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[bookmark: _Toc174793472]1.1 Introduction and Background
The modern business environment is characterized by rapidly changing dynamics as well as the increasing influence of technology. One of the major dynamics that has characterized the world of business in the last decade is the move towards online marketing. This change has also brought significant changes in how organizations communicate with their target consumers.
Conventional advertising techniques like newspaper ads, billboards, television advertisements and direct mail are some of the oldest known forms of marketing. But with the introduction of the internet age and technological advancement, there exists another form of marketing known as digital marketing. Digital marketing includes social media marketing, SEO, email marketing, content marketing, online advertising and more.
The difference between digital marketing and traditional marketing in a business organisation is huge and complex. Digital marketing also provides more benefits than traditional marketing that traditional marketing cannot provide. Some of these benefits include geographical reach, accuracy in targeting the market, real-time information, cost efficiency and customer interaction. Also, digital marketing enables businesses to respond to market changes with the help of feedback provided by consumers and incorporate the changes into their strategies.
However, conventional marketing techniques are still effective in specific areas but have their shortcomings, for example, they are costly, restricted in coverage and it is challenging to assess the impact of marketing advertisements. With the business world shifting at a fast pace, it will become clear why organizations should not shy away from using digital marketing approaches.
This essay will discuss how digital marketing has changed the business environment and how it is different from other types of marketing. By studying cases and examples, we will also be able to assess the profound effect digital marketing has on companies and why businesses must adopt digital solutions.


[bookmark: _Toc174793473]1.2 Significance of the topic
The importance of understanding the impact of digital marketing over traditional marketing in a business setting cannot be overstated. With the ever-changing business environment and highly active customer base, there is no better way to seize the opportunities and remain relevant than by adopting online marketing strategies. Digital marketing has numerous advantages over traditional methods, which include increased visibility, cost saving, better measurability and improved customer experience. That being said, digital marketing is no longer a tool that will simply enhance business success in today’s world of rapidly evolving technologies; digital marketing has become a business necessity.

[bookmark: _Toc174793474]1.3 Purpose of the study
The goal of this research is to describe and explain how digital marketing has influenced the traditional marketing environment in a business organisation. Therefore, the purpose of this research is to review the literature concerning the changes that marketing has gone through, the efficiency of the marketing communication mix, the benefits of the two strategies, and the drawbacks and disadvantages of the two strategies to provide valuable information and recommendations to the business entities that are in a unique position when it comes to marketing. Lastly, the idea is to provide organizations with the required knowledge and help them choose the most effective and suitable promotional techniques in the context of modern digital environment.

[bookmark: _Toc174793475]1.4 Objectives
The primary objectives of this research are to: 
1. Analyse the Evolution of Marketing.  Discuss the history of traditional marketing techniques.
2. Analyse when and how digital marketing came into existence and how it expanded its use in different fields.
3. Compare and Contrast the Effectiveness of Digital and Traditional Marketing: Evaluate key performance indicators (KPIs) such as reach, engagement, and conversion rates.

[bookmark: _Toc174793476]1.5 Research Questions
The following research questions will guide the investigation into the impact of digital marketing over traditional marketing in a business setting:
1. How has the evolution of marketing practices transitioned from traditional to digital marketing over the past decades?
2. What are the key factors that have driven businesses to adopt digital marketing strategies?
3. How do key performance indicators (KPIs) such as reach, and engagement, between digital marketing and traditional marketing?
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[bookmark: _Toc174793479]2.1 Introduction
The consideration of TM and DM provides the context for the research in defining how the business environment has evolved over the years. It underlines the significance of using marketing strategies properly today when the world has entered the digital epoch.
[bookmark: _Toc174793480]2.2 Definitions and Characteristics of Marketing
Marketing is an old concept that has evolved significantly over time. These philosophies have not necessarily evolved in the progressive manner suggested by the following section. While there may have been an overall trend at some point as to how business was conducted at various times, there has been quite a lot of crossing between the numerous philosophies or orientations, and indeed there were many firms that have not been involved in this overall trend. Philip Kotler said that marketing is the process by which companies engage customers, build strong customer relationships, and create customer value to capture value from customers in return. (Kotler 2019) Characteristics: Focuses on value creation, identifying market needs, and satisfying those needs profitably. On the other hand, the Chartered Institute of Marketing also defines marketing as the management process which identifies anticipates and supplies customer requirements efficiently and profitably. (CIM) However, Peter Drucker says that marketing aims to know and understand the customer so well the product or service fits him and sells itself. Ideally, marketing should result in a customer who is ready to buy. (Drucker, 2015) Characteristics: Highlights the importance of understanding the customer and tailoring products or services to meet their needs.
[bookmark: _Toc174793481]2.3 Evolution of Marketing Practices
Different market models exist in the context of business. I am going to talk about SWOT Analysis and Porter’s Five Forces. Philip Kotler, a renowned marketing author and professor, defines SWOT analysis in his book "Marketing Management" as follows:
SWOT is a process of clearly stating the goal of the business venture or the project and looking at factors that support this goal and those which do not. These are derived from the firm’s internal environments and are described as strengths and weaknesses while those from the external environment are known as opportunities and threats. (Kotler and Keller, 2016) SWOT helps organizations implement a pragmatic and realistic augmentation plan by assessing the company’s weaknesses, opportunities for improvement and utilization, and threats. It plays the role of one of the primary instruments of strategic management, deciding, and a problem-solving tool. Considering the present work’s discussion and Kotler’s definition of SWOT analysis, it could be concluded that businesses can effectively assess their strategic environment and create appropriate strategies to boost their competitiveness and efficiency in the market.
Michael E. Porter, the creator of the Five Forces framework, defines it in his seminal work "Competitive Strategy: From the collection of courses and teaching material, two specific and relevant works are receiving attention: Al Rappaport’s “Creating Sustainable Value: Linking Strategy and Metrics” (1996),2 Michael Porter’s “Competitive Strategy: Techniques for Analysing Industries and Competitors” (Porter, 1980) is another compelling reading assigned in the collection. Five Forces analysis helps an organization to bring into focus the competitor forces that influence an industry, and in the process, defines the extent of competition and the profit perspective in the industry. 
[bookmark: _Toc174793482]2.4 Past and Present Marketing
In the past people utilized mass marketing communication tools such as printed copies television commercials and billboards to market products to people with poor response rate measurements. It focused more on the outbound techniques, whereby information or messages were sent out to the potential customers with little or no engagement. Getting feedback from the customers was time-consuming; this was normally done through survey or direct mail meaning that it was not easy to make necessary alterations to the campaigns. 
 Marketing is not a mystery anymore; its platforms are now digital, and it reaches the right audience quantifiably and indifferently. Some of the methods of today include search engine optimization commonly referred to as SEO, content marketing, social media marketing, email marketing as well as the pay per click marketing or PPC. These methods assist organizations to directly communicate with the customers, get immediate feedback, and consequently be able to adjust as soon as possible. Digital marketing, due to the various techniques involved involves immediate interactions with the customers and can convert them more frequently than traditional marketing. 
 
[bookmark: _Toc174793483]2.5 Key Factors that drive Digital Marketing

Some of the factors that have made digital marketing important include the advancement of the internet and the use of mobile devices in the marketplace since it has enhanced the presence of consumers online (Smith, 2020). In the modern world, what with artificial intelligence and data analytics, targeting and personalisation has become pin-point perfect (Brown, 2021). With the help of social networks, it is possible to engage and be noticed by the target audience, while ensuring direct communication with consumers (Jones, 2019). Also, the lower customer acquisition cost and easily quantifiable returns from digital campaigns differentiate them from conventional marketing techniques (Taylor, 2018). This is because more consumers are turning to online purchases for their goods and online content consumption, thus, increasing the necessity for effective digital marketing strategies (Johnson, 2022).
 

[bookmark: _Toc174793484]2.6 Strategies
As mentioned earlier, digital marketing can be defined in various ways depending on the intended purpose and this makes strategies of digital marketing various too depending on the goals of a business house. Here are some of the most effective and commonly used digital marketing strategies: On-Page SEO includes writing keyword-targeted titles, meta descriptions, headers, and image alt tags, having do-follow and no-follow links, doing guest blogging for Off-Page SEO, and working on site speed, mobile responsiveness, and sitemap for Technical SEO. Content Marketing involves creating Blog posts that address the concerns of the audience, creating entertaining videos such as tutorials and product demonstrations, creating graphic content such as infographics to school the audience, coming up with informative content like e-books, Whitepapers for lead generation and Acclaiming authority. Social Media Marketing requires selecting the best-suited platforms where your target customers are often seen, creating content such as posts, stories, and videos, engaging with the customers, participating in active conversations, and using paid social media advertisements to reach out to more people. Email Marketing can include collecting new leads with incentives, segmenting new subscribers and sending more relevant newsletters, sending pre-written email cycles, and sending out a campaign or message to a selected group of demographically similar lists. PPC Advertising is a paid marketing strategy carried on Google and social media platforms, with remarketing to engage the visitors again. Instead, Affiliate Marketing refers to promoting products owned by the affiliate in exchange for a commission. Influencer Marketing works with influencers to target the desired audiences and measure the outcomes of the campaign. CRO is aimed at enhancing the results of a website; its testing, navigation, and understanding of consumer behaviour for increasing conversions.
[bookmark: _Toc174793485]2.7 Consumer Engagement between Digital and Traditional Marketing
The level of customer engagement is not the same with the application of both digital and traditional marketing. 
 It is interactive and activities can be personalized thus enabling the marketing of a product. Customers can directly communicate with the manufacturers using social sites, emails, and online content which acts as live feedback. This approach helps marketers deliver content and messages that speak directly to the customer’s preferred choice, which in turn helps to build relevance and a bond (Smith, 2020). Data analytics in digital marketing also makes it easier to monitor consumers in real-time which enables a firm to change its campaign strategies to suit the consumers (Johnson, 2021). 
 Conventional advertising on the other hand encompasses printed media in the likes of newspapers, magazines, television and billboards, which only provide a few, if any, opportunities for advertiser consumer engagement. These approaches are typically mass communicated in the form of messages without a reply being expected shortly afterwards. Another important point is that consumers are largely passive, and any feedback is often received in postponed and veiled forms, using online questionnaires or focus groups (Taylor, 2018). 
 Taking into consideration digital marketing is more interactive than traditional marketing strategies and encompasses the capacity to offer customized messages to the public, it is possible to state that digital marketing can be considerably more influential when attempting to engage the modern consumer.


[bookmark: _Toc174793486]Chapter 3: Research Methods and Methodology  

[bookmark: _Toc174793487]3.1 Research Philosophy

The philosophy of research surrounds and cuts across the techniques and approaches used during the study; it consists of ontology, epistemology, and methodology. When comparing digital marketing with conventional marketing, different philosophies give different perspectives. I will use the interpretive approach, which is most relevant in areas such as sociology, anthropology, and marketing because gaining insights into people’s behaviour and their interactions is significant. It recognizes the messiness of people’s lives and the nature of context and change (Willis, 2007).
[bookmark: _Toc174793488]3.2 Research Paradigm

A research paradigm is a way of thinking and a set of rules which must be used when conducting research. It involves the lens that the researcher brings into the study and affects the selection of methodology and methods. In the qualitative paradigm, a lot of the researchers engage themselves directly with the subjects of the study to be able to develop friendly relations with the subjects to elicit the truth from them. This approach can be widely applied in situations when the focus is made on the investigation of social processes, cultural or personal frames to the existence experience.

[bookmark: _Toc174793489]3.3 Research Approach
Research strategy is the overall design for the studies and the practices that are followed for implementing it from the general assumptions to the particularities of data collection, analysis, and interpreting. The inductive technique involves coming up with new theories deduced from patterns observed. It includes detailed observations and works its way up to general observations and theories usually involving the use of qualitative approaches (Thomas, 2006). 




[bookmark: _Toc174793490]3.4 Research Methodology

The methodology selected for this study is qualitative. That will allow me to explore the subject of the study and will enable me to understand the phenomenon conducted through qualitative methods of data collection which gives a holistic understanding of how traders and consumers perceive traditional and digital marketing tools.

[bookmark: _Toc174793491]3.5 Research Strategy
The strategy selected for this study is an interview which would be designed to assess the views and experience of marketing experts, businesspeople and consumers on traditional and digital marketing techniques.

[bookmark: _Toc174793492]3.6 Sampling Methods
Convenience sampling will be used for the interview. This method will be used because the participants are easy to access, and in marketing, every individual is a part of it (Seller or Buyer). There will be 10 people interviewed, which will help to understand why people prefer digital over traditional marketing.
[bookmark: _Toc174793493]3.7 Data Collection Method/Tools
Data will be collected through interviews; the method will be via video call or face-to-face depending on the participant’s preferences. With the permission of participants, the interview will be recorded, to make sure that the information is accurate.

[bookmark: _Toc174793494]3.8 Ways of Interpreting Data
The analysis of qualitative data collected through interviews entails a process of identification of trends, patterns and themes. This is followed by reading through the responses more than once to enable me to familiarize myself with the data. Initial coding aims at recognizing substantial words and concepts; On the other hand, reflective notes assist in monitoring the developing analyses. 
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[bookmark: _Toc174793496]3.10 Ethical Consideration
Here are some key ethical considerations for conducting interview research about traditional and digital marketing. Informed consent is when people are aware of why the interview is being conducted, how their information will be used and/or what risks are associated with it. Confidentiality and anonymity are a must when participants’ identities should be kept anonymous, and their responses should not be identifiable. Data must be protected properly so that it does not fall into the wrong hands. To avoid harm when the questions posed in the interview should not in any way cause any psychological discomfort to the participants. Cultural taboos should be well dealt with. Transparency to be clear on, who is doing the research, why the research is being done, and how data is to be utilised. Avoid deception. Voluntary participation: Stress that being in the study is the participant’s choice and they can leave at any given time without repercussion.




[bookmark: _Toc174793497]3.11 Conclusion
This research work has sought to investigate the effectiveness of digital marketing over traditional marketing in a business environment and the introduction of interactive and consumer-engaging marketing techniques. This way, adopting an interpretive stance, the research sought to discover more about the nature of experiences of business employees when it comes to embracing both internet and offline marketing.  The facts outlined confirm the effectiveness of digital marketing and demonstrate its benefits perceptible in terms of coverage area, cost, and immediate communication with the consumer. In contrast, traditional marketing is characterized by using physical media like newspapers and magazines, TV, and radio, while digital marketing includes CMCs that enable two-way communication against the backdrops of rapid response to meet consumers’ needs. The transition from offline marketing to online marketing is one of the greatest revolutions in the marketing field. As such, while both have their pros and cons, digital marketing can more effectively be made more efficient, personalized, and targeted for audiences in the future.
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