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DIGITAL MARKETING — WAY TO SIGNIFICANCE

SEMILA FERNANDES
ASST. PROFESSOR
SYMBIOSIS INSTITUTE OF BUSINESS MANAGEMENT
BENGALURU

VIDYASAGAR A.
PROFESSOR
SYMBIOSIS INSTITUTE OF BUSINESS MANAGEMENT
BENGALURU

Often we see both the students and faculty not to mention the executives who are involved in Digital Marketing use digital marketing interchangeably with Search
Engine Optimization (SEQ). It is the process by which all the milestones of basic marketing are sacrificed at the altar of appearing high in the results page. This
paper tries to sift through this basic misunderstanding and tackles the situation head on. Using the marketing interpretation of the word ‘significance’, the paper
tries to differentiate between significance that SEO brings about and what actually should digital marketing bring about based on the core concept in both the
approaches which is relevance and authority. It embeds this understanding into the popular digital marketing model “RACE” — Reach, Interact, Convert, Engage.

KEYWORDS
internet marketing, digital marketing, RACE model, SEO.

INTRODUCTION
ne of the questions often asked by the current young digital marketers is: “Does good SEO (Search Engine Optimization) lead to good marketing or does
it work the other way round?
This paper critically evaluates the 2 options. Today, Digital Marketing is looked on by some as the only way to reach and engage customers and hence
their starting point is about SEO and its cousins SEM (Search Engine Marketing) and SMM (Social Media Marketing).
But is this all into digital marketing?
SEO seems to have overshadowed the underlying tried and tested marketing principles. Has SEO become a corner stone of digital marketing and its sole objective
is ranking of the webpage in the SERP (Search Engine Results Page).
Smaller companies with low advertising budgets and start-ups who rely heavily on SEO as a way to reach their potential customers have fallen into this trap. They
employ people who are now popularly known as “search—nerds”. These “nerds” assure the start-up that SEO is the way to go and the fees they demand are just
not reasonable. There are only two possible outcomes to this:
1. The ranking has gone up to a point where all the start-up’s business is only because of the ranking and without this, their business collapses like a pack of
cards or
2. The ranking despite several months of employing and paying the search—-nerd has shown no improvement in the ranking. Has the arrival and dominance of
search engines changed the very dynamics of marketing?
But marketing in its purest form is about reaching the audience (awareness), interacting with the potential customers, converting some of them as customers and
engaging with them for upselling and/or cross-selling.

THE PURPOSE

SEO by definition strives to increase the position in the SERP. It does not actually take into account the competition — as understood in the offline space. For
example — A hotel when it is advertised, its service in the brick and mortar space, knows it is competing with other hotels offering similar or related services.

But in the online scenario, the key phrase used by the hotel could in addition to competing with the brick and mortar will also have to compete with travel agencies
and other aggregators who offer discounted stays based on ticketing.

This makes SEO slightly less effective for segmentation as understood in the offline market.

REVIEW OF LITERATURE

Technology and the evolution of marketing are closely related. Innovative marketers embrace the excitement which technology provides thereby supporting the
very purpose of connecting with the TG (target audience). Thus technology explores ways of moving to the mainstream which is adopted by marketers through
standard marketing practices (Ryan and Jones, 2012).

SEO (Search Engine Optimization) is defined as the process of enhancing the website’s importance in the various search engines so as to appear higher in the SERP
(search engine results page). SEO supports the very cause of creating quality content which results in providing relevant results to the users. However the book
also speaks about the statement that it is not the “be all and end all” (Mercer, 2011).

RACE (Reach, Interact, Convert and Engage) model was created by digital marketers to manage the various activities in the internet marketing space. Since in
digital marketing, there is a challenge to get prospects interact and participate, the full customer lifecycle or in marketing termed as the marketing funnel is
complete through the RACE strategic planning model (Chaffey, 2015).

RESEARCH METHODOLOGY

The research paper is an original work and is purely based on the idea thought about by the researchers. Various Digital marketing websites like followerwonk,
Quora, Google, Ubersuggest etc. have been adopted in the paper which brings the flavor of Digital Marketing.

The first part of the study focuses on the marketing interpretation of the word ‘significance’.

The second part of the research paper differentiates between the significance that SEO (Search Engine Optimization) brings about and what actually digital
marketing should bring about based on the core concept in both the approaches which is relevance and authority.

The final study embeds this understanding into the popular digital marketing model “RACE” — Reach, Interact, Convert, and Engage.

DATE ANALYSIS

Marketing interpretation of the word ‘significance’

As per dictionary definition of Significance, “Significance is about being worthy of getting attention.” We can broaden this definition to include “from people who
may or may not buy but will always spread the word.”
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But then SEO also strives to deliver significance to the customer through a combination of relevance of the website to the keywords/phrases searched for, and
also the authority the website commands, by the number of its back links - number of other websites who are connected to the site, in addition to several other
parameters. This is where the similarity ends.

As of today there are over 3 billion* internet users as indicated in Figure 1 (Internetlivestats, 2015) and typically they are spread across the continents with
difference in tastes, culture etc. For a digital marketer, to address this audience becomes a virtually impossible task not to mention that it may not serve any
meaningful purpose. SEO here is akin to finding a needle in the haystack. One can be never determine the true purpose of the searched phrase, especially if it is
not long-tailed.

FIGURE 1: INTERNET USERS IN THE WORLD

Internet Users in the World

3,000,000,000 I Internet Users

2,250,000,000
1,500,000,000

750,000,000

0
1993 1995 1997 1999 2001 2008 2005 2007 2009 2011 2013
1994 199 1998 2000 2002 2004 2006 2008 2010 2012 2014

Year (as of Juy 1)

Source: The screenshot is from internetlivestats.com
In marketing, the researcher looked at a segment; the offering is most suited for, then determined the target audience and finally communicated to them with a
well-defined positioning statement. So why not use the same principles in digital marketing too.
Significance that SEO brings about and what actually digital marketing should bring about
From the huge audience in the internet, it is imperative to glean out those who are most likely to be attracted to our message/product/service. In other words,
finding an intersection that addresses the people who require the functional benefits of our offering and the same time have an interest that makes them stand
out from the rest. For example, way back in the sixties, Rolls Royce looked at this intersection too. Rolls Royce was certain that only the wealthy could afford its
car but it went a step ahead and also looked at people who would appreciate the virtually noise free performance of the car. This resulted in the now legendary
campaign:
“At 60 miles an hour electric clock”

The oty Flogoe Sifver Clivd — § 13595 |

“At 60 miles an hour the loudest noise in this
Is-Royce comes from the electric clock”

new Ro

e world ? “There is really no meg

Jes Rolls-Reryce the

U ¢

What mal

1 eminent Rolls-Royee on

me

Marsh 1549

Source: Business communication: From Principles to Practice ISBN: 9781259026164
Never, from the time our civilization began, did marketers get a chance to address customers individually, at least not until now. Social media, forums, blogs, RSS
has made this possible. Therefore, the question the researchers asks is, will SEO be able to provide this opportunity or should the learning from the Rolls Royce
example be used by determining a niche every time and talking to them as a manageable group or even individually, if possible.
In other words, the research feels that the significance can be achieved through communicating specifically to an audience which has to be addressed not on what
they are searching for but by finding out certain commonality of interest that makes that target audience stand out from the rest.
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There are several instances of this on the net where companies have managed to isolate a niche and addressed them specifically. Blendtec, located in Utah, USA
(Figure 3) is one company that through such an effort shot to be a leading brand in blenders in the US within a very short time.

With its now famous campaign “Will it Blend”, it addressed an audience that wanted a blender but also had an inherent desire to seeing things “smashed”. The
first video that went viral cost the company just USD 50 and resulted in sales going up by 1000% within a year.

FIGURE 3: BLENDTEC
blendtaec "

THE LAST

BLENDER—F

¥ N0 WO »

Source: www.blendtec.com

FIGURE 4

Need appliances Like to see stuff get
smashed

r
Will it Blend?

Source: Creation by the researcher
The objective of the company to position its product capability of having strong and sharp blades was well served with every video they launched on the YouTube
and the viewership even more spectacular. By blending every Apple Product launched so far, they garnered views exceeding 15 million and overall viewership of
over 50 million.
The other unexpected outcome was the huge gain in position in SERP, it achieved in a short period of time. Good marketing clearly led to good SEQ!
Just like Blendtec, another brand to achieve quite similar outcome was Old Spice by exploiting some “quirkiness” in people who wanted a body wash and
deodorant. Using Terry Crews as their model and exploiting the need for crazy humor, Old Spice commercials became a rage in YouTube and gathered over 12
million views for some of its videos.

FIGURE 5
Need Body Like crazy
Wash humor

Old Spice commercials
Source: Creation by the researcher
Another company momagenda.com made use of “moms” and “the need to plan” by allowing them to download printable versions of the agenda planner.
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FIGURE 6

Moms Who Plan

>

Moms looking for

planning tools

Source: creation by the researcher

All of these brands in addition to enjoying a huge “word of keyboard” also had the distinction of going high up in the SERP for a whole lot of keywords and phrases
simply because of the buzz they created in the social media sites like Facebook and Twitter.
Digital marketing model “RACE” — Reach, Interact, Convert, and Engage

One of the more popular digital marketing frameworks is the RACE model where R stands for Reach, A stands for interAct, C for Convert and E for Engage. While
the examples above have clearly managed to satisfy the Reach element, it is clearly not enough.
The next logical step would be to find ways of interacting with the audience and this can be done quite easily through smart use of the search engines and social

media.

By entering “What is a blender” in Google search we can see enough suggestions that pop up. By just answering these questions at the appropriate forums with a
backlink to your site, we would have established the twin objective of not only being significant but also getting into the interactive phase with the potential

consumer.

FIGURE 7: GOOGLE SEARCH

i Apps [ Home | Learning@fourvees-... () Local Wordpress ¥ learning@sibm (] Coursework-DM (] General (] Coursework-

what is a blender]
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what is a blender
what is a blender jar
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what is a blender bottle

Press Enter to search

‘.#B

Keep
answering
such
questions

Source: The creation is from Google.com

Let us suppose, we were interested in reaching out to people who were interested in strategic management and who were also interested in video games because
we want them to read our blog on “Lessons in marketing strategy that video games provide” we could actually go to site like Quora.com and find out such an
intersection and answer as many questions that we can and start interacting with the targeted audience with links to our website.

FIGURE 8: QUORA - THE BEST ANSWER TO ANY QUESTION

[ www.quora.com/search?q=
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BY AUTHOR
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People You Follow
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Follow Topic | 29

Video Games: What are the best city-builder games ever?
Nithish Valankumeri, Linux Enthusiast, PC Gamer, Android_. etc — Here's a list
of games that I found were great: 1. SimCity 4 2. Cities XL series 3. Anno series
(especially Anno 1404) 4. Rise of Nations 5. Caesar IV Some are old

one... (more)

Upvote | 1 Downvote Comment

What are the different interesting/gaming ways to make a child good at
history and politics?

Shyam Sundar Sridhar, History - My first love — Genghis Khan, Joan of Arc,
Montezuma, and Frederick Barbarossa. * Caesar III; Caesar IV - These two
are city-building games set in the ancient Roman world. Very informative
games... (More)

Source: The creation is from Quora.com
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Another interesting site which consolidates the suggestions offered by the Google search tool is www.ubersuggest.org. This offers the marketer to answer and
interact with the target audience on a much larger scale.

FIGURE 9: UBERSUGGEST
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Source: The creation is from www.ubersuggest.org
It provides the marketer to answer in a combination of ways and thus make the brand/product even more tangible and useful to the potential customer.
What’s more, social media provides an ideal plank to handle both the requirements of reach and interaction at once. For instance, if you are looking for people
who are interested in a particular topic but at the same time you want only those who are in a particular city and you may also want to look at their
interests/occupation etc, Twitter provides a simple solution to this. One such popular “search engine” for Twitter is a tool called Followerwonk. This provides the
marketer with easy to use drill downs and choices and thus increases the precision and relevance of the search.
The illustrations below looked at a situation where we are searching for people interested in digital marketing, who reside in Bengaluru and they are teachers by
profession and they love playing video games.

L m n o p
6 7

FIGURE 10: FOLLOWERWONK
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FIG. 10: Continued
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Source: The creation is from https://moz.com/followerwonk/
With this kind of clear separation of the target audiences, all it requires is to follow them and respond at the appropriate time to generate interactivity and also
prove usefulness.
Through a series of interaction, the first task of marketing — establishing trust has been completed. Now it depends on the marketer on how he uses it to convert
the customer to meet the firm’s objective like sales or downloads on subscription.
Given that the interactions begin to increase, it will naturally have an impact on SEO too and the website of the marketer will show better presence in the SERP.
Once the target audience moves down the funnel and starts to become a stake holder, the task then is to ensure a relationship and the marketer can move into a
full-fledged CRM — if required.
Very clearly, as the saying goes “there is more than one way to skin a cat” is most appropriate when we approach the task of SEO.

CONCLUSION

The basic objective of the paper was to show that SEO can be achieved in a manner that does not do away the fundamental axioms in marketing like awareness,
interaction and engagement and SEO at best meets the basic requirement of “reach & awareness” provided the keyword/phrases searched for, have been included
in the content of the page appropriately and judiciously.
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