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Syllabus 

UNIT - 1 Introduction of Digital marketing, Digital Marketing V/S Real 
Marketing, Digital Marketing Plan, Content Management, SWOT 
Analysis, Target group Analysis. 

UNIT - 2 Overview of Computer and Web Technology, Architecture of Cyber 
Space, World Wide Web, Advent of Internet, Internet Infrastructure 
for  Data-transfer and Governor, Internet Society. 

UNIT - 3 Introduction to Social Media Marketing, Social Media Marketing 
Plan, Facebook Ads, Creating Facebook ads, Ads Visibility,, Business 
Opportunities and Instagram options, Optimization of Instagram 
profiles,  integrating Instagram with a Web site and other social 
networks, Keeping  Up with The Posts. 

 

UNIT - 4 Digital Payments; Internet Banking, National Electronics Fund 
Transfer (NEFT) Real Time Gross Settlement (RTGS), Immediate 
Payment Services (IMPS). 
Digital Financial tools: Understanding OTP (One Time Password), 
       QR (Quick Response)Code,  UPI (Unified Payment 
Interface), AEPS (Aadhar EnablePayment System),USSD 
(Unstructured Supplementary Service Data), Card(Debit, Credit), 
EWallet, POS(Point Of Sale). 

 

UNIT - 5 Creating Bussiness Accounts on Youtube, Youtube Advertising, 
Youtube Analytics, E-mail Marketing, E-Mail Marketing Plan, E-mail 
Marketing  Campaign Analysis, Keeping Up With Coversions, Digital 
Marketing  Budgeting- Resource Planning, Cost Estimating, Cost 
Budgeting, Cost  Control. 
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UNIT - 1 

Digital Marketing 

What Is Digital Marketing? 

Digital marketing is the use of 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 behavior. Companies often 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. 

Importance of Digital Marketing 

Once you're clear what is digital marketing, next is understanding the value and 
importance it holds. The importance of digital marketing is immense! Unlike 
traditional marketing, which is constrained by geographical limitations, digital 
marketing provides a platform for businesses to connect with potential customers 
worldwide. Small companies and startups can now compete with the bigger 
players. Digital marketing enables precise targeting, ensuring marketing efforts are 
directed toward specific demographics, interests, and behaviors, thereby 
increasing the ROI.  

Real-time data analytics and measurable results are noted advantages of digital 
marketing, helping businesses make data-driven decisions and quickly adapt 
strategies to improve outcomes. The emphasis on SEO and content marketing 

https://www.investopedia.com/terms/s/social-media.asp
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improves online visibility and attracts organic traffic (further allowing the company 
build its brand and authority). Other pointers include: 

• It reaches a broad spectrum of internet users who spend their time and money 
online. 

• It pins small businesses in top-ranking positions over brick-and-mortar firms with 
a meager advertising budget. 

• It provides businesses with laser-focused control to ensure target audiences 
read their messages. 

• It allows personal-level marketing to provide comfort and security for customers 
to subscribe to the messages and purchase.  

• It enables tracking ads and communicating with the target audience.  

• It provides scaling and adaptability for growing businesses to get instant results 
and optimize accordingly, reducing lost revenues and wasted ad spend. 

• It influences the purchase decisions of internet users who look for services, 
products, or anything they desire online.  

• It allows businesses to market to people by various means that show individual 
respect.  

With a new smartphone making its way into the market every next day, the number 
of mobile devices and users is at an all-time high, making digital marketing an 
indispensable tool for businesses that wish to grow in times like these! 

https://www.simplilearn.com/tutorials/seo-tutorial/how-to-drive-traffic-to-your-website
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Traditional Marketing vs. Digital Marketing: Which One Is Better? 

 

There are many ways to capture the audience's attention. Marketing is one of the 
most fundamental things in a business, as it helps obtain people's attention. There 
are two methods of marketing. One is traditional marketing, a classical type of 
marketing, and the other is digital marketing, a modern type of marketing. 
Traditional marketing has been evolving for ages, while digital just got in a few 
years ago. Both are good in their way, as they both have pros and cons. Therefore, 
choosing between both is entirely dependent on the people and the businesses 
that want to use it. 

.Traditional and digital marketing are very different from one another. Although 
they both have few similarities, they both are unique in their ways.  

Comparison 

basis 
Traditional marketing Digital marketing 

Definition It is one type of marketing that 

utilizes media, TV, or magazine 

It is one type of marketing 

that uses the internet and 

https://www.simplilearn.com/tutorials/digital-marketing-tutorial


 
BBA IV th Year                                                        Subject- Digital Marketing 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 

to advertise any business's 

services and products. 

social media for advertising 

businesses. 

Engagement Low Relatively high 

Conversion Slow Extremely fast 

Nature Static Dynamic 

Investment 

returns 
Not easy to measure Simple to measure 

Effectiveness  

More expensive 

Less effective 

Less expensive 

More effective 

Targeting Standardized  Customized 

Tracking  Not possible  Possible  
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Reach  Local  Global  

Tweaking  
Not possible once the 

advertisement is placed 

One can change or edit 

anytime 

Results Slow results Quick and live results 

Communication  
It is mostly one-way 

communication 

It is a two-way 

communication 

Interruptions  

It is not easy to skip the 

advertisements, as they are 

bound to the users. 

One can easily skip between 

advertisements if it does 

not interest them. 

 

What is Traditional Marketing? 

Traditional marketing encompasses the marketing methods that can be used 
without the internet. These are the methods that have been around for decades 
and are typically used less often now. However, they’re not without their strengths. 

Common traditional market methods include: 
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• Directly mailed postcards, coupons, and informational packets 

• Television or radio commercials 

• Newspaper or magazine ads 

• Billboards and fliers 

• Telephone calls and text notifications 

We see and hear many of these ads every day just by listening to the radio on the 
way to work or even looking out the window at the billboards as we go by. They’ve 
become a part of daily life. 

Why Traditional Marketing?
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Traditional marketing vs. digital marketing is always one of the most spoken topics. 
Traditional marketing is defined as marketing that does not need the internet for 
advertisement purposes. This method has been evolving for a very long time, for 
decades. However, due to technological trends or advancements, its usage is very 
limited. 

We hear and see many ads daily on the television, in the newspaper, or on the radio 
while casually starting our daily routine. When we go out, we can see such 
marketing ads on flyers all over the street. We could also notice huge banners of 
film ads on every street. Those film ads are also one type of marketing. It helps the 
movie production company to capture the attention of the people that walk across 
the street. Therefore, there are ads and banners everywhere in all the nations. 

The languages may differ depending on the country or the region. For example, if 
we take Mumbai, the ads might be in both English and Hindi. So, that is how 
traditional marketing works. Its main objective is to attract humans in every 
possible way without using the internet. 

For many businesses, traditional marketing strategies work better depending on 
the type of company they own. Their target audience would prefer the traditional 
one when it comes to traditional marketing vs. digital marketing.  

• Traditional marketing is a very effective type of marketing if one wants to reach 
the older population. Many reports and surveys prove that people over 50s 
watch TV and read newspapers twice the time compared to the people in their 
20s and 30s. 

• It is a very useful type of marketing if one wants to establish or develop a 
business or a firm with the assistance of a larger local audience. Small businesses 
grow better using flyers and billboards all across the street. It is because it can 
attain the attention of a local audience who reside in the city. 

• One huge advantage of traditional advertisements is that they get played 
repeatedly. But in digital marketing, people can skip them easily. 

https://www.simplilearn.com/top-technology-trends-and-jobs-article
https://www.simplilearn.com/audience-targeting-benefits-small-companies-from-big-company-tactics-article
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What is Digital Marketing? 

Digital marketing strategies evolve quickly because of trends and new technology. 
These strategies include those that require the use of the internet or smartphones. 
They haven’t been around as long as traditional methods, but they certainly pack a 
punch. 

 

 

Common digital marketing methods include: 

• Website content 

• Email campaigns 

• Content marketing 

• Social media posts 

• Clickable ads 

• Affiliate marketing 

• Search engine optimization (SEO) 

Channels Of Digital Marketing 

These strategies are very popular today because of consumers’ frequent usage of 
the internet and mobile devices. According to DataReportal, there are 4.95 billion 
active internet users in the world and 4.62 billion active social media users. With 
numbers that high, marketing online and through social media makes a lot of sense. 

Here are some digital marketing channels: 

https://www.simplilearn.com/digital-marketing-strategy-article
https://www.simplilearn.com/what-is-content-marketing-article
https://www.simplilearn.com/tutorials/seo-tutorial/what-is-seo
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• Social media marketing 

A good channel because social networks group people by interests, which can 
help narrow down your audience.  

• Content marketing 

Includes blog posts, videos, and infographics, which can help build trust and brand 
authority. Content can be shared across many digital marketing channels.  

• Pay-per-click (PPC) advertising 

Allows advertisers to target audiences based on demographics, location, 
language, and browsing behavior.  

• Video marketing 

Can be an effective part of a digital marketing strategy. According to Wyzowl 
research, 78% of marketers using video report that it has increased their sales.  

• Influencer marketing 

A B2C channel that uses social media personalities with a following that fits the 
brand's product.  

• Affiliate marketing 

A performance-based channel that can drive traffic and conversions with minimal 
upfront cost.  

• Display advertising 

Uses online ad formats such as banners and videos on publisher sites to achieve 
brand awareness.  

• Blogging 
Can be a cost-effective way to market, especially for digital real estate websites.  
When choosing a digital marketing channel, you can consider:  

• Your existing audience 

• What your competitors are using 

• How much of your marketing budget to devote to each channel 
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What Is a Digital Marketing Channel?

  

Digital marketing channels are methods of delivery of digital marketing assets. If 
you need to get the word out about a new product, you might choose one or 
several channels to deliver the message. Some common digital marketing channels 
include social media, video marketing, and influencer marketing.  

What Is the Importance of Digital Marketing Channels? 

https://www.springboard.com/blog/business-and-marketing/what-is-influencer-marketing/
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Digital marketing channels are the conduits for a digital marketing strategy. The 
primary purpose of digital marketing is to leverage the power of the internet and 
other digital technologies to increase brand awareness, sales, or other critical 
metrics. Here are some of the other reasons why digital marketing channels are 
critically important to businesses today: 

Find Different User Groups. 

Each digital marketing channel reaches a unique audience. 

Promote Different Types of Content. 

SEO is a great channel for delivering blog posts, but social media can be more 
effective for delivering videos. Each channel has different strengths. 

Nurture Leads More Effectively. 

Some people respond better to one channel than another. So if you’re investing in 
the right channels, you can nurture more leads. 

https://www.springboard.com/blog/business-and-marketing/digital-marketing-strategy/
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Increase Brand Awareness. 

The more exposure your brand gets via a variety of digital marketing channels, the 
more awareness you will generate for your brand. 

7 Popular and Effective Digital Marketing Channels 

Here are some of the most effective marketing channels for businesses:  

1. Social Media Marketing 

 

According to Pew Research Center data from last year, 72% of all adults in the 
United States use at least one social media channel. Whether it’s Facebook, Twitter, 
Instagram, TikTok, or LinkedIn, you can reach much of the world on social media 
platforms. This makes social media one of the most important online marketing 
channels to leverage.  

Benefits of Social Media as a Marketing Channel: 

1. Make your brand more relatable 
2. Robust, built-in analytics so you can track and meet your social media KPIs 
3. Free to use in almost all cases 

https://www.pewresearch.org/internet/fact-sheet/social-media/
https://www.springboard.com/blog/business-and-marketing/social-media-kpis/
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This Channel Is For:  

Ecommerce brands, retailers, creative agencies, freelancers, and many other 
businesses that deal with the public see enormous benefits from an investment in 
social media. 

How To Get Started With Social Media Marketing 

To start, create profiles for your business on all relevant social media channels. All 
you have to do is make posts on those digital platforms and grow your online 
presence. What you post is up to you, but most social media marketers post a mix 
of the following: 

• Links to blog posts published on your business website 
• Links to other articles relevant to your ideal audience 
• Short videos showcasing your products or services 
• Customer or client testimonials 
• Photos that demonstrate your offerings or other concepts relevant to your 

audience 

Tips for Success 

• Create a simple social media calendar that details when and what you will 
post. This provides accountability to keep you consistent and allows you to 
plan ahead. 

• Be interactive. Social media is all about dialogue, so tag people and 
businesses in your posts, and respond to comments on your profiles. 
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2. SEO 

 

If you’re not actively investing in SEO, you are likely missing a key part of your 
potential audience. That’s because 68% of experiences that occur online begin with 
a search engine, and SEO is all about getting your website to come up often and in 
top positions in search engines. 

And don’t make the mistake of thinking that you’re done with SEO because you can 
find your website in Google results. You need to rank well for keywords relevant to 
your business. Keep in mind that less than 1% of Google users will click on websites 
on the second page of search engine results. 

Benefits of SEO as a Marketing Channel: 

1. Helps users find your business organically, increasing trust 
2. Provides compounding returns over time as you gain more rankings 
3. Allows you to target every stage of the sales funnel with different keywords 
4. Building a social media persona helps customers connect with your brand 

This Channel Is For: 

Any business with a website can benefit from SEO because ranking well in search 
engines exposes your business to potentially hundreds of thousands or even 

https://www.springboard.com/blog/business-and-marketing/seo-best-practices-how-to-optimize-your-website/
https://videos.brightedge.com/research-report/BrightEdge_ChannelReport2019_FINAL.pdf
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millions of people who use search engines every day. However, you may have to 
do it DIY if you don’t have a budget to invest in an SEO provider. 

How To Get Started With SEO 

Getting started with SEO is relatively easy. You need to do a few basic things: 

1. Identify the keywords you would like your website to rank for. 
2. Publish content on your website that includes those keywords. 
3. Monitor your website’s performance for your chosen keywords using Google 

Search Console or a third-party SEO tool. 

Tips for Success 

1. Start early. SEO is a long-term investment—it can take six months or more 
before your new keyword-optimized content ranks well in search engine 
results. So start sooner rather than later so you get the results when you 
need them. 

2. Choose reasonable keywords. You may want to rank first for a keyword like 
“used cars,” but you may not have the time or resources to rank quickly for 
such a broad and competitive keyword. Instead, modify your keyword to 
make it more specific and attainable by adding a location or other modifier. 
“Chicago used cars” is a lot easier to rank for than “used cars” in general. 

3. Email Marketing 

 

For every dollar invested into email marketing, the average ROI is $36. The returns 
are great, and the methods are surprisingly simple. Email marketing is simply the 
act of acquiring the email addresses of potential customers and emailing them. 
What you send them can vary widely, from direct sales pitches to useful 
information to coupons. 

https://www.litmus.com/resources/email-marketing-roi/
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Benefits of Email Marketing: 

1. Provides a direct way to reach someone — all you need is an email address 
to reach the top of their inbox 

2. Can yield fast results (More than half of recipients who opened marketing 
emails opened them within six hours of receiving them) 

3. Can be automated with low-cost or even free software 

This Channel Is For: 

If you publish content on your website’s blog, offer periodic sales or giveaways, or 
want to promote a new product offering, then email marketing may be an effective 
online marketing channel for you. 

How To Get Started With Email Marketing 

The first step of email marketing is to build an email list. To gather emails in an 
ethical way, consider the following strategies: 

• Add an email signup form in a prominent place on your website 
• If you offer online purchases, ask users to enter their email to get product or 

service updates via email 
• Publish high-value and gated content on your website and require readers to 

submit their email in order to view it 

Once you have some email addresses, send regular emails to nurture them. You 
might choose to send an email newsletter or simply send out emails each time you 
are running a sale or when you publish a new blog post.  

Tips for Success 

• Consider your subject lines, as subject lines make or break the success of any 
email marketing campaign. Make sure they grab attention and encourage 
the reader to open the email. And don’t rely on clickbait because this will 
always disappoint the reader. Here’s a good example and bad example of an 
email subject line: 

https://www.getresponse.com/resources/reports/email-marketing-benchmarks#location-industry
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o Good example: 21 Ways to Grow Your Business in 2022. While this 
subject line doesn’t give away every detail of the email, it makes a 
promise that your email can actually deliver. 

o Bad example: You’ll Never Believe How These Businesses Grew Their 
Sales Last Year. The reader very likely will believe how they grew their 
sales, so the subject line is already making false promises to the 
reader.  

• Provide a clear and simple way for recipients to unsubscribe from your emails 
to avoid being labeled as spam.  

 

• 1. Video Marketing.  

 

The average internet user spends 16 hours per week watching online videos. This 
means you have a ton of chances to reach those people if you engage in video 
marketing.  

Benefits of Video Marketing: 

1. More leads (Around 86% of people who do video marketing say this channel 
is effective at generating leads for their business) 

2. Can be an engaging medium for many users 
3. Much more likely than many other types of content to result in purchases on 

social media 

https://blog.hubspot.com/marketing/state-of-video-marketing-new-data?__hstc=267612241.9a49de4d3cd3c10433432bc2cc99557f.1735281194991.1735281194991.1735281194991.1&__hssc=267612241.1.1735281194991&__hsfp=1669205919
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This Channel Is For:  

Anyone who has a smartphone can record a shareable video to market products or 
services. However, to create branded videos that represent the image you want to 
project, you may need a small video marketing budget to invest in video editing 
software or a video production service.  

How To Get Started With Video Marketing 

You can easily dip your toes into video marketing without putting together a full 
video strategy. Record short and simple videos to use in and alongside your existing 
digital marketing channels. After you have posted the videos on your website, on 
social media, and in emails, track their performance. 

Tips for Success 

• Don’t just repackage your blog posts or written content as videos. Instead, 
create short videos that demonstrate visual concepts related to your brand, 
such as how-to content or product demonstrations. 

• Make the first few seconds of your video as engaging as possible. Many 
platforms insert an ad after the first few seconds, and this is a critical point 
at which a user may choose to close your video. Give them reasons to keep 
watching. 

5. PPC 
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Among nearly 1,000 surveyed businesses, 74% said that PPC was a major driver of 
business for them. There’s a good reason for that: PPC is designed to be fast and 
effective.  

Here’s how it works: You bid on keywords for which you would like your ads to 
appear, and when a search engine user enters those keywords, your ad shows up. 
You only pay, however, when a user clicks on your ads on search engines. 

Benefits of PPC Advertising: 

1. Can provide nearly immediate sales 
2. Doesn’t require you to fight to rank for competitive keywords 
3. Only pay for the clicks your ads get 

This Channel Is For:  

PPC isn’t for everyone. But for those who have a fairly sizable marketing budget, it 
can be an ideal way to generate quick leads, which hopefully lead to conversions.  

How To Get Started With PPC 

Simply go to Google Ads or the equivalent for another search engine and follow the 
prompts to set up your campaign. If you have questions, most search engines have 
representatives standing by to take your call. 

Tips for Success 

• Create and update your negative keyword list. Inevitably, you will get some 
clicks for keywords that aren’t really relevant to your business. Add these to 
your negative keyword list to avoid spending money on those clicks in the 
future. 

• Create PPC-specific landing pages for your PPC ads to link to. This helps you 
sell more directly to the type of user who might click on a PPC ad. 

6. Affiliate Marketing 

 

https://ads.google.com/home/
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Affiliate marketing is a commission-based sales scheme that rewards web 

publishers when they sell one of your business’ products through their website, 

social media profile, or another digital platform.  

You provide unique affiliate links that affiliate marketers can use to link to your 
products, and when one of those links results in a sale, it’s a win-win: You get the 
sale, and the affiliate marketer takes a cut. This win-win situation has led to 
the widespread adoption of affiliate marketing programs, which now account for 
more than 16% of U.S. eCommerce sales. 

Benefits of Affiliate Marketing: 

1. Only pay when your affiliate marketing efforts result in a sale 
2. Can increase brand awareness for your business. 
3. Builds a degree of trust that is hard to recreate through cold sales and 

marketing 

This Channel Is For:  

Affiliate marketing is ideal for eCommerce businesses selling physical products, but 
it can also work well for digital products like courses and downloadable content.  

How To Get Started With Affiliate Marketing 

The alternative to designing your own affiliate marketing program is an established 
affiliate marketing network, which will grant you immediate access to a network of 
affiliate marketers and established payment structures and affiliate link generators. 

Tips for Success 

• Implement retargeting ads on your website. These ads “follow” internet 
users around the web to display your brand’s ads. That way, you can catch 
sales from people who clicked affiliate links but didn’t make an immediate 
purchase. 

• If you see success from affiliate marketing networks, consider building your 
own affiliate program and vetting individual marketers for it to get even 
more ROI. 

https://www.businessinsider.com/the-affiliate-marketing-report-how-mainstream-publishers-are-turning-performance-based-marketing-into-a-fine-art-2015-11
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7. Influencer Marketing 

 

 

 

When someone has amassed a large following on a social media platform, they can 
use their following to advertise certain products, services, or brands for a fee. This 
is the central concept behind influencer marketing, a digital marketing channel 
expected to grow into a $16.4 billion industry this year. 

https://influencermarketinghub.com/influencer-marketing-benchmark-report/
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Benefits of Influencer Marketing: 

 

1. Creates trust in your brand in unique audiences 
2. Allows granular audience targeting 
3. Can lead to long-term partnerships with influencers 

This Channel Is For:  

Influencer marketing is most effective when you have identified the audiences you 
would most like to reach online. Otherwise, you may end up with a scattershot 
approach that doesn’t reach your target customer. 

How To Create a Digital Marketing Plan 
 



 
BBA IV th Year                                                        Subject- Digital Marketing 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 

Traditional marketing plans revolve around the 4 Ps of marketing – product, place, 
price, and promotion. Digital marketing focuses on a whole new set of Ps for 
success – process, people, platforms, and performance.  

As technology changes the way we live, work, and interact with each other, digital 
marketers must keep up with the pace, using modern digital marketing tools and 
techniques to ensure success.  

Let’s go into detail about the 4 Ps required to create a compelling digital marketing 
project plan. 

  
4 Ps of digital marketing 

1. Process 

The digital marketing process starts with planning and ends with reviewing the 
marketing project or campaign. The process is a series of steps that allow digital 
marketers to: 

• Identify customer needs 

• Define your value proposition 

• Analyze market opportunities 

• Outline marketing objectives and business goals 

• Create marketing campaigns to reach their target audience 
Tip: Keep detailed records of each step and decision for future reference so your 
team can learn from each process and continuously improve. 

2. People 

To create engaging digital marketing plans, you must accurately define the 
customer persona in your buyer journey. You must stay open to understanding the 
people who buy your product or service.  

https://www.wrike.com/blog/4-ps-of-marketing-still-useful/#Are-the-four-Ps-of-marketing-still-useful
https://www.wrike.com/digital-marketing-guide/digital-marketing-tools-software/
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Consider the customer’s experience at every touchpoint in your marketing efforts. 
Your goal is to reach your audience, create value, and build trust.  

Remember, a positive user experience: 

• Fosters loyalty 

• Strengthens brand reputation 

• Enhances customer satisfaction 
You can use case studies to refine your messaging and products based on real-
world examples. By placing people at the center of your digital marketing plan, you 
prioritize the needs of your audience and the team executing the strategy.  

“People” also includes the internal marketing team and other stakeholders. Ensure 
you carry everyone along in your marketing progress by sharing regular, relevant 
updates. 

3. Platforms 

According to Statista, there are 5.52 billion social media users worldwide, with 
63.8% of the world’s population being social media users.  

Different digital marketing platforms attract different types of people. For example, 
you can find the Gen Z market mostly on TikTok, Instagram, and YouTube, while 
baby boomers tend to prefer Facebook and Linkedin. To develop an 
effective digital marketing strategy plan, consider the digital platforms to invest in 
and build your audience. 

Internal platforms like your company’s project management software or marketing 
automation tools are also essential in creating effective digital marketing plans.  

These software tools help to: 

• Track user engagement 

• Streamline repetitive tasks 

• Enhance collaboration between teams 

https://www.wrike.com/blog/why-everyone-is-talking-about-customer-experience/
https://www.statista.com/statistics/617136/digital-population-worldwide/
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• Automate workflows to keep campaigns on schedule 

• Document and track every step of the digital marketing planning process   
Using the right platforms and tools means the technology handles administrative 
tasks, so your team has more time to focus on strategic decision making and 
creating more impactful and efficient marketing campaigns. 

4. Performance 

Gathering and analyzing the performance of your digital marketing plan and 
activities is crucial for long-term success. Create a schedule and system for 
reviewing past campaigns with your team to gain data-driven insights about your 
efforts.  

Also, ensure your digital marketing plan and performance metrics are aligned and 
relevant to your organizational goals. You can use digital marketing analytics 
software to gather current data and stay ahead of trends. 

Steps to create a successful digital marketing plan 

A good digital marketing plan helps transform your marketing strategies into 
actionable tasks and activities. Consider using digital marketing plan templates to 
outline and capture critical tasks, timelines, requirements, and resources needed. 

Follow the digital marketing plan steps below to set your team up for success: 

Step 1: Define your marketing goals  

Having a clear goal before creating a marketing plan will save you lots of time and 
mistakes. A goal helps you create a digital marketing plan outline and break it into 
tasks and activities.  

The best way to define your goals is by using the SMART goals framework. 
SMART means: 

• Specific 

• Measurable 

https://www.wrike.com/goal-setting-guide/organizational-objectives-how-to-set-them/
https://www.wrike.com/digital-marketing-guide/digital-marketing-templates/
https://www.wrike.com/goal-setting-guide/smart-goals-an-ultimate-guide-with-examples/
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• Attainable 

• Realistic 

• Time-bound 
Undefined goals have ambiguous targets such as “increase sales” or “get more 
customers.” SMART goals are more specific, e.g., “Gain 1,000 new leads in 90 days.” 

Step 2: Create your marketing plan budget 

The next step is to create a budget based on your marketing strategies. The budget 
is another aspect of a digital marketing plan that needs clarity early on. Knowing 
your budget limit ensures you maximize every dollar and don’t overspend on non-
performing marketing campaigns. You can allocate a budget to each phase of your 
campaign.  

Here are areas to allocate budget for in your marketing plan: 

• Search engine optimization (SEO) 

• Content creation 

• Paid advertising 

• Social media marketing 

• Email marketing 

• Influencer marketing 

• Analytics and tracking tools 
If you’re a small business owner with a limited budget, you can focus on marketing 
channels with low entry costs. While your total budget may be a hard limit, the 
amount allocated to each marketing channel should be dynamic to enable testing 
and iterations based on performance.  
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For example, if you notice your Facebook ad campaigns produce higher ROI than 
influencer marketing, you may choose to reallocate your influencer marketing 
budget to spend more on Facebook ads. 

  
 

Step 3: Build buyer personas to define your ideal audience 

According to a HubSpot survey, 21% of marketers said one of their primary goals 
was to get a better understanding of their audience’s needs.  

Once you’re clear about your goals and budget, creating buyer personas to 
segment your target market is the next major step.   

A buyer persona is a fictional character a company creates through research that 
outlines different characteristics of potential customers. An accurate buyer 
persona will help you create highly targeted marketing campaigns.  

Depending on the defining attributes of your buyer persona, you may group them 
by demographics, interests, goals, or other relevant characteristics. 

You can also group your buyer persona based on:  

• Age  

• Gender  

• Location 

• Income level  

• Education level  

• Occupation  

• Family status  
These will help you create marketing tactics that speak directly to their unique 
needs and preferences. 

https://blog.hubspot.com/marketing/marketing-executive-playbook


 
BBA IV th Year                                                        Subject- Digital Marketing 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 

Step 4: Analyze your competitors and market position 

Conducting industry and competitor analysis before developing your digital 
marketing plan is beneficial. It helps you identify your biggest competitors, their 
market share and position, and the strategies they use in their digital marketing 
campaigns.  

Ask yourself: 

• Which keywords are they targeting? 

• What strategies do they use to build brand awareness? 

• How do they engage with customers and respond to feedback? 

• Which marketing activities seem to drive the most engagement? 
These questions will help you gain a well-rounded view of your competitors’ 
strategies and identify potential gaps or opportunities in your own approach.   

You can also carry out a SWOT analysis of your product and your 
competitors’ offering to discover what your company’s strengths and weaknesses 
are. Analyzing your market position within your industry helps inform what product 
benefits or features to highlight in your marketing language and what your content 
should focus on. 

Step 5: Choose which digital marketing channels to focus on 

The digital marketing channels you choose should depend on your marketing goals 
and your target market’s online behavior. You may decide to focus on building 
owned and earned online marketing channels, lean towards paid search ads for 
wider reach, or try a hybrid of both. 

For example, you can use: 

• Email marketing to send welcome notes for first-time buyers 

• Webinars to host product demos  

https://www.wrike.com/blog/tips-swot-analysis-in-project-management/
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• Social media marketing to share user-generated content   

• Content marketing to publish blog posts  
Many companies operate an omnichannel digital marketing strategy, taking 
potential customers on a buyer’s journey through several platforms. For example, 
using short-form videos on TikTok to get customers’ attention and then leading 
them to your Instagram page, where you have testimonials and reviews from 
previous buyers, showing social proof.  

With a clear and consistent call to action in your Instagram bio and post captions, 
you direct potential buyers to your website, where they finally decide to purchase 
your product.  

Choosing the right digital marketing channels allows you to meet your customers 
where they are and engage with them on their terms before selling them your 
product. 

  

 

Step 6: Set defined metrics to review and improve performance  

A digital marketing plan is only as good as the results it produces. Data-driven 
marketing campaigns are the most practical way to get the best results from digital 
marketing efforts. 
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Establish relevant metrics and KPIs to monitor performance and track the progress 
of your digital marketing campaigns once you begin.  

Tie in metrics to tasks assigned to your team. During the project, gather essential 
data such as: 

• Revenue 

• New leads 

• New subscribers 

• Click-through rates 
Remember, data insights are only fruitful when you test and use them 
to optimize your initial digital marketing plan. 

Step 7: Get stakeholder buy-in 

Armed with information about your goals, customers, market, competition, 
marketing channels, and metrics, you’re almost ready to translate your marketing 
strategies and ideas into a well-laid-out plan.  

The quickest way to do this is to use digital marketing plan templates to sketch all 
your marketing plan and project requirements. Share this draft with key 
stakeholders and decision makers to gain buy-in before making the plan more 
concrete.  

You should also share the rationale behind your digital marketing planning process 
decisions. Get feedback from your team and stakeholders, and then improve your 
initial digital marketing plan draft.  

Step 8: Break marketing projects into actionable tasks 

Now you’re ready to develop your digital marketing plan with due dates and tasks 
assigned to specific team members or external collaborators. Remember that 
drawing up a marketing plan is not a one-and-done deal. Observe your marketing 
environment and make changes to the plan as needed.  

https://www.wrike.com/blog/what-is-marketing-environment/
https://www.wrike.com/blog/what-is-marketing-environment/
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Now that you have a digital marketing plan, you’re ready to start implementing it. 
Allow some wiggle room for trying new ideas and switching from tactics that aren’t 
working. Using marketing project management tools like Wrike provides a bird-eye 
view of your marketing campaigns and projects. 

 

Content management (CM) 

•  
•  
•  
•  

Content management (CM) is the process for collection, delivery, retrieval, 

governance and overall management of information in any format. The term is 

typically used in reference to administration of the digital content lifecycle, from 

creation to permanent storage or deletion. The content involved may be images, 

video, audio and multimedia as well as text. 

Content management process 

Content management practices and processes can vary by purpose and 

organization. This can lead to differences in steps or terminology. 

The stages of the content management lifecycle are the following: 

1. Organization. The first stage where categories are 

created, taxonomies designed and classification schemes developed. 

2. Creation. Content is classified into architectural categories. 

https://www.techtarget.com/searchcontentmanagement/tip/6-enterprise-content-management-best-practices-for-deployment
https://www.techtarget.com/searchcontentmanagement/tip/7-key-stages-of-enterprise-content-lifecycle-management
https://www.techtarget.com/searchcontentmanagement/definition/taxonomy
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3. Storage. Content format and storage decisions are made based on ease of 

access, delivery, security and other factors dependent on the organization's 

needs. 

4. Workflow. Rules are designed to keep content moving through various roles 

while maintaining consistency with the organization's policies. 

5. Editing/versioning. This step involves managing multiple content versions and 

presentation changes. 

6. Publishing. The stage where content is delivered to users, which can be defined 

as website visitors or internal publishing via the Intranet for employees. 

7. Removal/archives. The final stage where content is deleted or moved to 

an archive when it is infrequently accessed or obsolete. 

 
Content governance 

Content governance provides content creators with structure and guidelines. 

Digital content management governance can help determine priorities, provide 

detailed standards, assign ownership for content and provide access control. This 

helps to create a consistent user experience, minimize content bloat and create 

internal controls. 

https://www.techtarget.com/searchsoftwarequality/definition/versioning
https://www.techtarget.com/searchstorage/definition/archive
https://www.techtarget.com/searchcontentmanagement/tip/How-to-build-a-content-governance-model
https://www.theserverside.com/tip/5-tips-to-reduce-webpage-weight-and-improve-user-experience
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Common governance tools that organizations use include content workflows, 

taxonomies and style guides, along with records management tools which include 

audit trails for compliance. 

Types of digital content management 

For just about every category of digital content, there is a corresponding tool or 

process for managing it. 

• Social media content management. Social media content management tools 

help to create an organized social media marketing strategy with defined goals 

and to analyze engagement. Some social media content management systems 

include Sprout Social, Google Analytics and BuzzSumo. 

• Web content management. Web content management is used to create, 

manage and display webpages. A web content management system (WCMS) is 

a program that provides organizations with a way to manage digital information 

on a website without prior knowledge of web programming and can include 

components for a specific industry, such as a content management application 

(CMA) that automates the production of HTML. 

• Mobile content management. Mobile content management (MCM) provides 

secure access to corporate data on smartphones, tablets and other devices. The 

main components of MCM are file storage and file sharing. 

• Enterprise content management. An enterprise content management (ECM) 

system has components that help enterprises manage data effectively. ECM 

components are geared to goals such as streamlining access, eliminating 

bottlenecks and minimizing overhead, along with version control, routing, 

archiving, content governance and security. 

 
 

https://www.techtarget.com/searchcontentmanagement/definition/records-management-RM
https://www.techtarget.com/whatis/feature/12-social-media-marketing-tips-to-boost-your-business
https://www.techtarget.com/searchbusinessanalytics/definition/Google-Analytics
https://www.techtarget.com/searchcontentmanagement/definition/web-content-management-WCM
https://www.techtarget.com/searchmobilecomputing/definition/file-sharing
https://www.techtarget.com/searchcontentmanagement/definition/enterprise-content-management-ECM
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SWOT Analysis 
 

SWOT is a well-known business term, and it is commonly used as a part of their 
digital strategy. This is an important part of digital marketing, and in this article, we 
will discuss how to perform a SWOT analysis of Digital Marketing. 
Most of the common methods used by digital marketing are email marketing and 
search marketing. However, SWOT analysis focuses on a company’s strengths, 
Weaknesses, opportunities, and Threats. This will help a company decide to focus 
on its best areas and improve its weak points to ensure success. 

 

Strengths and Weaknesses are the positive points, whereas Opportunities and 
Threats are the negative points. For example, a strength may be years of 
experience, and a weakness will be an underperforming distribution channel. 

Let’s look in detail at SWOT Analysis of Digital Marketing. They are as follows: 

1. What is SWOT Analysis of Digital Marketing? 

2. Strength 

3. Weaknesses 

4. Opportunities 

5. Threat 

6. Conclusion to SWOT Analysis of Digital Marketing 
 

https://www.percoyo.com/
https://www.percoyo.com/swot-analysis-digital-marketing/#head1
https://www.percoyo.com/swot-analysis-digital-marketing/#head2
https://www.percoyo.com/swot-analysis-digital-marketing/#head3
https://www.percoyo.com/swot-analysis-digital-marketing/#head4
https://www.percoyo.com/swot-analysis-digital-marketing/#head5
https://www.percoyo.com/swot-analysis-digital-marketing/#head6
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What is SWOT Analysis of Digital Marketing? 
 

SWOT analysis is an important tool for businesses to develop an effective overall 

strategy as well as to plan an individual campaign. SWOT analysis provides a 

comprehensive framework for assessing various aspects of business. 

Strengths and weaknesses are the internal factors of a company, which will provide 
insights into core aspects and areas requiring improvement. Moreover, 
opportunities and threats are external factors for a company that are beyond its 
control. 
Opportunities provide potential for growth, expansion, and market conditions. 
Threats are external risks to the business. 
 
Strength 
There are certain internal attributes and resources that could be to your company’s 
advantage. They are as follows: 

1. How well your website is optimised. 

2. Blog posts are optimised enough for high- and low-competition keywords. 

3. Social media accounts and email opt-ins. 

4. Dedicated employees to digital marketing. 

5. Well-defined, consistent strategies being carried out by consistently blogging, 

posting on social media, SEO and PPC campaigns, and offers. 
 
Weakness 
There are some factors and outcomes that will affect the positive outcomes of a 

company. They are as follows: 

1. Outdated website content, and the website is not well optimised. 

2. Lack of a good budget. 

https://www.percoyo.com/seo-company-bangalore/
https://www.percoyo.com/ppc-company-bangalore/
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3. Lack of employees dedicated to digital marketing. 

4. Lack of online platforms like social media accounts, e-mail contacts, downloadable 

gated content, and blog posts. 

5. There is no time to carry out strategies. 

6. No proper lead nurturing and no proper follow-up. 

7. Time taken to get results. 
 
 
Opportunities 
 

There are some external factors that can help a company achieve its goals and 

objectives. They are as follows: 

1. Relationship with social media influencers and engagement with followers. 

2. Proper engagement with campaigns. 

3. Growing number of audiences on online platforms as compared to traditional 

platforms. 

4. Positive reviews from customers. 
 
 
Threats 
 

Outside influences that can harm your digital marketing efforts They are as follows: 

1. Users with ad blockers. 

2. High competition in online spaces. 

3. Constant time must be spent keeping up with trends. 

4. Negative reviews from unsatisfied customers. 
Conclusion to SWOT Analysis of Digital Marketing 
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In Conclusion, an in-depth analysis of digital marketing can give you a proper idea 
of areas that require improvement. If proper time and effort are given to each point 
of the SWOT analysis, then you can give yourself and your company a space to 
choose the best strategies and make the most of them. 
 
What is a target group analysis? 
A target group analysis is an effective method to define a target group. It is 
considered an important tool in market research and is particularly relevant 
in product development. In addition, measures of communication can be adapted 
and specifically targeted according to the target group analyses. 
A target group analysis pursues thereby as a clear goal, the potential customers 
and/or the own target group, to become better acquainted. This helps you again to 
regard their needs and interests more detailed. So you succeed even better to 
address the goals and desires of the target group. 
 
Why is a target audience analysis so important? 
Your marketing measures can only be successful and targeted if you know your 
target group. Only then can you respond to their needs. Customized and perfectly 
targeted campaigns and content are the first step in this direction. This is how you 
generate trust and added value, which has an impact on user experience and 
customer satisfaction. This, in turn, pays lasting dividends to the success of your 
business. 
A target group analysis pursues two clearly defined goals: 
1. Retain existing customers 
2. Acquire new customers 
 

Retain existing customers – this is how it works! 

In order to retain existing customers, you can carry out various measures: 
• Analyze existing customers 
• Identify commonalities 
• Target marketing measures for customer loyalty more effectively 
• Respond to customer needs in a timely manner with your own product or service 

portfolio 

https://www.linkedin.com/pulse/swot-analysis-digital-marketing-what-why-how-odell-dias
https://www.eology.net/wiki/user-experience
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How to: Winning new customers 

There are also various ways to acquire new customers: 
• Analyzing your own products or services with the intention of solving problems 

and awakening customer needs 
• Identification of new target groups 
• Alignment of marketing measures 

 
Step by step – This is how target group analysis works 
You can divide a target group analysis into four steps: 

 

Step 1: Define and characterize the target audience 

Finding the right target audience is essential to your success. Therefore, the first 
important step of a target group analysis is to collect information to define your  
 For this, you use individual characteristics that can be segmented into different 
categories. Demographic characteristics are the foundation or basic data of an 
individual person. Socioeconomic characteristics deal with the circumstances of 
the target group. Psychographic characteristics reveal what influences the 
potential customer to buy from you. The latter is often much more subjective than 
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demographic characteristics. In addition, behavior is important, as it determines 
how your customer ultimately acts. 
Example of possible characteristics of a target group analysis 

The following guiding questions can therefore be used, for example, to define 
your B2C target group: 

• Which potential customers do you want to address and which rather not? 
• Which reasons has the potential customer for a purchase? 
• How much budget is available to him? 
• How much does the potential customer pay attention to quality? 
• Which functions and features are important and possibly decisive for a purchase? 
• Which preferences and needs has the potential customer? 
• Which values pursues this person – is it, for example, tend to be more inclined to 

buy sustainable? 
• What marital status and place of residence does the potential consumer have? 
• How old is this person? 
• Where does it live? 
• What occupation and educational level does the target person have? 
• How much does your potential customer pay attention to aesthetics and status 

symbols? 
• Where and when is purchased? 
• What do the purchase frequencies look like? 
• What other influential factors are there on the purchase decision? 

In B2B, on the other hand, questions about company size, decision-makers, 
budgets or finances and industry are relevant. It is important to know that every 
industry ticks differently. Therefore, B2B target groups can also look very different. 

https://www.eology.net/wiki/b2c-business-to-consumer
https://www.eology.net/wiki/business-to-business
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Factors to define the target audience 

It’s important to know how to get data in the first place that you can use in your 
audience analysis. The following sources will help you with this: 

 

Sources of information when analyzing target groups 

You can also learn more about this in the “What are the methods for analyzing 
target audiences?”. 

https://www.eology.net/magazine/target-group-analysis#jump_methoden
https://www.eology.net/magazine/target-group-analysis#jump_methoden
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Step 2: Investigate buying behavior 

To find out how your target group responds to products or services, it is important 
to know the buying behavior. For this purpose, there are very individual 
characteristics by which the consumption habits differ within a target group. The 
following guiding questions will help you to gain insights into the buying behavior 
of potential customers. This will give you a better impression. 
 

Step 2: Investigate buying behavior 

To find out how your target group responds to products or services, it is important 
to know the buying behavior. For this purpose, there are very individual 
characteristics by which the consumption habits differ within a target group. The 
following guiding questions will help you to gain insights into the buying behavior 
of potential customers. This will give you a better impression. 

 

Influences on purchase decisions 
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To answer these questions, you can, for example, draw on statistics, public surveys, 
or your own empirical values and collected data. Also, Google Trends is a good way 
to generate insights and assess a trend development. 
Certain character traits of the target person may have an impact on buying 
behavior. The individuality and versatility of individuals is not initially considered in 
a target group. If you want to go into such details, a segmentation of your target 
group makes sense. This enables you to divide them into further “sub-target 
groups” and to target marketing measures and campaigns even more precisely. But 
that follows after your basic target group analysis. 
 

Step 3: Analyze and review the results 

So far, you have already diligently collected data and are as good as done with your 
target group analysis. Before you use those data and results for marketing 
purposes, you should check them again. In this phase, for example, it is a good idea 
to start a market research. It does not have to be complex. It is simply a matter of 
determining whether your results are correct and work in practice before you 
implement specific marketing measures. 
 

Step 4: Create user profiles or persona 

Now you are almost at the end of your target group analysis. Through surveys, 
interviews, your own experiences, etc., you have already defined your target group 
pretty well. However, the final goal of your analysis should be to create a user 
profile that helps you better understand the desires, goals and needs of your target 
group. In addition, these personas make it easier for you to put yourself in the 
user’s shoes. 
User profiles thus portray specific target group representatives. Their detailed and 
meaningful description turns a fictitious and rather abstract target group into a 
person with name, age, gender, etc. This makes them more tangible. 

https://www.eology.net/wiki/google-trends
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Monica’s user profile – part of the target group 

Always keep your user profiles up to date. If you get new insights through further 
methods, these should also be incorporated. This way you are always prepared and 
can react faster to changes. 
 
What methods are there for analyzing the target audience? 
Classic measures for conducting a target group analysis are: Surveys, interviews, 
online research or the use of internal company data as well as recessions or support 
requests. 
 

Polls 

Surveys are always a chance to find out more about your customers. They also give 
you the opportunity to gather a lot of information with relatively little effort. The 
option to participate anonymously in the survey also increases your chances of 
attracting more participants. Surveys can be conducted both in writing (e.g. by 
mail) and online. 
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But be careful: 

Ask your questions clearly and not too complicated. The participants should 
understand them exactly and be able to answer them easily. Otherwise, you run 
the risk that the participants will abandon the survey, and you will not receive any 
data. 
Interviews 

Interviews are much more time-consuming than surveys, but your participation 
rate is usually higher and the results are of higher quality. Even if an interview 
cannot be anonymized or can only be anonymized with difficulty, you have a clear 
advantage: You can question the interviewee much more intensively and respond 
precisely to his or her answers. 
 

Reviews/Support requests 

With the help of reviews, you can learn a lot about the wishes and needs of your 
target group. It doesn’t matter if they are about your products or those of your 
competitors. You can use these insights to grow and minimize problems in the 
future. Support requests can also be helpful to better align your own product or 
service portfolio with the target group. 
 

Online research 

The most cost-effective way is to search the Internet for information about your 
target group. However, it is important to note that not everything you find on the 
Internet is correct. Sometimes data is therefore not reliable. Therefore, only 
obtain information from trustworthy sources, such as Statista or the Federal 

https://de.statista.com/
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Statistical Office of your home country. In addition, this kind of research can be 
more time-consuming than you think. Tools such as Google Trends can help you 
gain further insight into your target group. It’s also helpful to scour social media for 
information to feed your target group analysis with more data. 
 

Internal company data 

In this context, it also makes sense to access your own data. However, here you 
only have access to information of already existing customers. This makes it more 
difficult for you to develop new customer groups. Nevertheless, it is very helpful if 
you use already existing data and also let it feed into the target group analysis. 
 
This is how you use Google Analytics for your target audience 
With the help of Google Analytics you can also define and create target groups. To 
do this, log in to your Analytics account, click on Administration and then open the 
property for which the target group is to be defined. Via Target group > Target 
groups you can add them via “+ New target group”. By default, the data Analytics 
uses for this target group comes from the current report data view. If you want to 
change the data view, click “Edit” and then “Next step”. There you can choose from 
preconfigured target groups. These include: 
1. Intelligent list (this is where Google manages the audience for you) 
2. All users (they must have the required cookies selected for this) 
3. New users (all users with only one session on the website/app) 
4. Recurring users (all users with multiple sessions on the website/app) 
5. Users, who have visited a specific area of your website or app 
6. Users who have completed a conversion from your target intent 
7. Users who have completed a transaction 
Once you have chosen one of these preconfigured target groups, the second step 
is to set the target group goals – this works via the button “+ Add goals”.  With a 
click on “OK” and “Publish” you’ve done it. Your audience is created in Analytics. 
Google also gives a detailed guide for this, where you can read about how to edit, 
close, delete, or reopen audiences. 

 

https://www.eology.net/magazine/google-analytics
https://support.google.com/analytics/answer/2611404?
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UNIT- 2 

Overview of Computer and Web Technology 

Computer and web technology are used in digital marketing in a variety of ways, 
including:  

• Search engine optimization (SEO) 

A strategy that improves a website's visibility in search engine results. SEO can 
target many types of searches, including image, location, video, and news 
searches.  

• Content marketing 

A technique that involves creating original content, such as blog posts, videos, and 
online guides, to connect with target audiences.  

• Email marketing 

A strategy that involves sending email campaigns to promote a business. Email 
marketing is effective because most consumers have an email address.  

• Pay-per-click (PPC) 

A form of paid advertising that involves placing ads on websites or search engines 
and paying a fee each time the ad is clicked. PPC ads often appear at the top of 
search results pages.  

• Digital marketing technology 
Technology that helps businesses market smarter by providing insights into their 
audience and what type of marketing works for them. For example, customer 
relationship management (CRM) tools can help businesses gather data to create 
more effective campaigns.  
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Exploring the Foundations of Cyberspace Architecture in A.I.  

In today’s digital age, the concept of cyberspace has become an integral part of our 

daily lives. From online communication and e-commerce to data storage and cloud 

computing, cyberspace encompasses a vast and interconnected network of digital 

systems. But have you ever wondered about the architecture that underpins this 

virtual realm? In this blog post, we’ll delve into the fascinating world of cyberspace 

architecture, exploring its components, design principles, and the critical role it 

plays in shaping the digital landscape. 

Understanding Cyberspace Architecture 

Cyberspace architecture refers to the structural framework and infrastructure that 

supports the interconnected network of digital systems, including the internet, data 

centers, cloud services, and various communication networks. It encompasses a 

broad spectrum of components, technologies, and protocols that enable the 

seamless flow of information across the digital domain. 
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Key Components of Cyberspace Architecture 

1.Network Infrastructure 

At the core of cyberspace architecture lies the network infrastructure, which 

includes physical and virtual components such as routers, switches, servers, and 

transmission lines. These elements form the backbone of the internet and facilitate 

the transmission of data between devices and systems. 
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2. Data Centers 

Data centers serve as the centralized hubs for storing, processing, and managing 

vast amounts of digital information. They house servers, storage systems, and 

networking equipment, providing the necessary computing resources to support a 

wide range of online services and applications. 

3. Protocols and Standards 

Cyberspace architecture relies on a multitude of protocols and standards to ensure 

interoperability and seamless communication between different devices and 

platforms. Examples include TCP/IP for internet communication, HTTP for web 

browsing, and SMTP for email transmission. 

4. Cloud Computing Infrastructure 

The rise of cloud computing has significantly influenced cyberspace architecture, 

with cloud providers offering scalable resources, virtualized environments, and on-

demand services to support diverse workloads and applications. 

Design Principles of Cyberspace Architecture 

Scalability 

Cyberspace architecture is designed to accommodate exponential growth in data 

traffic, user interactions, and digital services. Scalability ensures that the 
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infrastructure can adapt to increasing demands without compromising 

performance or reliability. 

 

Resilience 

Given the dynamic nature of cyberspace, resilience is a fundamental design 

principle. The architecture incorporates redundancy, fault tolerance, and disaster 

recovery mechanisms to mitigate disruptions and ensure continuous availability of 

digital services. 
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Security 

Protecting the integrity and confidentiality of data within cyberspace is paramount. 

The architecture incorporates robust security measures such as encryption, access 

controls, firewalls, and intrusion detection systems to safeguard against cyber 

threats and unauthorized access. 

Interoperability 

Cyberspace architecture emphasizes interoperability by adhering to open standards 

and protocols. This enables seamless communication and data exchange between 

disparate systems and devices, fostering a cohesive digital ecosystem. 

The Role of Cyberspace Architecture in Shaping the Digital Landscape 

Cyberspace architecture serves as the foundation for an array of digital innovations 

and services that have transformed the way we interact, collaborate, and conduct 

business. From e-commerce platforms and social media networks to IoT devices and 

telecommunication networks, cyberspace architecture underpins the 

interconnected fabric of our modern digital world. 

Moreover, as organizations increasingly rely on cloud-based solutions, big data 

analytics, and emerging technologies such as AI and blockchain, the role of robust 

cyberspace architecture becomes even more critical in driving innovation and 

enabling digital transformation. 
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Cyberspace architecture represents the intricate framework that sustains our 

interconnected digital environment. By understanding its components, design 

principles, and overarching significance, we gain valuable insights into the 

technological infrastructure that powers our online experiences. As we continue to 

navigate the complexities of cyberspace, the evolution of its architecture will 

undoubtedly shape the future of digital connectivity and innovation. 

 
World Wide Web (WWW) 

 
The World Wide Web (WWW), often called the Web, is a system of 
interconnected webpages and information that you can access using the Internet. 
It was created to help people share and find information easily, using links that 
connect different pages together. The Web allows us to browse websites, watch 
videos, shop online, and connect with others around the world through our 
computers and phones. 
All public websites or web pages that people may access on their local computers 
and other devices through the internet are collectively known as the World Wide 
Web or W3. Users can get further information by navigating to links 
interconnecting these pages and documents. This data may be presented in text, 
picture, audio, or video formats on the internet. 
 
What is WWW? 
 
WWW stands for World Wide Web and is commonly known as the Web. The 
WWW was started by CERN in 1989.  WWW is defined as the collection of 
different websites around the world, containing different information shared via 
local servers(or computers). 
Web pages are linked together using hyperlinks which are HTML-formatted and, 
also referred to as hypertext, these are the fundamental units of the Internet and 
are accessed through Hypertext Transfer Protocol(HTTP). Such digital 
connections, or links, allow users to easily access desired information by 

https://www.geeksforgeeks.org/http-full-form/
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connecting relevant pieces of information. The benefit of hypertext is it allows 
you to pick a word or phrase from the text and click on other sites that have more 
information about it. 
History of the WWW 
 
It is a project created, by Tim Berner Lee in 1989, for researchers to work together 
effectively at CERN. It is an organization, named the World Wide Web Consortium 
(W3C), which was developed for further development of the web. This 
organization is directed by Tim Berner’s Lee, aka the father of the web.  CERN, 
where Tim Berners worked, is a community of more than 1700 researchers from 
more than 100 countries. These researchers spend a little time on CERN and the 
rest of the time they work at their colleges and national research facilities in their 
home country, so there was a requirement for solid communication so that they 
can exchange data.  
 
System Architecture 
 
From the user’s point of view, the web consists of a vast, worldwide connection 
of documents or web pages. Each page may contain links to other pages anywhere 
in the world. The pages can be retrieved and viewed by using browsers of which 
internet explorer, Netscape Navigator, Google Chrome, etc are the popular ones. 
The browser fetches the page requested interprets the text and formatting 
commands on it, and displays the page, properly formatted, on the screen.  
The basic model of how the web works are shown in the figure below. Here the 
browser is displaying a web page on the client machine. When the user clicks on 
a line of text that is linked to a page on the abd.com server, the browser follows 
the hyperlink by sending a message to the abd.com server asking it for the page.  

https://www.geeksforgeeks.org/w3c-full-form/
https://www.geeksforgeeks.org/w3c-full-form/
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Here the browser displays a web page on the client machine when the user clicks 
on a line of text that is linked to a page on abd.com, the browser follows the 
hyperlink by sending a message to the abd.com server asking for the page.  
Working of WWW 
A Web browser is used to access web pages. Web browsers can be defined as 
programs which display text, data, pictures, animation and video on the Internet. 
Hyperlinked resources on the World Wide Web can be accessed using software 
interfaces provided by Web browsers. Initially, Web browsers were used only for 
surfing the Web but now they have become more universal. 
The below diagram indicates how the Web operates just like client-server 
architecture of the internet. When users request web pages or other information, 
then the web browser of your system request to the server for the information 
and then the web server  provide requested services to web browser back and 
finally the requested service is utilized by the user who made the request. 

https://www.geeksforgeeks.org/client-server-model/
https://www.geeksforgeeks.org/client-server-model/
https://www.geeksforgeeks.org/web-server-and-its-type/
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World Wide Web 

Web browsers can be used for several tasks including conducting searches, 
mailing, transferring files, and much more. Some of the commonly used browsers 
are Internet Explorer, Opera Mini, and Google Chrome.  
Features of WWW 
• WWW is open source. 
• It is a distributed system spread across various websites. 
• It is a Hypertext Information System.  
• It is Cross-Platform.  
• Uses Web Browsers to provide a single interface for many services. 
• Dynamic, Interactive and Evolving.    
Components of the Web 
There are 3 components of the web: 
• Uniform Resource Locator (URL): URL serves as a system for resources on 

the web.  
• Hyper Text Transfer Protocol (HTTP): HTTP specifies communication of 

browser and server.  
• Hyper Text Markup Language (HTML): HTML defines the structure, 

organisation and content of a web page.  

https://www.geeksforgeeks.org/components-of-a-url/
https://www.geeksforgeeks.org/http-full-form/
https://www.geeksforgeeks.org/html-introduction/


 
BBA IV th Year                                                        Subject- Digital Marketing 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 

Difference Between WWW and Internet 
 

WWW Internet 

It is originated in 1989. It is originated in 1960. 

WWW is an interconnected network of 
websites and documents that can be accessed 
via the Internet. 

Internet is used to connect a 
computer with other 
computer . 

WWW used protocols such as HTTP 
Internet used protocols such 
as TCP/IP 

It is based on software. It is based on hardware. 

It is a service contained inside an 
infrastructure. 

There is a entire infrastructure 
in internet. 

 
Web Browser Evolution and the Growth of the World Wide Web 
In the early 1990s, Tim Berners-Lee and his team created a basic text web 
browser. It was the release of the more user-friendly Mosaic browser in 1993 that 
really sparked widespread interest in the World Wide Web (WWW). Mosaic had 
a clickable interface similar to what people were already familiar with on personal 
computers, which made it easier for everyone to use the internet. 
Mosaic was developed by Marc Andreessen and others in the United States. They 
later made Netscape Navigator, which became the most popular browser in 1994. 
Microsoft’s Internet Explorer took over in 1995 and held the top spot for many 
years. Mozilla Firefox came out in 2004, followed by Google Chrome in 2008, both 
challenging IE’s dominance. In 2015, Microsoft replaced Internet Explorer with 
Microsoft Edge. 
 
Conclusion 

https://www.geeksforgeeks.org/tcp-ip-in-computer-networking/
https://www.geeksforgeeks.org/mozilla-firefox-browser/
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The World Wide Web (WWW) has revolutionized how information is accessed and 
shared globally. It provides a vast network of interconnected documents and 
resources accessible via the Internet. Through web browsers, users can navigate 
websites, access multimedia content, communicate, and conduct transactions 
online. The WWW has transformed communication, commerce, education, and 
entertainment, shaping modern society and facilitating a connected global 
community. Its continued evolution and accessibility drive innovation and 
connectivity worldwide. 

 

What is the internet? 

To the younger generations who have grown up under its influence, the answer 

may appear simple, but defining it is not. The Internet, often known as the World 

Wide Web (www), is a global system of interconnected computer networks that 

connect to billions of devices all over the world using the Internet Protocol Suite 

(TCP/IP). This has had such a huge influence that it has been dubbed the world’s 

eighth continent. This contains a wide range of material, ranging from top-secret 

military and research files to the week’s most popular and viral video. Everyone has 

access to this huge repository, and each computer contributes to the ever-growing 

treasure trove of knowledge. 

The internet has had a significant impact on most traditional communication 

mediums, such as newspapers, telephones, and television. They are paving the way 

for new services like internet phones and internet television. The communication 

of information has been exponentially increased, and as a result, the exchange of 

knowledge has resulted in a rise in the standard of living for many individuals 

around the world. 

Types of computer networks 

A network is made up of two or more computers that are connected in order to 

exchange files, share resources, and communicate electronically. Cables, radio 

https://www.geeksforgeeks.org/introduction-to-internet/
https://www.geeksforgeeks.org/web-browser/
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waves, telephone lines, infrared beams, and satellites all connect these interlinked 

computers. The two basic types of computer networks are listed below: 

• Local Area Network (LAN): A LAN is a network of two or more connected laptops, 

computers, or phones that share information in a narrow geographic area. A 

network of computers at home or at business, for example. 

• Wide Area Network (WAN): A WAN is made up of two or more LANs that are linked 

together. These networks are more distant than a LAN’s systems. Telephone lines 

or radio waves can be used to communicate. 

According to estimates, there are 3.4 billion internet users worldwide, with Asia 

accounting for 48.1 percent and North America accounting for 10%. In today’s 

world, the internet’s 3.4 billion users give it enormous power and significance. With 

a larger interchange of information, individuals are becoming more empowered, 

and as they learn more, their lives improve as well. The internet has become a fully 

representative body of the world’s population due to its open availability to 

everyone in the world. Humans are experiencing spurts of inspiration thanks to the 

internet’s convenience and inventiveness 

Terminology 

The term internet, which means interconnected or interwoven, was first used in 

1849. [7] In 1974, the term “internet” was coined as a shorthand for 

“internetwork.” [8] The term “internet” today most usually refers to a global 

system of interconnected computer networks, although it can also refer to a 

collection of smaller networks. 

When using a web browser to view web sites, the terms “going on the Internet” 

and “going on the World Wide Web” are frequently interchanged. However, the 

World Wide Web, sometimes known as the Web, is one of several Internet services, 

consisting of a collection of documents (web pages) and other web resources linked 

by hyperlinks and URLs. 
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History of internet 

In the 1960s, research into what was then known as packet switching gave birth to 

the Internet. The hardware solution to the problem, i.e., the circuitry, was deemed 

to be a better and faster method of transferring data than packet switching. The 

United States Military’s development of ARPANET relied heavily on packet 

switching technology. The ARPANET, also known as the internet, was the first 

known network of networked computers. This technique was used to relay 

sensitive information between military units. This data sharing system was then 

made available to educational institutions in the United States, allowing them to 

connect to the government’s supercomputer at 56 kbit/s, 1.5 Mbit/s, and 45 

Mbit/s, respectively. In the late 1980s, internet service providers began to emerge, 

and by 1995, the internet had become completely commercialised in the United 

States. 

Consistent developments in semiconductor technology and optical networking 

have created new economic prospects for business involvement in the network’s 

core expansion and delivery of public services. MCI Mail and Compuserve 

developed Internet connections in mid-1989, supplying email and public access 

goods to the half-million Internet customers. [36] PSInet, which debuted an 

independent Internet backbone for commercial usage on January 1, 1990, was one 

of the networks that later added to the core of the commercial Internet. 

Infrastructure 

The Internet’s communications infrastructure is made up of hardware components 

and a software layering system that controls various aspects of the architecture. 

The Internet, like any other computer network, is made up of routers, media (such 

as cables and radio links), repeaters, modems, and other devices. However, many 

network nodes are not necessarily internet equipment per se; internet packets are 

carried by other full-fledged networking protocols, with the Internet acting as a 

homogeneous networking standard, running across heterogeneous hardware, and 

packets being guided to their destinations by IP routers. 
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Uses of internet 

• Online bookings and orders 

• Cashless transactions 

• Education 

• Online banking & trading 

• Research 

• Electronic mail 

• Job search 

• Social networking 

Applications and services 

Social networking, electronic mail, mobile applications, multiplayer online games, 

Internet telephony, file sharing, and streaming media services are just a few of the 

applications and services available on the Internet, which is dominated by the 

World Wide Web. 

The majority of computers that supply these services are now housed in data 

centres, and content is frequently accessible via high-speed content delivery 

networks. 

World Wide Web 

The World Wide Web is a global collection of papers, images, video, applications, 

and other resources linked together logically by hyperlinks and identified by 

Uniform Resource Identifiers (URIs), which serve as a global system of named 

references. Services, web servers, databases, and the documents and resources 

that they can supply are all represented by URIs. The Hypertext Transfer Protocol 

(HTTP) is the World Wide Web’s primary access protocol. HTTP is one of numerous 

languages or protocols that can be used for communication on the Internet, and it 

is also utilised by web services for information transfer, sharing, and exchanging 

business data and logistics.  
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Conclusion 

The Internet is a powerful tool for reaching out to a large audience. It engages 

clients in a long-term connection by attracting, retaining, and managing them. It is 

the most recent technical breakthrough for direct consumer communication. 

Marketing managers may keep track of their customers’ profiles and purchasing 

habits in real time. For organisations, using the internet as an integral and 

interactive medium of their marketing mix has become critical. Companies must 

understand the full potential of what the internet has to offer due to changes in 

customer buying behaviour. 

Internet Infrastructure for Data Transfer and Governance 

The infrastructure of the internet for data transfer is a complex system involving a 
range of technologies, protocols, physical networks, and governance mechanisms. 
It ensures that data can be transmitted efficiently, securely, and reliably across the 
globe. Below is an outline of the key components of internet infrastructure, along 
with the governance models that help regulate and manage its operation. 

 

1. Internet Infrastructure for Data Transfer 

The data transfer process involves several layers and components, including: 

A. Physical Infrastructure 

• Submarine Cables: A significant portion of global internet traffic is 
transmitted through undersea cables that connect continents. These cables 
are laid on the ocean floor and are responsible for the vast majority of data 
transfer between regions. 

• Data Centers: These are facilities that house servers, storage, and 
networking equipment. Data centers are interconnected to facilitate rapid 
data transfer and redundancy, ensuring high availability and reliability. 
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• Edge Networks and Content Delivery Networks (CDNs): CDNs store copies 
of popular content (e.g., websites, videos) closer to the end user, reducing 
latency and speeding up data transfer by caching content at geographically 
distributed locations. 

B. Core Networking Technologies 

• Routers and Switches: These are essential network devices that direct data 
packets between different nodes (servers, devices, data centers) across the 
internet. Routers work at the IP layer and handle data routing, while switches 
operate at the data link layer and manage data flows within local networks. 

• Internet Exchange Points (IXPs): These are physical locations where Internet 
Service Providers (ISPs) and large networks exchange traffic. IXPs help reduce 
the distance data must travel, improving efficiency and performance. 

• Transmission Protocols: 
o TCP/IP: The primary suite of protocols for internet communication. 

Transmission Control Protocol (TCP) ensures reliable, ordered data 
transfer, while the Internet Protocol (IP) routes packets to their 
destinations. 

o UDP: User Datagram Protocol is used for faster, connectionless data 
transfer, often used for applications like video streaming or gaming. 

C. Network Infrastructure 

• ISPs and Backbone Providers: ISPs provide internet access to end users, 
while backbone providers operate large-scale high-capacity networks 
(internet backbones) that connect different ISPs and data centers globally. 

• Wi-Fi and Cellular Networks: These wireless technologies enable internet 
access for mobile devices and remote locations, expanding the reach of the 
internet beyond wired connections. 

• 5G and Fiber Optic Networks: 5G networks provide high-speed wireless 
internet with low latency, while fiber optic networks are the backbone of 
most high-speed internet connections. 
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2. Internet Governance 

Governance of the internet involves regulating and managing the technical and 
policy aspects of the network, ensuring that it remains open, secure, and 
interoperable. Several organizations and frameworks play key roles in internet 
governance: 

A. Key Organizations Involved in Internet Governance 

• Internet Corporation for Assigned Names and Numbers (ICANN): ICANN is 
responsible for managing the Domain Name System (DNS), including the 
allocation of top-level domains (.com, .org, etc.) and ensuring the global 
uniqueness of domain names. 

• Internet Engineering Task Force (IETF): The IETF develops and promotes 
voluntary internet standards, particularly protocols like TCP/IP, HTTP, and 
others that form the backbone of internet data transfer. 

• Internet Society (ISOC): ISOC promotes open standards and policies to 
ensure that the internet remains a global resource for users and businesses. 
It also supports the development of the internet through education and 
advocacy. 

• World Wide Web Consortium (W3C): This organization focuses on 
developing web standards, including HTML, CSS, and accessibility guidelines, 
to ensure the web remains interoperable and accessible. 

• Regional Internet Registries (RIRs): These organizations allocate and 
manage IP addresses within specific regions. Examples include ARIN (North 
America), RIPE NCC (Europe, the Middle East, and parts of Central Asia), and 
APNIC (Asia Pacific). 

B. Legal and Regulatory Frameworks 

• National Governments: Governments create policies regarding data privacy, 
security, censorship, and net neutrality within their jurisdictions. These 
policies can range from internet freedom (e.g., freedom of expression online) 
to the regulation of data collection (e.g., GDPR in Europe). 
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• International Treaties and Agreements: The governance of cross-border 
internet infrastructure often involves international agreements, such as the 
International Telecommunication Union (ITU) treaties, which set global 
communication standards. 

• Net Neutrality: This principle advocates for equal treatment of all data on 
the internet, preventing ISPs from discriminating or charging differently by 
user, content, or website. Various countries have differing views on this 
issue, and governance decisions on net neutrality often affect how internet 
services are structured. 

• Data Protection Laws: Increasing concerns around privacy and data security 
have led to the development of laws like the General Data Protection 
Regulation (GDPR) in the European Union, which regulates how personal 
data is collected, processed, and stored. 

C. Security and Cybersecurity Governance 

• Global Forum for Cybersecurity Cooperation: This includes groups like the 
Global Forum on Cyber Expertise (GFCE) and the Internet Governance 
Forum (IGF) that foster global cooperation to enhance cybersecurity. 

• Cybersecurity Regulations: Different countries have cybersecurity 
frameworks, such as the Cybersecurity Act in the EU, and initiatives like the 
Critical Infrastructure Protection (CIP) in the US, which aim to protect the 
infrastructure of the internet against cyberattacks. 

• Public Key Infrastructure (PKI): This system of digital certificates, key pairs, 
and trusted certificate authorities (CAs) ensures the integrity and security of 
data transferred across the internet. 

 

3. Challenges in Internet Infrastructure and Governance 

A. Scalability 

As the internet grows, ensuring that the infrastructure can scale to handle 
increasing amounts of data traffic without compromising performance is a 
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challenge. Innovations in quantum networking and 5G/6G technologies may help 
address scalability concerns. 

B. Security and Privacy 

Cyberattacks like Distributed Denial of Service (DDoS), data breaches, and identity 
theft pose serious threats to internet infrastructure and data security. Governance 
must continually adapt to ensure that security measures evolve in response to 
emerging threats. 

C. Digital Sovereignty 

Countries are increasingly concerned with digital sovereignty—the control over 
data and digital infrastructure within their borders. There are debates on how 
much control governments should have over internet infrastructure, with some 
advocating for national internet backbones and others pushing for global internet 
access. 

D. Inequality in Internet Access 

A major issue in internet governance is ensuring universal access to the internet. 
Bridging the digital divide—ensuring that rural, impoverished, or underdeveloped 
regions have the same access to high-speed internet as urban centers—is a 
pressing challenge. 

E. Content Regulation and Censorship 

Governments and international bodies sometimes disagree on how to regulate 
content online, balancing freedom of speech with the need to curb illegal or 
harmful material. This includes addressing hate speech, disinformation, and 
extremist content. 
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Conclusion 

The internet's infrastructure is a complex ecosystem of technologies that span from 
physical data transmission methods to high-level protocols and governance 
frameworks. Effective governance is key to ensuring that the internet remains 
secure, accessible, and neutral while promoting innovation and protecting users' 
rights. The interplay between technology, regulation, and international 
cooperation will continue to shape the future of the internet as it evolves. 

Uses of Internet 

The Internet is a global networking system that can be used on most devices 
nowadays and has become an essential part of our lives. In today's technological 
era, most of the companies are getting their operations done over the Internet. 
There are various uses of the Internet by which companies and individuals are 
making their daily tasks more productive and more comfortable. 

Here, we have discussed the major uses of the Internet that play a vital role in daily 
life: 
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web browser  

A web browser is a software application that allows users to access and view 
content on the internet. Here are some of the uses of a web browser:  

• Access the internet: Users can enter a website's URL into the browser's address bar 
to access the website.  

• Render web pages: The browser converts the complex code of a web page into a 
graphical user interface that users can view.  

• Execute web applications: Modern web browsers can run intensive programs like 
email and video.  

• Handle user input: The browser processes user input like search queries, form 
data, and clicks on hyperlinks.  

• Open and save files: Users can open files stored on a page by clicking the link and 
selecting Open. They can also save a file directly to their computer.  

• Use navigation buttons: Users can use the back, forward, refresh, and stop buttons 
to navigate between pages.  

• Use the search bar: Users can enter queries into the search bar to search for 
information.  

• Use the home button: Users can use the home button to return to the start page.  

• Open multiple pages: Users can open multiple web pages at the same time in 
different browser windows or tabs.  

• Audit web server load: A web browser simulator can be used to test the capacity 
of a web server.  

• Clear cache: A web browser can be used to clear the cache, cookies, and session 
related trackers.  

• Display local files: A web browser can be used to access local files with a file path.  
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Search Engines and Chatbots 

Search engines and chatbots are two fundamental technologies that interact with 
the internet in different ways, facilitating information retrieval and 
communication. While both rely on advanced algorithms, they serve distinct 
purposes. Here's an overview of each and how they work: 

 

1. Search Engines 

Search engines are tools that allow users to search for information on the internet. 
They index web pages, documents, images, and videos, and return relevant results 
based on a user's query. Popular search engines include Google, Bing, Yahoo, and 
DuckDuckGo. They have revolutionized how we find information online, providing 
rapid access to a vast array of resources. 

A. How Search Engines Work 

Search engines consist of three main processes: 

1. Crawling: 
o Crawling is the process of discovering web pages. Search engines use 

"crawlers" or "spiders" to visit websites and gather data. These 
crawlers follow hyperlinks from one page to another, indexing content 
as they go. 

2. Indexing: 
o Once a webpage is discovered, the search engine indexes its content 

in a vast database, often referred to as the "index." The index is like a 
giant library of web pages, sorted by their content and relevance. 

3. Ranking: 
o When a user performs a search, the search engine uses complex 

algorithms to retrieve relevant results from its index. These results are 
ranked based on factors such as: 

▪ Relevance: How closely the content matches the user's query. 



 
BBA IV th Year                                                        Subject- Digital Marketing 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 

▪ Authority: How trustworthy or authoritative the page is (often 
measured by backlinks from other reputable sites). 

▪ Content quality: The value, freshness, and clarity of the content. 
▪ User experience: Page load speed, mobile optimization, and 

ease of navigation. 
4. Algorithms: 

o Search engines use sophisticated algorithms to rank pages. Google's 
algorithm, for instance, uses PageRank, RankBrain, and other artificial 
intelligence models to analyze user intent and the quality of the 
content. 

o Other factors that may influence ranking include keyword usage, 
semantic search (understanding user intent), local SEO (geographical 
relevance), and user signals (click-through rate, bounce rate). 

B. Search Engine Optimization (SEO) 

SEO is the practice of optimizing websites to improve their visibility and ranking on 
search engines. Key techniques in SEO include: 

• On-page SEO: Optimizing the content, headings, keywords, meta tags, and 
images on a page. 

• Off-page SEO: Building backlinks from high-authority websites. 
• Technical SEO: Improving the technical aspects of a website, such as page 

speed, mobile-friendliness, and structured data. 

C. Types of Search Engines 

• General Search Engines: These focus on indexing all types of content, from 
web pages to videos and images (e.g., Google, Bing). 

• Specialized Search Engines: These focus on specific types of content, such as 
academic articles, images, videos, or products (e.g., Google Scholar, 
YouTube, Amazon). 

• Privacy-Focused Search Engines: These prioritize user privacy and avoid 
tracking search queries (e.g., DuckDuckGo, StartPage). 
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2. Chatbots 

Chatbots are artificial intelligence (AI) tools that simulate conversations with users. 
They can be found on websites, messaging apps, and even within search engines. 
Chatbots are designed to handle customer service, provide information, or assist in 
completing tasks. 

A. Types of Chatbots 

1. Rule-Based Chatbots (Static): 
o These chatbots are programmed with predefined responses based on 

specific rules and keywords. They rely on a decision-tree structure and 
can only respond to specific queries they've been trained to handle. 

o Example: A chatbot that provides basic customer support on a 
website, such as answering questions about store hours or return 
policies. 

2. AI-Powered Chatbots (Dynamic): 
o These chatbots use machine learning (ML) and natural language 

processing (NLP) to understand and respond to a wide variety of 
inputs. They "learn" from interactions and can handle more complex 
and varied conversations. 

o Example: Virtual assistants like Siri, Alexa, or Google Assistant, which 
can answer questions, control smart devices, and perform actions 
beyond scripted responses. 

3. Hybrid Chatbots: 
o Hybrid chatbots combine rule-based systems with AI capabilities, 

offering both predefined responses and dynamic learning. 
o Example: Many customer service chatbots start with a script-based 

approach, but escalate to a human agent if the question goes beyond 
the bot's capabilities. 
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B. Key Technologies Behind Chatbots 

1. Natural Language Processing (NLP): 
o NLP is a subset of AI that enables chatbots to understand, interpret, 

and respond to human language. It involves breaking down language 
into structured data that a machine can analyze. 

o Key NLP techniques include tokenization, part-of-speech tagging, 
named entity recognition (NER), and semantic analysis. 

2. Machine Learning (ML): 
o Machine learning allows chatbots to improve their responses over 

time by learning from interactions. It helps chatbots refine their 
algorithms to handle increasingly sophisticated queries. 

o Supervised learning involves training the bot on a labeled dataset 
(e.g., pairs of questions and answers), while unsupervised learning 
allows the bot to identify patterns in data without explicit training. 

3. Speech Recognition: 
o In voice-based chatbots (like Siri or Alexa), speech recognition 

converts spoken language into text, enabling the bot to understand 
verbal commands. This typically involves models trained on large 
datasets of spoken language. 

4. Context Management: 
o A chatbot needs to maintain context across multiple turns in a 

conversation, understanding past interactions to provide relevant 
responses. This is particularly important for complex, multi-step 
conversations (e.g., making a booking or processing a request). 

C. Use Cases for Chatbots 

1. Customer Support: 
o Chatbots are widely used in customer service to answer frequently 

asked questions (FAQs), guide users through processes, and even solve 
issues without human intervention. For instance, banking chatbots 
can help users check balances, transfer money, or find ATM locations. 

2. E-commerce and Sales: 
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o Chatbots in e-commerce can recommend products, help users browse 
online stores, and assist with order tracking. 

o Example: Sephora's chatbot offers personalized beauty advice and 
product recommendations. 

3. Healthcare: 
o Medical chatbots can provide basic health information, help schedule 

appointments, and offer virtual health consultations. For example, 
Babylon Health offers AI-driven health consultations. 

4. Lead Generation and Marketing: 
o Many businesses use chatbots to qualify leads, collect customer 

information, and schedule sales calls. 
5. Personal Assistants: 

o Google Assistant, Siri, Alexa, and other voice-activated chatbots help 
users with everyday tasks, such as setting reminders, checking the 
weather, or controlling home devices. 

D. Challenges in Chatbot Development 

1. Natural Language Understanding: 
o Although NLP has made significant strides, chatbots still struggle with 

understanding complex or ambiguous language, sarcasm, or multi-
turn conversations. 

2. Context Retention: 
o Keeping track of the context and intent across a conversation is a 

major challenge. A chatbot might misinterpret a user's request if it 
doesn't "remember" previous interactions properly. 

3. User Experience: 
o Designing a chatbot that feels intuitive and is able to respond to 

diverse queries without frustrating users requires careful testing and 
iteration. Many chatbots still fail to meet expectations due to limited 
functionality or poor conversational flow. 
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Differences Between Search Engines and Chatbots 

Feature Search Engines Chatbots 

Primary 

Purpose 

Find and index information 

on the web. 

Simulate conversations and assist with 

tasks. 

Interaction 

Type 

Text-based queries with a 

list of results. 

Conversational, often interactive, with 

a back-and-forth flow. 

Technology 
Algorithms for ranking, 

indexing, and data retrieval. 

AI, NLP, ML for understanding and 

responding to queries. 

User Input 
Keywords or phrases typed 

into a search bar. 
Natural language, typed or spoken. 

Response 
Lists of links to relevant 

pages. 

Direct answers, actions, or continued 

conversation. 

Scope 

Primarily informational, 

focused on content 

retrieval. 

Can assist in tasks, provide 

recommendations, or offer customer 

support. 

 

Conclusion 

Both search engines and chatbots are pivotal in shaping the future of information 
retrieval and user interaction on the internet. Search engines excel at finding and 
indexing vast amounts of information quickly, while chatbots facilitate more 
personalized, interactive experiences, often helping users accomplish tasks in a 
conversational manner. 

As AI and machine learning technologies continue to evolve, the lines between 
search engines and chatbots may blur, with future search engines integrating 
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conversational features, and chatbots becoming more sophisticated in handling 
complex queries. 

Difference Between a Website and a Portal 

While the terms website and portal are sometimes used interchangeably, they 
refer to distinct concepts in the world of digital presence. Both serve as access 
points for users, but they differ in their design, functionality, and purpose. Here's a 
breakdown of the differences between a website and a portal: 

 

1. Definition and Purpose 

Website: 

A website is a collection of web pages that are typically focused on presenting 
information to users. Websites can vary widely in their purpose, from personal 
blogs to corporate sites, informational pages, e-commerce platforms, and news 
outlets. The primary goal of a website is to provide information or services to users. 

• Purpose: To display content, present information, and offer services to a 
wide range of users. 

• Content: Websites are generally static or have a limited level of interactivity. 
They are designed to engage users with content, such as text, images, and 
videos. 

• Examples: News sites (BBC, CNN), e-commerce sites (Amazon, eBay), and 
personal blogs. 

Portal: 

A portal is a more complex, interactive, and often personalized website designed 
to provide access to a wide range of resources, services, and tools. Portals are 
commonly used by organizations, educational institutions, or service providers to 
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create centralized access points for users to engage with various content, tools, or 
databases in a customized manner. 

• Purpose: To serve as a central hub or gateway that gives users access to 
various tools, resources, and services. 

• Content: Portals typically offer personalized content based on user 
preferences or profiles. They often aggregate information from multiple 
sources and allow for greater user interaction, such as dashboards, user-
specific features, and custom services. 

• Examples: Yahoo!, Microsoft’s Office 365 Portal, Government portals, 
Educational portals (Moodle, Blackboard). 

 

2. Key Features 

Website Features: 

• Static or Dynamic Content: Websites can be static (fixed content) or dynamic 
(content that changes based on user interaction or time). 

• Public Accessibility: Most websites are publicly accessible and can be viewed 
by anyone without login requirements. 

• Navigation: Websites typically offer straightforward navigation through 
menus, links, and sections to direct users to various parts of the site. 

• Minimal Personalization: Personalization is often limited (e.g., the ability to 
leave comments, subscribe to newsletters, or sign up for accounts). 

Portal Features: 

• User Accounts: Portals often require users to create an account and log in, 
offering a more personalized experience based on the user's data and 
preferences. 

• Personalized Dashboards: Many portals provide customizable dashboards 
where users can access specific content, tools, or services relevant to them. 
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• Single Sign-On (SSO): Some portals support Single Sign-On (SSO), enabling 
users to log in once and access multiple services or systems from the same 
portal. 

• Aggregated Content: Portals typically aggregate content from various 
sources and display it in one centralized location. 

• Advanced Interactivity: Portals offer features like discussion forums, chat, 
support tickets, document management, and other collaborative tools. 

 

3. User Interaction 

Website: 

• Websites generally have limited user interaction, mainly consisting of 
navigating through content (e.g., reading articles, watching videos, viewing 
product listings). 

• Some dynamic websites may allow user engagement through comments, 
form submissions, or social media sharing. 

Portal: 

• Portals facilitate deeper user interaction by providing access to tools, 
services, and resources tailored to individual users. This can include things 
like email, task management, customer service, and business applications. 

• Users can personalize their experience, manage their accounts, and access 
content that is more relevant to their specific needs. 

 

4. Example Use Cases 

Website Use Cases: 

• Corporate Websites: A business site presenting information about the 
company, its services, products, and contact information. 
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• E-commerce Sites: Online stores that allow users to browse products and 
make purchases (e.g., Amazon, eBay). 

• Blogs and News Websites: Personal or corporate blogs, and sites that 
provide regular updates or news content (e.g., CNN, Medium). 

• Portfolio Websites: Sites showcasing the work of a person or organization 
(e.g., graphic designers, photographers). 

Portal Use Cases: 

• Educational Portals: Platforms that aggregate learning materials, 
assignment submission, grades, and communication for students and 
teachers (e.g., Moodle, Blackboard). 

• Enterprise Portals: Centralized access points for employees within an 
organization to access internal tools, documents, HR resources, and 
collaboration platforms (e.g., Microsoft SharePoint, SAP Enterprise Portal). 

• Government Portals: Websites that aggregate services and resources for 
citizens, such as tax information, public services, or e-government tools (e.g., 
USA.gov). 

• Healthcare Portals: Platforms allowing patients to access their medical 
records, appointment schedules, and communicate with healthcare 
providers (e.g., MyChart). 

 

5. Personalization 

Website: 

• Websites generally provide content for a wide audience and are not tailored 
to individual users. They may provide some level of personalization, such as 
offering language preferences or remembering the user’s browsing history, 
but they typically do not customize content to the same extent as portals. 
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Portal: 

• Portals are inherently more personalized. They often require users to log in 
and provide a tailored experience based on the user’s preferences, activities, 
and profile. A portal’s interface can change depending on the user’s role 
(e.g., student, teacher, employee, customer), displaying only relevant 
content and services. 

 

6. Maintenance and Management 

Website: 

• Website content is typically managed by a website owner or web 
development team. While some websites offer user-generated content 
(such as comments or reviews), they are primarily controlled by the 
organization or individual behind the website. 

Portal: 

• Portals require more complex management since they often host a range of 
services and interact with multiple databases or third-party systems. The 
management of user accounts, permissions, content access, and integration 
with other services is a key responsibility of portal administrators. 

 

7. Security 

Website: 

• Websites may or may not require user authentication. If they do, it is often 
limited to things like subscribing to a newsletter or making a purchase. 

• Security concerns: Ensuring secure transactions (for e-commerce), 
preventing hacking, and protecting user privacy. 
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Portal: 

• Portals are typically more secure because they often require users to log in 
and authenticate themselves. This is particularly true for portals offering 
sensitive services, such as healthcare portals, government portals, or 
enterprise portals. 

• Security concerns: User authentication (via SSO), data protection, access 
control, and secure data exchange are critical in portals. 

 

Summary Table 

Feature Website Portal 

Purpose 
To provide information to a 

broad audience. 

To provide centralized access to 

resources, services, and tools. 

Personalization 
Minimal, based on user 

preferences (e.g., language). 

High, based on user profiles and 

roles. 

Content 
Often static or semi-

dynamic. 

Aggregated from multiple sources, 

tailored to users. 

User 

Interaction 

Limited interaction (e.g., 

browsing, commenting). 

Extensive interaction (e.g., 

managing accounts, using tools). 

Access Public or semi-public. 
Requires authentication and often 

restricted to specific user groups. 

Examples 
News sites, e-commerce, 

blogs, portfolios. 

Enterprise portals, educational 

portals, government portals. 
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Feature Website Portal 

Complexity 

Simple or moderately 

complex, focused on 

content. 

More complex, designed for user 

management and service access. 

 

• Website: Primarily an information resource designed for a general audience. 
It is simpler in terms of functionality and often serves a single purpose (e.g., 
displaying content, offering products). 

• Portal: A more complex, personalized, and interactive platform that serves 
as a central access point for multiple resources, tools, or services. It often 
requires user login and provides customized content based on user profiles 
or roles. 

Both websites and portals are essential in the digital landscape, but their purposes 
and capabilities differ significantly based on user needs and the nature of the 
content or services they provide. 

1. Sending an Email 

A. Sending Emails via Webmail (Gmail, Yahoo, Outlook, etc.) 

Most email providers offer web-based platforms where you can send and receive 
emails directly from your browser. Here’s how to send an email using popular email 
services: 

Gmail 

1. Sign In: Go to Gmail and log in with your Gmail account. 
2. Click "Compose": In the upper-left corner of the Gmail dashboard, click the 

"Compose" button. 
3. Fill in Details: 

o To: Enter the recipient’s email address. 

https://mail.google.com/
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o Subject: Add a subject line that briefly describes the content of the 
email. 

o Body: Write the main content of your email. 
4. Attachments: To attach files, click the paperclip icon at the bottom of the 

compose window. You can attach files like documents, images, and more. 
5. Send: Once you’re done, click the Send button to deliver your email. 
6. Confirmation: After sending, the email will appear in the "Sent" folder. 

Yahoo Mail 

1. Sign In: Go to Yahoo Mail and sign in with your Yahoo credentials. 
2. Click "Compose": Click the “Compose” button to create a new email. 
3. Fill in Details: Enter the recipient’s email, subject, body text, and any 

attachments you wish to include. 
4. Send: Once the email is ready, click the Send button. 

Outlook (Microsoft) 

1. Sign In: Go to Outlook and log in with your Microsoft account. 
2. Click "New Message": Click the "New Message" button to open the email 

composer. 
3. Fill in Details: Enter the email address, subject, and body text. Add 

attachments as necessary. 
4. Send: Click Send to deliver the email. 

B. Sending Emails via Email Client (Outlook, Apple Mail, Thunderbird) 

If you're using a desktop email client like Microsoft Outlook, Apple Mail, or Mozilla 
Thunderbird, the process is similar but involves configuring the software first. 

Microsoft Outlook (Desktop Application) 

1. Launch Outlook: Open the Microsoft Outlook application on your computer. 
2. Click "New Email": Click on the "New Email" button, usually located at the 

top-left corner of the application. 

https://mail.yahoo.com/
https://outlook.live.com/
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3. Fill in the Details: 
o To: Enter the recipient's email address. 
o Subject: Enter the subject of your email. 
o Body: Write the content of your message. 
o Attachments: If needed, click on the paperclip icon to attach files. 

4. Send: Click the Send button to send your email. 

Apple Mail 

1. Open Apple Mail: Launch the Mail app on your Mac. 
2. Click "New Message": Click on the "New Message" button. 
3. Fill in the Details: Enter the recipient's email address, subject, and message. 
4. Send: After completing the email, click the Send button. 

C. Sending Bulk Emails via Email Marketing Platforms 

For businesses or marketers who want to send bulk emails, email marketing 
platforms like Mailchimp, Constant Contact, or Sendinblue provide tools for 
creating and sending emails to large mailing lists. 

Mailchimp Example: 

1. Sign In: Log into your Mailchimp account. 
2. Create Campaign: Click on “Create Campaign” and choose “Email.” 
3. Choose Campaign Type: Select the type of campaign (e.g., Regular email, 

Automated email). 
4. Audience: Choose the list of recipients. 
5. Create Content: Use Mailchimp’s drag-and-drop editor to design your email. 

Add text, images, buttons, and links. 
6. Send: After reviewing the email, click the Send button, or schedule the email 

to be sent at a later time. 
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2. Receiving an Email 

Emails are typically received in the inbox of the email client or service you're using. 
Here's how to check for new emails and manage your inbox: 

A. Receiving Emails in Webmail (Gmail, Yahoo, Outlook) 

Gmail 

1. Sign In: Go to Gmail and log in to your account. 
2. Inbox: After logging in, your inbox will show all received emails. New 

messages will appear at the top. 
3. Check New Emails: Click on any email to open and read it. 
4. Reply or Forward: You can reply or forward the email by clicking the 

respective buttons in the open email. 

Yahoo Mail 

1. Sign In: Log into your Yahoo Mail account. 
2. Inbox: On the left side of the Yahoo Mail dashboard, click on the "Inbox" 

folder to view received emails. 
3. Read and Respond: Click on any email to open it, and use the "Reply," "Reply 

All," or "Forward" buttons to respond. 

Outlook (Microsoft) 

1. Sign In: Log into your Outlook account. 
2. Inbox: Your inbox will display a list of received emails. 
3. Open and Read: Click on an email to open it and read the content. 

B. Receiving Emails in Desktop Email Clients (Outlook, Apple Mail, Thunderbird) 

If you use desktop email clients, emails are automatically downloaded from your 
mail server when the application syncs. 

https://mail.google.com/
https://outlook.live.com/
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Microsoft Outlook (Desktop) 

1. Open Outlook: Launch Outlook on your computer. 
2. Check Inbox: Your inbox will show a list of received emails. Outlook will 

automatically sync new emails when you open the application. 
3. Read Emails: Click on any email to open and read it. 
4. Reply or Forward: Use the “Reply” or “Forward” buttons to respond 
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Unit – 3  

What Is Social Media Marketing (SMM)? 

Social media marketing (also known as digital marketing and e-marketing) is the 
use of social media—the platforms on which users build social networks and share 
information—to build a company's brand, increase sales, and drive website traffic. 
In addition to providing companies with a way to engage with existing customers 
and reach new ones, SMM has purpose-built data analytics that allows marketers 
to track the success of their efforts and identify even more ways to engage. 

Within 18 years, from 2004 (when MySpace became the first social media site to 
reach one million users) to 2022, the dramatic growth of interactive digital 
channels took social media to levels that challenge even the reach of television 
and radio.1 At the start of 2023, there were 4.76 billion social media users 
globally—over 59% of the world's population.2 

 

KEY TAKEAWAYS 

• Social media marketing uses social media and social networks—like 
Facebook, X (formerly Twitter), and Instagram—to market products and 
services, engage with existing customers, and reach new ones. 

• The power of social media marketing comes from the unparalleled capacity 
of social media in three core marketing areas: connection, interaction, and 
customer data. 
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• Social media marketing has transformed the way businesses can influence 
consumer behavior—from promoting content that drives engagement to 
extracting personal data that makes messaging resonate with users. 

• Because social media today is so ubiquitous, marketing techniques using 
these platforms are extremely important for businesses. 

• Social media marketing is often more cost-effective with great exposure, 
though it requires ongoing maintenance and might have unintended 
negative feedback consequences. 

How Social Media Marketing (SMM) Works 

As platforms like Facebook, X, and Instagram took off, social media transformed 
how we connect and how businesses can influence consumer behavior—from 
promoting content that drives engagement to extracting 
geographic, demographic, and personal information that makes messaging 
resonate with users. 

SMM Action Plan 

The more targeted your SMM strategy is, the more effective it will be. Hootsuite, 
a leading software provider in the social media management space, recommends 
the following action plan to build an SMM campaign that has an execution 
framework as well as performance metrics:3 

• Align SMM goals to clear business objectives 
• Learn your target customer (age, location, income, job title, industry, 

interests) 
• Conduct a competitive analysis of your competition (successes and failures) 
• Audit your current SMM (successes and failures) 
• Create a calendar for SMM content delivery 
• Create best-in-class content 
• Track performance and adjust SMM strategy as needed 

Customer Relationship Management (CRM) 

Compared to traditional marketing, social media marketing has several distinct 
advantages, including the fact that SMM has two kinds of interaction that enable 

https://www.investopedia.com/articles/investing/022216/giphy-how-it-works-and-makes-money.asp
https://www.investopedia.com/terms/d/demographics.asp
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targeted customer relationship management (CRM) tools: both customer-to-
customer and firm-to-customer. In other words, while traditional marketing tracks 
customer value primarily by capturing purchase activity, SMM can track customer 
value directly (through purchases) and indirectly (through product referrals). 

Shareable Content 

Businesses can also convert the amplified interconnectedness of SMM into the 
creation of sticky content, the marketing term for attractive content that engages 
customers at first glance. This gets them to purchase products and share the 
content. This kind of word-of-mouth advertising not only reaches an otherwise 
inaccessible audience but also carries the implicit endorsement of someone the 
recipient knows and trusts—making the creation of shareable content one of the 
most important ways social media marketing drives growth. 

Earned Media 

SMM is also the most efficient way for a business to reap the benefits of another 
kind of earned media (a term for brand exposure from any method other than paid 
advertising): customer-created product reviews and recommendations. 

Viral Marketing 

Another SMM strategy that relies on the audience to generate the message is viral 
marketing, a sales technique that attempts to trigger the rapid spread of word-of-
mouth product information. Once a marketing message is being shared with the 
general public far beyond the original target audience, it is considered viral—a very 
simple and inexpensive way to promote sales.4 

Customer Segmentation 

Because customer segmentation is much more refined on SMM than on traditional 
marketing channels, companies can ensure they focus their marketing resources 
on their exact target audiences. 

https://www.investopedia.com/terms/c/customer_relation_management.asp
https://sproutsocial.com/insights/earned-media-strategy/
https://www.investopedia.com/terms/v/viral-marketing.asp
https://www.investopedia.com/terms/v/viral-marketing.asp
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Social Media Marketing Plan  

A Social Media Marketing Plan is an essential tool for any business looking to grow 
its brand, engage with its audience, and achieve measurable results through social 
media. Below is a step-by-step guide and template for creating an effective social 
media marketing plan. 

 

1. Define Your Goals and Objectives 

Your social media marketing goals should align with your overall business 
objectives. Clear, measurable goals will help you stay focused and evaluate the 
success of your campaigns. 

Common Social Media Goals: 

• Increase Brand Awareness: Make more people aware of your brand, 
products, or services. 

• Boost Engagement: Foster interactions such as likes, comments, shares, and 
messages. 

• Generate Leads: Encourage sign-ups for newsletters, free trials, or inquiries. 
• Drive Traffic to Website: Use social media as a channel to direct users to 

your website. 
• Improve Customer Loyalty: Build long-term relationships and trust with your 

audience. 
• Increase Sales: Direct sales from social media channels or increase in-store 

purchases. 

SMART Goals Framework: 

Make your goals SMART: 

• Specific: Clearly defined, e.g., “Increase Instagram followers.” 
• Measurable: Quantifiable, e.g., “Increase followers by 20%.” 
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• Achievable: Realistic and attainable. 
• Relevant: Aligned with business objectives. 
• Time-bound: Set deadlines, e.g., “Increase Instagram followers by 20% in 6 

months.” 

 

2. Identify Your Target Audience 

Understanding your audience is key to creating engaging content that resonates. 
Define your audience segments based on the following: 

Key Audience Factors: 

• Demographics: Age, gender, location, education, income, job role, etc. 
• Psychographics: Interests, lifestyle, values, pain points, motivations. 
• Behavior: What content do they engage with? What times are they online? 

What devices do they use? 
• Platform Preferences: Which social media platforms are most popular with 

your target audience? For example: 
o Facebook: General audience, with a focus on 25-45 years. 
o Instagram: Younger audience (18-34), visual and lifestyle-oriented. 
o LinkedIn: Professionals, B2B content. 
o TikTok: Gen Z and millennial users, fun and short-form video content. 

Create Buyer Personas: 

Develop detailed buyer personas based on your ideal customers to ensure your 
content resonates. 

• Example Persona: 
o Name: Emily, 28 years old 
o Profession: Marketing Manager 
o Interests: Fashion, travel, and wellness 
o Social Media Preferences: Instagram, Pinterest 
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o Pain Points: Looking for easy-to-use, high-quality beauty products. 

 

3. Choose the Right Social Media Platforms 

Not every platform is suitable for every business. Focus your resources on the 
platforms where your audience is most active. 

Platform Overview: 

• Facebook: Great for reaching a wide audience with diverse content types 
(posts, ads, groups, events). 

• Instagram: Highly visual, ideal for industries like fashion, beauty, travel, and 
food. 

• Twitter: Real-time updates, great for customer service, quick news, or 
discussions. 

• LinkedIn: Best for B2B marketing, networking, and thought leadership 
content. 

• TikTok: Popular among Gen Z and millennials, excellent for creative short-
form videos. 

• Pinterest: Focuses on visual discovery, great for businesses in fashion, 
beauty, and DIY industries. 

• YouTube: Long-form video content for tutorials, reviews, and brand stories. 

Choose platforms based on your audience and the type of content you want to 
create. 

 

4. Develop a Content Strategy 

Content is the backbone of your social media marketing plan. A diverse content 
strategy will keep your audience engaged and help you meet your goals. 
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Content Pillars: 

Content pillars are broad topics that guide your content creation. Identify 3-5 
content themes that represent the core aspects of your brand. 

• Example Content Pillars: 
o Educational: Tutorials, guides, and how-to content. 
o Entertaining: Fun and engaging content like memes, behind-the-

scenes, or challenges. 
o Promotional: Product launches, offers, discounts. 
o Inspirational: Customer testimonials, success stories, motivational 

posts. 
o Community Building: UGC (User-Generated Content), contests, polls, 

and engagement posts. 

Types of Social Media Content: 

• Images: High-quality photos showcasing your products, team, or brand 
values. 

• Videos: Short-form (TikTok, Instagram Reels) and long-form (YouTube 
tutorials, product demos). 

• Stories: Time-sensitive content on Instagram, Facebook, or Snapchat. 
• User-Generated Content: Reposting content shared by your followers, which 

builds authenticity. 
• Infographics: Shareable, visually appealing content that educates or informs. 
• Live Streams: Real-time interaction with your audience (Q&A sessions, live 

product demos). 
• Text Posts: Engaging quotes, questions, or discussion prompts. 

Content Calendar: 

Create a content calendar to plan and schedule posts in advance. A consistent 
posting schedule helps you stay organized and ensures you're delivering content at 
optimal times. 
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• Tools for Scheduling: 
o Buffer 
o Hootsuite 
o Later 
o Sprout Social 

 

5. Engage with Your Audience 

Social media is a two-way street. Engagement is key to building relationships with 
your followers. 

Ways to Engage: 

• Respond to Comments: Make sure to reply to comments and questions to 
build a community. 

• Like and Share: Engage with user-generated content and relevant posts from 
your followers. 

• Host Contests or Polls: Interactive posts like quizzes, polls, and contests are 
a great way to engage. 

• Behind-the-Scenes Content: Show the human side of your business to 
connect emotionally with your audience. 

• Ask Questions: Post questions to stimulate discussions and increase 
interaction. 

• User-Generated Content: Encourage your customers to create content for 
you and share it (e.g., using a branded hashtag). 

Engagement Best Practices: 

• Respond promptly to comments and messages. 
• Use a conversational tone that aligns with your brand voice. 
• Use hashtags to extend the reach of your posts. 
• Recognize and thank loyal followers or customers. 
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6. Implement Paid Advertising 

Paid social media advertising allows you to reach a larger and more targeted 
audience. Consider investing in social media ads to achieve specific objectives. 

Types of Social Media Ads: 

• Facebook/Instagram Ads: Highly targeted advertising based on 
demographics, location, interests, and behaviors. 

• LinkedIn Ads: Great for B2B businesses, you can target professionals by job 
title, company size, industry, etc. 

• Twitter Ads: Promote tweets or accounts to expand your reach. 
• TikTok Ads: In-feed ads or influencer partnerships. 
• Pinterest Ads: Promoted pins to increase visibility on the platform. 

Ad Objectives: 

• Brand Awareness 
• Lead Generation 
• Conversions (e.g., purchases, sign-ups) 
• Engagement (likes, shares, comments) 

Ad Best Practices: 

• Define your target audience with precision. 
• A/B test different versions of your ad creative (copy, images, CTA) to see 

which performs best. 
• Set a budget that aligns with your goals (e.g., cost-per-click, daily spend). 
• Track your ROI and adjust your strategy based on performance. 
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7. Measure Performance and Adjust 

Measuring the effectiveness of your social media efforts is essential to 
understanding what’s working and what needs improvement. 

Key Metrics to Track: 

• Reach: The total number of people who see your posts. 
• Engagement Rate: The number of interactions (likes, shares, comments) 

relative to your follower count. 
• Click-Through Rate (CTR): The percentage of people who click on links in 

your posts. 
• Conversion Rate: The percentage of visitors who take the desired action 

(e.g., making a purchase). 
• Follower Growth: Track how your social media audience grows over time. 
• Impressions: The number of times your content is displayed. 

Tools for Analytics: 

• Google Analytics: For tracking website traffic and conversions from social 
media. 

• Native Analytics: Each platform (e.g., Facebook Insights, Instagram Insights) 
provides analytics. 

• Third-Party Tools: Use tools like Hootsuite, Sprout Social, or Buffer for 
detailed reports. 

How to Create a Facebook Ads Account: Step-by-Step Guide 

Creating a Facebook Ads account is the first step toward advertising your business 
or brand on Facebook and Instagram (since both platforms are managed through 
Facebook Ads Manager). Here's a comprehensive step-by-step guide to set up your 
Facebook Ads account: 
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Step 1: Set Up Your Facebook Business Manager Account 

Before you can create Facebook Ads, you need a Facebook Business Manager 
account. This centralizes your ad accounts, pages, and the people who work on 
them. Here's how to set it up: 

1.1 Create a Facebook Business Manager Account 

• Go to: Facebook Business Manager. 
• Click "Create Account". 
• Log in to your personal Facebook account (Facebook requires this for 

verification, but your personal profile won’t be visible to customers). 
• Enter your business name, your name, email address, and click "Next". 
• Complete the information about your business, including the business 

address and phone number. 
• Click "Submit" to create your Business Manager account. 

1.2 Verify Your Business 

Once you’ve set up your Business Manager, you may be asked to verify your 
business. This step helps to build trust and ensures that your ads are not flagged as 
suspicious. 

• Go to Business Settings > Business Info > Verify Your Business. 
• Follow the prompts to complete verification (you may need to provide 

documents like your business license or utility bill). 

 

Step 2: Create an Ad Account 

Now that your Business Manager is set up, you can create your Facebook Ads 
account to start running ads. 

https://business.facebook.com/
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2.1 Navigate to Ad Accounts 

• In your Business Manager, go to Business Settings (accessible from the main 
menu). 

• In the left sidebar, under "Accounts", click "Ad Accounts". 
• Click "Add" and choose "Create a New Ad Account". 

2.2 Set Up Your Ad Account 

• Ad Account Name: Enter a name for your ad account (e.g., "My Business 
Ads"). 

• Time Zone: Select the time zone where your business is located. 
• Currency: Choose the currency you want to use for billing (this is important 

as you’ll be charged in this currency). 
• Click "Next". 

2.3 Assign People to Your Ad Account 

• Select the people who will have access to the ad account (you can assign 
yourself or others within your business). 

• Set their roles (Admin, Advertiser, Analyst). 
• Click "Assign". 

 

Step 3: Set Up Payment Method 

In order to run ads, you need to add a payment method to your Facebook Ads 
account. 

3.1 Go to Payment Settings 

• In Business Settings, under "Payment Settings", click on "Payment 
Methods". 

• Click "Add Payment Method". 
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3.2 Enter Payment Information 

• Facebook offers several payment methods, including: 
o Credit/Debit cards 
o PayPal (in some countries) 
o Bank account or direct debit (depending on your country) 

• Enter the required details and click "Continue". 

3.3 Confirm Payment 

• Once you've added your payment method, you'll see it listed in the Payment 
Settings. You’re now ready to start running ads! 

 

Step 4: Create Your First Facebook Ad 

With your ad account set up and payment method linked, you can now create your 
first Facebook ad. 

4.1 Go to Ads Manager 

• Navigate to Facebook Ads Manager: 
https://www.facebook.com/adsmanager. 

• Click "Create" to start a new ad campaign. 

4.2 Choose Your Campaign Objective 

Facebook offers a variety of campaign objectives depending on your goals. These 
include: 

• Awareness: For brand awareness and reach. 
• Consideration: For traffic, engagement, app installs, video views, lead 

generation, etc. 
• Conversion: For website conversions, sales, etc. 

https://www.facebook.com/adsmanager
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Select the most appropriate objective for your business. 

4.3 Define Your Target Audience 

You can define your audience based on: 

• Demographics: Age, gender, location, language, etc. 
• Interests: Hobbies, lifestyle choices, etc. 
• Behaviors: Online shopping habits, device usage, etc. 
• Custom Audiences: Retarget website visitors or upload a list of contacts (like 

emails). 
• Lookalike Audiences: Target people similar to your existing customers. 

4.4 Set Your Budget and Schedule 

• Budget: Choose between Daily or Lifetime budget. 
o Daily: The average amount Facebook will spend per day. 
o Lifetime: The total amount you’re willing to spend over the lifetime of 

your campaign. 
• Schedule: Select when you want your ad to start and end. 

4.5 Design Your Ad 

• Choose your ad format: Image, video, carousel (multiple images), slideshow, 
etc. 

• Upload your creative (images, videos) and write your ad copy (headline, 
primary text, call-to-action). 

• Use A/B testing if you want to test different variations of your ad. 

4.6 Review and Publish 

• Review your ad setup, ensuring everything is correct. 
• Once you're satisfied, click "Publish" to launch your ad. 
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Step 5: Monitor and Optimize Your Ads 

Once your ad is live, you can track its performance in Ads Manager. Facebook 
provides detailed insights such as: 

• Impressions: How many times your ad was shown. 
• Clicks: How many times users clicked on your ad. 
• Conversions: How many actions were taken after clicking the ad (like making 

a purchase). 

You can optimize ads by: 

• Adjusting your targeting: Narrowing or expanding your audience. 
• Changing your creatives: A/B test different images or headlines. 
• Adjusting the budget: Increasing or decreasing your ad spend based on 

performance. 

 

Step 6: Manage Your Facebook Ads Account 

• Account Roles: You can add other team members and assign them roles 
(Admin, Advertiser, Analyst) in Business Settings. 

• Billing & Invoices: You can review payment details, view invoices, and 
manage your billing methods in Payment Settings. 

• Ad Performance: Regularly check the performance of your ads in Ads 
Manager and make necessary adjustments to improve results. 

 

Additional Tips for Facebook Ads 

• Pixel Tracking: Implement Facebook Pixel on your website to track 
conversions and retarget visitors. The Facebook Pixel helps you optimize 
your campaigns for specific actions like purchases or sign-ups. 
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• Ad Testing: Test different ad creatives and audience segments to see what 
works best. 

• Budget Allocation: Start with a small budget and scale up once you identify 
what’s performing well. 

Business Opportunities on Instagram: 

 How to Leverage Instagram for Your Business 

Instagram has evolved beyond a simple photo-sharing platform into a powerful 
marketing and business tool. It provides multiple ways for businesses to reach and 
engage their target audience. Here are some business opportunities you can 
explore using Instagram, along with an overview of the features and options 
Instagram provides to facilitate business growth. 

 

1. Instagram Business Account: Why You Need One 

To fully leverage Instagram for business, you need to switch to a business account. 
A business account provides several advantages: 

• Insights and Analytics: Access to detailed data on your posts, audience, and 
overall performance. 

• Call-to-Action Buttons: Add buttons like Contact, Call, Email, or Directions 
to make it easier for customers to get in touch. 

• Promotions: Ability to run paid ads directly on Instagram. 
• Link in Stories: With more than 10,000 followers, you can add links to 

Instagram Stories, directing traffic to your website or other offers. 

How to set up an Instagram Business Account: 

1. Go to your profile settings. 
2. Tap Account > Switch to Professional Account. 
3. Choose a business category (e.g., retail, food & beverage, technology). 
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4. Add your business details (contact info, website). 
5. Start using Instagram’s business tools, such as insights, ads, and shopping 

features. 

 

2. Instagram Shopping: A Direct Sales Channel 

Instagram Shopping allows businesses to turn their Instagram profiles into an 
eCommerce store. You can tag your products in posts and stories, enabling 
customers to shop directly from your feed. 

How to Set Up Instagram Shopping: 

1. Eligibility: Ensure you meet Instagram's eligibility requirements, such as 
having a business profile, selling physical goods, and complying with 
Instagram's merchant policies. 

2. Connect to a Facebook Shop: Set up a Facebook Shop through Facebook 
Commerce Manager, as Instagram Shopping pulls product data from there. 

3. Enable Instagram Shopping: After your account is approved, go to 
Instagram’s settings, and under Business, tap Shopping. Follow the 
instructions to connect your product catalog. 

4. Tag Products: In your posts or stories, tap the product icon and choose the 
products you want to tag. 

5. Promote: Share product-focused posts to showcase your products in action 
and attract potential buyers. 

 

3. Influencer Marketing 

Instagram is a hub for influencer marketing. By partnering with influencers, brands 
can reach highly targeted audiences and improve brand awareness and sales. 
Influencers help promote products by posting reviews, tutorials, or showcasing 
how they use your products. 
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4. Instagram Ads: Paid Promotion 

Instagram offers robust paid advertising options through its integration with 
Facebook Ads Manager. You can run ads in various formats, including carousel ads, 
photo and video ads, story ads, and collection ads. Ads can appear in the feed, 
stories, explore tab, or even in shopping sections. 

Types of Instagram Ads: 

1. Photo Ads: Single-image ads that appear in the feed. 
2. Video Ads: Videos that can be up to 60 seconds long in the feed or Stories. 
3. Carousel Ads: Multi-image or multi-video ads where users can swipe 

through. 
4. Story Ads: Full-screen vertical ads that appear between Instagram stories. 
5. Collection Ads: A combination of product images that showcase multiple 

items (ideal for eCommerce). 
6. Explore Ads: Ads displayed within the Explore tab, targeting users with 

specific interests. 

• . 

 

5. Instagram Reels: Creative Short-Form Videos 

Instagram Reels is Instagram’s answer to TikTok, allowing users to create and 
discover 15-90 second videos. Businesses can use Reels for: 

• Product Demos: Show how your product works or highlight key features. 
• Behind-the-Scenes: Share how your product is made or a look behind your 

business. 
• Tutorials and Tips: Share value-driven content related to your industry. 
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Reels offers massive potential for virality due to Instagram’s algorithm, which tends 
to favor Reels content. 

How to Use Reels for Business: 

1. Open the Instagram app and swipe right to open the camera. 
2. Select Reels at the bottom of the screen. 
3. Record or upload a video (you can add music, effects, or text). 
4. Post the Reel with relevant captions and hashtags. 

 

6. Instagram Live: Real-Time Interaction 

Instagram Live allows you to interact with your followers in real-time, creating a 
unique opportunity to engage with them directly. Businesses can use Instagram 
Live for: 

• Product Launches: Showcase new products in a live demonstration. 
• Q&A Sessions: Address questions from your audience or followers about 

your products or services. 
• Events and Webinars: Host virtual events and bring people together in real-

time. 
• Behind-the-Scenes: Show real-time updates or share the making of a 

product. 

 

7. Instagram Highlights: Curate Your Content 

Instagram Highlights allow you to organize your Stories into permanent collections 
on your profile. You can use this feature to showcase: 

• Product Collections: Group your products by category (e.g., bestsellers, new 
arrivals). 

• Testimonials: Save positive reviews from your customers in highlight reels. 
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• Promotions: Create highlights for ongoing or seasonal promotions. 
• Brand Values: Show what your brand stands for, your culture, and your 

ethos. 

How to Create Highlights: 

1. Post a Story as usual. 
2. Tap Highlight when viewing your Story. 
3. Select an existing highlight or create a new one. 
4. Name your highlight and choose a cover image. 

 

8. User-Generated Content (UGC) 

User-Generated Content is any content (photos, videos, reviews) that your 
customers create. UGC is a powerful way to promote your brand, as it feels more 
authentic and trustworthy to potential customers. 

How to Encourage UGC: 

• Hashtag Campaigns: Create a branded hashtag for your followers to use 
when posting about your product. 

• Contests: Host giveaways or contests where users submit content to win 
prizes. 

• Feature Customer Posts: Repost user-generated content on your profile to 
showcase customer satisfaction and build trust. 

Instagram Integration on Your Website 

Integrating Instagram with a website and other social networks is a great way to 
connect your online presence across multiple platforms and create a more cohesive 
user experience. Here's how you can integrate Instagram with your website, along 
with other social networks, such as Facebook, Twitter, and LinkedIn: 
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A. Instagram Feed Integration 

To display your Instagram feed on your website, you can use one of the following 
methods: 

1. Using Instagram Embed Code: Instagram allows you to embed individual posts 
on your website. 

• Go to the Instagram post you want to embed. 
• Click on the three dots (…) at the top right of the post. 
• Select "Embed". 
• Copy the HTML code. 
• Paste this code into your website's HTML wherever you want the post to 

appear. 

2. Using Instagram API: You can use the Instagram Graph API to pull posts 
dynamically from your Instagram account and display them on your website. This 
requires access to the Instagram API and some backend development (e.g., using 
PHP, JavaScript, or a CMS plugin). 

3. Third-Party Plugins (for CMS like WordPress or Shopify): 

• WordPress: Plugins like Smash Balloon Social Photo Feed or 10Web Social 
Photo Feed allow you to easily integrate Instagram feeds into your website. 

• Shopify: Apps like Instafeed or Instagram Feed by Shopify enable Instagram 
feed integration without coding. 

B. Instagram Stories Integration: 

You can use third-party tools like EmbedSocial or Juicer to embed Instagram Stories 
on your website. However, note that Instagram does not officially support direct 
embedding of Stories. 
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C. Instagram Follow Button: 

To encourage users to follow your Instagram account, you can add an Instagram 
"Follow" button to your website. 

• Use Instagram’s official embed code or 
• Use third-party tools that provide easy customization for the Follow button. 

 

2. Cross-Platform Social Media Integration 

A. Facebook 

Facebook owns Instagram, so you can integrate Instagram with Facebook 
seamlessly. 

• Instagram Auto-Posting to Facebook: When posting on Instagram, you can 
automatically share the same post to your Facebook page or personal profile 
by linking the accounts in your Instagram settings. 

• Facebook Like/Share Buttons: Include these on your website to allow 
visitors to share content from your website to Facebook. 

B. Twitter Integration 

• Instagram Auto-Posting to Twitter: Unfortunately, Instagram does not allow 
for direct automatic posting to Twitter anymore (since API changes). 
However, you can share Instagram posts to Twitter manually or use third-
party automation tools (e.g., Buffer, Zapier). 

• Share Buttons: Add Twitter "Share" buttons on your website content to 
allow users to easily tweet about your website or Instagram posts. 

C. LinkedIn 

LinkedIn can also be integrated with Instagram in several ways: 
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• Auto-Post from Instagram to LinkedIn: Use third-party automation tools 
(e.g., Buffer, Hootsuite) to post content from Instagram to LinkedIn. 

• Share Links: You can add LinkedIn sharing buttons to your website to help 
users share your posts and articles on LinkedIn. 

D. Other Platforms (Pinterest, TikTok, etc.) 

You can integrate other social networks like Pinterest or TikTok using similar 
methods: 

• Sharing Buttons: Add Pinterest or TikTok sharing buttons to your website to 
encourage users to share your content. 

• Third-Party Apps: Use tools like Buffer, Later, or Zapier to manage cross-
platform posting. 

 

3. Cross-Promoting Content Across Multiple Networks 

To integrate and cross-promote content across multiple social media platforms: 

• Use Social Media Management Tools: Tools like Buffer, Hootsuite, Later, 
and Sprout Social allow you to schedule posts and publish content to 
Instagram, Facebook, Twitter, LinkedIn, and more from a single dashboard. 

• Linking Accounts: Link your Instagram to other platforms like Facebook, 
Twitter, and LinkedIn directly through the platform settings (especially for 
auto-posting). 

• Share Consistently: Regularly share content from your website to all your 
social media channels. For example, blog posts, images, or product listings 
on your website can be shared to Instagram, Facebook, Twitter, LinkedIn, 
etc., with brief descriptions or teaser content. 
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4. Tracking and Analytics 

To track your Instagram and other social media performance across your website: 

• Google Analytics: You can track Instagram traffic to your website using UTM 
parameters in the Instagram bio link or through clickable buttons on 
Instagram posts. This way, you can see how much traffic is coming from 
Instagram. 

• Social Media Insights: Use the native insights in Instagram, Facebook, 
Twitter, LinkedIn, etc., to track engagement, reach, and other metrics related 
to the content shared from your website. 

 

5. Best Practices for Integration 

• Consistency Across Platforms: Keep your branding and messaging consistent 
across all platforms, so users can easily recognize your business regardless of 
which network they are on. 

• Engage Your Audience: Encourage users to interact with your content 
through comments, shares, and likes. Also, make sure to engage back by 
responding to comments and messages. 

• Quality Content: Ensure that the content you share across Instagram, your 
website, and other platforms is of high quality and provides value to your 
audience. 
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Unit -4 

Digital Payments 

What is Digital Payment? 

Digital payments are transactions that occur via digital or online modes. This means 
both the payer and the payee use electronic mediums to exchange money. 
The meaning of digital payment is equivalent to an electronic payment. Digital 
payments use a digital device or platform to move money between payment 
accounts. They can be partially, primarily, or fully digital. 

Digital payments can take place through the Internet as well as on physical 
premises. Some examples of digital payments include buying something from e-
commerce platforms and paying for it via UPI (unified payments interface) qualifies 
as a digital payment. Similarly, if you purchase something from your local grocery 
store and choose to pay via any other payment method, that also is a digital 
payment.  

Digital Payment Examples 

Online payment method examples include: 

Mobile payment apps 

Apple Pay, Google Pay, Paypal and Samsung Pay 

Digital cards 

Credit, debit, or prepaid cards issued to a customer’s mobile or digital wallet 

Contactless payments 

Credit, debit, or prepaid cards with near-field communication (NFC) technology, 

or mobile wallets that use magnetic security transmission (MST) technology as 

qualified as contactless payments. 

https://razorpay.com/blog/what-is-upi-and-how-it-works/
https://razorpay.com/blog/different-types-of-payment-methods/
https://razorpay.com/learn/types-of-digital-wallets/
https://razorpay.com/learn/what-is-nfc-near-field-communication/
https://razorpay.com/learn/mobile-wallet/
https://razorpay.com/blog/what-is-contactless-payment/
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Bank transfers 

Direct transfers, also known as ACH transfers, are usually inexpensive or free and 

take one to three business days to execute. 

Biometric payments 

Mobile apps and other digital payment agents use biometric verification to 

authenticate transactions. For example, smartphones can send information with a 

payment request that includes biometric information. 

National Electronic Toll Collection (NETC) FASTag 

This interoperable solution uses Radio Frequency Identification (RFID) technology 

to allow individuals to make toll payments while their vehicle is in motion. 

India currently has various methods to transfer money online such as digital 
wallets, UPI, and more. However, the most commonly used online fund transfer 
method has been: 

• National Electronic Funds Transfer (NEFT) 
• Real-Time Gross Settlement (RTGS) 
• Immediate Mobile Payment Service (IMPS) 

While NEFT and RTGS were introduced by RBI (Reserve Bank of India), IMPS was 
introduced by National Payments Corporation of India (NPCI). Read further to learn 
more about these three payment systems. 

NEFT 

National Electronic Funds Transfer (NEFT) is a payment system that facilitates one-
to-one funds transfer. Using NEFT, people can electronically transfer money from 
any bank branch to a person holding an account with any other bank branch, which 
is participating in the payment system. Fund transfers through the NEFT system do 
not occur in real-time basis and the fund transfer settles in 23 half-hourly batches. 

RTGS 
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Real-Time Gross Settlement (RTGS) is another payment system in which the money 
is credited in the beneficiary’s account in real-time and on a gross basis. The RTGS 
system is primarily meant for large value transactions that require and receive 
immediate clearing. 

IMPS 

Immediate Mobile Payment Services(IMPS) is a real-time instant inter-bank funds 
transfer system managed by National payment corporation of India. IMPS is 
available 24/7 throughout the year including bank holidays, unlike NEFT and RTGS. 

NEFT, RTGS and IMPS payment systems were introduced to offer convenience and 
flexibility to the account holders. To use these online fund transfer services, the 
remitter must have the basic bank account details of the beneficiary. The bank 
account details include the beneficiary’s name and bank’s IFSC. Though all three 
payment systems are used for funds transfer, they exhibit a few differences. 

Before learning their differences, let’s first learn some basic terms revolving around 
payment systems. These terms will help in understanding the difference between 
different payment systems better. 

• Fund Transfer Limit 

The maximum and minimum amount of money allowed for transfer by each 
payment system may differ. Therefore, fund transfer value is an important factor 
in determining which fund transfer method will be appropriate for a customer. 

• Service Availability 

Some payment systems are available for 24*7 while others have specific timings. 
Payment systems that are available 24*7 allow remitters to initiate money 
transfers anytime and any day. However, the funds will settle only when the service 
is available. 

• Fund Settlement Speed 
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Different fund payment systems have different fund settlement speeds. Fund 
settlement speed here is the total time consumed to settle money from one 
account to another after the transfer has been initiated. 

• Fund Transfer Charges 

Transferring money involves charges. As per RBI, fund transfer charges for each 
payment system are decided by banks. The amount charged is based on the 
amount to be transferred, transfer speed, and other features offered by the bank. 

Although there are various other important terms, these are the few basics that 
will help you understand the difference between NEFT, RTGS, and IMPS. 

Comparison 
Category 

NEFT RTGS IMPS 

Settlement 
Type 

Half hourly batches Real-time Real-time 

Minimum 
Transfer 
Limit 

Re.1 Rs.2 lakh Re.1 

Maximum 
Transfer 
Limit 

No Limit 

However, the 
maximum amount per 
transaction is limited 
to Rs.50,000/- for 
cash-based 
remittances within 
India and Nepal under 
the Indo-Nepal 

No limit Rs.2 lakh 
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Comparison 
Category 

NEFT RTGS IMPS 

Remittance Facility 
Scheme. 

Service 
Timings 

Available 365 days 
24×7 

Available 365 days 
24×7 

Available 365 
days 24/7 

Transaction 
Charges 

No charges for inward 
transactions (at 
destination bank 
branches for credit to 
beneficiary accounts) 

  

No charges for 
inward transactions 

No Charges for 
online transactions 

Charges applicable 
for outward 
transactions for 
amount: 

Rs.2 lakh – Rs.5 
lakh: not 
exceeding Rs.25 

Above Rs.5 lakh: 
not exceeding Rs.50 

GST is also 
applicable 

Charges for 
remittance 
through IMPS 
are decided by 
the individual 
member banks 
and PPIs. The 
taxes are 
included. 

Payment 
Options 

Online and Offline Online and Offline Online 
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Digital Payment  

Digital payment is referred to as those payments that take place using the various 

types of electronic medium. These methods do not require payment to be made in 

the form of cash or providing cheque. 

There are different modes and types of digital payments that are prevalent in India, 

which are discussed in detail in the following lines. 

1. Banking Cards 

2. USSD (Unstructured Supplementary Service Data) 

3. UPI (United Payment Interface) 

4. AEPS (Aadhaar enabled Payment System) 

5. Mobile wallets 

6. Point of Sale Machines (PoS) 

7. Mobile Banking 

8. Internet Banking 

 

1. Banking Cards: Banking cards are the most widely used digital payment system 

in India. It offers a great set of features that provides convenience as well as 

security to the users. Cards offer the flexibility of making other types of digital 

payments. Customers can store card information in the mobile application and pay 

for the services using the stored card information. 

Banking cards (debit and credit cards) can be used for a variety of digital 

transactions like PoS terminals, online transactions, as a payment medium in 

mobile apps, which provide any kind of service like grocery, healthcare, rental cab 

booking, flight tickets, etc. 

The most popular cards are issued by service providers like VISA, MASTERCARD, 

RuPay, AMEX etc. 
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2. USSD ( Unstructured Supplementary Service Data): USSD is another popular 

digital payment method. It can be used for carrying out cashless transactions using 

mobile, without the need of installing any banking app. 

The good thing about USSD is that it works without the requirement of mobile data. 

The main aim of this digital payment service is to include those sections of people 

of the society who are not included in the mainstream. 

The striking feature of the USSD is that it can be availed in Hindi. The USSD can be 

used for the following types of activities: 

a. Initiating fund transfers 

b. Making balance enquiries 

c. Getting the bank statements 

3. AEPS (Aadhaar enabled payment system): AEPS can be used for all the following 

banking transactions such as balance enquiries, cash withdrawal, cash deposit, 

aadhaar to aadhaar fund transfers. All such transactions are carried out through a 

banking correspondent which is based on Aadhaar verification. 

This service can be availed if the aadhaar is registered with the bank where an 

individual has a bank account. 

4. UPI (Unified Payment Interface): UPI is the latest digital payment standard 

where the user having a bank account can transfer money to any other bank 

account using UPI based app. UPI enabled payments occur throughout the day and 

all 365 days in a year. 

Payment can be done using a Virtual Payment Address (VPA). To use UPI services 

one must have a bank account and a mobile number registered with that bank 

account. 
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5. Mobile Wallets: Mobile wallets are another popular payment option. Here the 

users can add money to their virtual wallet using debit or credit cards and use the 

money added in the wallet to perform digital transactions. 

Some of the most popular mobile wallets are PayTM, Mobikwik, PhonePe, etc. 

6. Point of Sale Terminals: PoS terminals are installed in shops or stores where 

payments for purchases can be done through debit and credit cards. There are 

variations of PoS, one which can be Physical PoS and the other one is mobile PoS. 

The mobile PoS does away with the need of maintaining a physical device. 

7. Mobile Banking: Mobile banking is a service provided by the banks through their 

mobile apps in a smartphone for performing transactions digitally. The scope of 

mobile banking has expanded extensively after the introduction of UPI and mobile 

wallets. 

Mobile banking is a term used to describe a variety of services that are availed using 

mobile/smartphones. 

8. Internet Banking: Internet banking is the process of performing banking 

transactions from the comfort of your home using a mobile phone/laptop/ desktop 

and an active internet connection. The major type of transactions can all be done 

using internet banking. 

Internet banking services can be availed round the clock and all 365 days in a year, 

which makes it a popular choice for performing digital transactions. 

 

QR Code 

QR codes are a digital tool that can be used for a variety of financial purposes, 
including: 
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• Payments: QR codes can be used to make payments quickly and securely using 
mobile wallets. For example, customers can scan a QR code to pay for something 
using a mobile wallet like PayZapp.  

• Peer-to-peer payments: QR codes can be used to send money between people, 
either in-person or remotely.  

• Loan applications: QR codes can be used to apply for loans by submitting required 
documents online.  

• Identity verification: QR codes can be used to verify a person's identity.  

• Financial account management: QR codes can be used to manage financial 
accounts.  
QR codes can also be used to access information on products and tickets, and to 
ensure traceability.  

QR codes can help to improve the customer experience and streamline workflow 
in the banking sector. They can also help to make financial transactions more 
secure and speed them up.  

Merchants should regularly refresh their QR codes to ensure that they haven't been 
altered by unauthorized individuals 

Benefits of Digital Payments 

Following are some of the most important benefits of using digital payments: 

1. Transactions performed through digital payments systems are faster, easier 
and more convenient than traditional banking transactions performed 
physically by visiting the branch. 

2. DIgital transactions are cheaper than the traditional payment system. 

3. Digital payments are more rewarding as individuals can get access to a 
variety of coupons and freebies for performing digital transactions. 

4. The digital transactions leave behind a definite track of the complete 
transaction which is helpful to trace payments. 
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5. Digital payment systems such as PayTM help in payment of electricity, 
broadband, gas and recharges for phone and DTH. 
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Unit-5 

Creating a business account on YouTube is an essential step for brands and 
businesses looking to grow their presence on the platform. YouTube offers several 
features that are perfect for businesses, such as brand channels, advertising, and 
detailed analytics. Here's a step-by-step guide to creating a business account on 
YouTube: 

 

1. Create a Google Account 

Since YouTube is owned by Google, you need a Google Account to set up a business 
account on YouTube. If you already have a Google account (such as Gmail), you can 
use it for YouTube. If not, follow these steps: 

1. Go to Google Account Creation. 
2. Fill in the required information (name, email address, password). 
3. Follow the prompts to complete the account setup. 
4. Once done, you’ll have access to all Google services, including YouTube. 

 

2. Set Up Your YouTube Brand Account 

A YouTube Brand Account is ideal for businesses because it allows you to have a 
YouTube channel without associating it directly with a personal Google Account. A 
Brand Account also allows multiple people to manage the channel (with different 
roles and permissions). 

To create a Brand Account on YouTube: 

1. Sign in to YouTube: 
o Visit YouTube.com. 
o Sign in with your Google Account. 

https://www.youtube.com/
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2. Create a YouTube Channel: 
o After signing in, click on your profile icon (top right). 
o Select "Your Channel". 
o You will be prompted to create a channel. Choose the option to create 

a "Brand Account". 
3. Name Your Channel: 

o Pick a name that represents your business, product, or brand. This is 
how your business will appear on YouTube. 

o For a business, it’s essential to use your brand’s name rather than a 
personal name. 

4. Customize Your Channel: 
o After creating the channel, YouTube will take you to your new 

YouTube Studio. Here, you can add more details to customize the 
channel: 

▪ Profile Picture: Upload your company logo (at least 800 x 800 
px for a clear, professional look). 

▪ Channel Banner: Add a banner image (recommended size: 2560 
x 1440 px). 

▪ Channel Description: Write a brief but engaging description 
about your business and what content viewers can expect. 
Include keywords relevant to your business for better 
discoverability. 

▪ Links: Add links to your website and social media profiles. These 
links will appear on your channel's banner. 

 

3. Verify Your YouTube Account 

To access advanced features such as custom thumbnails, live streaming, and 
monetization options, you'll need to verify your YouTube account: 

1. Sign in to YouTube. 
2. Go to your YouTube Studio. 
3. In the Settings menu, choose Channel > Status and Features. 
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4. Click "Verify" next to the verification section. 
5. Enter your phone number to receive a verification code. 
6. Once verified, you’ll gain access to extra features like custom thumbnails and 

live streaming. 

 

4. Add Team Members (Optional) 

If you have a team working on your YouTube channel, you can grant them access 
to manage the business account. 

1. Go to YouTube Studio. 
2. In the left-hand menu, select Settings > Permissions. 
3. Click on Invite to add team members and assign them roles (Manager, Editor, 

Viewer, etc.). 

 

5. Set Up Branding Features (Optional) 

You can enhance your business’s presence on YouTube with several branding tools: 

A. Add a Watermark to Videos 

You can add a watermark to your videos to promote your brand: 

1. Go to YouTube Studio. 
2. Click on Customization > Branding. 
3. Upload a watermark image (usually your logo) and choose when it should 

appear on videos. 

B. Custom Thumbnails 

Custom thumbnails give you control over how your videos appear in search results 
and on your channel: 
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1. Go to YouTube Studio. 
2. Click on Content and select a video. 
3. Click Edit and upload a custom thumbnail image. 

C. Create Playlists 

Group your videos into playlists to organize content for different audiences: 

1. Go to your channel's homepage. 
2. Select Playlists and click New Playlist to categorize content. 
3. You can create playlists based on product categories, tutorials, events, etc. 

 

6. Create and Upload Videos 

Once your channel is set up, it’s time to create and upload content. Make sure your 
videos align with your business objectives and your audience’s interests. 

1. Video Content: Create videos that provide value to your audience, such as: 
o Product demos and tutorials 
o Behind-the-scenes content 
o Customer testimonials or success stories 
o Thought leadership or industry insights 
o Event promotions or company updates 

2. Upload Video: 
o Click the camera icon (with a "+" sign) on the top right of YouTube. 
o Select Upload Video and follow the prompts to upload your content. 
o Add a compelling title, description, and relevant tags to optimize your 

video for search. 
3. Optimize for SEO: Use keywords in your video titles, descriptions, and tags 

to help your videos appear in search results. 
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7. Monetize Your YouTube Channel (Optional) 

Once you’ve built a substantial audience, you can monetize your channel through 
YouTube’s Partner Program, which allows you to earn revenue from ads, 
memberships, and Super Chats. Here’s how to get started: 

1. Meet YouTube’s eligibility requirements: 
o 1,000 subscribers. 
o 4,000 watch hours in the last 12 months. 

2. Apply to the YouTube Partner Program: 
o Go to YouTube Studio. 
o Click on Monetization in the left-hand menu. 
o Follow the steps to apply for monetization and connect an AdSense 

account. 

 

8. Track Performance Using YouTube Analytics 

YouTube provides robust analytics to help you understand how your videos are 
performing and who’s watching your content. Here’s how to access and use it: 

1. Go to YouTube Studio. 
2. Click on Analytics in the left-hand menu. 
3. Analyze metrics like watch time, views, engagement, traffic sources, and 

audience demographics. 

 

9. Promote Your Channel 

To grow your business on YouTube, you'll need to promote your channel and 
content through various methods: 

• Share Videos on Social Media: Promote your YouTube videos across your 
other social networks like Facebook, Instagram, and Twitter. 
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• Embed Videos on Your Website: Add videos to relevant pages on your site 
to keep visitors engaged. 

• Collaborate with Influencers: Partner with influencers or brands that align 
with your business to increase exposure. 

 

YouTube Analytics: 

YouTube Analytics provides you with insights into how your content is performing 
on the platform. It’s a powerful tool that allows you to track audience behavior, 
monitor video performance, and adjust your strategy accordingly. Here’s how you 
can use YouTube Analytics effectively. 

How to Access YouTube Analytics 

1. Sign in to YouTube: Log into your YouTube account and navigate to your 
YouTube Studio. 

2. Go to Analytics: In the left sidebar of YouTube Studio, click on Analytics. 
3. Overview Page: This is the default page when you open Analytics, giving you 

a snapshot of your channel's performance. 

How to Use YouTube Analytics to Improve Your Channel: 

• Optimize Content: Use the "Audience Retention" report to see where people 
drop off in your videos. If a large portion of viewers stop watching before the 
video ends, you can adjust your content strategy to make your videos more 
engaging. 

• Test Thumbnails and Titles: If your CTR is low, experiment with different 
thumbnails, titles, and descriptions to increase your click-through rate. 

• Posting Time: Analyze the “When your viewers are on YouTube” report to 
upload videos at the optimal times when your audience is most active. 

• Audience Demographics: Tailor your content based on the age, gender, and 
location of your viewers. For example, if your audience skews younger, you 
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might consider incorporating trends or challenges that appeal to a younger 
demographic. 

• Promotion Strategy: Use the “Traffic Sources” report to see where your 
viewers are finding your content (i.e., search, suggested videos, social 
media). Focus on promoting your videos through those channels. 

 

YouTube Advertising: 

YouTube Advertising allows businesses to promote their content through paid ads 
on YouTube videos. Ads can be shown before, during, or after videos, or as banner 
ads. With YouTube advertising, you can target specific audiences and measure the 
performance of your campaigns. 

Types of YouTube Ads 

1. TrueView Ads (Skippable and Non-Skippable): 
o TrueView Skippable Ads: These ads allow users to skip after 5 

seconds. You only pay if the viewer watches at least 30 seconds of the 
ad or interacts with it. 

o TrueView Non-Skippable Ads: These ads play in their entirety before 
or during a video. They are usually 15-20 seconds long and cannot be 
skipped. 

2. Bumper Ads: 
o Bumper ads are 6-second non-skippable ads. They’re short and often 

used to drive brand awareness or remind people about a product or 
event. 

3. Overlay Ads: 
o These are semi-transparent ads that appear on the lower portion of a 

video, usually on the desktop version of YouTube. 
4. Display Ads: 

o These ads appear on the side of the YouTube video player when 
watching a video on desktop. 

5. Sponsored Cards: 
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o Sponsored cards display content that is relevant to the video being 
watched. For example, if you're watching a product review, you might 
see a sponsored card linking to the product’s purchase page. 

6. YouTube Shorts Ads: 
o You can run ads specifically within YouTube Shorts. These ads are in 

the form of skippable video ads that appear before or during the 
Shorts content. 

 

How to Set Up YouTube Ads (via Google Ads) 

1. Create a Google Ads Account: 
o If you don’t already have one, go to Google Ads and sign up. 

2. Link Your YouTube Channel to Google Ads: 
o In Google Ads, go to Tools & Settings > Linked accounts > YouTube. 
o Add your YouTube channel to your Google Ads account. 

3. Create a New Campaign: 
o In Google Ads, click on the Campaigns tab and select + New Campaign. 
o Choose a campaign goal, like "Brand awareness and reach," or 

"Website traffic." 
o Select YouTube Video as the campaign type. 
o Choose the sub-type, such as Skippable in-stream ad or Bumper ad, 

depending on your preference. 
4. Set Campaign Settings: 

o Budget: Define your daily or total campaign budget. 
o Targeting: You can target based on demographics, interests, 

keywords, topics, locations, devices, etc. 
o Ad Placement: Choose where your ads will appear—on YouTube 

search results, on specific videos, or across YouTube’s display network. 
5. Create the Video Ad: 

o Upload the video that you want to use for the ad (it must be hosted 
on YouTube). 

o Add a compelling call to action and link it to a landing page if 
necessary. 

https://ads.google.com/
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6. Launch the Campaign: 
o Review your settings and click "Publish" to launch your YouTube ad 

campaign. 

Email Marketing: A Comprehensive Overview 

Email marketing is a direct digital marketing strategy that involves sending emails 
to a group of recipients with the aim of promoting products, services, or content, 
building relationships, and increasing conversions. It's a powerful tool for 
businesses of all sizes, offering a direct way to communicate with your audience. 
Whether you're aiming to nurture leads, boost sales, or increase brand awareness, 
email marketing is one of the most cost-effective and result-driven channels. 

In this guide, we’ll cover: 

• The basics of email marketing 
• Best practices for crafting successful email campaigns 
• Types of emails used in marketing 
• Key metrics for measuring performance 
• Advanced strategies for optimizing your email marketing efforts 

 

What Is Email Marketing? 

Email marketing is the process of sending targeted messages to a specific group of 
people using email. The messages can vary in nature, from promoting new products 
to offering discounts, newsletters, or personalized offers. 

It is often used as part of a broader digital marketing strategy, which may include 
SEO, content marketing, social media, and paid advertising. 
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Types of Email Marketing Campaigns 

1. Welcome Emails 
o Purpose: Sent when a user subscribes to your email list or makes an 

initial purchase. This is your first point of contact with them. 
o Goal: To introduce your brand, build trust, and set expectations for 

future emails. 
o Best Practice: Personalize the message and set expectations for how 

often emails will be sent and what content subscribers will receive. 
2. Newsletter Emails 

o Purpose: Periodic emails that contain updates, news, and valuable 
content. 

o Goal: To maintain ongoing communication with subscribers and keep 
them engaged. 

o Best Practice: Ensure your newsletters are informative, visually 
appealing, and mobile-friendly. 

3. Promotional Emails 
o Purpose: Promote specific products, services, or events, often with a 

time-sensitive discount or offer. 
o Goal: To drive sales or conversions, or encourage customers to take a 

specific action. 
o Best Practice: Make your offer clear, and include a strong call-to-

action (CTA). Personalization increases conversion rates. 
4. Transactional Emails 

o Purpose: Automatically sent emails that are triggered by a user’s 
actions, such as order confirmations, shipping updates, and receipts. 

o Goal: Provide essential, relevant information to customers regarding 
their transactions. 

o Best Practice: Be clear and concise, ensuring the recipient receives all 
necessary details (e.g., tracking numbers or delivery times). 

5. Re-engagement Emails 
o Purpose: Sent to inactive subscribers or customers who have not 

engaged with your emails or made a purchase in a while. 
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o Goal: To win back lost or disengaged subscribers by re-engaging them 
with new offers, content, or incentives. 

o Best Practice: Use compelling subject lines, personalized content, and 
incentives (e.g., discount codes or free trials) to re-engage users. 

6. Abandoned Cart Emails 
o Purpose: Sent when a customer adds items to their cart but does not 

complete the purchase. 
o Goal: To remind the customer of their abandoned cart and encourage 

them to complete the purchase. 
o Best Practice: Include product images, persuasive messaging, and an 

incentive (e.g., free shipping) to encourage purchase. 

 

Email Marketing Campaign Analysis:  

Analyzing the effectiveness of your email marketing campaigns is crucial for 
optimizing future efforts, improving engagement, and driving conversions. Email 
marketing is one of the most cost-effective and powerful tools for businesses, and 
understanding how to track and assess its performance can significantly enhance 
your results. 

In this guide, we'll break down how to effectively analyze an email marketing 
campaign, covering key metrics, tools, best practices, and actionable insights. 

Tools for Email Marketing Campaign Analysis 

Several tools can help you analyze and optimize your email campaigns: 

1. Email Service Providers (ESPs): 
o Platforms like Mailchimp, Constant Contact, SendGrid, and Klaviyo 

provide built-in analytics to track all the essential metrics. 
o Many ESPs offer A/B testing, segmentation, and detailed reporting 

features. 
2. Google Analytics: 
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o Use UTM parameters in your email links to track how much traffic your 
email drives to your website. 

o Set up Goal Tracking in Google Analytics to monitor actions (like sign-
ups or purchases) resulting from your email campaigns. 

3. CRM Tools: 
o CRM platforms like HubSpot, Salesforce, and Zoho can provide 

insights into how email campaigns interact with your customer 
journey, helping you link email marketing performance to sales and 
conversions. 

4. Heatmaps & Click Tracking Tools: 
o Use tools like Crazy Egg or Hotjar to visualize how recipients are 

interacting with your email content, such as which parts of the email 
they click on most often. 

Email Marketing Budgeting: Cost Budgeting & Cost Control 

Effective budgeting is crucial for ensuring that your email marketing 
campaigns are both cost-effective and efficient. While email marketing 
generally has a lower cost compared to other marketing channels, there 
are still expenses involved, such as software tools, content creation, list 
management, and testing. Understanding how to allocate resources and 
manage costs effectively can help you maximize your return on 
investment (ROI). 

Here’s a detailed breakdown of cost budgeting and cost control for email 
marketing: 

 

1. Setting Up Your Email Marketing Budget 

Before diving into cost budgeting and control, it's essential to understand 
the components that contribute to an email marketing budget: 
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Key Components of an Email Marketing Budget 

1. Email Service Provider (ESP) Costs 
o Email Marketing Platforms: The bulk of your email marketing 

costs will likely be attributed to the Email Service Provider 
(ESP). Popular ESPs include: 

▪ Mailchimp 
▪ Klaviyo 
▪ ActiveCampaign 
▪ Constant Contact 
▪ SendGrid 
▪ Campaign Monitor 

o Pricing Models: Most ESPs charge based on the number of 
subscribers or the volume of emails sent per month. Pricing 
tiers often include: 

▪ Free plans (for small lists) 
▪ Pay-as-you-go plans (based on email volume) 
▪ Monthly subscription plans (based on the number of 

contacts or emails sent) 
o Estimated Costs: 

▪ For small to medium-sized businesses, you can expect 
to pay between $10 to $300/month depending on the 
platform and list size. 

▪ Larger organizations or those with large email volumes 
can spend anywhere from $1,000 to $5,000+ per month 
on ESP fees. 

2. List Building and Management Costs 
o Lead Generation Tools: Costs for tools used to build your 

email list (e.g., pop-up forms, landing pages, etc.). Tools like 
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OptinMonster, LeadPages, and Sumo offer features for list-
building. 

o Data Cleaning Tools: Maintaining a clean list is critical for 
email deliverability. You may need to invest in email list 
cleaning services such as NeverBounce or ZeroBounce to 
ensure your data is up-to-date and accurate. 

▪ Cost: List cleaning services can cost $0.01 to $0.05 per 
email for a one-time clean-up or subscription. 

3. Creative and Content Production 
o Design and Copywriting: Creating visually appealing and 

persuasive email content can be resource-intensive. If you 
don’t have in-house resources, you may need to hire 
freelancers or agencies for email design, copywriting, or 
content production. 

▪ Copywriting Fees: Freelance copywriters charge around 
$50 to $150 per hour, or $300 to $1,500 per email 
campaign depending on the length and complexity. 

▪ Design Fees: Freelance graphic designers or agencies 
may charge between $100 and $1,000 per email 
template design. 

4. Automation and Workflow Tools 
o Setting up automated email sequences (e.g., welcome emails, 

abandoned cart emails, post-purchase follow-ups) may 
require additional tools for workflow management or 
integration. 

▪ Cost: Some ESPs include automation as part of their 
core offering, while others may charge extra. Expect to 
pay $50 to $500 per month for advanced automation 
features, depending on your platform and business size. 

5. Testing and Optimization Costs 
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o A/B Testing: To improve email performance, you may need 
to budget for A/B testing tools and analytics platforms to 
analyze different subject lines, content, designs, and CTAs. 

▪ Cost: A/B testing is often included in the pricing of many 
ESPs, but if you want more advanced testing, you might 
need tools like Optimizely or Google Optimize, which 
could cost anywhere from $100 to $1,000/month. 

6. Analytics and Reporting Tools 
o Tracking Tools: Tracking open rates, click-through rates, 

conversions, and other metrics often requires advanced 
analytics. Some ESPs have built-in reporting, but you might 
need third-party tools like Google Analytics for deeper 
insights. 

▪ Cost: Google Analytics is free, but more advanced tools 
can range from $100 to $500/month for features like 
heat maps, detailed reports, or customer journey 
tracking. 

 

2. Budgeting for Email Marketing Campaigns 

Setting Campaign Objectives 

Before creating a budget, define clear campaign objectives. Whether 
your goal is lead generation, sales, or customer retention, knowing what 
you’re aiming for will guide your budget decisions. 

For example: 

• Lead Generation: You may allocate more budget for list-building tools, lead 
magnets, and social media ads to attract new subscribers. 
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• Customer Retention: You may spend more on personalized content, 
automated sequences, and advanced analytics. 

Allocating Your Budget 

1. Core Expenses 
o ESP Subscription: Budget around 40% to 60% of your email marketing 

budget for ESP fees. For example, if your total budget is 
$1,000/month, allocate around $400 to $600 to your ESP. 

o Creative Content: Allocate 20% to 30% for content creation (e.g., 
design, copywriting, testing). 

o Automation and Data Management: Allocate 10% to 20% for 
automation tools and data cleaning services. 

o Analytics and Reporting: Allocate around 5% to 10% for tracking and 
analytics tools. 

2. Example Budget Breakdown (for a $1,000/month email marketing budget) 
o ESP: $500 
o Content Creation: $250 
o List Building Tools: $100 
o Automation & Workflows: $100 
o Analytics & Testing: $50 
o Miscellaneous: $50 (for ad-hoc expenses like one-off design fees or 

special tools) 

Budgeting for Paid Email Features 

Some ESPs may offer additional paid features, such as: 

• Dedicated IPs for better deliverability 
• Advanced automation workflows 
• Higher email send limits Make sure to factor these into your budget if 

they’re necessary for your email strategy. 
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3. Cost Control for Email Marketing Campaigns 

Once you’ve set up your budget, it’s important to monitor costs and ensure that 
you stay within your financial constraints. Here are some strategies for cost control: 

Cost Control Strategies 

1. Optimize Email Frequency 
o Avoid Over-Sending: Sending emails too frequently can increase costs 

(e.g., higher monthly ESP fees) and may annoy subscribers. Focus on 
sending high-quality emails with relevant content, optimizing the 
frequency of your campaigns. 

o Use Automation: By using automated sequences, you can keep your 
email communication consistent while reducing the need for manual 
effort. 

2. Monitor ESP Usage 
o Track Subscriber Growth: As your subscriber list grows, your ESP costs 

will likely increase. Regularly monitor your list size and consider 
cleaning your list to remove inactive or bounced emails, which will 
help lower costs. 

o Switch Providers: If your email volume or list size changes 
significantly, consider switching to a more cost-effective ESP. Some 
platforms offer better rates as your list grows or if you’re paying for 
features you don’t need. 

3. A/B Testing for Cost Efficiency 
o Test Before You Scale: A/B testing subject lines, content, and CTAs is 

essential for improving email performance and ROI. Prioritize cost-
efficient tests (e.g., subject lines) before running full-scale campaigns. 

4. Outsource Wisely 
o In-House vs. Freelance: While hiring freelancers or agencies for 

content creation can be beneficial, it can also increase costs. If your 
budget is tight, consider doing some tasks in-house or using freelance 
platforms like Fiverr or Upwork to get cost-effective services. 
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o Template Usage: Invest in a good set of email templates that can be 
reused across multiple campaigns. This reduces the need for designing 
new emails every time. 

5. Use Free Tools Where Possible 
o Many tools offer free plans or trials. For example, platforms like 

Mailchimp, HubSpot, and SendGrid offer free or low-cost versions of 
their software for smaller businesses. Make sure to utilize these free 
options until your email marketing needs justify upgrading to a paid 
plan. 

6. Leverage Data Analytics 
o Cost-Effective Segmentation: Use your analytics to segment your 

audience by behavior (e.g., customers who have previously purchased, 
those who have opened previous emails). This allows you to send 
targeted, relevant emails and avoid wasteful broad-spectrum 
campaigns. 

o Refine Campaigns: Track your performance (open rates, click-through 
rates, and conversions) to identify which email campaigns work best. 
Focus your budget on the highest-performing campaigns and 
eliminate the low-performing ones. 

 

4. Tracking ROI and Adjusting Your Budget 

A key component of cost control is ensuring that you're getting a solid return on 
investment (ROI) from your email marketing efforts. 

To calculate ROI, use the formula: 

ROI=Revenue from Emails−Cost of Email CampaignCost of Email Campaign×100\te

xt{ROI} = \frac{\text{Revenue from Emails} - \text{Cost of Email 

Campaign}}{\text{Cost of Email Campaign}} \times 

100ROI=Cost of Email CampaignRevenue from Emails−Cost of Email Campaign

×100 
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For example, if you spent $1,000 on an email campaign and earned $5,000 in 
revenue, 

 


