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Abstract 

             Digital marketing plays very crucial role. As we enter a new decade and tech continues 

to change at a rapid pace, here are the digital marketing trends we’ re excited to see more of in 

future. Digital marketing is made up of a lot of moving parts such as social media, marketing 

automation and more. New technologies, techniques, and ever-changing Google and Facebook 

algorithms keep many digital marketing teams on their toes, including ours. Part of our job is to 

stay up-to-date on the upcoming trends so our clients’  digital marketing campaigns remain 

effective. The effect of digital marketing communication on product categories like books, 

music, fashion accessories, clothing, banking and online gaming etc. has been well researched by 

the researchers; but automobile industry despite being one of the largest digital spenders has 

faced dearth of academic studies especially in India. The present study aims to understand the 

effect of digital marketing communication on consumer buying decision process in Indian 

passenger car market. Mixed methodology was adopted for the study. Primary data was collected 

from 784 respondents from ‘ Delhi’  using area wise proportionate sampling.  

Keywords: Digital marketing communication, consumer decision making process, digital 

technology, social media 

 

 Introduction 

 Digital marketing is a term used to describe the integrated marketing services used to 

attract, engage and convert customers online. Digital marketing utilizes multiple channels such 

as content marketing, influencer marketing, SEO, social media and online advertising to help 

brands connect with customers and uncover performance of marketing programs in real-time. 

As much as people toss around “ digital marketing” , I get the impression that we’ re not all on 

the same page in terms of what it actually means. Just a few weeks ago, we posted a digital 

marketing predictions post that now has nearly 8,000 social shares. Both the answers and the 

feedback were quite varied. 

 

http://www.skirec.org/
https://www.tandfonline.com/keyword/Digital+Marketing+Communication
https://www.tandfonline.com/keyword/Consumer+Decision+Making+Process
https://www.tandfonline.com/keyword/Digital+Technology
https://www.tandfonline.com/keyword/Digital+Technology
https://www.tandfonline.com/keyword/Digital+Technology
https://www.toprankblog.com/2014/05/digital-marketing-2015/
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 Digital Marketing is similar to modern architecture in many ways. Form follows function. 

An object can take several different shapes and be adorned with a variety of different elements, 

but it’ s up to the marketing architect to understand what will be acceptable to the masses and 

meet social expectations. If we go too far, we can be seen as interrupting, invasive and over 

saturate the market. If we don’ t go far enough, then we will not meet the expectation of our 

target audience, which is to provide them the value and utility they are looking for at the right 

time and in the right place.”   

 

TOPICAL STYLES OF DIGITAL MARKETING  
1. Voice Search 

               Over 25% of adults in the US own a smart speaker like an Amazon Echo or Google 

Home. In addition, 31% of smartphone users worldwide use voice-activated search, like Siri, at 

least once a week. It is estimated that in future, 50% of all searches will be voice searches. That 

makes voice search one of the biggest online marketing trends of future. This is the year that 

digital marketers can no longer ignore voice search. There are a lot of things you can do to 

optimize your site for voice search, but the most important change involves using long tail 

keywords like “ how to make vegan brownies”  instead of a shorter keyword like “ vegan 

brownies.”  

2. Shoppable Posts 

               By now, you know that social media is a huge part of online marketing. What you 

might not realize is just how many people shop on social. 60% of Instagram users say 

they discover new products on Instagram and in a survey of over 4,000 Pinterest users, a 

whopping 70% said Pinterest helps them find new products. These platforms have taken note of 

the fact that people are using them to shop and have made it easier for merchants to sell via 

social media. Over the past few years, Instagram, Pinterest, and Facebook all have ways for 

ecommerce stores to create shoppable posts using a native integration that makes it easy to tag 

and shop products directly in your posts. For online retailers, this is a great way to drive traffic to 

product pages. 

3. Immersive Tech like AR and VR 

                Augmented reality (AR) and virtual reality (VR) have exploded in popularity over the 

past few years and are quickly becoming one of the top marketing trends. While VR was the 

more popular of the two for a long time, it is predicted that AR will outpace VR in 2020 and by 

2021, VR won’ t be able to catch up.AR is already being used by major companies like IKEA. 

Using their app and AR, customers can see what a piece of furniture would look like in their 

space before purchasing (or even setting foot in a store)! Take a look at this shelving unit we 

tested in the Thee Digital conference room. 

http://www.skirec.org/
https://99firms.com/blog/voice-search-statistics/
https://www.campaignlive.co.uk/article/just-say-it-future-search-voice-personal-digital-assistants/1392459
https://business.instagram.com/getting-started/#why-instagram
https://business.pinterest.com/en/blog/heres-how-people-shop-on-pinterest
https://learn.g2.com/trends/2019-ar-vr
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4. Interactive Content 

               91% of buyers are looking for more interactive content online and in future, content 

marketing will shift its focus to give the people what they want. Shoppable posts, AR/VR, 360-

degree video, quizzes, and polls are just a few examples of interactive content.Interactive content 

will be one of future top marketing trends for a few reasons: 

 This type of content is new and original, helping it cut through noise 

 It gives visitors a reason to stay on the page 

 It’ s extremely shareable (almost everyone has seen someone share results of a silly quiz 

like “ What kind of cheese are you?” ) 

 The share ability increases your brand awareness 

 Last but not least, people just love to interact 

5. Smart Bidding in Google Ads 

                 Automation is nothing new in the digital marketing world, but thanks to recent Google 

Ads updates announced at Google Marketing Live, we expect automation and smart bidding to 

become the norm for many PPC account managers. Google Ads relies on machine learning to 

optimize your bids so you get the most value out of every conversion. The improvements 

announced at Google Marketing Live make optimizing your bids better than ever with the ability 

to choose conversion actions at the campaign level, the ability to optimize your bids across 

several campaigns with a set of desired conversion actions, and the ability to set bids to 

automatically change when a sale starts or stops. These improvements will help you maximize 

your conversions. 

6. Personalization 

          Personalized marketing is where it’ s at in future. Consumers are tired of seeing generic 

ads that may not have anything to do with them. We change the channel when commercials are 

on (that’ s if we still have cable) and pay extra to music streaming services to avoid ads. 

Traditional advertising and generic commercials are increasingly ineffective. That’ s where 

personalized advertising comes in. 90% of 1,000 people surveyed said they find personalization 

appealing and 80% said they’ re more likely to do business with a company that offers 

personalized experiences. Customers are beginning to expect personalization and there are a lot 

of ways for digital marketers to deliver. Segmented email lists are one of the most popular ways 

to personalize your online marketing efforts. In fact, personalized email blasts perform 3X 

better than generic emails sent to your entire list! Most email marketing tools, like Mail Chimp 

and Constant Contact, and marketing automation tools, like Hub Spot and Pardot, make list 

segmentation simple and easy. If you’ re not personalizing your marketing messages, make 2020 

the year that you make marketing personal. 

http://www.skirec.org/
https://www.snapapp.com/interactive-content/
https://www.wordstream.com/blog/ws/2019/05/14/google-marketing-live
https://www.wordstream.com/blog/ws/2019/05/14/google-marketing-live
https://www.wordstream.com/blog/ws/2019/05/14/google-marketing-live
https://www.theedigital.com/internet-marketing/ppc/google-ads-management
https://www.singlegrain.com/email-marketing/how-ai-helps-add-personalization-to-your-email-campaigns/
https://www.singlegrain.com/email-marketing/how-ai-helps-add-personalization-to-your-email-campaigns/
https://www.theedigital.com/internet-marketing/email
https://www.theedigital.com/internet-marketing/hubspot
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7. Social Messaging Apps 

          Social media apps like Facebook Messenger, WeChat, and WhatsApp aren’ t just for 

messaging friends anymore. These apps are becoming popular ways for businesses to 

communicate with their customers. In fact, Facebook Messenger sees over 10 billion messages 

exchanged between individuals and businesses each month. Messaging apps are popular for 

businesses because customers find it convenient to have direct contact with companies. In 

addition, it allows for extremely personalized marketing, which we already know people love. 

Here are a few ways businesses are using messaging apps: 

 Establishing contact and building relationships 

 Educating customers about their business/products 

 Boosting sales 

 Inviting people to events 

 Regaining potential customers 

 Providing customer support 

ONGOING DIGITAL MARKETING TRENDS 

          Just like aviator sunglasses and the little black dress, some things just don’ t go out of 

style. Here are six online marketing trends that have been big over the past few years and will 

continue to be big in the digital marketing world in future 

1. Chat bots 

            Over the last several years, we’ ve been communicating more and more with bots. 

Thanks to artificial intelligence (AI) and machine learning, chat bots are becoming more 

sophisticated and capable of handling more complex requests. In future, this technology will 

continue to be perfected and incorporated into company websites. Customer service via the web 

is becoming faster and more efficient every day thanks to these new technologies — so don’ t 

overlook them in your web presence. 

2. Video 

 Video was a digital marketing must in 2019 and it will continue to be one in 2020. In 

addition to adding videos to your social networks and on your site, live videos on Facebook Live 

and Instagram Live get watched 3X longer than videos that aren’ t live. 

3. Influencer Marketing 

  Influencer marketing has been around for several years now, and it’ s not going away 

any time soon. Influencers used to be huge celebrities or “ internet celebs”  with a tens of 

http://www.skirec.org/
https://www.theedigital.com/internet-marketing/social-media
https://mediakix.com/blog/facebook-live-statistics-video-streaming-to-know/#gs.xg5fr2w
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thousands of followers but now, companies are turning to people with much a smaller social 

media following to be influencers. Leveraging influential people on social media allows you to 

reach their audience with a voice that they trust. You can find influencers by looking for people 

who reach your target demographic and then sponsoring them as a brand advocate. Brands that 

leverage influencers to spread their message see an ROI 11X higher than they do with other 

digital marketing methods. 

4. Content Marketing 

            Not only does content demonstrate knowledge and expertise to potential customers 

reading your articles or pages, it’ s what search engines put in their search results. In short, 

content fuels the fire that is your search engine optimization, so it’ s best to never stop creating 

content. In future, focus on creating interactive content and videos. 

5. Page Speed 

               Page speed has been important for several years and it will continue to be vital to your 

websites success in future. 25% of users will abandon a page if it doesnt load in four seconds and 

theyre not likely to come back. Focus on improving your page speed in future and watch your 

sites performance improve. 

IMPLEMENT IDEAS IN DIGITAL MARKETING 

 

 To implement ideas for digital marketing, we need to go through the basis three stages: 

 

1) Generation 

 For a lot of companies, making use of ideation to address a specific problem or 

requirement is frequently a good starting point. The majority of companies can easily identify 

these kinds of needs –  the main decision is whether they contribute to an ideation approach. 

After problem-solving, come two other key chances for utilizing ideation: core competencies and 

consumer insights. Core competencies, in reference to ideation, have to do with leveraging 

ideation to develop upon a company’ s abilities. In this kind of ideation, the organization is 

looking for fresh applications or new markets for existing services/products.  

  

2) Selection 

 Picking the best ideas starts much before the beginning of the ideation process. It is 

essential that you fix the criteria by which the ideas are to be assessed, who would be responsible 

for evaluating the ideas, and how the top ideas would be given to the concerned internal teams 

for further assessment or execution. A proper selection process begins with the use of tags or 

labels to arrange the ideas into meaningful clusters. An example would be labels being arranged 

http://www.skirec.org/
https://neilpatel.com/blog/loading-time/
https://www.cleverism.com/core-competencies-overview/
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along product lines (such as phone, laptop, tablet) and tags being a level lower, concentrating on 

attributes (easy navigation, portable, long battery life, lightweight) and/or on features (display, 

operating system, interface). Labeling and tagging should be followed by prioritization to be 

certain that the most essential ideas reach the stage of application/execution. 

 

3) Implementation 

 The success of implementation is dependent on an organization’ s ability to choose the 

top ideas and take action based on them. It also depends on the organization having appropriate 

workflows in place so that the right groups take part at the appropriate time in the three steps of 

the ideation process. The makeup of these workflows (that call out particular roles and aspects of 

responsibility) is very essential for organizations if they are to start any ideation endeavor. 

 

 

CONCLUSION  

  

 Digital marketing gives best of best option to enhance the skills set in business.  

Creativity research has been conducted for almost a century and yet new findings are still being 

reported. This study has attempted to better understand the creative process of professional 

designers in order to improve creativity support tools. It also suggested various styles and ideas 

to implement digital marketing. 
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