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ABSTRACT

Today’s world is technology-driven. Technology has penetrated almost every sphere of human life.
Digital marking is one of the technologies that have attracted people from different age groups all over
the world with their advanced nature of applications and uses. One of the foremost reasons why patrons
like to use this technology is because these are not only user-friendly in nature and innovativeness but
also carry the knowledge economies. Marketing and branding through digital media channels are very
decent ventures that have steadily increased in value and are thereby considered safe and secure invest-
ments. In this chapter, the authors discuss a case study of ICDL 2016 conference where social media
and other technology is widely used to market this event and catch prospective users.

INTRODUCTION
Digital Marketing

The main objective of the digital marketing is to reach out to a larger client base in lesser time with the
help of digital media. It is so simple that end users have access to all kind of information in a single
click button, no matter what time it is or which place the customer is standing. Digital Marketing is not
only provide companies an opportunities to reach out to a large number targeted audience but also save
money which were earlier consumed in conventional ways of marketing like printed flyers, banners,
newspaper ads, flex, posters etc..
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Impact of Digital Marketing on ICDL 2016 Event Promotion

Digital marketing is opening doors of prospects for everyone including big event companies and or-
ganizations who want to catch a wide range of online customers or prospective participants to promote
their events, services and products among a wide range of channels such as robust websites, email, social
media, organic search, paid search, mobile and display ads etc,. But which digital channel one should
use is still a confusing question?

Before planning an active digital marketing strategy, one should requireto understand what are vari-
ous kinds of digital marketing channels, and prepare a marketing strategy to decide which channels are
most likely to work best for their businesses.

Channels of Digital Marketing

There are many digital marketing channels (YourStory, 2017) which are different from other marketing
channels and require a new fresh approach and understanding of the behaviour of digital users.

A digital user can search the relevant information in various ways, such as by using an online app,
search engine, websites, social media, etc. All of these channels are fairly different from, telemarketing,
SMS and require trained manpower having proper knowledge of how each functions before marketing
can be effectively commenced.

Further digital marketing channels are both internet and non-internet based.

Internet-Based Digital Marketing Channels

o  SEM (Search Engine Marketing)

e  PPC (Pay per Click) is a paid advertising model.

e Search Engine Optimisation (SEO) — this is used to drive targeted website traffic to your website
from search engines, e.g. content marketing strategies such as blogging and online person rela-
tions (E-PR).

o Internet Advertising — paid advertising across a variety of methods, e.g. banner/posters, in-app
advertising, PPC (as mentioned above), social media advertising, etc.

o  Social Media Marketing:One of the most popular forms of organic marketing utilising sites and
networks such as Facebook, Instagram, LinkedlIn, Pinterest, Twitter, and YouTube etc.

Non-Internet-Based Digital Marketing Channels

e  Downloadable apps
e Digital display publicity
e Mobile phones (including SMS and MMS)

One can use both direct and indirect digital marketing channels as mentioned above together to catch wide
range of target audience, however the best approach is generally to use a variety of marketing channels
to penetrate in the targeted niche.

Among various digital marketing channels mentioned above, the most important are content market-
ing, email marketing, search engine optimization and social media marketing.

217



13 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/impact-of-digital-marketing-on-icdl-2016-event-
promotion/241567

Related Content

Criteria to Consider when Evaluating Web-based Discovery Tools

Amy Hoseth (2012). Planning and Implementing Resource Discovery Tools in Academic Libraries (pp. 90-
103).

www.irma-international.org/chapter/criteria-consider-when-evaluating-web/67816

Faculty Experience of Online Teaching
Julia Khanova (2013). Advancing Library Education: Technological Innovation and Instructional Design
(pp. 27-44).

www.irma-international.org/chapter/faculty-experience-of-online-teaching/88877

Content in the Cloud: Towards a Green Information Service Model
Gobinda G. Chowdhury (2014). Collaboration in International and Comparative Librarianship (pp. 227-238).

www.irma-international.org/chapter/content-in-the-cloud/103088

Collection Development Policies

Diane M. Fulkerson (2012). Remote Access Technologies for Library Collections: Tools for Library Users
and Managers (pp. 49-63).

www.irma-international.org/chapter/collection-development-policies/63984

Making an Impact: Digital Resources for Teens

Roger Rosenand Miriam Gilbert (2012). E-Reference Context and Discoverability in Libraries: Issues and
Concepts (pp. 254-260).

www.irma-international.org/chapter/making-impact-digital-resources-teens/57929



http://www.igi-global.com/chapter/impact-of-digital-marketing-on-icdl-2016-event-promotion/241567
http://www.igi-global.com/chapter/impact-of-digital-marketing-on-icdl-2016-event-promotion/241567
http://www.irma-international.org/chapter/criteria-consider-when-evaluating-web/67816
http://www.irma-international.org/chapter/faculty-experience-of-online-teaching/88877
http://www.irma-international.org/chapter/content-in-the-cloud/103088
http://www.irma-international.org/chapter/collection-development-policies/63984
http://www.irma-international.org/chapter/making-impact-digital-resources-teens/57929

