
MODULE II
SESSION I

Digital Marketing Course:

Women Skills Development Program



A Quick Recap

Understanding Digital Evolution 

and Customer Journey

What is Digital Marketing? Digital 

Strategy Assessment

What are media platforms? Owned, 

Paid and Earned Media



Whatõs Next?

1

Paid tactics in online 
marketing:

Digital display 
advertising, 

Search advertising,

Social media 
advertising

Ecommerce 
advertising.

2

Inbound digital

marketing tactics

Organic search,

Inbound traffic 
conversion

3

Earned and Shared 
Media Attention

Impact of User 
generated content



Why should we use 
online advertising?

ʳ In early days of the Internet, online 

ads were primarily used for:

o Specific product messages or 

elicit direct responses. 

ʳ However, as computer graphics and 

display technologies improved, and 

as more Internet users seek 

information from a variety of sources 

and platforms,

o brand awareness campaigns are 

becoming increasingly common.
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Paid Advertising

Website Banner Ads

ʳ Display of online advertising messages 
on various location of a web page. 

ʳ A banner may appear at the top of the 
web page.

ʳ Top banners used to be a common and 
effective way to capture the first glance 
of a website visitor. 

ʳ Recent research suggests that web users 
have gotten used to the traditional layout 
of web pages. 

ʳ They start to consciously or 
subconsciously dismiss certain regions 
on the web page, to avoid advertising 
messages.

ʳ Researchers call this phenomenon 
banner blindness. 
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Core Strategy to Reach 

Target Customer

Different sizes and locations of advertising banners, 

are priced differentlydepending on the likelihood of 

attracting a website visitor's attention.



Paid Advertising -
Overlays

ʳ Displayed on top of the primary 

content.

ð For Example, overlays are most 

commonly seen on YouTube. 

ʳ Pros: Users cannot skip or avoid 

these ads.

ʳ Cons: For users it may be annoying

ð By clicking on the overlays, the 

user is taken away from the 

primary content, which can be 

cumbersome and disruptive. 
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Paid Advertising ð
Interstitials / Pop Ups

ʳ Cons: Interrupt users viewing 

experience. 

ʳ The users have to minimize or close 

interstitial ads to reach the content 

they seek. 

ʳ Interstitials force the users to view 

and interact with the advertising 

message. 

ʳ But such forced engagement comes 

with the potential cost of alienation 

and annoys. 
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Paid Search Marketing

ʳ Principle Behind SEM

ʳ We provide engines or online directories
with a list of keywordsmost relevant to the
products and services, and specify the
conditions in which a keyword or a
combination of keywords could be
triggered.

ʳ Whena consumeruses these keywordsto
search for a product, an ad will appear at
the top of the searchengineresult pageor
SERP.

ʳ If the consumerclicks on the search ad to
reach the advertisersweb page,we pay for
that ad impression (performance
measurement)
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Also Known As: Search Engine Marketing, Pay-per-

click or PPC marketing, Search Engine Advertising, 

and Sponsored Listings. 



Search 
Engine 
Marketing
vs.
Search 
Engine 
Optimization

Because we are covering only paid advertising channels ð

therefore here only SEM is relevant


