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DIGITAL MARKETING IN INDIA

Dr. K. NAGESWARA R/}O
Professor, P.R. Govt (A) Kakinada,

Dr. K. LAKSHMANA RAQ .
HOD and Asst Professor P.R.Govt (A) Kakinada

ABSTRACT: '
fast pace. Many Indian companies are Using

Digital marketing is rising in India with . '
ve. Success of marketing campaign ¢ Anog

digital marketing for competitive advantag
be solely achieved by digital marketing only. Rather for.success of any marketing
campaign it should fully harness the capabilities of various marketing technigyes

available within both the traditional and modernmarketing. This study says that to p,
taken for effective implementation of digital marketing to reap tremendous potentig]
to increase in sales promotion.

Keywords: Digital marketing,
commandments.

social network, ecommerce, online retail, start up qnq

Introduction
Assessing the degree of market po

authorities. They must carefully scrutinize cla
effects as entry barriers, and thus sources of

wer in digital markets can present a range of challenge
ims about the importance of data access and ﬂ;m'o:
market power. Further, authorities must grapple Wik

multi-sidedness and the need to incorporate the relationship between demand and Competitiye
constraints in multiple markets. Such markets may also feature services provided at a price of Zemh
requiring non-price factors to play a particularly important role in the assessment. Proposals havea}_;o‘
been made to adjust the way authorities approach market power in digital markets, namely addressin,
tipping risks in markets that do not yet feature a dominant player, and considering the risk of marks

power being leveraged into other markets.

. Digital Marketing is any form of marketing products or services, which involves electronic
glewces. It can be both online and offline. According to institute of direct marketing "the use of
internet and related digital information and communication technologies to achieve marketing

objectives."

According to CAM Foundation — “Digital Marketing is a broad discipline, bringing togetx
all forms of" n'larketmg that operates through electronic devices — online, on mobile on-screchO\'t
the years, digital marketing has developed enormously, and it continues to do so ’

Importance of Digital Platforms:
In cases i ing digi :
frequently reco rililz\/cczllwsng (!;‘glt?} platforms, the need to consider several different metrics is &
frequently rec C%) mCXt. ;_)el:m ically, m_arket shares calculated on the basis of revenue may need ok
usage or installation th“ O_thm indicators, such as the share of users. share of tr;ms:mtions. i
Comlnissi(m"s dc‘cisionsir?ltllsltcfclb) lt!]at C(;;fer all sides of the platform. The Korcan Fair Tract
58 ¢ > Delivery Hero/Baemin merver i his, since it consi ‘t
only revenue shares but also shares iny the mnglz)mm“t} e T Ry wnmdmd::;
i - so share: erof tr 2
and the number of app or website visits.!' The It ' :
llmp'()‘rlancc of distinguishing users from active user
ceision. In its Google Shopping decision, the :
search volume as an indicator, given: the ze

ul}sa‘:ti“lls on different sides of the
alian Competition Authority discusse
Sers when considering market shares in its j
l-““':“l’t-‘&ln Commission focused on market sh™ u
ro price nature of general search services; © allens®
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hing verifiable data about reye
' 0 tﬂlnl . . nues as .
with ere a key criterion for adverti d with indjyi
i s W 1sers when choosing Whelrrc:(::)w‘]]“ﬂl s}(]:archcs; and the faclt3 that
place their advertisements.

Markey;
. ing Strategies 1o go vibrant in Digital Era
SOcC1ate

: h- trics that h
High-level me 'at have been

jement 10 ma.rke't shares include: o could be useq by competition authoritics as a
;olilzlz evels: An indicator considered in the Aus s
r P— Ls * .

; ertising services inqui
Digl?’l a(il\iat was paid to ad tec(il prrj:)xgsrsth;hlevel of prices, and the proportion of advertisement
spen g tition in the market (A - 1he Commigssiop £, d is prici e
jack of compell et (ACCC, 2021112)), und that this pricing level indicated a

ability: While not a theme isi
rofit stability eme of the decisions ang market studies consulted for this note, the
r this note,

pility f . 0 sery e
?:}orm tion than simply the level of profits ang © as a potential indicator, and provide greater

: profitabil; : . ;
fixed and low ma;gmal CO;t structure of many digital sef\:ilcl:tgs, Which could be an artifuct of the high
-ns: Some authoritie identi ) .
ntry P‘fttel an DmgEHive dS };:"5_ 1den_t1ﬁed certain indirect indicators of market power based on
observations ynamics i markets, In it AdSense decision, the European

feal hasized a lac .
Con}mlssl(:ll:n%n:ﬁng to market io(zieerntg OVer a significant period of time as an indicator of entry
parriers €O ability to impose most- fa. ICC{JS l?epal'tment of Justice’s Amazon complaint notes that
Amazon s voured nation clauses on its sellers is indicative of its market

power.

pigital Market Power in India:.

Market shares are a particularly limited indicator of market power in digital markets

thwork.effects play a central role in authorities’ assessment of digital firms’ market power. The
contribution of network effects to market power will depend on, among other factors: the extent of
interoperability; whether externalities flow in more than one direction; whether only sc'>me firms can
benefit from network effects; and whether network effects are broad in’scope or localised.

Authorities also frequently assess data as a contributor to market power. This contribution will
depend on: the importance of a dataset for competing in a market; the quality and accuracy of the
data in question; whether the value of data can expire; and whether scale or other datasets are needed
to use data effectively.

While not a guarantee of effective competition, multi-homing can in some instances play a role in
limiting market power.

Economies of scope and linkages between products, brand effects, and consumer inertia may play a
particularly important role as contributors to market power in digital markets relative to other
markets. Other relevant factors assessed by authorities include economies of scale, fixed costs and

product differentiation.

Some facts about Indian Digital Marketing Industry

IAMAI and Boston consulting group, India has one of the largest and

* As per a report by 1as
s of Internet users in the world—190 million as of June 2014 and

fastest growing population
growing rapidly. ) .

» According to a report, India will cross 500 mill.lo'nIntemet Users Mark in 2020 -

* According to Direct Marketing Association, Digital Marketing Industry is worth $62 billion

* According to eMarketer, advertising via mobile phones and tablets rose 180 percent, to 34
billion in 2014

* According to a report published in The Hindus
inIndia is worth Rs. 6000 crore and video 1s
space will grow to Rs. 8100 crore and video W1

tan Times, New Delhi digital advertising space
Rs. 1600 crore of that. In 2016 the digital ad
Il grow faster than search and classified.

.. According to a research firm eMarketer ecommerce sales in India are exp ec!ed to grow from $14
billip in201°5 to $55 billion in 2018. India has seen the fastest growth in retail ecommerce among

ISRy
BN: 978-93-92257—52-0 ”
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mcrch;:i;gz co;mtnes, surging 133.8% in 2014 and 129.5% in 2015. The combineg

Amazon andvg ue, or tote}l value of sales of country's top three ecommerce places ie. (F; pgkf()ss
napdeal) in 2015 was $13.8 billion exceeded that of the top 10 offline r etail:g’

which stood at $12.6 billion for the same period.

Conclusion:
regardi lﬁ;‘g};:aﬁzﬁi (l:tassq?:en the lodestar of modern competition p_Olicy, and recent developmep
R Compcmion-focused‘re n(l) exception to this. Th.c 1.n.ﬂu.ence of t.hlS concept can be foupd even i
conduct by firms with marke%u at(?ry proposals.a'nd lllll‘lal.lVCS, which focus, even 1f indirectly, o,
of market power concepts top(()i\"fr on compcn.tmn..Thls is not to say, hO\.vcver, that the application
evolving concept of mzll)rket igital markets is without challenges. This note has reviewed the
authorities have assessed indicg{o\\jer fm the digital economy by first exploring how competition
In particular, it has explored tl‘l ors of, and contributors to, thg_mm-;.(ct power of digital hml_s to date,
the situations in which netw Oeltlmcllluc nature o't" network effects in digital markets, and identified
interoperability, whether extern ; e ]cCls .conlnbulc to ma.rkct.powcr (based on the extent of
network effects cqually, and la 1lllc’s f .(,)W in more than one dlr.cclmn. whclh%-,- all firms benefit from
e Sitnations ir whi )ll{ whether n&.-IWOrk. effects are localised or broad in scope). It has set out
: . in which data and multi-homing contribute to market power, and emphasised the
particularly important role that economies of scope and linkages between products play in digital

mark.
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