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BACKGROUND
Marketing is about reaching and influencing the 
consumer. The web facilitates this at an amazing 
scale, efficiency and measurability. It is cost effective, 
efficient, immediate and convenient approach to 
globally reach, track and analyze a targeted market 
without any time restrictions. Web as a marketing 
medium provides amazing opportunity to build pro-
file and networking to enhance profitability in any 
business.1-8 
Web as a marketing medium is location and device 
independent which offers an enormous potential 
to reach targeted audience irrespective of local, 
regional, national and international boundaries. 
Moreover the ability to reach the consumer at their 
convenient niche brings valuable marketing strategy 
into any business with efficiency in advertisement 
costs.1, 5, 9, 10 

Web gives digital marketing a sophisticated and 
effective way to create a consumer relationship. The 
interactive engagement of the web based marketing 
allows the audience to get the marketing message 
across. Additionally, the real time behavioral infor-
mation and direct consumer feedback helps improve 
and optimize interactions.3, 5, 10-13 
Summary of the key differences of traditional and 
digital marketing are highlighted in the table below:
Due to limitations in its dynamics, traditional mar-
keting grab audience attention for short time con-
trary to which digital marketing content can engage 
the audience for long time as it gives valuable infor-
mation through variety of channels such as blogs, 
articles, podcasts, infographics, videos etc. 
Traditional marketing offers one-way communica-
tion to reach audience with collateral limitations, 
digital marketing offers marketers to instantly cus-
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tomize the experience and have real time commu-
nication. This reciprocity among customer leads to 
big impact in any business. Both features add value 
and efficiency to digital over traditional marketing.1, 

3, 5, 9, 10

In any business it starts with objective, goals to tar-
get market with respect to their persona and assess 
their market potential. Budget, expertise and time 
are key inputs to build image, reputation, response 
and public relations.1, 5, 14 
Budget must be optimally estimated for marketing 
and communications expenses, specifically to align 
with marketing tools (to create, optimize, promote, 
convert and analyze) and campaigns for positive 
returns.5, 15, 16 

Expertise in digital marketing influences to imple-
ment efficient and effective strategies at right time. 
Knowledge and experience also helps to manage 
content, design and improve website traffic, enhance 
social media interactions, which helps to increase 
visibility in profit, and customer satisfaction. Plan-
ning, implementing and monitoring the digital mar-
keting strategies require time and timing. Time is 
essential to measure and monitor the strategies and 
align them to the projected period to achieve goals. 
Digital marketing strategy mainly involve customer 
reach, acquisition, conversion (act and convert) and 
retention (long term engagement)
Both traditional marketing and digital marketing 
have different approaches and have positive qualities 
to reach target market and to gain profit. By combin-
ing traditional and digital marketing methods in the 
digital strategy, expanded reach through multiple 
channels, interactivity for increased engagement 
and to build more personal relationships to retain 
customers more effectively.1, 5, 9, 15, 16
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The integrated approaches in marketing strategies have several advan-
tages, some of which are listed below:
Integrated approaches use one channel to support the other and help 
communicate a unified message.
Integrated approaches help develop clear consistent branding which has 
potential to gain widespread recognitions.
It offers clear calls for action.
It offers use offline media to drive your potential clients/customers 
online in order to engage with them regularly.
It provides value/compelling reasons for to engage clients.
Different stages of digital marketing campaigns include analysis, devel-
opment, implementation and control.1, 5, 6, 9 Start with research and analy-
sis to identify current market potential. 

Analysis:
SWOT (Strength, Weakness, Opportunities and Threats) analysis is ideal 
way to understand your business objectives and current market. 

Development:
 Objectives, Strategies developmentto reach, acquire to engage and retain 
customers.

Implementation:
Tactics, Content, Creative, marketing mix with multiple channels

Control:
Budget, Key Performance Indicators (KPI). 
As an example, setting an objective to increase traffic to the site of Gar-
rison Spa and Lodge, campaigns are designed for social media marketing 
channels like Facebook and Twitter.
SWOT analysis for current web presence: 

Strengths:
Quality of service, competitive price offers on long stay, skilled and expe-
rienced staff. 

Weakness:
Lack of digital marketing strategy and poor market reach. 

Opportunities:
To grow digitally, Building relations, to improve customer services 

Threats:
New competitors, unavailability for high number of customers.
Development of strategies, approaches and techniques to increase traffic 
to the website. Integrated traditional and digital channels for cost effec-

tive means of targeted campaigning. Develop campaigns in Facebook 
and Twitter customers. Develop a content calendar to create, maintain 
and update around the campaigns for different marketing channels. 
Implementing tactics in website by keeping simple, clear and easy to find, 
priced properly for the market, and call to actions (booking/reserva-
tions) are clearly outlined. Adding a blog element to the website provides 
fresh content, photos and innovations to customers. Connect with the 
targeted customers and former guests, update offers, reply and comment. 
Request the guests for reviews and recommendations who have visited 
the hotel. Analyze and evaluate with the available digital tools like google 
analytics. With the help of internal and external controls evaluate the 
performance and upgrade the system and service accordingly. Details on 
the various e-tools available, outlining the strengths and weaknesses of 
each, to include social media marketing, blogs, rich media, email mar-
keting, search engine optimization, online advertising and their applica-
tion to digital marketing campaigns are vital.
Overview and outline of strengths and weaknesses of: 
Social media marketing
It’s a consumer generated media (text, visuals and audio forms) created 
and shared. 

Strengths: 
Potential to reach broad customers and quick interactions. Useful for 
branding, raising awareness and increasing sales. Visitors and feedbacks 
are measurable.

Weakness:
Needs very smart approach to target diversified audience. It is very trendy 
and can change every day, hence need dynamic research and inputs. 
Blogs
Blog is a personal website or web page consisting of an individual record 
of opinions, links to other sites, etc. on a regular basis. 

Strengths:
Raise brand visibility, Reflects individual thoughts and passion. Has fol-
lowership.

Weakness:
May be biased. Unpredictable trafficking. Skilled writing required. 
Rich media
Rich media provides powerful way to convey your message using anima-
tion, audio and video. Eg., podcasts, video, and infographics. 

Strengths:
Leverage the power of your fans and supporters, more authentic than 
most corporate video, more attention grab, more powerful than tradi-
tional display ads.

Traditional Marketing Digital Marketing

Grab attention for short time More relevant and consistent for long 
time

Expensive and time consuming Cost effective and time effective

Hard to measure Easy to measure 

It's about impressions, interrupts 
audience

Creates user experience and gives 
valuable information

TV, radio, newspapers, magazines Website, e-mail, mobile, social media
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Weakness:
May slow down a website due to larger file size, more expensive to create 
and require higher skillset. 
Email marketing
It is a direct marketing tool using electronic means to build relationships 
with both potential and existing customers. 

Strengths:
Cost-effective, highly targeted, can customise on a mass scale and com-
pletely measurable, most powerful digital marketing tactics. 

Weakness:
Spamming potential.  Blocking emails could hurt company’s reputation.
Search engine optimisation (SEO)
SEO is the practice of optimising a website in order to rank higher on 
the search engine results pages. Search engines index search term that is 
relevant for a product or service. 

Strengths:
It is organic (free) tool to reach potential customers and to drive traffic 
towards website.

Weakness:
SEO is a moving target because of the ever-changing algorithms. Needs 
constant monitoring and technical expertise. 
Online advertising
Online advertising encompasses advertising in all areas of the Internet. 

Strengths:
Can be optimised by targeting it to certain geographies and specific mar-
kets. It is cost effective, real time and long lasting.

Weakness:
Can expose your message to a countless visitors if not properly targeted. 
It can be flashy, loud graphics and popups that give negative comments.
Social media platforms and SEO together works well to drive the traffic 
to the website from small to medium business with low cost.1, 5, 6, 9, 10, 17 

Social media marketing:
It will involve creating awareness and drive traffic to website using 
selected social media channels; create business page/group for targeted 
customers in Facebook and regularly tweet key events in Twitter. Keep 
updated with innovative content campaign through active posts, engage-
ment fans through running competitions, photos and videos of hotel and 
spa, requesting guest reviews, updating hotel events, booking discounts 
for fans or complimentary food/drink. This is usually done in the form 
of two-way conversation with costumer via the commenting on the post-
ings of customers and the sharing or re-sharing of posts in Facebook 
and Twitter which inspire call to action. It is also important to include 
selected social media widget buttons or links in the website home page 
properly displayed in header, footer or sidebar through Word Press plug 
in.

Search Engine Optimization (SEO) – 
SEO is an established primary source to increase website traffic. It gives 
continuous flow of non-paid and organic targeted traffic to website. 
To create SEO campaigns the following steps are involved: 

Keyword Research:
Search for the targeted keywords, list the number of related or long tail 
keywords, identify the most searched and competitive for business using 
Google keyword planner.

Optimising website:
Include the keywords into website and link with other marketing chan-
nels into website with relevant keywords.

Link Creation and building:
The more links on web, the more traffic and visitors to your site. Build 
links in Facebook and Twitter with potential customers and associates 
within your industry. Also use local directories submission, link to blog 
articles and so on.
Analyse and review progress.
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CONCLUSION
We provide here a comparative assessment of digital marketing approach 
with that and traditional marketing approach, with an additional empha-
sis on how an optimal digital marketing approach may be developed. 
Nevertheless the marketing approach adopted should be aligned with 
the consumer needs.

REFERENCES
1. Haber M, Sanghani R. Use Data in Digital Marketing. Behav Healthc, 

2016;36(2):10-11. ; PMid:27505973.
2. Boelsen-Robinson T, Backholer K, Peeters A. Digital marketing of unhealthy 

foods to Australian children and adolescents. Health Promot Int, 2016; 
31:523-33. http://dx.doi.org/10.1093/heapro/dav008 ; PMid:25769977.

3. Kelly B, Vandevijvere S, Freeman B, Jenkin G. New Media but Same 
Old Tricks: Food Marketing to Children in the Digital Age. Curr Obes 
Rep, 2015;4(1):37-45. http://dx.doi.org/10.1007/s13679-014-0128-5 ; 
PMid:26627088.

4. Rogers AM. Is your advertising on an ego trip? Digital marketing strate-
gies to boost your organization’s brand relevance. Mark Health Serv, 
2014;34(4):12-3.

5. Manz C, Ross JS, Grande D. Marketing to physicians in a digital world. N Engl 
J Med, 2014;371(20):1857-9. http://dx.doi.org/10.1056/NEJMp1408974 ; 
PMid:25390738.

6. Guedj A. Digital marketing: what place does it have in blood donation? 
Transfus Clin Biol, 2013:20(20);123-6. http://dx.doi.org/10.1016/j.tra-
cli.2013.02.011 ; PMid:23582526.

7. Griffiths R, Casswell S. Intoxigenic digital spaces? Youth, social networking 
sites and alcohol marketing. Drug Alcohol Rev, 2010;29(5):525-30. http://
dx.doi.org/10.1111/j.1465-3362.2010.00178.x ; PMid:20887576.

8. Montgomery KC, Chester J. Interactive food and beverage marketing: tar-
geting adolescents in the digital age. J Adolesc Health, 2009;45(3):S18-29. 
http://dx.doi.org/10.1016/j.jadohealth.2009.04.006 ; PMid:19699433.

9. Montgomery KC, Chester J, Grier SA, Dorfman L. The new threat of digi-
tal marketing. Pediatr Clin North Am, 2012;59(3):659-75. http://dx.doi.
org/10.1016/j.pcl.2012.03.022 ; PMid:22643172.

10. Ferris MT. Marketing & customer service in a digital world. Caring, 
2004;23(7):62-3. ; PMid:15341306.

11. Mackey TK, Liang BA. Pharmaceutical digital marketing and governance: 
illicit actors and challenges to global patient safety and public health. 
Global Health, 2013;9(1):45. http://dx.doi.org/10.1186/1744-8603-9-45 ; 
PMid:24131576 PMCid:PMC4016496.

12. Behrendt K. Marketing for prosthodontists: become a master of digi-



Kumar et al.: Comparative assessment of digital and traditional marketing approaches

74 BEMS Reports, Vol 2, Issue 2, Jul-Dec, 2016

tal photography. J Prosthodont, 2006;15(3):208-10. http://dx.doi.
org/10.1111/j.1532-849X.2006.00103.x ; PMid:16681505.

13. Kuberappa YV, Kumar AH. Operating system use Pattern in Accessing a 
Digital Marketing Content Posted in LinkedIn. BEMS Reports, 2015;1(2):46-
8. http://dx.doi.org/10.5530/BEMS.1.2.5. 

14. Larsson LS. The Montana Radon Study: social marketing via digital sig-
nage technology for reaching families in the waiting room. Am J Public 
Health, 2015;105(4);779-85. http://dx.doi.org/10.2105/AJPH.2014.302060 
; PMid:25121816 PMCid:PMC4358189.

15. Freeman B., et al. Digital junk: food and beverage marketing on Face-
book. Am J Public Health, 2014;104(12):e56-64. http://dx.doi.org/10.2105/
AJPH.2014.302167 ; PMid:25322294.

16. Cheyne AD, Dorfman L, Bukofzer E, Harris JL. Marketing sugary cereals to 
children in the digital age: a content analysis of 17 child-targeted web-
sites. J Health Commun, 2013;18(5):563-82. http://dx.doi.org/10.1080/108
10730.2012.743622 ; PMid:23421722.

17. Peterson GM, Fitzmaurice KD, Rasiah RL, Kruup H. Marketing of rural and 
remote pharmacy practice via the digital medium. J Clin Pharm Ther, 
2010;35(4):409-14. http://dx.doi.org/10.1111/j.1365-2710.2009.01110.x. 

Cite this article : Kuberappaa YV, Kumar AHS. Comparative assessment of digital and traditional marketing approaches. BEMS Reports. 2016;2(2):71-74.


