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ABSTRACT

E-marketing is a subset of e-business that utikdestronic medium to perform marketing activiteasd achieve
desired marketing objectives of organisation. Ekating concept has entirely changed the percemtionternet. One of
the techniques which internet has provided to tfiRistry is electronic business. This concept ofted@ic medium in
marketing diffused slowly into the market, gradyatidustries started using internet for their daylay business and later
it became an integral part of an industry. Intematle the big business and the small and mediumdssssee through a
single window and was able to reach almost everggueon this planet. The arrival of internet in el of 80s gave way
to the creation of much technology which was emtulday industries. E-marketing is the product ofilkend of modern
communication technology and the age old markepingciples that humans have always applied. Thegmestudy is
conducted in Bangalore with an object to studyciinesumer’s preference and perception on e-markefimg responses of
respondents were collected randomly through presired schedule. E-marketing has become procegkiah industries
conduct business online. Efficiency, easinessangaction, cost effectiveness, and time savingfawasd to be the prime
features of e-marketing. This e-marketing is pringddivulging experience of being Netizen and tgkihem to a magical

world where everything falls at their feet and door
KEYWORDS: E-Marketing, Technology, Netizen, Commerce
INTRODUCTION

Growth of internet is dramatically changing evenydaveryone’s life. With the World Wide Web (WWW)
internet is transforming the big world into a dédiglobal village. Customers and users have beaugtiezens,expecting
everything on click of the mouse. Over the decablaman being have experienced two major revolutiahg industrial
and the electronic. The industrial transformedamaiety from agriculture to industry based, whetbadatter transformed
our society from being mechanical to electronicselola As we enter the 21st century, we are seeebefinning of a new
revolution, namely the network revolution. It intennects different parts of the world, enabling sesamless flow of

information.

The World Wide Web has provided a great vehiclenfiarketing for many both public and private orgatians.
More and more, businesses are taking advantagecbfvepeed, efficiency and cost effectiveness tivetereturn on
investment from advertising and promotional campsigot available to traditional media. E-marketiagoecoming a
familiar among all industries whether it is a mudtiional company or small and medium industrieerifane wants to
utilize e-marketing technique to enhance their grenbince. When the e-marketing concept comes irgioudsion many

have confusion how this entire process works ameh fivhere this e-marketing comes from and whattarieatures.
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The emergence of e-commerce as a new medium faxitieange of goods and services has been met it g
excitement. The marketing and media both togetlaar ihdicated the advent of a transparent marketrioff greater
choice, cheaper prices, better product informadioth greater convenience for the active consumeceShe emergence of
the World Wide Web, merchants have sought to kelf jproducts to people who surf the Internet. $leop can visit web
stores from the comfort of their homes and shoghayg sit in front of the computer. Consumers buyagety of items
from online stores. In fact, people can purchase @bout anything from companies that provide tpedducts online.
Books, clothing, household appliances, toys, hardwsoftware, and health insurance are just sontbeohundreds of

products consumers can buy from an online store.

Many people choose to conduct shopping online kscatithe convenience. For example, when a pefsopss
at a brick-and-mortar store, she has to drive edtore, find a parking place, and walk throughtyet store until she
locates the products she needs. After finding tdias she wants to purchase, she may often needrtd & long lines at

the cash register.

Despite the convenience of online shopping, noty®re chooses to purchase items and services odome
people like the idea of physically going to a stamd experiencing the shopping process. They likeaotuch the
merchandise, try on clothing, and be around otle@pfe. Online shopping doesn't permit shoppersuch products or

have any social interaction. It also doesn't allbem to take the merchandise home the same daythey.

Online shopping allows browsing through endlessibilities, and even offers merchandise that's aitable in
stores. If anyone is searching for a niche prodiiat may not be distributed locally, one is surdind what they are
looking for on the internet. Even more useful @ibf online market is to compare items, unlikeahe other market sites.
At a single point of purchasing one can searchutnomultiple stores, compare material quality, Sizad price

simultaneously.

Shopping via the internet eliminates the need fiotlsiough a store's products with potential buke Ipants,
shirts, belts and shoes all slung over one armin®mhopping also eliminates the catchy, yet tintamusic, as well as

the hundreds, if not thousands, of other like-méhitelividuals who seem to have decided to shoghersame day.
MATERIALS AND METHODS

The study pertained to Bangalore which is fastestving metropolitan city and is highly cosmopolitannature.
People of different religions, castes, occupatiandtures, speaking diverse languages and of diftefood preferences
reside here. It is the Information Technology indpsnd Biotechnology industry hub of India, witidustrial estates and

numerous financial and educational institutions smaalled silicon city. This city formed the unise for the study.

Bangalore, the capital city of Karnataka, is atedaie melting pot of various races and culturesiggéore has an
estimated metropolitan population of 8.42 milliemaking it India’s fourth largest city, fourth laggemetropolitan and 28
largest city in the world by population with a ddahgrowth rate of 38 per cent, Bangalore is ttewsd fastest growing
Indian metropolis after New Delhi.

Bangalore city is the principal administrative, tashl, commercial and industrial centre of the estathe city,
which is spread over an area of 2190 square kil@sgenjoys a pleasant and equable climate thraughe year due to

its elevation. Today, Bangalore is the fastest gngweity in Asia with a burgeoning population of raghan four million.
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According to 2011 census, the literacy rate ofditg is 88.48 per cent. Its tree-lined streets ahdndant greenery have
led to it being called the ‘Garden City’ of Indiblowever, since local entrepreneurs and the teciggotpant Texas
Instruments discovered its potential as a high-&ghin the early 1980s, Bangalore has been seenraajor technology
boom. It is now home to more than 250 high-tech games including home grown giants like Wipro amfos$ys.

Consequently, now Bangalore is called the ‘Silistalley’ of India.

Data regarding consumer preference for e-markétinBangalore city was collected administrating tested
structured schedule. A convenient sampling methad adopted to select the respondents. The sangpendents were
selected from different localities of Bangaloreydiom whom the data for consumer preference andiadonstraints of e-
marketing was collected. A total of 120 responddmonging to different age group and income lewa#ld profession

were interviewed.

The study was based on primary data, regardingstw@o-economic characteristics of the consumers and
consumer’s perception about e-marketing was celtbdhrough administrating pre tested schedule wihctuded
guestions regarding age, sex, income level, priofiesscomputer and internet operation knowledge, agketing
awareness, marketing channel and website prefdoe@-marketing, purchasing frequency, problem dagenile e-

marketing.
Analytical Tools Used

Simple conventional method measures of centraldiecywas used in order to study the customers.a@eand
percentage analysis were adopted to examine thgrage, gender, income, education and professismdJe-marketing
service users, consumer perception for e-markesimgeasured. Data is analysed by categorisingjngcand tabulating

the responses.
RESULT AND DISCUSSIONS

It was found that in profession, internet and cotepusage level is more in employee group followgdtudent
and other profession group. Consumers with goodepsion are well aware of e-marketing and otheretisaving
electronic services shown in Table 1. It indicdtes as the consumers are more familiar with copmpatcess as with the
reason that the job description is majorly equipptth interacting to the customers not only througlephone but also
through internet operations.

Table 1: Profession of Respondents Involved in e-Mieting in Bangalore City

SI. Number of Percentage to
No Caiizgeny Respondents Totalg

1. Student 45 37.50

2. Employee 65 54.17

3 Business 5 4,17

4 Teacher/Professar 2 1.66

5 Home maker 3 2.50

Total 120 100.00

The knowledge about computer operation among coessiia 100.00 per cent as it is furnished in Tébl# is
found that 94.17 per cent respondents have thairmawsonal computers, it may be laptop or desktmpramaining 7 per

cent told that they don’t possess any personal ctenp Among the consumers whom so ever possessrgpmal
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computer 71.68 are having laptop, 23.90 per cestgrs desktop and remaining 4.42 per cent consumarsboth

desktop and laptop.

Table 2: Computer Usage in e-Marketing

Sl. . . Number of Percentage to
No. PERIEUEGS | ORmien Respondents Total
Computer | yeg 120 100
1. operation
knowledge | No 0 0
> Personal Yes 113 94.17
) computer No 7 5.83
If Yes, Desktop 27 23.90
type of Laptop 81 71.68
computer Both 5 4.42
Total 120 100.00

It is found that internet surfing and operation Wiexlge among the consumers is 100.00 per centdiogao the

survey results furnished in Table 3. Majority o€ tbonsumer with 85.83 per cent have internet cdiometo browse for

different purpose and remaining 14.17 per centaedents replied that they don't have the interoeinection with them.

Consumers who are having internet connection ustt different purpose. When it is categorisedspeal usage holds

50.49 per cent followed by study (22.33), persamal study (17.48) and remaining 9.71 per cent belousiness.

Table 3: Internet Usage in e-Marketing

SI. Particular Opinion Number of | Percentage
No. S Respondents| to Total
1 Internet. Yes 103 85.83
connection =55 17 1417
Study 23 22.33
If yes, Personal 52 50.49
Eg;pose of [ Business 10 9.71
gﬁésstﬂzly 18 17.48
Total 120 100.00

Various products are purchased through e-marketirannel. For the study four categories of prodteken

which is furnished in the above table. Books, mu€ib and DVD product category holds majority with.57 per cent

followed by personal care, beauty, health and pesfgroup of product with 51.67 per cent. Apparel footwear product

category holds 20.83 per cent followed by electpmiobiles, pen drives category with 18.33 andréimeaining 5 per cent

held by other type of products includes ticket bingksoftware purchasing and different services.
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Table 4: Perception about e-Marketing Service amongespondents in Bangalore City

Sl.
No.

Particulars

Strongly
Disagree

Disagree

Undecided

Agree

Strongly
Agree

Round the clock trading

3(2.50

8(6.67)

36(30.0

D) 5(45.83)

18(15.00

Products on the website
were exactly represente

d

0(0)

7(5.83)

30(25.00)

66(55.00

17(14.17)

The same products
shown on the website
were delivered

0(0)

7(5.83)

24(20.00)

66 (55.00

23(19.17)

Product delivered within
stipulated time

3(2.50)

6(5.00)

19(15.83)

65 (54.17,

27(22.50)

Choice for selection of
product on website

0(0)

4(3.33)

20(16.67)

66 (55.00

30(25.00)

Immediate response for
queries related to produ
and /or service

't 1(0.83)

12(10.00)

35(29.17

57 (47.5Q

15(12.

50)

Competitive prices on
online shopping

4(3.33)

6(5.00)

25(20.84)

64 (53.33

21(17.50)

Provision for sufficient
information about

product and / or serviceg
on website

0(0)

3(2.50)

25(20.83)

69 (57.50

23(19.17)

Easily completed
transaction

0(0)

7(5.83)

24(20.00)

68(56.67

21(17.50)

10.

Security features
provided by website

0(0)

9(7.50)

31(25.83)

56 (46.67

24(20.4

0)

11.

Exchanging provision fo
product/service within
stipulated time

6(5.00)

16(13.33)

41(34.17

49 (40.83

8(6.6]

0

12.

Discounts and offers
provided as per details
on website

0(0)

2(1.67)

27(22.50)

73 (60.83

18(15.4

0)

13.

E-marketing is cost
effective

2(1.67)

7(5.83)

24(20.00)

65 (54.17,

22(18.1

33)

14.

Familiarity about the
product and/or service
among the company

employees to answer the

queries

0(0)

0(0)

33(27.50)

65 (54.17

22(18.3

15.

Misuse of credit/debit
card

17(14.17
)

39(32.50)

36(30.00)

22(18.33)

6(5.00)

16.

Fun giving experience o
e-marketing purchase

n

5(4.16)

14(11.67)

45(37.50

48(40.00

8(6.6]

0]

17.

E-marketing service
enhance purchasing
frequency

1(0.83)

5(4.17)

35(29.17)

67(55.83

12(10.

0)

18.

Company’s good
interaction with
customers after sales
service

3(2.50)

6(5.00)

44(36.67)

59(49.16

8(6.67

19.

Money back offer (for
non-satisfactory product
service

7(5.83)

13(10.83)

44(36.67

45(37.50

11(9.1
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The perception for e-marketing among consumersivengin above table. In this table there are nimete
statements which are assigned with five rating§saengly disagree”, “disagree”, “undecided”, “agfeand “strongly
agree”. Majority of the statements were rated urfdgree” rating with different percentages whicllides round the
clock trading (45.83%), products on the websiteenexactly represented (55.00%), The same prodhciars on the
website were delivered (55.00%), Product delivesdtiin stipulated time (54.17%), Choice for seleatiof product on
website (55.00%), Immediate response for queriegee to product and /or service (47.50%), Comipetiprices on
online shopping (53.33%), Provision for sufficiémtormation about product and/or services on web&7.50%), Easily
completed transaction (56.67%), Security featurgsviged by website (46.67%), Exchanging provisioar f
product/service within stipulated time (40.83%)s@@unts and offers provided as per details on wel§6D.83%), E-
marketing is cost effective (54.17%), Familiaritpoat the product and/or service among the companplayees to
answer the queries (54.17%), Fun giving experiemtes-marketing purchase (40.00%), E-marketing serenhance
purchasing frequency (55.83%), Company’s good &ution with customers after sales service (49.188¢) Money back
offer (for non-satisfactory product/service) is Wwi{37.50%). Whereas Misuse of credit/debit cardestant holds

“disagree” rating with 32.50 per cent.
CONCLUSIONS

E-marketing found as most easy and convenient viaparketing of products at a single point with riplé
choices of multiple brands. The study concludes shre e-marketing found as convenient marketpag the percentage
of perception about e-marketing among the respdsdeas fair enough of about eighty five percenteiittiough it needs
amelioration in its strategies to make the custen@ffeel the joy and flavour of traditional maiket Since the study was
oriented towards only four categories of produbteye is vast scope for the new generations to cirate on the other

components too.
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