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Abstract 

 
The present article explores the issue of electronic marketing, or e-marketing, and its tactics, 

possibilities, and digital difficulties as one of the most effective and powerful means of 

reaching a wide audience. E-fundamental marketing's ideas, characteristics, phases, methods, 

propagation causes, benefits, and drawbacks are all explored. Descriptive methodology was 

used for the investigation. The most essential takeaways from the study were that e-marketing 

is an absolute requirement in the modern period due to the prevalence of the Internet and e- 

management, and that e-marketing can only be successful if it relies on correct tactics that have 

been well investigated. Research has also shown that there is no one best strategy, and that 

several strategies may be utilised within the same organisation in response to changes in the 

internal and external environments of the business. Instead, an organization's response to its 

environment and its stated goals necessitates the adoption of one strategy over another; the best 

strategy to employ should be selected after careful consideration of the inputs and outputs of 

data, as well as the veracity and feasibility of the stated goals. Evidence from this study also 

shows that there are several prospects open to those that use e-marketing tactics, including the 

chance to get an upper hand in the marketplace. To create a digital marketing plan, where 

do you even begin? In spite of the widespread recognition among today's organisations 

of the critical role played by digital and mobile channels in client acquisition and 

retention, this issue persists. However, they haven't developed a comprehensive 

strategy to facilitate digital transformation, boost corporate development, and enhance 

online audience engagement.provide 10 instances of digital marketing, along with 

suggestions on how to improve your plan in 2023. 

Keywords: digital setting; digital marketing; digital marketing strategies; digital marketing opp 

ortunities; digital marketing challenges; e-marketing 

 
Introduction 

JOURNAL OF INTERNATIONAL MANAGEMENT (ISSN NO: 1075-4253) VOLUME 28 ISSUE 2 2022

PAGE N0: 32



 

 

In light of the rapid advancements in ICT, several organisations are rushing to adopt 

cutting-edge methods of management and administration. The Internet has had a 

profound effect on communication and information sharing, allowing for the 

simplification of many services including, among others, the facilitation of commercial 

exchanges and the improvement of connections with consumers and agents. It's a two- 

way street for communication between businesses and their clientele, as well as 

between clients themselves. To rephrase, it's a cornerstone of the marketing process 

since it facilitates a novel method of interaction with consumers, which in turn boosts 

revenue. Due to the widespread adoption of the Internet, most businesses now employ 

electronic marketing to conduct a variety of commercial activities, including but not 

limited to purchasing, selling, and trading. These businesses are looking to take 

advantage of the many benefits that have resulted from the development in popularity 

of the Internet and the rise in the number of available services that can be accessed via 

search cues and networks. Moreover, technical gadgets have firmly established 

themselves as a primary fulcrum around which growth and rivalry pivot, particularly 

considering that the vast majority of the world's most influential and prosperous 

institutions are in charge of these same gadgets. Due to the importance of the 

transaction market in the growth and accomplishment of contemporary organisations, 

e-marketing has become a dominant modern idea. The success of e-marketing and the 

attainment of organisational objectives in the modern digital sphere depend on this 

stage, which requires the application of a wide range of talents and a high degree of 

efficiency on the part of the business. As a result, we will be aiming to address the 

following concerns during the course of this study. 

 
Review of Literature 

 
Numerous studies have addressed e-marketing in general because of its popularity, 

growth, and novelty, but few have focused on the limitations and difficulties inherent to 

the field. Haddad and coworkers is one group whose research deserves attention 

(2021). Researchers in the Greater Amman area looked at how online purchasing had 

altered locals' habits. They paid special attention to how changes in these areas—along 

with income and other incentives and restrictions—affect Jordan's consumers. They 

refer to gender, age, socioeconomic position, and degree of education as "demographic 

variables." When they talk about "income level and incentives," they're referring to 
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things like being able to get the information they need quickly, spending less overall, 

and having more options to choose from when making a purchase. By "limitations," 

they mean things like not knowing how to use the internet, having a high cost of 

communication, not trusting the online seller, and not finding any joy in online buying. 

Based on their findings, they concluded that the Jordanian consumer's confidence in 

online transactions is low, and that high internet connection prices discourage its 

adoption. The benefits of internet purchasing are well-known, yet consumers still face 

more roadblocks than rewards. As a result, they suggested finding other payment 

methods and segmenting the market depending on demographics, with a particular 

emphasis on privacy and security. Different facets of e-marketing were discovered to 

have varying effects on tourist behaviour. The accuracy of the material was the most 

important factor, whereas personalisation had little effect on visitors. Second, the effect 

of the cost was considered. Prices, ease of use of the website, and the reliability of the 

information provided had a greater impact on the visitors' preferences toward the 

mental aspect of their trip. In other words, the means of payment and the accuracy of 

information had the most impact on the behaviour patterns of tourists, whereas the 

former had the greatest impact on the latter.Dr Naveen Prasadula (2022) introduced the 

concept of "online marketing," which comprises promoting and selling products via the 

use of the Internet and other forms of interactive and virtual media. The research 

highlighted several forms of internet marketing with an emphasis on how their 

respective impacts on marketing practise might be measured. The research discovered 

chances for marketing as a result of the introduction of this new virtual area, but also 

highlighted limitations such as security and privacy issues. 

 

Study of Objectives 
 

 
The primary goals of the research are as follows: 

• Clarifying the nature of e-marketing and the key components that support it. 

Defining what the goals of the online advertising campaign are and how they work 

together. 

• Discussing the many e-marketing approaches that have been used. 
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• Elaborating on the most crucial steps taken during the creation of these strategies, 

apart from the criteria used to choose them and the processes by which they are 

implemented. 
 

Importance of the Research 
 

 
Worldwide, inflation is skyrocketing. In June, the United States saw its highest 

unemployment rate in four decades, at 9.1%; in subsequent months, the rate remained 

elevated, at 8.5% and 8.3%, respectively. The Bank of England's base rate has risen 

from 0.25 percent at the start of 2022 to 2.25% as of, September 2022.This study's 

significance comes in the fact that it deals with an issue that is both urgent and topical: 

the strategic side of e-marketing. Since the Internet has become a strategic tool for 

many businesses, this theory recognises that advances in communication technology 

may substantially assist in promotional efforts. It allows businesses to learn about a 

customer's preferences and interests via direct interaction.Conversely, similar 

approaches need to face obstacles in the digital realm in order to succeed. 

Methodology and Design of the Study 
 
 

The research begins by defining the fundamental principles involved in electronic marketing, o 

utlining its benefits, laying out its many phases, and describing its various procedures. It then m 

oves on to discuss the factors that have led to the proliferation of emarketing, highlighting both 

its benefits and drawbacks, as well as the strategies necessary for emarketing, the skills necessa 

ry to implement these strategies, and the difficulties e- 

marketing presents in underdeveloped nations. 
 
 

The Financial Times index shows that inflation is also having an effect in Europe and East 

Asia. The ripple effects of inflation are global in scope. 
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Therefore, it is crucial for companies to consider how this worldwide phenomena may 

affect Their clientele, operations, offerings, and workforce. 

 

The six cornerstones of successful digital advertising 

As I advocate in my digital strategy training and consultancy, and as shown in our free 

template, digital activities may be categorised into six distinct buckets, each of which 

need dedicated management attention to get optimal outcomes. 

 

 
How many distinct flavours of online advertising exist today? 
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The six pillars of marketing we've developed are a taxonomy of marketing efforts that c 

an be broken down into three groups: (1) creating brand awareness, (2) building brand l 

oyalty, (3) converting leads into sales, and (6) closing sales.One person, like a digital m 

arketing manager, may handle everything in a smaller company, whereas in a bigger co 

mpany, many people might be assigned to each pillar.Specifically, these six categories i 

nclude:Strategic planning and leadership (or management): 

Objectives: data analysis and strategy formulation (including segmentation, targeting, a 

nd brand positioning); coordinated marketing and sales efforts; adequate human and fin 

ancial resources; an organised and efficient marketing and sales infrastructure; and an a 

ccurate accounting of all relevant marketing activity.Objectives and metrics: Projection 

models, digital reporting with Key Performance Indicator dashboards, attribution, and c 

lient perception 

 
In what ways does digital marketing for businesses and consumers vary? 

Even while digital platforms like Facebook (Meta) and Google (Alphabet) are among 

the most well-known names in the world, many of the most successful brands today are 

business-to-business rather than consumer. Many B2C organisations also provide 

services to B2B clients.We at Smart Insights designed our RACE Marketing planning 

framework to be equally effective in business-to-business and business-to-consumer 

settings. This is because it unifies the whole consumer journey (reaching out, taking 

action, converting, and engaging) in the digital realm. To learn more, feel free to make 

use of our digital marketing strategy template. 
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Because of this, it is more crucial than ever to have a distinct digital marketing plan that is linke 

d and connected with your marketing and company strategy to grow in digital maturity. 

Added Benefits, Timelines, and Mechanisms of E-Marketing 
 
 

The difficulties of online advertising 

From my observations, one of the most prevalent problems when developing a digital 

marketing strategy is not knowing where to begin. A big report may be expected, but 

we've found that less is more when it comes to strategic planning. That's why we built 

the RACE Framework to operate with all of our Learning Paths so you can formulate a 

unified approach.Don't worry about writing a novel; a strategy may be stated on two or 

three sheets of A4 with a table connecting digital methods to SMART goals inside our 

OSA Framework. As a Business Member, you can count on our help to ensure a 

flawless launch. 
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Half of the businesses surveyed for our study Managing Digital Marketing 2020 have n 

o formal digital marketing plan. Nonetheless, the vast majority of those that do have inc 

orporated it into their marketing plan (the second step mentioned above).The first step t 

oward a fully integrated approach is the fact that just roughly 1 in 8 people are still utili 

sing a standalone digital document. 

 
 
 

 
Many businesses in this sector make excellent use of digital media, and could be seeing 

even more success from their efforts in search, email, and social media marketing.How 

ever, I'm also certain that many are losing out on chances for greater integration and/or 

dealing with the additional difficulties I'll mention below. Perhaps bigger companies, w 
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ho have a more pressing need for governance, are most affected by the issues listed bel 

ow.After speaking with several company owners and marketers, I have concluded that 

a twostep process is optimal for developing a digital strategy.At first, it's necessary to d 

evelop a strategy for digital marketing specifically. Because it lays out the advantages a 

nd disadvantages, this helps garner support and consensus. Starting with welldefined ob 

jectives and plans is an excellent first step toward achieving success in the digital realm 

.Secondly, digital becomes an essential part of the marketing plan, a "business as usual" 

function. However, outside of certain methods, there is little need for dedicated 

preparation. Now is the time to get the most benefits from your omnichannel marketing 

 strategy's integration with other channels. We can help you reach this destination. 

 
The "most quantifiable media ever" is a phrase commonly used to describe digital. 

However, Google Analytics and similar tools will only provide you with raw data on th 

e number of visits, not the opinions of the people who use them. In order to pinpoint yo 

ur areas of improvement, you should collect user input via surveys and focus groups as 

well as traditional research methods.Too often, digital tasks are handled independently, 

whether by a dedicated digital marketer housed in IT or by an external digital firm. As 

a result, the term "digital" may be more easily bundled together in this fashion. 

However, it is obviously not as efficient. 

Digital media, it is generally agreed, performs best when combined with other forms of 

media and established avenues for audience engagement.That's why it's important to ha 

ve a comprehensive plan for your digital marketing efforts. With an all 

encompassing strategy in place, digital marketing will be treated as routine. 
 

Despite the significance of digital, it receives little resources. 

 
Both the strategy and implementation of e-marketing will be underfunded. 

It will be difficult to successfully react to competitive challenges due to a lack of partic 

ular professional emarketing capabilities.You may monitor your standing in the market 

and adjust your strategy accordingly with the help of Smart Insights' performance and d 

igital maturity benchmarks and frequent marketing data reports. 

 
 

Concluson 
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Many businesses will enter a deep slump during the next few months. This will interrupt the flow of f 

unds, making digital marketing (Facebook, Google, Amazon, and YouTube), as well as your digital st 

rategy and your social media crisis plan, more important than ever. In addition to the obvious health c 

onsequences, a global pandemic impacting over 800,000 people would also have a major effect on the 

global economy. That's why we're going to simplify the problem and explain how your company may 

use digital tools to survive the current economic climate. The social media platform has developed 

into a one-of-a-kind marketplace for a wide variety of companies, and artificial intelligence (AI) is the 

new language of the digital market, facilitating the development and improvement of many industries. 

No matter where you live, digital use is on the rise. People of all ages see shopping online as a secure 

and convenient option. Buying habits of men and women are roughly similar in terms of both 

frequency and amount. The nuclear family is a driving force in the rise of the digital platform, and the 

internet provides the means for people to build social networks. It levels the playing field for 

companies of all sizes to succeed. The expansion of Internet access to rural communities and its 

integration into urban society opens up vast new possibilities for consumers. It's common known that 

technologies evolve over the course of a decade, as seen by the transition from radio to television to 

mobile phones. With their mobile devices, consumers are able to better exercise their rights by 

gaining access to more information and more perspectives. Through digital marketing, customers 

might feel more connected to the product and develop their own needs for it. Talk to the brand, work 

together. Network and social media platform discipline when it comes to data privacy is crucial to 

enable widespread and massive adoption of digital marketing. While there are legitimate concerns 

about security and privacy on digital platforms, this medium is more prevalent in modern culture and 

is generally acknowledged as the largest market for all companies globally. 
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