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ABSTRACT:  

Marketers are faced with new challenges and opportunities within this digital age. Using the internet, social media, 

mobile apps, and other digital communication technologies has become part of billions of people’s daily lives. Digital 

marketing is the utilization of electronic media by the marketers to promote the products or services into the market. 

The main objective of digital marketing is attracting customers and allowing them to interact with the brand through 

digital media. This paper focuses on the importance of digital marketing for both marketers and consumers and 

reviews about the consumers in digital and social media marketing settings. Five themes are identified such as 

consumer digital culture, responses to digital advertising, effects of digital environments on consumer behavior, 

mobile environments, and online word of mouth (WOM). Collectively these articles shed light from many different 

angles on how consumers experience, influence, and are influenced by the digital environments in which they are 

situated as part of their daily lives. Additionally the differences between traditional marketing and digital marketing 

in this paper are presented. The use of digital marketing channels for building customer relationships and long-term 

loyalty has recently gained attention. This paper shows the total impact of digital marketing on the customer 

engagement on digital media. This paper shows that how customers gained power in their relationships with brands, 

the factors that are working behind to make the customers loyal to the brand and have a positive attitude toward to 

brand, the differences of traditional marketing and digital marketing and the changes brought by digital marketing in 

brands relationship marketing. It shows what customers really want brands to do on digital media and their valuable 

feedback to the brands. 
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I. INTRODUCTION 

Digital marketing is one type of marketing being widely used to promote products or services and 

to reach consumers using digital channels. Digital marketing extends beyond internet marketing 

including channels that do not require the use of Internet. It includes mobile phones (both SMS 

and MMS), social media marketing, display advertising, search engine marketing and many other 
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forms of digital media. Through digital media, consumers can access information any time and 

any place where they want. With the presence of digital media, consumers do not just rely on what 

the company says about their brand but also they can follow what the media, friends, associations, 

peers, etc., are saying as well. Digital marketing is a broad term that refers to various promotional 

techniques deployed to reach customers via digital technologies. It embodies an extensive selection 

of service, product and brand marketing tactics which mainly use Internet as a core promotional 

medium in addition to mobile and traditional TV and radio. Marketers increasingly bring brands 

closer to consumers’ everyday life. 

 

Fig: The frame work for research in Digital marketing 

With the invention and mass acceptance of the telephone, radio, television, and then cable 

television, electronic media has become the dominant marketing force. The primary advantages of 

social media marketing is reducing costs and enhancing the reach. The cost of a social media 

platform is typically lower than other marketing platforms such as face-to-face sales or sales with 

a help of middlemen or distributors. In addition, social media marketing allows firms to reach 
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customers that may not be accessible due to temporal and location limitations of existing 

distribution channels. 

II. TRADITIONAL MARKETING VERSUS DIGITAL MARKETING 

TRADITIONAL MARKETING DIGITAL MARKETING 

 

Traditional marketing includes print, 

broadcast, direct mail, and telephone  
 

 

Digital marketing includes online 

advertising, email marketing, social media, 

text messaging, affiliate marketing, search 

engine optimization, pay per click  
 

No interaction with the audience, results are 

easy to measure 

Interaction with the audience, results are easy to 

measure to a great extent 

Advertising campaigns are planned over a long 

period of  time, so expensive and time 

consuming process 

Advertising campaigns are planned over a short 

period of time, so reasonably cheap and rapid 

way to promote products and services. 

 

24/7 year-round exposure is not possible  

 

No ability to go viral  

 

One way conversation  
 

 

24/7 year-round exposure is possible  

 

Ability to go viral  

 

Two ways conversation  
 

 

Responses can only occur during work hours  
 

 

Response or feedback can occur anytime  
 

 

III. ADVANTAGES DIGITAL MARKETING BRINGS TO CUSTOMERS 

With rapid technological developments, digital marketing has changed customers buying behavior. 

It has brought various advantages to the consumers as given below:  

 

A) Stay updated with products or services  

Digital marketing technologies allow the consumers to stay with the company information 

updated. Nowadays a lot of consumer can access internet any place anytime and companies are 

continuously updating information about their products or services.  
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(B) Greater engagement  

With digital marketing, consumers can engage with the company’s various activities. Consumers 

can visit company’s website, read information about the products or services and make purchases 

online and provide feedback.  

 

(C) Clear information about the products or services  

Through digital marketing, consumers get clear information about the products or services. There 

is a little chance of misinterpretation of the information taken from sales person in a retail store. 

However, Internet provides comprehensive product information which customers can rely on and 

make purchase decision.  

 

(D) Easy comparison with others  

Since many companies are trying to promote their products or services using digital marketing, it 

is becoming the greatest advantage for the customer in terms that customers can make comparison 

among products or services by different suppliers in cost and time friendly way. Customers don’t 

need to visit a number of different retail outlets in order to gain knowledge about the products or 

services.  

 

(E) 24/7 Shopping  

Since internet is available all day long, there is no time restriction for when customer wants to buy 

a product online.  

 

(F) Share content of the products or services  

Digital marketing gives viewers a chance to share the content of the product or services to others. 

Using digital media, one can easily transfer and get information about the characteristics of the 

product or services to others.  

 

(G) Apparent Pricing  

Company shows the prices of products or services through digital marketing channel and this 

makes prices very clear and transparent for the customers. Company may regularly changes the 
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prices or gives special offers on their products or services and customers are always in advantages 

by getting informed instantly by just looking at any one mean of digital marketing.  

 

(H) Enables instant purchase  

With traditional marketing, customers first watch the advertisement and then find relevant physical 

store to purchase the products or services. However, with digital marketing, customers can 

purchase the products or services instantly. 

People are exposing themselves to more and more digital and social media. This is for many 

purposes, including in their roles as consumers as they search for information about products,1 

purchase and consume them, and communicate with others about their experiences. Marketers 

have responded to this fundamental shift by increasing their use of digital marketing channels. 

Future consumer marketing will largely be carried out in digital settings, particularly social media 

and mobile. It is therefore necessary for consumer research to examine and understand consumer 

behavior in digital environments. 

IV. CONSUMER DIGITAL CULTURE 

Consumer digital culture research considers, quite deeply, the digital environments in which 

consumers are situated. A key aspect of this work has understood how consumers’ identities and 

self-concepts extend into digital worlds. . 

A) Advertising  

Digital advertising is a major topic in the marketing literature and, with respect to consumer 

behavior, considers how consumers respond to various aspects of digital ads. In behavioral aspects 

of digital advertising, One interesting perspective is how to overcome (assumed) psychological 

reactance due to personalization of digital ad targeting. 

 

B) Impacts of Digital Environments  

A still-emerging theme in recent years is how digital/social media environments impact consumer 

behavior [21-23]. The consequences can be thought of as environment-integral (i.e., digital 

environments influence behavior in those environments) or environment-incidental (i.e., digital 

environments influence behavior in other, unrelated environments). It is interesting to see how the 
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various informational and social characteristics of digital/social environments, such as being 

exposed to other consumers’ opinions (e.g., reviews) or choices (e.g., bids in online auctions), or 

even just to friends’ lives through social media, can impact subsequent behaviors. 

 

C) Mobile  

Consumer behavior in mobile settings is also increasingly important, as consumers use mobile 

devices more frequently. This is particularly interesting in shopping contexts. In an in- store 

shopping setting, how consumers respond to mobile coupons in physical stores, finding in a field 

experiment that mobile offers requiring consumers to deviate from their planned shopping paths 

can increase unplanned spending. In an online shopping setting,  focused on shopping on mobile 

devices (e.g., tablets) and specifically on how touching products (instead of clicking with a mouse) 

can increase feelings of psychological ownership and endowment. 

 

D) Online WOM and Reviews  

WOM is the most-represented topic in digital and social marketing research, which is unsurprising 

given the reliance consumers seem to have on socially sourced online information. A number of  

sub-themes were  covered recently. First,  an interesting set of articles  considered  

linguistic properties of online WOM and/or reviews , generally showing how perceptions of 

reviews and how influential they are can depend on subtle language-based properties. 

 

V. ROLE OF ONLINE MARKETING ON TEENAGERS IN BRAND SELECTION  

 

Online Marketing is here to stay, and are where our youth are spending much of their time. 

Research proved that even  the youngest of our children are migrating from mall  shopping to 

online shopping and be a frequent user of  tablets and smartphones  Teens are getting highly 

influences by Internet  Advertisement. They take this as a guide tool and decision  maker to buy 

any product. Now day’s teens are more curious and determined to be updated  with their  likings.  

And Internet is giving them an easy mode to get it through.  These recent technologies have formed 

the global teenagers  as a strong opinion maker in the family buying process as  they are enhanced 

with social media opportunities to  interact with international apparel brands.  
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The main advantage of Online Marketing is cost-related.  The majority of Online Marketing sites 

are free to access.  The advantage of reaching and segmenting target audience  is very cost effective 

and formed a substantial low cash  investment, and the teens easily get aware about the product  

segmented for them. There are certain drawbacks of using Online networking  websites. As it 

creates negative syndrome as lacks of control  while the consumer can also receive deep 

information of the  company which may affect company’s current brand and its  product. As the 

information would be helpful for the  consumer to make its decision correct though it would be  

harmful for companies to create a high commitment for the  consumers while dealing with the 

social media. Brooger  (2010) mentioned that each conversation, content, blogs are  being posted 

online are not fully controlled by the brand and  also not regulated by the company. These 

conversation or  content could manipulate teenagers in taking brand  selection. One of the major 

tools in manipulating teenagers  is social websites. With this company may lose  their current 

consumers. This way company may lose its  international image and global clients. Therefore it’s 

the  major responsibility of the companies to handle the new  media cautiously and formed new 

regulations while dealing  with the new media to restrain from uncertain scenario. Snapdeal.com, 

yebhi.com, sosastta.com, jabong.com,  mantra.com are very famous online shopping websites in  

India. Also the individual brands are having their own  websites for shopping of their products. In 

all these websites  Indian and international brands are available. Brand makes  the consumers 

recognizable amongst competitors. As a  consumer, teens prefer those brands which they make 

themselves cool and help to build their personality as per  their perception of present trend. 

 

 

Teens are creating three different markets, the primary  market, the influencer market and the 

future market.  Marketers are considering teens as one of the most  important consumer segment. 

They are creating new online  marketing tools to target this segment. Buzz Marketing is 

particularly well suited to the internet,  where teenagers and young youth are highly inclined  

towards social networking platforms to spread the  awareness about the new music, clothing and 

all  information required and related for them.  Online Marketing is very effective and successful  

communication mode to advertise about its brand and its products. Also it is easy to use umbrella 

advertising in online marketing. Through which teens are easily aware  about the new products 

launched under the same brand. 
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Benefits and worries of online marketing on teens 

 

While there are risks inherent in online marketing, there are  also many potential benefits. Such as, 

social networking can provide opportunities in forming new relations in the form  of friends, group, 

and influencer as well as making the  existing relationships more strong which doesn’t. 

 

Teens are getting more familiar with the upcoming and emerging, through which they may 

compare them and follow the best among them. In this way, teenagers may increase their media 

literacy and get exposure to many new terms of social media. Teens gain social confidence from 

interacting with other people online, which make them more social, confident, independent while 

joining the new college, roaming new places or in making new friends. Many teens find support 

in online communities; this is especially true for kids who have unique interests or feel isolated.  

 Online communities are very diversified, versatile and gives an exposure to teenager’s to be 

upfront and put their viewpoints. 

 

VI. BENEFITS OF BEING IN TOUCH WITH THE CUSTOMER’S 

Frequency 

The frequency of marketing communication and its effect on customer relationships has gained 

interest in recent studies. It s found that the number of mailing efforts of a company is positively 

related to profitable customer lifetime duration. Being in regular touch with the customers has 

positive effect on their loyalty also. The regular e-mailings has positive effect on brand attitudes 

purchases and loyalty. Usage of mobile services and receiving of mobile advertising messages  are 

found to have positive effects on consumer’s brand relationship’s and long term purchase 

behaviour. The results implies that the strategic focus of ongoing brand communication via digital 

channels should be in creating meaningful brand encounters and deepening consumer brand 

relationship’s , not just in seeking additional sales. 

 

Information Processing 

Consumers engage in brand relationship’s to simplify buying and consuming tasks, to process 

information and maintain cognitive consistency and a state of psychological comfort and 

gratification. Increased frequency and repeated exposure to brand communication enhances brand 
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attitudes by allowing the customer to process more information. Repetition also effects customer 

loyalty. 

 

Brand Relationship 

Brand literature shows how frequent communication has positive effect on customer;s brand 

loyalty and customer brand relationship are deepened. The brand can be conceptualized as moving 

through four stages of its journey from being merely a name to being a genuine relationship 

partner. The following paths are been followed. 

Brand awareness � Brand characteristics  � Brand personality  � Brand relationship’s 

A marketer who is frequently in contact with his customer should recognize the different 

requirements of communication to the customers in different stages of the relationship. 

 

Perceived Value  

When consumers engage in brand relationships and process brand communication, they begin to 

perceive the value (also often referred as benefits) related to the brand. Customers who have greater 

expected benefits and utility from an ongoing relationship are more likely to commit to it. 

Perceived value can be divided into functional, economical, emotional, social/self-expressive, and 

epistemic. Functional value describes overall satisfaction with the functional quality of a product 

or service. Economic value may be constant, immediate or possible. Emotional value includes 

feelings like enjoyment and entertainment. Social and self-expressive value relates to our 

relationships with others (e.g. brand as a status symbol, belonging to a community). Epistemic 

value relates to experienced curiosity, novelty or knowledge gained and learning. Customers may 

also perceive conditional value that exists only within a specific situation. Due to the unspecific 

nature of conditional value it is treated as a mediator in our model. 

 

Commitment 

Commitment is defined as a desire to maintain a relationship . Generally, commitment limits the 

impact of negative brand-related information and enhances the impact of brand-related positive 

information, which leads customers to resist switching inducements. Commitment can be divided 

into affective and continuance commitment. Affective commitment is based on emotional 

attachments: identification, shared values, belongingness, dedication, friendship, and similarity . 
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Trust is also suggested to be closely related to affective commitment. It has been found that 

affective commitment is positively related to both repurchase intentions and advocacy intentions 

for a brand. Continuance commitment is based on switching costs, investments, dependence, and 

lack of choices.  Continuance commitment has been found to be positively but weakly related to 

repurchase intentions and negatively related to advocacy intentions for a brand. Interactive media 

changes the way in which commitment is formed. It has been found that on the Internet consumer 

lock-in is greater than in a traditional retail environment. For example, when customers learn how 

to use a web store and personalize their own menus, continuance commitment is created. Also, the 

Internet can be very effective in creating affective commitment. 

 

Content 

A basic way to classify the content of brand communication would be to divide it into promotional 

and relational communication. While promotional communication like price promotions and 

persuasive letters are intended to quickly generate sales and other responses, relational 

communication focuses on enhancing customer’s attitudes and loyalty in the long term by 

providing content such as information about new products, usage tips, or invitations to events. 

Relational brand communication can be perceived by the recipient as a service rather than as 

advertisement or offer, which might allow increased frequency before the messages start to wear 

out. 

 

VII. OUTCOMES OF DIGITAL MARKETING COMMUNICATION FOR CUSTOMER 

LOYALTY 

 

The outcomes of digital marketing communication in our model include perceived value, 

commitment and customer loyalty. We use the term “customer loyalty” as the ultimate dependent 

variable, a term close to brand loyalty, because it is more general of these two and is applicable to 

both b2c and b2b markets. The most frequently used definition of brand loyalty is that it is a form 

of repeat purchasing behavior reflecting a conscious decision to continue buying the same brand . 

That is, for brand loyalty to exist, a pattern of repeat purchase must be accompanied by a positive 

attitude towards the brand. Most researchers believe that the best way to operationalize loyalty is 

to measure both attitudes and behavior. 
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If only behavior were measured, it could be only spurious loyalty, a low relative attitude 

accompanied by high repeat patronage due to situational effects . Therefore, the metrics that we 

suggest for measuring the effects of digital marketing communication on customer loyalty are both 

behavioral and attitudinal . Behavioral customer loyalty metrics consist of purchases (including 

RFM, LTV, etc.), product or service usage, store/website visits, and recommendation (WOM). 

Attitudinal metrics in our model include brand attitudes, brand image, brand knowledge, 

satisfaction, and  service perceptions. Both traditional advertising and brand literature, and more 

recent literature related to digital channels offer good operational metrics and scales for assessing 

the outcomes for digital marketing. 

 

 

VIII. CONCLUSION 

The digital/social media consumer behavior literature is fast-growing and largely focuses on 

phenomena that are practically relevant and theoretically interesting. Researchers have mostly 

considered how consumers use information (e.g., online WOM, reviews) available to them in 

digital/social media environments. Future research should continue this approach, although in a 

more expanded fashion. Consumers’ behaviors other than those related to online WOM/reviews 

should be considered, and other types of information found (and inferences made) in online 

environments should be considered. 

Moreover, our model suggests how to strengthen the loyalty of existing customers, it could also 

be applied to new customer acquisition. We suggest that brand communication builds customer 

loyalty mainly through frequency and relational content. Information processing triggered by 

regular brand communication generates customer value and commitment. Increases in these 

improve customer loyalty, both attitudinal and behavioral. Personalization and interactivity 

moderate the effects of brand communication on customer loyalty. 
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