, LinkedIn 
emphasises professional interactions, including job opportunities, business insights, 
and knowledge sharing. It is where users create profiles that act like dynamic resumes, 
displaying their skills, experiences, certifications, and accomplishments; hence, it is a 
vital tool for career development and recruitment.

Example: Infosys operates well on LinkedIn for marketing by demonstrating thought 
leadership, disseminating industry insights, and engaging with professionals through 
valuable content. Their optimized LinkedIn presence enhances their credibility and 
broadens their professional network.

4.2.6.1 Features and Functionalities

LinkedIn provides its professional user base with various features. The news feed 
allows sharing updates, articles, or insights to nurture industry-specific discussions and 
knowledge sharing. Its Jobs section assists job seekers in searching and applying for 
posted job opportunities, mostly with one-click applications. LinkedIn provides direct 
messaging, while groups allow professionals with like-minded ideas to collaborate on 
specific topics or interests. Moreover, LinkedIn Learning gives access to online courses 
that will arm users with skills to improve their careers. For businesses, LinkedIn offers 
Company Pages, recruiters, and paid advertisements to help them engage with and 
grow their audience.
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4.2.6.2 Building Connections

Networking is at the core of LinkedIn’s value. The platform allows users to connect 
with colleagues, alums, mentors, and industry leaders to expand their professional 
circles. The site categorises all connections into first-degree (direct connections), second-
degree (connections of your connections), and so on, bringing relational proximity to 
the fore. The meaningful use of engagement through comments on posts, endorsement 
of skills, or even personalised invitations helps build relations. LinkedIn also suggests 
possible connections based on shared interests, affiliations, or career trajectories, which 
eases networking efforts.

4.2.6.3 Marketing and Branding

LinkedIn is an excellent platform for personal and corporate branding. Professionals can 
build their reputation as field experts by sharing articles, publishing their achievements, 
or engaging in any other valuable conversation to increase their professional visibility. 
With content marketing, showcase pages, and LinkedIn Ads, LinkedIn facilitates B2B 
marketing, lead generation, and thought leadership for businesses. Highly effective in 
targeting decision-makers, as the base consists primarily of professionals, executives, 
and business leaders. Events, live streams, and webinars on LinkedIn work great in 
connecting with audiences in real time.

4.2.6.4 Importance and Impact

The platform is more than just a networking site; it drives professional growth, fosters 
industry relationships, and promotes knowledge sharing. Recruiters use it broadly to 
find and assess potential candidates; similarly, professionals depend on the site for 
career advancement. LinkedIn serves as a channel for businesses to build credibility, 
connect with clients, and stay ahead in the competitive landscape. LinkedIn offers the 
tools and resources to achieve your goals effectively, whether you want to enhance your 
brand, grow your business, or stay informed about industry trends.

4.2.7 Branding on Linkedin 
Branding on LinkedIn is the creation and development of your identity, personal, 

professional, or business, on the platform. Unlike other social media platforms, 
LinkedIn is built for professional and industry-specific branding, allowing its users 
to showcase their expertise, thought leadership, and accomplishments. It is a space to 
connect with a professional audience, build credibility, and stand out in a competitive 
landscape. LinkedIn is the perfect platform for crafting a unique and impactful brand 
image, whether you are a job seeker looking to create a compelling profile or a business 
looking to connect with key decision-makers.

Example: HubSpot excels in using branding on LinkedIn for marketing by crafting 
a cohesive and professional presence that reflects its brand values and messaging. 
Through the consistent sharing of valuable content and active audience engagement, 
HubSpot enhances its credibility, attracts high-value connections, and solidifies its 
position as an industry leader.
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4.2.7.1 Personal Branding

Personal branding on LinkedIn starts with creating a strong, optimised profile 
showcasing your skills, experience, and achievements. A professional profile picture, 
a customised headline, and a compelling “About” section are the three things that will 
make you stand out. Sharing updated articles and engaging with industry-relevant 
content regularly increases personal visibility. Endorsements and recommendations 
from connections can boost credibility by showing potential employers or collaborators 
what skills and accomplishments have been achieved. Sharing insights, participating in 
group discussions, and showing expertise will help establish them as thought leaders in 
their respective industries.

4.2.7.2 Corporate Branding

LinkedIn offers many tools for businesses to create and promote a compelling brand 
identity. A great Company Page is the foundation, letting potential clients and talent 
understand the mission, culture, and what the business offers. Businesses can use 
Showcase Pages to highlight specific products or services and reach niche audiences. 
The same goes for frequent updates, articles, and behind-the-scenes content, which 
humanise the brand; another aspect is employee advocacy employees sharing company 
content to extend reach. Through such initiatives, companies could establish themselves 
as a name to be trusted in their industry, thereby garnering customers and attracting top 
talent.

4.2.7.3 Leveraging Content for Branding

Content marketing is a significant driver of LinkedIn branding. Original insights, 
relevant industry news, and engaging videos are great ways to establish authority and 
engage the audience. Live streams, webinars, and LinkedIn Newsletters are innovative 
ways of reaching and capturing audiences with high-value content. It will also enable 
companies to reuse customer testimonials, success stories, and case studies to be trusted 
and credible. Thought leadership is leveraged through the sharing of professional 
expertise by executives and employees, contributing to individual and corporate 
branding and showcasing the organisation’s collective intelligence and expertise.

4.2.7.4 Importance and Long-Term Benefits

Branding on LinkedIn goes beyond visibility; it establishes trust, credibility, and 
honest relationships with an audience looking for professional insights. Personal 
branding brings job opportunities, partnerships, and professional growth, while 
corporate branding attracts high-quality leads, customers, and talent. With more than 
900 million users (as of 2023), LinkedIn is the one place where the audience is already 
pre-aligned for professional and business engagement. Investing time in building a 
consistent, authentic brand presence on LinkedIn could bring substantial long-term 
benefits in positioning individuals and businesses as leaders in their respective fields.
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4.2.8 Youtube Channel
A YouTube channel is simply a customised digital space 

in YouTube through which a person, a brand, or an entity 
reaches out with video content to the general public. With 
over 2 billion monthly viewers, YouTube is the world’s 
biggest library of user-generated videos. It hence cannot be 

stopped for its creators of talent, sharers of knowledge, and promoters of products, 
among others. One’s central home is where one publishes, organises, and showcases 
videos for an audience.

1.	 Setting up a channel: This involves linking a Google account to YouTube 
and setting up your channel’s brand elements. The profile picture and banner 
identify the creator visually; the “About” section briefly describes what the 
channel is about or its niche. Also, having a great intro video or even a trailer 
for new visitors gives an idea of your channel and helps them decide whether 
to subscribe.

2.	 Content Creation and Strategy: Successful YouTube channels are based on 
quality, engaging, and consistent content. A clear content strategy includes 
choosing a niche, knowing the target audience, and creating content regularly that 
interests them the most. Whether it is a tutorial, review, vlog, or entertainment 
channel, the creator must ensure the content is quality and relevant to the 
audience. Moreover, following an upload schedule keeps the audience engaged 
and looking forward to future videos.

3.	 Engaging with the Audience: Audience engagement helps to grow the channel. 
Feedback from viewers can be through comments, likes, and shared information 
that might be used in sharpening the content. In addition, features like live 
streams, polls, and community posts on YouTube are ways creators engage with 
their audience to build a community. This keeps the subscribers and turns the 
casual viewers into loyal followers.

4.	 The Role of SEO and Discoverability: One of the most important ways 
to increase the visibility of a video on YouTube is through search engine 
optimisation. Creators will optimise titles, descriptions, tags, and thumbnails to 
give their videos the best chance of being on the results and recommendations. 
Ensuring these elements are good and appealing will engage viewers and inspire 
clicks.

5.	 Monetisation and Revenue Streams: The possibility of monetising their 
content is one of the main reasons creators flock to YouTube. Channels that 
meet the eligibility criteria can be a part of the YouTube Partner Program, 
earning money from ads running on their videos. Creators can also try other 
ways of making money from their channel: brand sponsorships, merchandise, 
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memberships, and crowdfunding on Patreon. Diversifying income sources helps 
sustain a channel financially.

6.	 YouTube Analytics and Insights: Analytics tools available on YouTube allow 
creators to monitor the performance of their channels. Metrics tracked include 
views, watch time, audience demographics, and engagement rates, which 
give creators a sense of their content’s impact. These insights help creators in 
decision-making processes that refine their strategies and align their videos with 
viewer preferences.

7.	 Challenges and Competition: The challenges in operating a successful 
YouTube channel include overcoming platform algorithm changes, copyright 
issues, and remaining relevant in a competitive space. Most creators experience 
burnout because of the pressure to create continuously. Adapting to trends, 
diversifying content formats, and being authentic are ways through which 
creators can remain competitive and resilient.

8.	 Collaboration and Growth Opportunities: Collaborating with other creators 
can expose a channel to a vast audience and reach. To tap into new audiences 
and offer fresh, engaging content, channels can team up with creators in similar 
or complementary niches. Finding opportunities through creator communities, 
online forums, or YouTube events is also possible.

9.	 Long-Term Success and Sustainability: Building a successful YouTube 
channel takes time, consistency, and innovation. In the long run, success depends 
on how creators can adopt changes in viewer preferences, platform updates, 
and industry trends. Building a loyal and dedicated audience, remaining true 
to themselves, and constantly elevating production quality will surely keep any 
YouTube channel alive and powerful for a long time.

Example: ModCloth effectively uses its YouTube channel for marketing by consistently 
creating engaging video content. This approach helped them gain 4,000 subscribers 
and 1 million views, resulting in increased sales at a fraction of their typical search 
campaign costs.

4.2.9 PINTEREST
Pinterest is a visual discovery and bookmarking website 

where users can find, share, and save images and videos 
onto virtual “boards” with others. Since its launch in 
2010, it has become one of the most popular social media 
platforms, especially among people interested in fashion, 
home decor, cooking, travel, and other lifestyle verticals. 
Unlike the more traditional social media platforms based 

more on social interaction and messaging, Pinterest is used as an inspiration board to 
which users may add and save content that reflects their interests or wishes to refer to 
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later. The site is highly dependent on visuals, allowing for creative expression on the 
user’s part but also supplying an efficient method for finding trends and discovering 
new content.

4.2.9.1 User Experience and Interface

Pinterest allows users to browse content through keywords, hashtags, or topics. While 
browsing through images known as “pins” users can add the ones they like to their self-
generated boards, according to their interests. These boards become the user’s curated 
collections, whereby he or she organises his or her pins according to themes or projects 
such as “Wedding Ideas,” “Healthy Recipes,” or “Home Makeover.” Apart from this, 
Pinterest’s feed features personalised recommendations that increase user engagement 
and make it easy to find pins similar to those they have already saved or engaged with. 
Its interface is user-friendly, easy to navigate, and visually appealing hence, it is a great 
browsing experience for users looking for inspiration across many categories.

4.2.9.2 Pinterest for Content Discovery

Pinterest is used more for content discovery than for direct social interaction. It 
is a virtual “idea board” where people gather inspiration for personal or professional 
projects. Its algorithm shows users content based on what they have pinned in the past 
or engaged with, increasing the chances of finding similar or related posts. This unique 
search and discover function is vital in home improvement, wedding planning, event 
organising, and DIY fanatics. The fashion and beauty fields also see widespread use of 
Pinterest, where people pin and repin images of products, styles, looks, makeup, and 
more. Its powerful search engine functions make it a handy tool for anyone looking to 
spark creativity or find unique ideas.

4.2.9.3 Pinterest for Business and Marketing

Pinterest is great for businesses to connect with potential customers through highly 
visual content. Brands can have their profiles and boards, pinning products, services, 
or content to interact with other users with the same interests. The site has proven very 
effective for businesses under visually oriented niches such as e-commerce, fashion, 
home decor, and beauty. The platform also allows brands to promote their content 
through Promoted Pins paid ads that show up in users’ feeds based on their interests 
or searches. Marketers could also use Rich Pins, which show more product details 
and provide direct links to e-commerce platforms, cultivating a smooth shopping 
experience. Further, the analytics tool of Pinterest allows tracking of how content is 
doing and how people engage with it.

4.2.9.4 Benefits and Use Cases 

Pinterest offers a host of benefits to its users and businesses. To the personal user, 
Pinterest brings endless inspiration and an easy way to track ideas and preferences. 
It is often used for planning, organising event ideas, creating mood boards for home 
renovations, or even compiling personal collections of favourite recipes. A powerful 
traffic-driving tool, Pinterest helps businesses and content creators drive users to their 
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websites or online shops through linkable content. In addition, due to its ability to 
drive organic discovery and improve SEO, Pinterest is considered an essential part 
of a broader digital marketing strategy. No matter whether an individual is seeking 
inspiration or a business working to engage its customers and drive sales, Pinterest 
offers a practical and easy-to-use platform to effectively achieve these goals.

Example: IKEA excels in using Pinterest for marketing by ingeniously integrating 
product recommendations and pre-populated boards to simplify the furniture buying 
process for customers. They offer a quiz that recommends IKEA items based on user 
preferences, making it easy for customers to pin and shop for their favourite products 
directly through Pinterest. This method not only alleviates customer overwhelm but 
also improves their overall shopping experience.

4.2.10 Profile Optimisation on Instagram 
Profile optimisation on Instagram means customising and optimising your profile 

to attract your target audience, grow engagement, and achieve personal branding 
goals, growing as an influencer, or simply promoting a business. Being one of the 
most visually centred social platforms, Instagram dramatically relies on how well 
users present themselves or their brands through concise yet impactful profile details. 
A fully optimised Instagram profile conveys your unique identity, purpose, and value 
proposition in seconds; therefore, it is the most important part of building credibility 
and engagement on the platform.

4.2.10.1 Profile Picture and Username

The profile picture is the first visual element users come into contact with. For 
individuals, this usually means a professional, well-lighted headshot, while businesses 
and brands should use a recognisable logo or symbol. The username and display name 
play crucial roles in making your profile searchable. They should be simple, easy to 
recall, and reflect your identity or niche. Including relevant keywords in the display 
name can boost search visibility. For instance, a fitness coach might add “Fitness Coach” 
alongside their name, or a bakery could include “Bakery” for clarity and discovery.

4.2.10.2 Bio Optimisation

The Instagram bio gives you only 150 characters to describe the purpose and offerings 
of your profile, so every word counts. It should tell who you are, what you do, and why 
users should follow you. Visitors will instantly understand your profile if you include 
your niche, unique value proposition, and (Call-to-Action) CTA. Adding relevant 
emojis helps to organise the bio visually and adds personality. Instagram allows one 
clickable link in the bio. People use that space to link to a website, a portfolio, or one 
of the many “link-in-bio” tools that point visitors to multiple links with other social 
profiles, products, or recent blog posts.

4.2.10.3 Highlights and Story Strategy

Instagram Story Highlights are part of optimising your profile; they represent a 
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permanent showcase of the most important or popular stories. Organised highlights 
make it easier for visitors to explore specific categories like “About Us,” “Products,” 
or “Testimonials,” making your profile look polished and professional. Well-designed 
highlight covers that match your branding elevate the visual of your profile. Keeping 
the highlights updated regularly ensures that visitors see only relevant and engaging 
content, helping to keep their interest. Strategic use of stories and highlights is an 
interactive, accurate reflection of your personality or business.

4.2.10.4 Content Consistency and Aesthetic

A consistent and aesthetic content style solidifies your Instagram profile optimisation. 
The grid layout of your posts is a visual portfolio and sets the tone for your brand or 
identity. Consistency with colours, filters, and themes helps build brand recognition and 
a professional look. The well-curatorship of a mix of content types like images, reels, 
and carousel posts will keep the audience engaged. Ensure your audience knows how to 
connect with you off-platform; provide clear, actionable contact information via email 
buttons, directions, or direct messages via business tools. Together, these optimise an 
Instagram profile for growth, engagement, and long-term success.

Example: Starbucks effectively utilizes Instagram for marketing by consistently posting 
visually engaging content that highlights its products. They interact with their audience 
through interactive stories and leverage Instagram’s shopping features to boost sales. 
By making the most of Instagram’s various tools, Starbucks maintains a strong online 
presence and successfully connects with its customers.

4.2.11 Google Plus for Businesses
Google Plus was launched in 2011 as Google’s social networking platform, intended 

to help businesses and individuals build online communities, engage audiences, and 
share content. Though it has been officially shut down since April 2019, in its operational 
years, it provided businesses with many tools to increase their online presence and 
foster customer relationships. Integrated within Google’s ecosystem, including Google 
Search, Maps, and YouTube, Google Plus provided better visibility and connectivity for 
brand building and search engine optimisation (SEO) efforts.

4.2.11.1 Key Features for Businesses

Google Plus had unique features like Circles, Communities, and Hangouts, which 
were tailor-made for professional engagement. Circles allowed businesses to segregate 
their audience into specific groups customers, partners, or employees to share information 
with that particular group. Communities enabled brands to create and participate in 
industry-related discussions, gaining credibility and a sense of community among the 
users. In Hangouts Google provided the possibility of live interactions through video 
conferencing for webinars, training, or customer support. All these features together 
helped businesses connect and collaborate on the platform.
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4.2.11.2 SEO and Google Integration

The most important advantage that Google Plus had with businesses was that it was 
part of Google. Posts and pages on Google Plus could show up in Google Search results, 
increasing the visibility of the content and helping to drive organic traffic. Google 
would index fast content shared on Google Plus, serving as a good tool to help improve 
SEO rankings. Moreover, local businesses benefited from integration with Google My 
Business because their Google Plus presence was linked to search results, Maps, and 
reviews. Hence, customers can find them and engage with them easily.

4.2.11.3 Content Sharing and Branding

Google Plus allows businesses to share different forms of content articles, videos, 
pictures, or links directly with their target audience. Using features like +1s (equivalent 
to likes) and shares by businesses helps to encourage user engagement and increase 
their reach. The platform’s emphasis on high-quality, industry-relevant content helps 
brands achieve thought leadership and credibility in their industry. Furthermore, it 
allowed brands to create profiles with branded visuals, mission statements, and links to 
their website and social media platforms for a coherent online presence.

4.2.11.4 Lessons from Google Plus for Businesses

Though Google Plus was shut down due to low user engagement and competition 
from other platforms, it gave many lessons to businesses on integrating social media 
with SEO and personalised communication. The idea is to engage your audiences with 
relative content and use platforms to leverage online discoverability. It emphasised the 
many features that Google Plus initiated, which have now been inducted into other 
platforms or integrated tools such as Google My Business or Google Chat. Businesses 
can derive relevance in today’s digital ecosystem from this concept of adaptation.

Example: Cadbury successfully operated Google Plus for business by engaging their 
audience with behind-the-scenes content, product updates, and interactive posts. Their 
vibrant and active presence on the platform helped them build a strong community and 
enhance their brand visibility.

4.2.12 CPC Bidding 
Cost-per-click (CPC) bidding is one of the most frequent and somewhat effective 

pricing models within social media marketing; the advertiser pays only for ad clicks 
by a user. CPC bidding is about prioritising traffic but enticing people to visit websites, 
landing pages, or online stores through user interaction. Social media platforms like 
Facebook, Instagram, LinkedIn, and Twitter all offer CPC as part of their advertising 
options, allowing marketers to control costs while targeting specific audiences. This 
model is best for lead generation, conversion-driven campaigns, or engagement with 
external content.
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4.2.12.1 How CPC Bidding Works
In CPC bidding, an advertiser determines how much they are willing to pay for each 

ad click and then competes in an auction for ad exposure to a targeted audience. Actual 
CPCs are generally lower than the maximum bids set by advertisers and are dependent 
on some factors, including competition, ad relevance, and audience targeting. Ad 
platforms use complex algorithms to match the ads to users most likely to engage based 
on their browsing history, demographics, and interests. It allows advertisers to tailor 
both their bids and targeting, ensuring that the budget is used in the best possible way 
to achieve a specific marketing objective.

4.2.12.2 Benefits of CPC Bidding

One of the most invaluable advantages of CPC bidding is its cost-effectiveness. 
Advertisers are only charged for the number of times users interact with their ads, thereby 
linking investment to measurable results. The model also allows advertisers significant 
control over budgets which they can set daily or campaign limits to avoid overspending. 
CPC bidding is also performance-driven in that advertisers are encouraged to focus 
intensely on creating suitable ads and targeting strategies to get maximum results. Social 
media platforms also offer detailed analytics for CPC campaigns, allowing advertisers 
to measure performance and make informed adjustments.

4.2.12.3 Strategies for Successful CPC Campaigns

Effective CPC campaigns require a strategic ad creation, targeting, and budgeting 
approach. Advertisers must create ad visuals and headlines that will capture their 
audience’s attention. Clear and compelling CTAs encourage users to click and take 
further steps, such as filling out a form or purchasing. With targeting based on age, 
location, interests, and behaviour, precise targeting ensures that the most relevant 
audience is reached, maximising CTR and costs. It thus allows marketers to regularly 
monitor performance metrics, including CTR, conversion rates, and cost per conversion, 
to adjust bids for better campaign effectiveness.

4.2.12.4 Role of CPC in Social Media Marketing

CPC bidding in social media marketing provides a proper balance between cost 
control and tangible results. It supports various marketing goals, from driving website 
traffic to increasing app downloads or boosting event sign-ups. In competitive industries, 
CPC helps advertisers reach their target audience effectively through strategic bidding 
and optimisation of their content. Further, with its flexibility across multiple platforms, 
it is quickly adopted by businesses of all sizes, so it is perfect for both startups and 
established enterprises looking to take this route. With CPC bidding in social media 
marketing, companies can build a strong ROI while developing their online presence 
and customer base.

Example: eBay develops Cost-per-click (CPC) bidding in their advertising campaigns 
to drive website traffic and boost sales. By setting a maximum bid for each click, they 
ensure that they only pay when a user clicks on their ad, making their marketing efforts 
both cost-effective and targeted.
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◊	 Modes of Social Media Marketing: Using social media platforms to 
reach audiences, create brand awareness, and drive business goals with 
the help of varied content strategies.

◊	 Introduction to Twitter: A microblogging site with an emphasis on 
building a follower base, creating engagement through retweets, and 
driving web traffic with the help of clickable posts.

◊	 LinkedIn: A professional identity-establishing and promoting process on 
LinkedIn through expertise-sharing, network-building, and trust-creation 
within industry circles.

◊	 YouTube Channel: Where businesses create and share video content for 
greater reach with their audience and more engagement, resulting in brand 
loyalty.

◊	 Pinterest: A visual discovery engine on which businesses share and 
organise ideas with target audiences in specific niches through pins and 
boards.

◊	 Instagram Profile Optimization: This involves optimising the Instagram 
profile to post targeted content, bio optimisation, and visual strategy that 
will help increase brand presence and engagement.

◊	 Google Plus for Businesses: A now-defunct social networking platform 
businesses use to increase search visibility, sharing of content, and 
customer engagement.

◊	 CPC Bidding: A model of paid advertising where an advertiser pays bids 
on specific keywords every time their ad is clicked to bring targeted traffic 
to their website.

Recap

1.	 What does social media marketing involve using platforms like Facebook, 
Instagram, and Twitter to promote and engage with audiences?

2.	 What helps businesses on Twitter build an engaged audience and expand 
their reach?

3.	 What occurs when a Twitter user shares someone else’s tweet, amplifying 
its reach?

4.	 What action occurs when a user clicks on a link in a tweet to visit an 
external website?

       Objective Questions
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5.	 Which platform do businesses use to build their professional brand by 
showcasing skills, sharing content, and networking within their industry?

6.	 Which platform do businesses use to create and share videos to increase 
customer engagement and build a loyal audience?

7.	 Which platform do businesses use to share and organize images and ideas 
that inspire users and drive website traffic?

8.	 Optimizing which social media profile involves creating visually 
appealing content, writing an engaging bio, and using hashtags to enhance 
visibility?

9.	 Which platform was once used by businesses to enhance their online 
presence and interact with customers?

10.	 In which bidding method do businesses pay each time a user clicks on 
their ad after bidding on specific keywords in paid search campaigns?

1.	 Brand awareness

2.	 Followers

3.	 Retweet

4.	 Click

5.	 LinkedIn

6.	 YouTube channel

7.	 Pinterest

8.	 Instagram

9.	 Google Plus

10.	 Cost Per Click (CPC)

Answers
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1.	 Describe the modes of social media marketing and explain how 
businesses can use the platforms for their marketing purposes. Provide 
concrete examples of specific platforms you recommend to achieve 
certain business goals.

2.	 Explain the importance of followers, retweets, and clicks on Twitter. 
How can these factors help in increasing engagement and visibility for 
businesses? Suggest strategies to grow Twitter followers and maximise 
retweets and clicks.

3.	 Describe how to create a good personal and business brand on LinkedIn. 
Which are the most important aspects of a business that require 
optimisation to help solidify its presence on LinkedIn and enhance 
credibility at a professional level?

4.	 Discuss the main components of a great business YouTube channel. How 
can a business create compelling video content, and what are some ways 
to use analytics to improve a business’s YouTube channel performance?

5.	 How can businesses use Pinterest effectively to promote their products 
or services? What are the best practices for creating pins and boards to 
maximise audience engagement?

6.	 Describe what actions businesses should take to optimise their Instagram 
profile for branding, including recommendations on bio-design, content 
strategy, and tactics for audience engagement.

7.	 Google Plus is no longer available, but businesses use it to gain visibility. 
Describe how businesses used Google Plus and the impact of its 
discontinuation on social media marketing strategies.

8.	 Describe CPC (Cost-Per-Click) bidding in digital advertising. Explain 
how businesses should set a CPC bidding strategy for effective campaign 
management and to maximise ROI. Provide examples of how different 
industries might approach CPC campaigns differently.

Self-Assessment Questions
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1.	 Analyze the strategies for increasing Twitter followers and their impact 
on a brand's social media presence.

2.	 Examine how LinkedIn can be used as a branding tool for professionals 
and businesses.

3.	 Evaluate the effectiveness of Pinterest as a marketing platform compared 
to other social media.

4.	 Explain the benefits and role of CPC bidding in social media marketing.

Assignments

1.	 Dahl, S. (2021). Social media marketing: Theories and applications (3rd 
ed.). SAGE Publications Ltd.

2.	 Zahay, D., & Roberts, M. L. (2022). Social media marketing: A strategic 
approach. 
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1.	 Bhatia, P. (2017). Fundamentals of digital marketing (2nd ed.). Pearson 
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    SREENARAYANAGURU OPEN UNIVERSITY

MODEL QUESTION PAPER
     			                            SET - 01

QP CODE: ………					                Reg. No: ………...............
							                  Name: ……………….......

SECOND SEMESTER EXAMINATION
MULTI DISCIPLINARY COURSE FOR FYUGP

 SGB24BB101MD – DIGITAL MARKETING 
(CBCS - UG)

2024 Admission Onwards

Time: 2 Hours                                                                                          Max Marks: 45

                                                        Section A

                                  (Answer any 5, each carry 1 mark)

                                                                                                                       (5×1= 5)

1.	 What is Digital Marketing? 

2.	 Who are influencer followers?

3.	 What is a static website? 

4.	 Briefly explain typography.

5.	 What is keyword research?

6.	 What is SERP?

7.	 What do you mean by referral traffic?

8.	 What is a fan page?							             

                                                         Section B

                                    (Answer any 5 each carry 2 marks)

 			                                                                                          (5×2=10)

			 
9.	 Briefly explain the scope of Digital Marketing?

10.	 Explain any two features of Facebook analytics.

11.	 What are the various types of Facebook ads? 
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12.	 Explain any two types of link building?  

13.	 Write a short note on Google keyword planner. 

14.	 What do you mean by Informational keyword? 

15.	 State the importance of images in web design. 

16.	 What are Portfolio websites? 

							     

                                                        Section C

                                  (Answer any 4 each carry 5 marks)

                                                                                                                     (4x5 = 20)           

17.	 Explain a static website? What are its advantages and disadvantages?

18.	 Explain the steps in E-mail marketing.

19.	 Write short note on any five tools for measuring website speed.

20.	 Explain the significance of competitor research and analysis. 

21.	 What are the different types of website traffic?

22.	 What is PPC advertising? List down its advantages.

                                                          Section D

                                   (Answer any 1 each carry 10 marks)

		                                                                                                    (1x10=10)

23.	 Explain the various techniques to improve website speed.

24.	 What is social media marketing? Explain the various modes of Social Media 
Marketing.
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                 SREENARAYANAGURU OPEN UNIVERSITY

MODEL QUESTION PAPER
     			                            SET - 02

QP CODE: ………					                Reg. No: ………...............
							                  Name: ……………….......

SECOND SEMESTER EXAMINATION
MULTI DISCIPLINARY COURSE FOR FYUGP

 SGB24BB101MD – DIGITAL MARKETING 
(CBCS - UG)

2024 Admission Onwards

Time: 2 Hours                                                                                          Max Marks: 45

                                                          Section A

                                   (Answer any 5, each carry 1 mark)

                                                                                                                        (5×1= 5)

1.	 What is Affiliate marketing?

2.	 What is Retweets?

3.	 What is SEO?

4.	 What is Google Search Console?

5.	 What is Dynamic Website?

6.	 What is Layout in web design?

7.	 What is paid traffic?

8.	 What is CTR?	

					     Section B

                                     (Answer any 5 each carry 2 marks)

                                                                                                                       (5×2=10)

9.	 What are the benefits of E-mail marketing?

10.	 Explain the importance of Typography in web design?

11.	 Discuss the various types of Websites?

12.	  What are the benefits of social media marketing? 
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13.	 What is Indexing.

14.	 What is localized keyword Research?

15.	 What is Google Algorithm?

16.	 What is SEM Metrics?							           

                                                      Section C

                                  (Answer any 4 each carry 5 marks)

                                                                                                                    (4x 5 = 20)

17.	 Explain Digital Marketing Budgeting?

18.	 Explain the various types of keywords?

19.	 Explain the off-Page SEO Techniques?

20.	 Explain the different types of search Intent?

21.	 Discuss the strategies of Social Media Marketing

22.	 Explain the various types of Twitter followers?

                                                          Section D

                                   (Answer any 1 each carry 10 marks)

                                                                                                                     (1x10=10)

23.	 What is Search Engine Traffic? Explain the different types of traffic.

24.	 What is keyword research? Also explain the different types of keywords.
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