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[bookmark: _Introduction]Introduction
Digital media is getting the brand markets into Reckitt Benckiser to invest for the market mix beyond the marketing operation. Competitive advantage is a part of the business and the success in digital marketing can be owned as valuable asset. It helps to create the right content for the company. Marketers believe that the success can come to continue with the seamless and different media involvement to partners. Competitive advantage is major part to bring success into the organization. Digital marketing and Reckitt Benckiser are aimed as closely related together in UK, US, Italy, India and Australia. It is aimed as investing to bring the recruitments for aiming the investments to bring the talents in the companies. RB is focusing on digital marketing to enhance their performance and development in meaningful way. In this case, the company RB is to generate to handle Dettol in India. RB has developed as different brands in same family by depending on the market. Growth is the biggest surface area to penetrate on the market as Dettol is iconic brand and quality on the strategic and creative outcome for outstanding the performance (Chaffey and Ellis-Chadwick, 2016). 
[bookmark: _Diverse_Workforce]Marketing mix of Dettol 
Dettol becomes the power brand in RB’s movements and latest strategic string in advertisements and marketing department. The digital brand of marketing is tremendously succeeding to build the formal capacity and global structural development in the course for product branding and marketing. Dettol is trusted and famous brand to operate under the company Reckitt Benckiser. RB took the duty of the operation to look for the high demanding operation in India in 1933. The headquarters of the company is situated at south eastern region in India. According to their tagline it is related to hygiene. NIMA or National Integrated Medical Association has announced and approved the Dettol as most trusted antiseptic products to sue by consumers. Dettol has been introduced as a wide and famous brand to bring the positive emotion to its customers. Dettol has been trusted and maintained as positive mind of customers in family safe and healthy atmosphere. The trusted company would win the trusts and emotion of the major customers in this regards. It already achieved and has been rewarded the award of maintaining the cleanliness and loyalty by the customers. Other companies like Dettol are there in market but the achievements and success like Dettol they would not achieve yet. The quality and achievement of Dettol is different from other companies (Armstrong et. al. 2015). 
Dettol faced some level of tough competition in market. After that they had achieved the place of best. The competitors of Dettol is Lifebuoy, Savlon, Hindustan Unilever and Henkel Jyothy ( Prill and Exo)  and so on. 
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The following marketing mix of Dettol is described:
Product in marketing mix:
Dettol is satisfying the requirements of customers since its establishments. The product is to develop the target mainly the women and child. Customers of the company trusted Dettol as they promised the products to be appreciated by all. The products have provided in wide range to deliver and to trust by the customers. Their products contains following as main products such as:
· Dettol liquid hand wash been categorized as skincare and original sensitive for the customers. The products are available in three sizes and in touch basis. 
· Dettol soap is available in market in several sizes like in two sizes. It is recognized as perfect balance of protection and beauty and health. 
· Dettol antiseptic liquid is used as disinfectant for family to keep aware and to keep protective. It can be used as antiseptic against wounds and laundry. It is available for two sizes like 50ml and 500ml. 
· Dettol hand sanitizers which is used to germ free for the customers. 
· Dettol body wash is available in market for both male and female. 
· Medical kits like plasters of Dettol are 100% germ free. 
· Shaving cream of Dettol contains cold and fragrance gel as pure and trusted product.
· Kitchen appliances and slabs can be cleaned by Dettol products like gel to kill germs up to 99.9% on utensils and surfaces of dishes and floor. This is used as safeguard and trusted products to be available in various fragments like lemon fresh and lime fragments in several sizes of 750ml, 400ml, 200ml and 130ml. 
· Dettol is used as cleaner for disinfectant to clean floor and cleaner for all times and all types. 
Price in marketing mix:
Dettol is valuable for enhancing the firm grip to market to show their effectiveness and success on the products. Pricing can be used as values and pricing for keeping the customers’ need and optimum value with the competitors for engaging the products (Ryan, 2016). The value of the products is priced as according to the visitors’ requirements and demands for the products. The customers get the optimum value on products bought. The pricing should not be kept too high or too low for the sake of the market demand and requirements. Dettol is still belonging to the pricing of the main market which belongs to the market pricing of same products and brands available in market. The products may be maintained as quality and determination belonging to Dettol. Products can be preferred as similar brands and products in market to be cheaper to the schemes for offering the schemes and main market budget belongs to the competitions and the markets to Dettol to be provided as main approaches. The cost price is related to the attraction to the pricing policy and the periodic price to deliver the maintenance of the offer and the balance to indicate the produce the consumers and producers for developing the online strategy and the producers and consumers to set the pricing in the terms of the common usage of the attraction to order the producers and consumers (Tiago and Veríssimo, 2014). 
Dettol and segments of Dettol is to brand th3e liquid as available for the setting the distinct for the disinfectants for several the hand wash and other Dettol products. Captive price is to set for the procedures and wash segments to be valuable for the pack of big packets or 3 or 4 packets in one packet. The common Dettol products should be maintained as certain optimal value and price for optional and featured packs to be discussed for the available for the common facts to follow and the optional value can be implemented as and washes which is their most wanted and trusted products. 
Place in market mix:
Dettol has been targeted as successful implementation to choose the parts of the countries to be available for the Dettol in many cities in China, Germany, Australia UK and India. The faithful and captured marker to be constant for the Dettol products is growing continuously for the growing market and industry to be available for the products to choose for right place. The strength and weakness of the manufacture should be followed by the manufacturing of the Dettol products. The variety of local and international markets may be developed to produce the manufacturing in supermarkets and markets to find the Dettol products. 
The plants in India for manufacturing the Dettol products are available for the Dettol products. There are many plants for which are located in Mumbai to continuous products growing and city in small village and city to develop the manufacturing varieties in local markets. Dettol products are manufactured as product packaging which is located as super markets and markets to be available for the products and manufacturing packaging and distribution (Royle and Laing, 2014).  Medicine shops and local markets in Mumbai and it is related to the products and selling of the products to be available for the personal and warehousing for the distribution of the products distributional and personal warehousing. Mediators of the products and distribution for the super markets and distributes are located to manufacture the packaging. After the manufacturing it is to send to the distributors. The distributors should follow the local market for distributing. It is to keep as market information and information to be related to the distribution and according to the necessary demands (Stone and Woodcock, 2014). 
Promotion in market mix:
The target of the company Dettol is to maintain as rural market and captive movements in urban market. Special emphasis on the middle class customers is the source of target to be completed as because the family woman takes the household decision in most of cases. Dettol has targeted the women if the middle class family to launch their products into market.  Female section can be sectioned as attractive and indicative it’s fighting spirit to indicate the packaging of the synonymous systems to be maintained as Dettol branding. 
Advertisements and digital products are to be established as strategic movements and successful strategy for following the promotion strategy. The promotional movements should be started as communication strategy in involving the promotional media such as newspaper, social media, radio, and print media. All the products have logo a sword in green background to fight with spirit. The discounts in rainy season are to keep their promotion a lucrative offer and the discounts for the retailers for the development for the special offers to follow in continuous customer’s support. Advertisement is to enhance the strategic position and movements to follow the sales and target to m achieve for the products (Järvinen and Karjaluoto, 2015).  Special offer on the soap and liquids will be applied to use the famous and well known personalities for helping the Dettol as becoming famous by the brand ambassadors and advertisements by famous person.
[bookmark: _Role_of_Diversity][bookmark: _Toc512519560]Competitive advantage in the Marketing strategy of Dettol 
Over the years, strong and distinct association is with the first trademark for implementing the reassurance with the trademarks to recognize the consumer’s need and recognition. Consumers need to refer the Dettol to many of persons to operate the germs to operate the wound and healing to make the specific effective plan for evaluating the difficult position for the competitive advantage. Dettol’s packaging is considered in one way to follow the products to be evaluated as packs of the symbol to fight with spirit. The category can be evaluated as across the segments for retail source and the advertisements for Dettol branding and the creative awareness of the category of the each product to be occupied as the large scale and self evaluated space for retail outlets. Increasing the products for occupying the large space in outlets can be managed as giving large space giving to the outlets top evaluate the retail outlet and show section differently.
Dettol has the product impact to generate the category for evaluating the company’s help to create and to capture the market bases in market leaders to evaluate the several of strong players like Lifebuoy which is competitors of Dettol.  Company has strong market strategy to follow the market leader for product’s penetration. Antiseptic liquid and the Dettol brands are included as market share of Dettol and the other competitor of Dettol in same market. In the segments of small portions of the Johnson and Johnson is the plaster to follow the competition under Dogs. 
Dettol has several of products to evaluate the products category and according to RB’s extensive network it would be evaluated as to cover the market segments for different products of Dettol. Large number of global and national level of the products are needed to maintain the market share and the categories for the comparative market for it and market level of other brands like HUL, Dabur and others.  Antiseptic and liquid hand wash is comparatively maintaining the fighting market to develop the strategy and the market strategy to maintain the growth. As Dettol provides the hygiene market, educational level and positive result of the company would get impact from the market brands to its decade as irrespective part of the market demands. Long presence and performance ability in market can be emphasized as Dettol’s customers in trust brand for following the brand completion (Levy and Gvili, 2015). 
Distribution strategy:
RB distributes the products through the distribution for the effective channel to produce the well structures and sale force to establish the sales force and growth for distribution the responsible participation and sales to grow for the portfolio as the distribution is needed to keep as distribution strategy. Stock position can be managed as the portfolio and the distribution level to be maintained as self service channel for the product portfolio (Järvinen and Karjaluoto, 2015).
Brand equity:
Brand equity can be exposed as the Dettol’s equity for developing the versatile and unhygienic outsides of the effective protection for the customers to need to develop for multiple users. Brand’s versatility and the multiplication for the unclean and unhygienic outside of world are used as the multiple times for the development for the most of customers’ requirements. 
Usage of brand is dependent on the consumer’s minds and safeguarding the consumers. Many emotions can be used as the emotions and the fitting the brands for the tagline as “Be 100% sure”. Security and well being of the customers are needed by using the Dettol brand to develop their customers experience and customers’ positive impact to follow the emotion for establishing the brand awareness and the brand equity. 
Different e-marketing tools available to marketers
As marketers today has huge number of free and paid tools to follow the insight about the customers to follow the customers by delivering the customers relevant to the digital plus traditional help to integrate the arcos the desktop for mobile and digital traditional level of marketing. To help the great impact for the mobile and digital technology to develop the optional availability, the integrated range with highlighting the service tools and digital marketing tools for picking the planning framework to across the customer’s lifecycle (Baltes, 2015).  Digital marketing and marketing sectors can be executed as enterprising the biggest brands in particular service to entertain. Biggest brand is affordable and the tools to follow the selection of problem to analyze the size of the business according to use the tools and market strategy for the business and the affordable impacts of the brands. It is to follow the doubting for the brand and the technology o be applied to develop the brand’s uniqueness and cleanliness. Biggest brand is to develop the number of tools and business brands for evaluating the affordable impacts for the grown selection problem to be executed. 
To run the campaign is to develop the strategy to solve and to decide the best one to execute the checklists for developing the problem to solve for the decisions to develop the simple checklists to create the successful marketing plan. Taking the software is to develop the Marketing Plan Now and Marketing MO software to develop the advanced tools as including the market management. 
Fleshing out of the plan it is to develop the understanding of the target audience and the persons to solve for the representation to evolve the responses and the tailored way to develop to respond for the work. Audience is to follow the coverage with the fixed limit to determine the explanation to follow the target audience. The representation can be followed as to ensure the different audience type to focus on. It is to represent the responses and the anything for the difference of the providence with the detail of the technology. 
Tools like Google Analytics, Lead Forensics, and social media analytics and so on will be needed to analyze the data to improve the additional level with the important approach to develop for additional metrics and the providers for valuable metrics. Web analytics and additional markets are to develop for the appreciation of KPLs to provide the B2B sales to develop the sales and marketing for the understanding of the recording the result and investments for evaluating the KPIs to report in the marketing sector. 
KissMetrics are the platform to develop the understanding and segments for engagements to the customer’s base and behavior. It is to understand the engagements for understanding the segments to evaluate the behavior. 
Appropriate KPIs is to develop the B2B sales and marketing can be evaluated as results to execute the SMART goal to develop in particular sets for marketing goals with business goals.  Social media can be executed as happening in the media platform for the people to follow the competitors to engage to the helping the people to develop the great tools and in digital marketing. Email marketing is being doing as market mix for email marketing and campaign for evaluating the tools in digital impacts. The beautiful impacts for the campaigns can be embanked as advanced technology and analysis of the constant arte to follow to offer the advanced analysis and the tracking of the analysis is needed (Kavoura and Stavrianea, 2014). 
Marketers are analyzing the track to handle the effectiveness of the specific campaigns for evaluating the data to provide the measuring the basis of the content to follow the easier form to write. Return on investment (ROI) to provide the market plan is effective for the situational movements to allow the market strategy in ultimate level. 
Most known and popular tools are to provide the man ageing resources to follow the managerial content in context with the general technical and adopting features for evaluating the ultimate Gantt chart. Gantt chart is another tool to recognize the effectiveness and the cool features to reward in term of digital impact for the management tools without the tools of Basecamp, Teamwork et cetera. Airtable is great tool to recognize the spreadsheet to develop the powerful consideration and display to build own content and expensive tolls to moderate around the helping management to help the everything to develop for the smooth run and growing data base to develop the company’s content as weapon of the company. 
Marketing team of all companies like Dettol should develop and note down the plan for enhancing to introduce the colleagues for the time and marketing ability to follow the boarding the team with the payment to follow the boarding and the getting the button to escape top better marketing scene. The business plan should be developed as the more questions to develop he strategy for betterment of the company.

[bookmark: _Need_for_Continuous]Internal and external communication structure
Communication plays a pivotal role in the business of every organization. Communication helps to connect with targeted audiences internally and externally. In case of digital marketing as well communication must be given supreme priority. The aim of marketing is to connect with people and to make them aware about the products. In presence business condition, digital marketing is becoming very popular. Communication holds a lot of importance in digital marketing. Amongst the other important tools of digital marketing or online marketing, communication is considered an important tool which helps to carry out operation and also helps to reach the final goal. An important aspect of marketing is to develop good customer relationship and communication helps a lot in doing that. Marketing experts emphasizes on communicating with customers through digital mode these modes such as social media or email or text messages to develop a strong bond with them. Customers get to about various product launch, new offers and service from these sources. Marketing of Dettol will involve communication with the external members which is mostly clients and dealers. Internal communication is also important as it helps to connect with internal employees and other stakeholders. 
Internal communication must be carried out in special and well planned way in digital marketing.  The process of marketing though online channels must be planned in way which will be accepted by all key stakeholders of the company. Therefore after preparing marketing plan, the idea must be shared with other employees and managers. This is not possible without proper communication with them. This can be written or verbal communication as well. Internal communication is carried out using different tools. It can be meetings and conference though digital medias as well. Internal communication helps to get acceptance of the company’s corporate and functional strategy among the workers. It also helps in clarifying policies and vision of the Company. In case of Dettol, especially in digital marketing process communications with all internal employees are important as a strong communication network will ensure that all employees are giving their suggestions and feedback. This will make the digital campaign more successful. It will also encourage employees to put more effort in their respective task assigned to them. Internal communication will also work as a motivational tool which is very important in resent day business environment.  The communication process in marketing plan is based on partnership between management and employees, working together for the mutual good of the organization and ultimately for their own individual mutual benefit. This will also ensure that desired goals are achieved in due course of time. All employees have their respective roles to play in digital marketing of the products.

[bookmark: _Employee_Demand_for]contemporary digital and e-issues
[bookmark: _a)_Improved_reward]While talking about typical marketing, there are many issues which arise one after another. There are digital issues such as contemporary digital issue (Stephen, 2016). In an era of full digital swing, contemporary digital and e-issues widely affects customers of company like Dettol. There are challenges which are generally faced by this company. This affects customers, intermediaries, and marketers. This generally affects these people as they are directly connected to the company. These challenges include: 

Meeting the expectation of customers in the digital age
In digital marketing era, customer expects a lot from the company. Sometimes the companies are not able to fulfill all the criteria or demands of the customers. The customers expect a very different experience from the companies or organizations. This includes public administration as well. Nobody wants to have waited for a long time. Customers basically want to arrange their lives completely online (Chaffey and Ellis-Chadwick, 2016).
Finding and keeping employees who can digitally transform a company 
A large number of employees are needed to build the digital platform of the company. In this case, the company faces a great challenge to recruit the right person. The employees should build a right platform to give the best experience to the customers. Building the right platform is challenging sometimes (Holliman and Rowley, 2014). 
Big Data
Big Data present companies with modern technologies to learn more about their customers. This even enables them to customize products and services. Apart from that, it also changes their product development processes to reflect what the customers really want. However, Big Data is a great challenge for company like Dettol. They are still struggling with getting customers satisfaction and feedback (Ottman, 2017). 
Social Media
In traditional digital marketing, social media does not have much impact. Organizations still does not take help of social media in marketing of their products. Sometimes, in developing social media platforms company faces problems. IoT is also important for this field and challenging too. 
Affects on intermediaries and marketers
In this age, it is easy to establish an e-commerce platform or a digitalized platform, like websites and social media accounts. For big business, it creates a lot of work on logistics and customer support. 
Agents and Brokers
Agents and brokers play an important role as intermediaries. In most cases they get affected by traditional digital marketing strategies. They no more acts as a middle man in the product marketing.
Brand Development
The impact of traditional digital marketing has never been so effective for brand development. But nowadays this can be a challenging issue for the company. Dettol, being a big company, tries to implement all these strategies and methods in order to overcome the issue (Leeflang et. al. 2014). 

Role of ‘Promotion’ for an organization
In an information era, promotion plays a great role. Any organization would like to have a good promoting facility to promote their products. Promotion gives a detailed knowledge about to product to customers. The organization also gets a good knowledge of customer demand by getting feedback of the particular promotion. Dettol has taken so many active promotions in the recent years. RECKITT BENCKISER GROUP, India ltd has helped Dettol in promotion. This company is a private sector company. This company is specialized in manufactures, sales and export drugs and medicines. It was easy for this company to promote Dettol in a wide way. It is promoted in bulks. Dettol products like DETTOL HANDWASH are promoted by market men who carried out various activities in Mumbai, Delhi and Gurgaon to create awareness in common people (Öztamur and Karakadılar, 2014). The mode of promotion was Product Trials and Demonstration. The main role of this promotion was to fulfill some marketing objectives of the company. The objectives were to make the common people aware of Dettol products, to create a positive image about the products, to make the people aware of different specification of the products, to initiate samples and trials of the product, to make visitors experience the products and to push sales of the company as a whole. The target group for this promotion was kids and their parents, or specially the mothers. The promotion had basically targeted the middle class families as well as the lower middle class families. 
[bookmark: _GoBack]When analyzing the role of promotion in organization like Dettol in the presentation and announcement of products and services within the digital marketing paradigm, few things automatically comes into the discussion. First of all, the digital marketing paradigm needs to be understood. Digital marketing is a new paradigm in marketing. Online marketing and promotion is well-earned in this era. According to the report of  Dettol promotion, the transformation of market place has impacted marketing in a wide way. By this the company gets various sources from the direct marketing association. Apart from this, there is a high impact of social media sites like the Facebook, Twitter and Instagram. Many emerging social media sites are also taking part in this business. Overall, the digital marketing strategies are making it easy to promote products and services. The concept of letting the customer know about the products and services are greatly inspired by the digital marketing paradigm. 
As the inbound marketing is continuously growing analytics and attribute models are reaching out to target customers and marketers. It will again initiate a cost effective conversation between the company and the customer. This is captured within the effective inbound methods. As a result, few savvy marketers take advantages of this models and polish them to make them better market strategy. In digital marketing, promotion can be done through emails also. Emailing is always a free service. It is also time effective and easy to handle. Apart from that companies can use email lists which are more flexible, powerful and cheaper in doing promotions. The traditional methods of reaching out targeted customers are now old. This outbound marketing are becoming out of trend in today’s marketing. Product and service promotion is not getting high value in this kind of promotions. 
[image: ]
If one takes a look into the digital marketing promotion pyramid, a wide range of terms and facts will come to the discussion. In the first step, Programmatic display ads are used to promote products as well as services. Social media ads are important for promoting products online. Google ad words can be added to websites to increase promotions. Companies can take help of content marketing fields (Jaworski, 2018). This includes SEO and content marketing, Email marketing, as said above, organic social media marketing, etc. many more strategies like blogging can provide a good promoting strategy for the promotion of products as well as services of the company. Hosting webinars and live chats are another strategy for promotions thorough digital marketing paradigm. The promotion pyramid is useful if the company considers splitting digital marketing budgets between broad target audience advertising and internal resources. When developing a budget strategy digital marketing paradigm is important. The structure of digital marketing promotion pyramid is to be made before implementing the promotion list of the products and services. 
When thinking about online promotion digital marketers want to try campaigns without proper analyze of the whole process. This may result in failure of the whole process. This may results in improper promotion or wrong promotion of products and services in the digital marketing paradigm. For this a detailed planning and modeling is a must requirement. During promotion the company can even face challenges and technical problems. For that a large number of people should be employed in the company to face the challenges and bring out all possible solutions to the problems (Shank and Lyberger, 2014).
[bookmark: _Conclusion]Conclusion
The introduction of digital media has made the marketing and business world compact and easy. Nowadays, if a company applies certain digital strategies while doing the marketing of its product, the company can achieve its goals (Tomczak et. al. 2014). Digital marketing is very important in this field because it can create a positive comment about the product while promoting through digital channels. In the field of promotion, a good promotion technique is to be followed. By following these promotion techniques the company can achieve a better place in the field of marketing. There are so many resources of digital marketing which are discussed in this report. Apart from this digital marketing follows a lot of platform for promotion of products and services. In this report a detailed discussion about these platforms are done. Apart from that various marketing strategies are discussed in this report (Weerawardena, 2018). Traditional digital marketing field and their effects are also discussed in this report which is very helpful in promotion. A lot of critical reviews about all of these fields have been done here. There is a lot of benefit of digital marketing. Reviews are given in every perspective. 
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