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Abstract: The purpose of this conceptual paper is to discuss four main different tools which are: mobile marketing, E-mail
marketing, web marketing and marketing through social networking sites, which use to distribute e-marketing promotion
and understanding their different influence on consumers` perception. This study also highlighted the E-marketing,
marketing through internet, mobile marketing, web marketing and role of social networks and their component in term of
perceptual differences and features which are important to them according to the literatures. The review of the research
contains some aspect of mobile marketing, terms like adaption, role of trust, and customers’ satisfaction. Moreover some
attributes of marketing through E-mail like Permission issue in Email in aim of using for marketing activity and key success
factor base on previous literatures.
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I. INTRODUCTION
From April 1995 to ending April 2000, was known as dot.com boom. During this 5 year period hundreds of businesses tend
to use internet as a primary means of doing their transaction with their consumers and declare themselves in public offering,
Consequently many of the firms terminated their operation and many others try to exist with adequate business change. This
subject focused by so many researchers as considerable attention issue in business world and obviously creates scholarly
activity as well as other research. Meanwhile e-tailers develop and introduce new internet base marketing aspect and as a result
new world for marketing. Internet marketing as a part of e-marketing developed about websites for business to robust and
rescale their traffic, advertisement industry, auction oriented site like eBay have been grown through word of mouth, beside
customer relation management (CRM) also gets better situation and its emphasizes gets more on personalization much more
easy than before, unless the unite concept of E-marketing has not appeared
Boughton (2005) remarked that most online advertising campaigns have two main objectives: brand development and
direct response. Selecting an appropriate marketing channel ultimately depends on which strategies will provide the greatest
ROI. Firms that offer products and services through the Web clearly stand to gain from Internet advertising because their
prospective customers are already online. Non web-based companies may choose online marketing in order to increase exposure
and promote brand. SEM allows companies to closely track their ROI from an audience acquisition standpoint.SEM delivers ads
to users who are already searching for the products or services that an advertiser is offering, meaning that theoretically, they are
only receiving qualified traffic. Unlike traditional banner ads, advertisers are charged based on the number of clicks they
receive, not on the number of impressions (number of times an ad appears). Furthermore, many marketing campaigns place a
great deal of importance on branding. PPC ads can be very effective in terms of driving home a brand name because they appear
alongside search results for thousands of different search terms.
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SEM is a form of Internet marketing that involves the promotion of websites by increasing their visibility in SERP through

optimization (both on-page and off-page) as well as through advertising (paid placements, contextual advertising, and paid
inclusions).
This paper deals the conceptual knowledge of search engine marketing or e-commerce, literature review, current and future
aspects of e-commerce in Indian context. This paper discussed about the top motivator factors of shopping online. The present
development would be a valuable addition to researcher and academicians; and useful theory for practitioners, advertisers, and
entrepreneurs. The further research areas are; the quality of sponsored ad text, ad position, Search Engine Optimization (SEO),
Page Rank, yellow pages, bid management etc.
II. LITERATURE REVIEW
Vikas Bondar, has published his article on “sales and marketing strategies”. Internet is a really good thing. The Internet
gives people a greater amount of information as we need. It is the best way to get a comparison of the products that we need. If
we are interested in buying, it is best for us to check the Web sites. Also if we would like to make our own Web page we can do
this, without paying a lot of money. From where do we set all this information? The answer is from advertising, which we see,
everywhere: on TV, on the Internet, in the newspapers and more. Year after year we get more and more new, interesting
information and in the future the Internet use will increase more than now. This article explains how internet is useful tool for
advertisement.
This form of online advertising emerged in 1998 [Fain and Pedersen 2006], rapidly has become the central business model of
the major search engines [Jansen and Mullen 2008], and is one of the most rapidly growing segments of the online marketing
area [SEMPO Research 2009]Search engine has become a necessity for people to surf the web[Hsien-Tsung Chang, 2011]. It is
a simple user interface is designed. Any user simply fills in several fields and the system makes the decision about what to find,
where to search and how to look at. The threshold of search is lowered. SEM is an internet marketing model aiming at
promoting the ranking of websites in the search engine's search results page which can make a web site introduce into more web
users and website traffic [iProspect 2008].Li-Hsing HO et. al.,(2011) explained about exploration of SEO technology applied in
internet marketing, Kesharwani and Tiwari (2011) studied the importance of website quality towards the success or failure of
any e-vendor.Khan and Mahapatra (2009) studied that the quality of internet banking (i-banking) services in India from
customer’s perspective. Malhotra and Singh (2007) carried out a research to find the i-banking adoption by the banks in India.
Thus, it is high time that India should act fast and decisively in order to use the growing electronic trade to our advantage.
III. MAJOR SEARCH ENGINE IN THE MARKET
By distinct search engines, means that search engines, portals, and websites who have alliances and who solicit bids for
paid placements from a single source are treated as one search engine. For instance, by successfully bidding for a paid link with
Overture exposes a seller to traffic from several websites, including MSN, Yahoo!, AltaVista, Info Space, All the Web and
NetZero. There are various search engines by content/topic such as Baidu(Chinese, Japanese), Bing, Blekko, Google, Sogou
(Chinese), Soso.com (Chinese), Volunia, WireDoo, Yahoo!, Yandex (Russian), Yebol, and Yodao (Chinese) Among PPC
providers, Google Ad Words, Yahoo! Search Marketing, and Microsoft adCenter are the three largest network operators, and
all three operate under a bid-based model.
IV. THE ADVANTAGE AND DISADVANTAGES OF INTERNET MARKETING
Advantages of Internet Marketing:
1.

Convenience: Internet marketing enables you to be open for business around the clock without worrying about store
opening hours or overtime payments for staff. Offering your products on the Internet is also convenient for customers. They
can browse your online store at any time and place orders when it is convenient for them.
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Reach: By marketing on the Internet, you can overcome barriers of distance. You can sell goods in any part of the country
without setting up local outlets, widening your target market. You can also build an export business without opening a
network of distributors in different countries. However, if you want to sell internationally, you should use localization
services to ensure that your products are suitable for local markets and comply with local business regulations. Localization
services include translation and product modification to reflect local market differences.

3.

Cost: Marketing products on the Internet costs less than marketing them through a physical retail outlet. You do not have
the recurring costs of property rental and maintenance. You do not have to purchase stock for display in a store. You can
order stock in line with demand, keeping your inventory costs low.

4.

Personalization: Internet marketing enables you to personalize offers to customers by building a profile of their purchasing
history and preferences. By tracking the web pages and product information that prospects visit, you can make targeted
offers that reflect their interests. The information available from tracking website visits also provides data for planning
cross-selling campaigns so that you can increase the value of sales by customer.

5.

Relationships: The Internet provides an important platform for building relationships with customers and increasing
customer retention levels. When a customer has purchased a product from your online store, you can begin the relationship
by sending a follow-up email to confirm the transaction and thank the customer. Emailing customers regularly with special,
personalized offers helps to maintain the relationship. You can also invite customers to submit product reviews on your
website, helping to build a sense of community.

6.

Social: Internet marketing enables you to take advantage of the growing importance of social media. An article on the
Harvard Business School Executive Education website highlighted the link between social networking and online revenue
growth. According to the article, a group of consumers that responded most strongly to the influence of social networks
generated increased sales of around 5 percent. You can take advantage of this type of influence by incorporating social
networking tools in your Internet marketing campaigns.
Disadvantages of Internet Marketing:
There is no actual face-to-face contact involved in the Internet communication. For the types of products that rely heavily

on building personal relationship between buyers and sellers such as the selling of life insurance, and the type of products that
requires physical examination, Internet marketing maybe less appropriate. But though there are some disadvantages which is
given below.
1.

Slow internet connections can cause difficulties. If the companies build too complex or too large websites, it will take too
long for users to check them or download them and they will get bored eventually..

2.

The e-commerce doesn’t allow the user “to touch” the merchandise before purchasing it. Because of this, some salesmen
are starting to guarantee the possibility of returning the product. In Germany, where a law that regulates e-commerce and
guarantees the customers the total refund of the money exists since 2000, the electronic commerce is very popular.

3.

Other factor is the payment: many users still don’t trust in the electronic methods of paying and give up buying online
because of this.

4.

One of the major disadvantages may be the lack of trust of the users because of the constant virtual promotions that appear
to be frauds. This is an aspect that deteriorates the image and reputation of quality and honest companies.

5.

Other disadvantage is the cash on delivery system, since it doesn’t guarantee the 100% purchase of the product. This is also
the case of thousands of users that dedicate themselves to daily mock big companies by ordering on the internet using false
identities.
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V. CONCLUSION AND RECOMMENDATIONS

This paper deals the conceptual knowledge of search engine marketing or e-commerce, literature review, current and future
aspects of e-commerce in Indian context. This paper discussed about the top motivator factors of shopping online. The present
development would be a valuable addition to researcher and academicians; and useful theory for practitioners, advertisers, and
entrepreneurs.

Some of the disadvantages of e- Marketing are dependability on technology, Security, privacy issues,

Maintenance costs due to a constantly evolving environment, Higher transparency of pricing and increased price competition,
and worldwide competition through globalization. While considering the aforesaid limitations; advertisers and end-users can
effectively use this modern platform to make life easier and faster In the next 3 to 5 years, India will have 30 to 70 million
Internet users which will equal, if not surpass, many of the developed countries. Internet economy will then become more
meaningful in India.
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