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channels differentiates digital marketing from online advertising[8]. History The development of digital marketing is inseparable from the development 3 technology. One of the first key events occurred in 1971, when Ray Tomlinson sent the first 3 e-mail, and his technology established the platform to allow people to send and receive files through
different machines.[9] However, the most recognizable period as the start of Digital Marketing is 1990 because it was there that created the Archie search engine as a unique for FTP sites. In the 1980s, the storage capacity of computers was already large enough to store large volumes of customer information 3. Companies began to choose online
techniques, such as database marketing, 3 limited list intermediaries[10]. This type of database allows companies to more effectively track customer information, thereby transforming the relationship between buyer and seller3s. However, the manual process was not as efficient. In the 1990s, Digital Marketing was first introduced.[11] With the debut
of server/client architecture and the popularity of personal computers, Customer Relationship Management (CRM) applications became an important factor in marketing technology.[12] Fierce competition forced vendors to include more services in their software, such as marketing, sales and service applications. Vendors were also able to own huge
customer data on the Internet through eCRM software after the Internet was born. Companies will be able to update customer needs data and get the priorities of their experience. This led to the first banner ad that could be clicked to be launched on The "You Willa" campaign of AT&T, and during the first four months of their publication, 44% of the
people who saw it clicks on the announcement. [13] On the day of 2000, with the increase in the number of Internet users and the birth of the iPhone, customers began to look for products and make decisions about their needs in line first, instead which created a new problem for the marketing department of a company.[15] In addition, a survey in
2000 in the United Kingdom found that most retailers had not registered their own domain address.[16] These problems encouraged marketers to find new ways to integrate digital technology into market development. In 2007, marketing automation was developed as a response to the ever evolving marketing climate. Marketing automation is the
process by which software is used to automate conventional marketing processes.[17] Marketing automation helped companies segment customers, launch multichannel marketing campaigns, and provide personalized information for customers.,[17] based on their specific activities. In this way, users activity (or lack thereof) triggers a personal
message that is customized to the user in their preferred platform. However, despite the benefits of marketing automation many companies are struggling to adopt it to their everyday uses correctly.[18][page needed] Digital marketing became more sophisticated in the 2000s and the 2010s, when[19][20] the proliferation of devices' capable of
accessing digital media led to sudden growth.[21] Statistics produced in 2012 and 2013 showed that digital marketing was still growing.[22][23] With the development of social media in the 2000s, such as LinkedIn, Facebook, YouTube and Twitter, consumers became highly dependent on digital electronics in daily lives. Therefore, they expected a
seamless user experience across different channels for searching product's information. The change of customer behavior improved the diversification of marketing technology.[24] Digital marketing is also referred to as 'online marketing', 'internet marketing' or 'web marketing'. The term digital marketing has grown in popularity over time. In the
USA online marketing is still a popular term. In Italy, digital marketing is referred to as web marketing. Worldwide digital marketing has become the most common term, especially after selanoicidart gnitekram ed seuqofne sol a serodimusnoc sol ed satseupser sal euq nacidni gnitekraM enignE hcraeS gnisitrevdA lautxetnoC/hcraeS odagaP gnitekraM
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ne odneitrivnoc iAtse es otsE .srecneulfni omoc sodiconoc or through sophisticated SCRM software (social management of customer relations), such as SAP C4C, Microsoft Dynamics, Sage CRM and Salesforce CRM. Many universities now focus, at the master level, on commitment strategies for influencers. In summary, Pull Digital Marketing is
characterized by consumers who actively seek marketing content, while Digital Marketing Push occurs when sellers send messages without the content being actively sought by recipients. Libo advertising based on behavior is the process of collecting information about the line of a user over time, "on a specific device and on different unrelated
websites, in order to offer adapted ads to the interests and preferences of that user "[54] [55]. These ads are based on the reorientation of the site and are customized according to the behavior and patron of each user. Collaborative environment: an environment of collaboration between the organization, the provider of technological services and
digital agencies to optimize effort, exchange of resources, reuse and communications [56] can be established. In addition, organizations are inviting their clients to help them better understand how to provide services. This data source is called the user generated content. Much of this is acquired through websites of the company where the
organization invites people to share ideas that are then evaluated by other users of the site. The most popular ideas are evaluated and implemented in some way. The use of this method of data acquisition and development of new products can encourage the relationship of the organization with its client, as well as generating ideas that would
otherwise be overlooked. UGC is low -cost advertising since it is directly from consumers and can save advertising costs the organization® Data-driven advertising: Users generate a lot of data at every step they take in the path of the customer journey and brands can now use that data to activate their known audience with purchasing data-driven
program media. No Expose Expose privacy, user data can be collected from digital channels (e.g. when the customer visits a website, reads a single e-® or initiates and interacts with a brand'® mobile application, brands can also collect data from real-world customer interactions, such as visits to brick-and-mortar stores and CRM datasets and sales
engines. Also known as people-based or addressable media marketing, data-driven advertising is empowering brands to find their loyal customers in their audience and offer real-time communication 3 much more personal, highly relevant to each customer's time and actions.[57] An important consideration today ® deciding a strategy is that digital
tools have democratized the promotional landscape. Remarketing: Remarketing plays an important role in digital marketing. This practice allows merchants to publish advertisements directed against a category of interest or a defined audience, usually called web search engines speak, have searched for particular products or services or visited a
website for some 3 site. Game advertising: Game ads are ads that exist inside the computer or video games. One of the most common examples of in-game advertising is posters that appear in sports games. In-game ads can also appear as branded products such as weapons, cars, or clothing that exist as game status symbols. Six principles for the 3 of
online branding content:[58] Do not consider people as consumers; Have an editorial 3 position; Define an identity for the brand; Maintain continuity of content; Ensure regular interaction 3 the audience; Have a channel for events. The new digital age has enabled brands to target their customers who may be interested in your brand or 3 previous
browsing interests 3. Companies can now use social media to select the age range, location, 3 and interests of those who would like to see their targeted 3. In addition, based on a customer's recent search history, they can On the Internet, to see ads of similar brands, products and services, [59] this allows companies to address specific customers who
know and feel that they will benefit more from their product or service, something that had capacities limited to digital digital. it was. Tourism marketing: advanced tourism, responsible and sustainable tourism, social networks and tourism in line and geographical information systems. As a more broad -mature research field attracts a more diverse
and profounds [60] the ineffective forms of digital marketing digital marketing activity is still growing throughout the world as well as the world as they are still The main global marketing andice. A study published in September 2018 found that global disbursements on digital marketing tasks are approaching $ 100 billion. [61] Digital media continue
to grow rarely. While marketing budgets are expanding, traditional media are decreasing. [62] Digital media help brands to reach consumers to interact with their product or service in a personalized way. Five ureas, which are described as current industry practices that are often ineffective are clicks prioritizing, balanced the bove and screen,
understanding the markers, orientation, visibility, brand safety and not vian, and multiplatform medicine. [63] Why these practices are ineffective and some ways of making these aspects discuss around the following points. The prioritization clicks of the prioritization clicks refer to click ads, although advantageous when they are "simple, unpublished
and economic" for exhibition ads in 2016 it is only 0.10 percent in the United States. This means that one of every thousand click ads is relevant, therefore, it has little effect. This shows that y y adeugs2Ab amitl?A al rev a nedneit gnitekram ne satsilaicepse soL .etnatropmi se latigid n3Aicazilausiv ed soicnuna sol arap oirbiliuqge ed allatnap al y
adeuqs?Ab al ed n3Aicazilausiv al y adeuqs?Ab al rarbiliugE 136[ .n3Aicazilausiv ed soicnuna sol ed dadivitcefe al raulave arap cilc ed soicnuna rasu nebed olos on gnitekram ed of the effectiveness of this. This, in turn, disregards other marketing efforts, which establish brand value within the consumer's mind. ComScore determined through drawing
on data online, produced by over one hundred multichannel retailers that digital display marketing poses strengths when compared with or positioned alongside, paid search.[63] This is why it is advised that when someone clicks on a display ad the company opens a landing page, not its home page. A landing page typically has something to draw the
customer in to search beyond this page. Commonly marketers see increased sales among people exposed to a search ad. But the fact of how many people you can reach with a display campaign compared to a search campaign should be considered. Multichannel retailers have an increased reach if the display is considered in synergy with search
campaigns. Overall both search and display aspects are valued as display campaigns build awareness for the brand so that more people are likely to click on these digital ads when running a search campaign.[63] Understanding Mobiles Understanding mobile devices is a significant aspect of digital marketing because smartphones and tablets are now
responsible for 64% of the time US consumers are online.[63] Apps provide a big opportunity as well as challenge for the marketers because firstly the app needs to be downloaded and secondly the person needs to actually use it. This may be difficult as ¢AAAhalf the time spent on smartphone apps occurs on the individuals single most used app, and
almost 85% of their time on the top four rated apps¢AAA.[63] Mobile advertising can assist in achieving a variety of commercial objectives and it is effective due to taking over the entire screen, and voice or status is likely to be considered highly. However, the message must not be seen or thought of as intrusive.[63] Disadvantages of digital media
used on mobile devices also include limited creative capabilities, and reach. Although there are positive aspects, such as the right of the user to select product information? the digital media that creates a flexible messaging platform and the potential for direct sales[64]. MediciA 3 n between platforms The number of marketing channels continues to
grow, as mediciA 3 n practices increase in complexity. A cross-platform view should be used to unify audience 3 and media 3. Market researchers need to understand how 3 Omni-channel affects consumer behavior, although when ads are on a consumer's device this is not measured. Significant aspects of cross-platform measurement involve de-
duplication 3 understanding that an incremental level has 3 been reached with another platform, rather than offering more impressions against the people reached previously[63]. One example is A¢ A ESPN and comScore partnered on Project Blueprint finding that the sports broadcaster achieved a 21% increase in daily reach without doubling thanks
to digital advertisingA [63]. The television® n and radio industries are the unique 3 media, competing with digital advertising and other technologies. However, television advertising is not competing directly with digital advertising on the line because of the possibility of crossing platforms with digital technology. The radio also gains power through
cross-platforms, in online 3 content. Television® and radio continue to persuade and affect the audience, through multiple platforms[65]. Segmentation, visibility, brand safety, and 3 not-go-round Segmentation, visibility, brand safety, and 3 not-go-round are aspects used by marketing professionals to help defend digital advertising. Cookies are a form
of digital advertising, which are tracking tools riugnitsid riugnitsid edeup on euq ,soicnuna ed serodivres sol noc samelborp ,aicneucerf al ed n3Aisnerpmoc al ,ecnacla ed osecxe le ,socin®A setnatisiv arap satcaxeni senoicamitse ,ovitisopsid nu ed soirausu selpitl?’Am ertne ranedro ed dadicapacni al ,bew serodagevan sol ed etrap rop n3Aicanimile al
neyulcni euq saicneicifed noc ,datlucifid odnasuac ,oirotircse ed sovitisopsid sol ed When cookies have been removed and when consumers have not previously been exposed to an ad. Due to the inaccuracies influenced by cookies, demografAa in the target market are low and vary. [63] Another element, which is affected by digital marketing, is
"Viewability" or whether the ad was actually viewed by the consumer. A consumer didn't see many ads and may never reach the right demographic segment. Brand security is another issue® not whether or not the announcement occurred in the context of not being authentic or having offensive content. Recognizing fraud when an ad is exposed is
another challenge facing marketers. This is related to the non-vAofic, since premium sites are more effective at detecting fraudulent traffic, although non-premium sites are more of the problem. [63] Digital marketing channels are web-based systems & that can create, accelerate and transmit the value of the producer's product to a consumer
terminal, through digital networks. [66] [67] Digital marketing is facilitated by multiple digital marketing channels, as an advertiser's primary goal is to find channels that result in maximum bi-directional communication 3 better overall ROI for the brand. Multiple digital marketing channels are available, including: [68] Membership Marketing 3: it is
perceived that affiliate marketing 2 not considered a safe, reliable and easy means of marketing through online platforms. This is due to the lack of reliability in terms of affiliates that can produce the number demanded of new customers. As a result of this risk and bad affiliates, it leaves the brand prone to exploitation 2 in terms of claim commission3
which is not 2 honestly acquired. Legal means may offer some protection 2 this, but there are limitations on the recovery 3 any loss or investment?® A of this, affiliate marketing 2 allow the brand to market to publishers and smaller websites with smaller ones. Brands that choose to use this marketing should often be wary of such risks involved and and
be associated with subsidiaries setting out rules between the parties involved to ensure and minimize the risk involved[69]. Advertising of exhibitA 3 n - As the term implies, advertising of exhibitA 3 n on the line is concerned to show promotional messages or ideas to the consumer on the Internet. This includes a wide range of ads such as advertising
blogs, networks, interstitial ads, contextual data, search engine ads, classified or dynamic ads, etc. The mA®© can all target specific audiences by tuning in from different types of premises to see a particular ad, variations can be found as the most productive element of this mA®© all. Email marketing - Email marketing compared 3 other forms of digital
marketing is considered cheap. It's also a way to quickly communicate a message like your value proposition to existing or potential customers. However, this communication channel can 2 be perceived by recipients as annoying and irritating especially for new or potential customers, therefore, the success of e-mail marketing depends on the language
and visual appeal 3 applied. In terms of visual appeal, there are indications that the use of graphic/visual materials that are relevant to the message you are trying to send, however, less visual graphics that apply with the initial 3 emails are more effective in turn creating a relatively personal feel 3 to the single 3. In terms of language, style is the main
factor in determining how captivating ® email is. The use of a casual tone invokes a 3, gentler, and more appealing feel to e-3, compared 3 a more formal tone. Search Engine Marketing - Search Engine Marketing (SEM) is a form of Internet marketing that involves the promotion 3 websites by increasing their visibility on the of search engine results
(SERPs) mainly through paid advertising. SEM can incorporate search engine optimization, which adjusts or rewrites 3 website content and site architecture to achieve a higher ranking in the search engine Search pages to enhance pay per click (PPC) listings. Social Media Marketing - The term 'Digital Marketing' has a number of marketing facets as
it supports different channels used in and among these, comes the Social Media. When we use social media channels ( Facebook, Twitter, Pinterest, Instagram, Google+, etc.) to market a product or service, the strategy is called Social Media Marketing. It is a procedure wherein strategies are made and executed to draw in traffic for a website or to
gain the attention of buyers over the web using different social media platforms. Social networking service - A social networking service is an online platform which people use to build social networks or social relations with other people who share similar personal or career interests, activities, backgrounds or real-life connections In-game advertising
- In-Game advertising is defined as the "inclusion of products or brands within a digital game."[70] The game allows brands or products to place ads within their game, either in a subtle manner or in the form of an advertisement banner. There are many factors that exist in whether brands are successful in the advertising of their brand/product, these
being: Type of game, technical platform, 3-D and 4-D technology, game genre, congruity of brand and game, prominence of advertising within the game. Individual factors consist of attitudes towards placement advertisements, game involvement, product involvement, flow, or entertainment. The attitude towards the advertising also takes into account
not only the message shown but also the attitude towards the game. Dependent on how enjoyable the game is will determine how the brand is perceived, meaning if the game isn't very enjoyable the consumer may subconsciously have a negative attitude towards the brand/product being advertised. In terms of Integrated Marketing Communication
"integration of advertising in digital games into the general advertising, communication, and marketing strategy of The company "[70] is important, since it results in greater clarity on the brand/product and creates a general general effect. Pa%blicas in line: the use of the Internet to communicate with potential and current customers in the & Pablico
mbit. Video advertising - This type of advertising in digital media. Over time. [71] Lénea video advertising generally consists of three types: Roll ads that are reproduced before the video is seen, the ads in half roll that are reproduced during the video, or ads after the roll that reproduces after the video is seen. [72] It was shown that the ads after the
roll have a better brand recognition in relation to the other types, where "congruence/incongruity of ad- context play u n Important paper to reinforce the memorability of AD ". [71] Due to the selective attention of the spectators, there is the probability that the message can There is so much a difficulty to try to avoid them. The way in which a
consumer interacts with the line advertising can reach three stages: prior attention, attention and decision -making. brand/business. These consist of a length, position and adjacent video content that directly affect the effectiveness of advertising time produced, [71] therefore, manipulating these variables will give different results. The duration of the
announcement has proven to affect the memorability, where greater duration result in greater brand recognition. [71] This type of advertising, due nos nos n©Aibmat soicnuna sotsE ]17[ .acram al ed avitagen n3Aicpecrep anu odnaerc ,adidavni o adipmurretni odneis iAtse aicneirepxe us euq atneis rodimusnoc le euq elbaborp se ,rodatcepse led
n3Aicpurretni ed azelarutan us shared by the viewers, adding to the attractiveness of this platform. Sharing these videos can be equated to the online version of word by mouth marketing, extending number of people reached.[75] Sharing videos creates six different outcomes: these being "pleasure, affection, inclusion, escape, relaxation, and control".
[71] As well, videos that have entertainment value are more likely to be shared, yet pleasure is the strongest motivator to pass videos on. Creating a ¢AAAviral¢AAA trend from a mass amount of a brand advertisement can maximize the outcome of an online video advert whether it be positive or a negative outcome. Native Advertising - This involves
the placement of paid content that replicates the look, feel, and oftentimes, the voice of a platform's existing content. It is most effective when used on digital platforms like websites, newsletters, and social media. Can be somewhat controversial as some critics feel it intentionally deceives consumers.[76] Content Marketing - This is an approach to
marketing that focuses on gaining and retaining customers by offering helpful content to customers that improves the buying experience and creates brand awareness. A brand may use this approach to hold a customer¢AAAs attention with the goal of influencing potential purchase decisions.[77] Sponsored Content - This utilises content created and
paid for by a brand to promote a specific product or service.[78] Inbound Marketing- a market strategy that involves using content as a means to attract customers to a brand or product. Requires extensive research into the behaviors, interests, and habits of the brand's target market.[79] SMS Marketing: Although the popularity is decreasing day by
day, still SMS marketing plays huge role to bring new user, provide direct updates, provide new offers etc. Push Notification: In this digital era, Push Notification responsible for bringing new and abandoned customer through smart segmentation. Many online brands are using this to to to etnematelpmoc n3Aicces anu yah n©AibmaT .satuap sal ed
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selbanozar sovitom yah odnauc olos etnematcerid neuginumoc es gnitekram ne satsilaicepse sol euq arap necelbatse es setimAl soL ;rodednev nu ed aicneulfni o lortnoc le ojab iAtse y It is relevant that the analysis used for the KPIs is customized with the type, objectives, misiA 3 n and visiA 3 n of the company. [88] [89] Companies can look for
marketing and sales opportunities by reviewing their own scope, as well as beat. This means that they have a competitive advantage because they can analyze their influence of markets and brand associations. [90] To take advantage of the opportunity, the company must summarize the people of its current customers and buy a trip of this, they can
deduce their digital marketing capacity. This means that they must form a clear image of the day they are currently and how many resources can be assigned for their digital marketing strategy, that is, labor, time, etc. That will meet the objectives or propose new objectives and increase the profits. 2) Strategy to create a planned digital strategy, the
company must review its digital proposal (which is offering consumers) and communicate it using techniques of guidance of digital clients. Therefore, they must define the value proposition in Lanea (OVP), this means that the company must clearly express what it is offering to customers in line, p. brand positioning. The company must also be (re)
select segments and characters from the target market and define digital orientation approaches. After doing this effectively, it is important to check the marketing mixture for line options. The marketing mix includes the 4PS product, the price, the price, the promotion and the place. [91] [92] Some academics have added three additional elements to
the traditional marketing process, place and physical appearance, which makes it 7ps of marketing. [93] 3) Accién The third and last stage requires that the company establish a budget and management systems. These must be measurable contact points, such as the audience achieved on all digital platforms. In addition, marketing specialists must
ensure that the budget and management systems are integrating the paid, owners and cattle of the company. [94] The action and the final stage of the planning also require Compavament establishes the creation of measurable content, p. Oral, visual or liber media. [95] After confirming confirm The digital marketing plan, a scheduled digital
communications format (e.g., Gantt Chart), must be encoded in the company's internal operations. This ensures that all platforms used are aligned and complementary to each other for later stages of the digital marketing strategy. Understanding the market in a way that marketing specialists can communicate with consumers, and understanding
their thinking process is through what is called an empatAa map. A map of empatAa is a four-step process. The first step is to ask questions that the consumer is thinking about their demografAa. The second step is to describe the feelings the consumer may be having. The third step is to think about what the consumer will say in their 3. The last step
is to imagine what the consumer will try to do according to the other three steps. This map is so that marketing teams can put themselves in their target demographic shoes. [96] Web Analytics is also a very important way of understanding consumers. They show the bits that people have in line for each website. [97] A particular form of these analyzes
is predictive analysis that helps marketing specialists calculate what route consumers are on. This uses the information 3 collected from other analyzes and then creates different predictions of what people will do so that companies can strategize on what to do next, 3 in line with people's trends. [98] Consumer behavior: the habits or attitudes of a
consumer that influence the process of buying a product or service. [99] Consumer behavior impacts virtually all stages of the purchasing process specifically in relation 2 digital environments and devices. [99] Predictive analysis: a form of data mining that involves the use of existing data J001[ ]J001[ .setneilc selbisop sol a ralifrep arap arpmoc ed
otneimatropmoc le y acram ed aicneicnoc al omoc sotibiAh sol a otcepser noc rodimusnoc led otneimatropmoc led n3Aicagitsevni al raelpme :rodarpmoc led anosreP .setneilc sol ed orutuf otneimatropmoc le ricederp a saserpme sal a raduya edeuP ]001[ .sorutuf sotneimatropmoc o saicnednet selbisop ricederp a buying person helps a company better
understand its audience and its specific needs. Marketing Strategy: strategic planning 3 used by a brand to determine the potential positioning within a market as well as the potential target audience. It involves two key elements: segmentation 2 positioning.[100] By developing a marketing strategy, a company is able to better anticipate and plan
every step in the marketing and purchasing process. Shared Economy The "shared economy" refers to an economic 2 that aims 2 obtain a resource that is not fully used[101]. Today, the collaborative economy has had an unimaginable effect on many traditional elements, such as labor, industry and the distribution system 3 n[101]. This effect is not
sinceA+able, as some industries are obviously under threat.[101][102] The collaborative economy is influencing traditional marketing channels by changing the nature of some specific concepts, such as ownership, assets, and procurement.[102] Digital marketing channels and traditional marketing channels are similar in terms3s that the value of the
product or service passes from the original producer to the end user by a kind of chain?® [103] However, digital marketing channels consist of Internet systems that create, promote and offer producer-to-consumer products or services through digital networks[104]. The increase in changes in marketing channels has 3 significantly contributed to the
expansion 3 and growth of the collaborative economy[104]. Such changes in marketing channels 3 have led to unprecedented 3 rich growth[104]. In addition to this unique approach, integrated control, efficiency and low cost of digital marketing channels are essential features in the of the collaborative economy [103]. Digital marketing channels within
the collaborative economy are divided tite on three domains, including email, social media and marketing in bysae or sem engines. [104] E-mail- a direct marketing form characterized as information, promotional information and, often, a means of managing 3 customer relations.[104] The organization may update the information 3 the activity or
promotion 2 the user by subscribing to the ticket mail received during the consumption process. Success depends on a company's ability access the contact information 3 its past, present and future customers[104]. Social Media - Social media has the ability to reach a wider audience in a shorter time frame than traditional marketing channels.[104]
This makes social media a powerful tool for consumer engagement and information dissemination®[*104]. Search Engine Marketing or SEM- Requires a more specialized knowledge of the technology embedded in online platforms.[104] This marketing strategy requires a long-term commitment and dedication 3 continuous improvement of a company's
digital presence A A .[104] Other emerging digital marketing channels, particularly brand-name mobile applications, have excelled in the sharing economy.[104] Branded mobile applications 3 specifically created to initiate engagement between customers and the company. This commitment is usually facilitated through entertainment, information 2 or
market transactions.[104] See also Digital Marketing Engineer Digital Marketing System Digital Marketing Channels in the Collaborative Economy Distributed Presence Interactive Marketing Mobile Marketing Online Advertising Pay-per-click Social Media Marketing Visual Marketing Strategy Customer Data Platform User Intention Reorientation 3
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