
VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 4767 Cities  in 180 countries/territories  are visiting our journal on regular basis. 
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

CONTENTS 
Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. IMPACT OF FACEBOOK USAGE ON STUDENT ACADEMIC PERFORMANCE: THE CASE OF WOLLEGE 

UNIVERSITY 

V.P.S. ARORA & SARFARAZ KARIM 

1 

2. A STUDY ON THE IMPACT OF EMOTIONAL INTELLIGENCE ON QUALITY OF WORK LIFE AMONG WOMEN 

EMPLOYEES OF ITES COMPANIES WITH SPECIAL REFERENCE TO SELECTED COMPANIES IN COIMBATORE 

DISTRICT 

DR. S. GANESAN & SUKANYA.L 

7 

3. IMPACT OF VILLAGE INFRASTRUCTURE INITIATED BY KORBA COALFIELDS OF CHHATTISGARH (INDIA) ON 

VILLAGERS’ WAY OF LIVING 

A S BABU & SUKANTA CHANDRA SWAIN 

11 

4. REVENUE MANAGEMENT: A CASE STUDY OF BHARAT SANCHAR NIGAM LIMITED 

DR. U. PADMAVATHI 
18 

5. DIGITAL MARKETING – WAY TO SIGNIFICANCE 

SEMILA FERNANDES & VIDYASAGAR A. 
22 

6. PERFORMANCE MANAGEMENT IN SUGAR INDUSTRIES 

M. SARADADEVI & K. YASODA 
28 

7. FOREIGN DIRECT INVESTMENT INFLOWS, TECHNOLOGICAL INNOVATION, SUSTAINABLE DEVELOPMENT 

AND SKILLED HUMAN BEHAVIOR: A MULTIVARIATE GRANGER CAUSALITY STUDY – EVIDENCE FROM 

FRANCE 

DR. BHUMIKA GUPTA & DR. JASMEET KAUR 

32 

8. CONSTRUCTION OF INTER QUARTILE RANGE (IQR) CONTROL CHART USING PROCESS CAPABILITY FOR 

STANDARD DEVIATION 

DR. C. NANTHAKUMAR & S.VIJAYALAKSHMI 

35 

9. EQUITY SHARE PERFORMANCE OF AUTO MOBILE INDUSTRY IN BSE 

M. NIRMALA & P. PAVITHRA 
39 

10. TURN OF THE MONTH EFFECT IN INDIAN METAL SECTOR WITH SPECIAL REFERENCE TO BSE METAL INDEX 

J. SUDARVEL & DR. R. VELMURUGAN 
43 

11. ROLE OF MAHILA SAHKARI BANK IN WOMEN EMPOWERMENT 

DR. R. P. AGRAWAL & AJITA SAJITH 
46 

12. STRESS AMONG IT SECTOR EMPLOYEES 

SABARI GHOSH 
49 

13. MOBILE BANKING IN INDIA: A COMPARATIVE STUDY ON HDFC BANK AND AXIS BANK 

N. NEERAJA 
54 

14. LEADERSHIP REQUIREMENTS TO MANAGE GLOBAL BUSINESS 

DEEPA NATHWANI 
58 

15. A STUDY ON EMOTIONAL INTELLIGENCE AMONG TEACHERS IN PRIVATE SCHOOLS OF DINDIGUL DISTRICT 

DR. R. RADHIKA DEVI & SOUNDARYA.N. 
63 

16. A STUDY ON CONSUMERS OPINION TOWARDS ECO-FRIENDLY PRODUCTS WITH SPECIAL REFERENCE TO 

COIMBATORE CITY 

NITHYA M & T. RAHUL PRASATH 

67 

17. AN EVALUATION OF SERVICES BY DOCTORS PROVIDED BY PHARMACEUTICAL COMPANIES 

MENKA TRIPATHI & DR. PRATIBHA JAIN 
74 

18. OPPORTUNITIES AND CHALLENGES TO TOURISM INDUSTRY: A CASE STUDY OF JAMMU AND KASHMIR 

MUNEER A KHAN, SHAHNEYAZ A BHAT, SUHAIL A BHAT & MUDASIR AHMAD WAR 
79 

19. PERCEPTION OF STUDENT TOWARDS FATE AND LOCUS OF CONTROL AT HIGHER SECONDARY LEVEL: A 

STUDY IN PERCEPTION 

P. THANGARAJU 

83 

20. SOCIO ECONOMIC CONDITIONS OF HANDLOOM WEAVERS: A STUDY OF KARIMNAGAR DISTRICT 

ANKAM SREENIVAS & KALAKOTLA SUMAN 
85 

 REQUEST FOR FEEDBACK & DISCLAIMER 96 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 
 

FORMER CO-ORDINATOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 
 

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida 

PROF. A. SURYANARAYANA 
Department of Business Management, Osmania University, Hyderabad 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

SURJEET SINGH 
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt. 

 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 

 

 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of Computer 

Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; Tourism 

Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Governance; 

Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; Financial 

Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; 

International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development Studies; 

Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political 

Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management 

Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; 

Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; 

Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; 

Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; 

Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information 

Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating 

Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                   . 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in one 

of your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language 

fully or partly, nor is it under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion 

of names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. 

to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding author 

is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and 

email/alternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain the 

background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order 

separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except special 

words e.g. name of the Countries, abbreviations.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at 

www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free from 

any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably range from 2000 to 5000 WORDS. 

 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii 

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and titles must be above the 

table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from 

the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae number 

placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other equation editor 

is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined on its 

first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references 

in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per the 

following: 

 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, 

reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate some 

specific point, which may be placed in number orders after the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by 

David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal 

of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, 

New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

22 

DIGITAL MARKETING – WAY TO SIGNIFICANCE 
 

SEMILA FERNANDES 
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SYMBIOSIS INSTITUTE OF BUSINESS MANAGEMENT 

BENGALURU 

 

VIDYASAGAR A. 

PROFESSOR 

SYMBIOSIS INSTITUTE OF BUSINESS MANAGEMENT 

BENGALURU 

 

ABSTRACT 
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 (SEO). 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.” 

O
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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 

 
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” 

FIGURE 2: ROLLS ROYCE CAMPAIGN 

 
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 

 
Source: www.blendtec.com 

 

FIGURE 4 

 

  

 

 

 

 

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 SEO! 

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 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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. 

 

Need Body 

Wash 

Like crazy 

humor 

Need appliances Like to see stuff get 

smashed 

Will it Blend? 
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FIGURE 6 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 
 

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 

 
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 

 
Source: The creation is from Quora.com 

Moms Who Plan 

Moms looking for 

planning tools 

planning for  
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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 

 
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. 

FIGURE 10: FOLLOWERWONK 
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FIG. 10: Continued 

 
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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