
 

 

 



Google created a revolution by introducing tools like AdWords and Google Analytics through which companies can track the 
effectiveness of their marketing campaigns and pay as per the results achieved. They introduced pricing models like PPC 
(Pay-Per-Click), PPM (Pay-Per-Mille) and PPA (Pay-Per-Acquisition) which brought a lot of transparency and accountability 
in the advertising and marketing world. 

Facebook, Twitter and LinkedIn took digital marketing to the next level by creating community of users and classifying and 
grouping them as per common interests. Now companies could serve ads and customize them as per preference of the 
targeted consumer group. This brought in more precision, accuracy and effectiveness in the ad campaigns. 

Search Engine Optimization (SEO), Search Engine Marketing (SEM) and Social Media Marketing (SMM) were the superhit 
tools of Digital Marketing 1.0. 

But times have changed. We now live in the age of Millenials (people born after 1990). Millenials are the people who are 
restless and want instant gratification. Millenials are the people who are more interested to experiment with new tools like 
Instagram, Pinterest, Tumblr, Snapchat and WhatsApp. If they are unhappy with you, they can bring down your brand with 
trolling, hacking and offensive blogging. To manage them you need new age tools and strategies like Artificial Intelligence, 
Growth Hacking, Online Buzz Marketing and Online Reputation Management (ORM). 

This is a book that starts the journey with Digital Marketing 1.0 and takes you to Digital Marketing 2.0. This is a book that 
will give you the confidence to embark on a digital marketing journey and get maximum ROI at a minimum cost. This is a 
book that will teach you how to redefine your business model and maximize market share and profitability by using the 
tools of Digital Marketing. 

This book is not just about theory. This book has case studies in every chapter that will illustrate with practical examples 
how companies like Xiaomi, Uber, Dropbox and AirBnB have actually used the prowess of Digital Marketing 2.0 for brand 
building.   
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Prologue 

Two years back, we wrote a book called ‘The Digital Entrepreneur.’ The objective of the book was to highlight 

how easy it was to set up a business using a Laptop and Internet connection. The Internet was indeed spawning 

a new generation of Entrepreneurs who literally started from the garage and created behemoths like Amazon, 

Flipkart, Snapdeal, Shopclues and Paytm. Today customers do not search for products, they just ‘Google’ it. 

They do not ask anybody for reviews on products and services, they look for likes and comments in ‘Facebook’. 

They do not ask anybody on how to use or repair a product, the watch a DIY (Do It Yourself) video on YouTube. 

They read about product launches, updates, new offers and contests in Twitter. They learn about who is 

running the company and how well they are running the company on LinkedIn. The marketplace itself has 

shifted from kirana stores and retail chains to the Mobile Phone and Tablets where it seems you have an ‘App’ 

for everything that you need.  

However there remain problems and challenges with adopting Digital Marketing. Very often, you sign-up for a 

newsletter or newsfeed and get spammed in return. Very often, what you see as a visual representation of the 

product is not what you get. Very often, you are disturbed with pop-ups, WebPages crammed up with banner 

ads on all sides, Adware, Malware and Spyware that make your whole browsing experience a complete 

nightmare. Very often, it becomes extremely difficult to get the correct information because the companies 

with more money power have muscled into the top positions in the search engine results page (SERP). 

Companies are also realising that while their digital marketing costs are rapidly going up, their ROAS (Return 

on Ad Spend) and ROI (Return on Investment) is going down.  

Having reached this point of reference, the relevance of adopting ‘Digital Marketing 2.0’ becomes imperative. 

With higher specification mobile phones now available across the pricing spectrum and data speeds having 

crossed the “minimum critical”, the mobility package is now complete and allows us to exploit various tools of 

the trade not just as singular applications but in packaged offerings. Video is now an integral factor and so is 

Twitter Periscope. Content can now be packaged to engage population sets and interest retained over longer 

periods of time. The shift is now towards building ‘Instagram Stories’ rather than statements. With people now 

preferring to voice their opinions and engage with direct communication, the shift is towards building 

messaging platforms and groups sharing common interest e.g. the now famous ‘WhatsApp Groups’ are going 

to be the norm.People seeking opinions, advice and suggestions from the general public as well as the experts 

over the Internet is a very real phenomenon. Sharing news, information on key developments, updates and user 

experiences influences a lot of thought and behaviour… hence the shift towards ‘Affiliate Marketing’ and 

‘Content Marketing’ deploying Blogs, multiple feedback forums and ‘Tumblelogs’.  

Maintaining online records of choices and preferences, pinning with ‘Pinterest’, companies preferring to use 

customer service representatives who can work 24x7 without taking a break  deliveringerror free services, the 

shift is towards AI (Artificial Intelligence) and ‘Chatbots’.  

Digital Marketing 2.0 aims to map measure and manage the entire emerging eco system and would help you 

understand the need vs desires vs spend, gaining a definitive competitive advantage for your brand and your 

company in the marketplace.  

The idea of writing a book on digital marketing crossed our minds when Jayanta had to market his first book 

‘The Cinderella Jones Affair’ and did not have a marketing budget (Read the Case Studies on ‘The Cinderella 

Jones Affair’ in Chapter 6 and Chapter 8). Tools like Webpage marketing, Banner marketing, Email marketing, 

SMS marketing and Video marketing came to our rescue and the marketing campaign was run at virtually zero 

cost. The digital marketing campaign built around the book went viral and the book became a runaway hit on 

Flipkart and Amazon. But two years down the line, it is now quite difficult to replicate the success by using the 



same traditional tools. Search Engine Optimization (SEO), Search Engine Marketing (SEM) and Social Media 

Marketing (SMM) are just not enough. You need to think beyond SEO, SEM and SMM. That is where the tools of 

Digital Marketing 2.0 become extremely useful. The companies with whom we are doing consulting have 

actively adopted the tools of Digital Marketing 2.0 and getting considerable success from their marketing 

campaigns.  

This is not a book for the experts. This is a book for the marketing professionals and marketing students who 

have a curiosity, interest and eagerness to learn the various tools of digital marketing and build a repertoire 

from where they can choose the best tools for an effective marketing campaign. You need not separately buy 

and read a book on Digital Marketing 1.0 to upgrade to Digital Marketing 2.0 in a sequential manner. We have 

covered both Digital Marketing 1.0 and Digital Marketing 2.0 in different sections of this book. In fact, it is 

advised that you start reading and understanding Digital Marketing 1.0 before take a deep dive into Digital 

Marketing 2.0. 

Does digital marketing really deliver spectacular results? Are companies really getting success out of their 

digital marketing campaigns? What is it that they are actually doing in digital marketing? Which tools are 

being used and how? These are the questions that might be arising in your mind as you browse through the 

pages and try to understand and learn digital marketing. Well, one of the salient features of this book is the 

collection of case studies. Every chapter starts with a case study so as to give you the POC (Proof-of-Concept) 

that digital marketing really works. The case studies are drawn from reputed companies like Coca Cola, Nike, 

Nestle and Procter and Gamble(P&G) which are actively using digital marketing to increase their reach and 

conversions. 

At the end of your digital marketing journey, you might be eager to know how well you have grasped the 

concepts and are you all set to implement the tools of digital marketing? The last chapter of the book talks 

about Google AdWords and Google Analytics Certification Exams. You can take these exams at your leisure and 

also earn certification as a digital marketing expert.   

Happy Reading and Welcome to an exciting journey into the world of Digital Marketing 2.0. 

 

Jayanta Chakraborti       Dr. Rushen Chahal 

Agartala        New Delhi 

1st August, 2018       1st August, 2018 

 

 

 

 

 

 

 

 

 



Chapter – 1 

 

Introduction to Digital Marketing 2.0 

“All one needs is a computer, a network connection, and a bright spark of initiative and creativity to 

create a great business.”   --- Don Tapscott 

 

Xiaomi is a privately owned Chinese electronics company headquartered in Beijing. It was founded by 

the Chinese entrepreneur Lei Jun on 6th April 2010. In a span of seven years, Xiaomi has become the 

seventh largest smartphone seller in the world in terms of market share. In India, they have captured 

the number one position among smartphone sellers, a position which they jointly hold with Samsung. 

 

 
   Source of Data: IDC  

 

Figure-1 : Market Share of Smartphone Companies in India, 2017 Q3 

 

 

Xiaomi has consistently broken all records of sales and created new benchmarks. In August 2014, 

Xiaomi sold 20,000 units of Mi3 model through Flipkart in 2.4 seconds.  In 2015, during their fifth 

anniversary, they created Guinness World Record by selling 2.11 million phones in 24 hours through 

their E-Commerce platform Mi.com. In 2016, they sold 5,00,000 mobile phones in three days between 

October 1st and October 3rd on Flipkart’s E-Commerce Marketplace. On January 23, 2017, they sold 

more than 2.5 lakh Redmi Note 4 handsets in 10 minutes, simultaneously on Flipkart and Mi.com. All 

without any Print Media, Electronic Media or Point-of-Sales (POS) Ads. All without any physical dealer 

or retailer. All sales were done on E-Commerce Platforms like Flipkart and Mi.com.  

Although, Xiaomi has recently started selling through dealers and running Ad campaigns, there are 

many other brands who have achieved cult status by doing viral marketing though Internet. Xiaomi 

used a strategy called “Flash Sale” to create frenzy among mobile phone buyers. A flash sale is a 

discount or promotion offered by an ecommerce store for a short period of time during which a limited 

quantity of products are sold.  

Xiaomi 23%

Samsung
23%

Lenovo 9%

Vivo 9%

Oppo 8%

Others 28%



The Mobile Phone Brand OnePlus followed a different strategy called ‘invite only’. You could buy the 

phone only if you got an invite from a registered consumer of OnePlus. The brand urged the consumers 

to register on their website and very soon it had strong Facebook community of over a million users 

and a 1.5 lakh strong community on Twitter. They have been extensively using the online platform to 

sell their products and currently they have more than 8,00,000 members in their user community. They 

have had a stellar performance in India and have sold the maximum number of smartphones in the 

medium budget category.   

In contrast Samsung, Oppo and Vivo have been relying on traditional promotion methods like 

advertising on television, print and outdoor medium. Oppo paid Rs 1,079 Crores to get the sponsorship 

rights of the Indian Cricket Team and get visibility through cricket matches. Vivo paid Rs 2,199 Crore to 

get sponsorship rights of the Indian Premier League for five years. Samsung is one of the biggest 

advertisers across the World with a budget of $10 billion. 

But as shown in Figure-1, a heavy dose of advertising does not necessarily convert into higher sales 

and bigger market share. Xiaomi and OnePlus have been constantly outsmarting mobile phone 

companies like Apple, Samsung, Oppo, Vivo and Lenovo who have huge ad budgets and prominent 

brand ambassadors.  

The examples of Xiaomi and OnePlus show that companies need to engage in smart marketing or 

what we have coined as ‘Digital Marketing 2.0’. The number of mobile phones sold in India has 

crossed the 1.2 billion mark. The number of actual mobile phone subscribers are 900 million, out of 

which 50% people use smartphones. The number of internet users is multiplying exponentially with 

Reliance Jio, Airtel and Vodafone offering dirt cheap data packs. And marketing through ‘Mobile Apps’ 

is generating much better response than marketing through television ads, print ads and outdoor ads. 

Digital Marketing, in the initial days, was pioneered by the use of Websites, E-mails and SMS (Short 

Message Services). This is what we call ‘Digital Marketing 1.0’. But now websites have been replaced 

by Mobile Apps, and E-mails and SMS have been replaced by WhatsApp and Facebook Messenger. 

People now check their e-mails only 1-3 times a day, while they check WhatsApp messages after every 

15 minutes. This has now necessitated companies and markets to move from ‘Digital Marketing 1.0’ to 

‘Digital Marketing 2.0’.  

Today ‘Pull Marketing’ is gaining precedence over ‘Push Marketing’. Companies are using innovative 

strategies like ‘Missed Call Marketing’, ‘Remarketing’, ‘Digital Footmapping’,  ‘On-Demand 

Marketing’, ‘Market Basket Analysis’, ‘Blogging’ and ‘Co-Creation’ of products and services to offer the 

customers exactly what they need and want and at prices that they are comfortable to buy. An in-

depth analysis of consumer buying behaviour is possible through Web Analytics, Social Media 

Analytics and Big Data Analytics. Once you have narrowed down on a qualified set of potential buyers, 

the next step of selling the product or service is quite easy.    

The shift from traditional mode of advertising and promotion like Print Media, Electronic Media, 

Outdoor Media and Event Promotions to Digital Advertising is also happening at a rapid scale.  

Most companies are now realising the potential of digital marketing and moving from offline to online 

digital display advertising and social media marketing campaigns. A report published by IAMAI 

(Internet And Mobile Association of India) has pegged the digital advertising market in India at Rs 

7,000 Crore. The digital advertising spend is about 12% of the total advertisement spends in the 

country. 



 

Source of Data : IAMAI 

Figure-2: Indian Digital Advertising Market Growth (in INR Crore) 

In terms of volume, E-commerce leads the digital ad spends pack with Rs 1,040 Crores, followed by 

Telecom and BFSI. However, a comparison of these verticals in terms of share of spends on traditional 

vs digital show that BFSI organizations incurred the highest share on digital advertisement spends. 

40% of their overall advertising spends was on digital followed by E-Commerce, Telecom and travel. 

Table-1 : Digital Marketing Ad Spends across Industry Verticals 

 

Source of Data : IAMAI 

Why is Digital Marketing gaining in importance? It is because the new age buyers are hooked on to the Internet 

via mobile phones, tablets, laptops and desktop computers in a pervasive manner.  There are an estimated 

6,50,000 search queries made on Google every minute. There are over 7,00,000 status updates and 5,00,000 

comments posted on Facebook every minute.  There are over 65,000 Tweets and 180 million emails sent every 

minute. More than 700 videos are uploaded on YouTube every minute. All these active users are extremely 

important for the digital marketer.  

Digital Marketing also gives the opportunity to the marketer of doing digital footprint mapping and search 

engine optimization. It also offers the marketer the opportunity to use powerful tools like Market Basket 

Analysis and Recommendation Engines.  

Digital Footprint Mapping is the process of analyzing the buyer behaviour in E-Commerce Sites and the Digital 

World. We can actually know which websites have maximum traffic (visitors), the duration of the visit, whether 

any purchases have been made, from where the visitors have come and where they went after visiting the sites. 

All these functions can be mapped and analyzed using powerful tools of Web Analytics.    



Search Engine Optimization (SEO) is the process of maximizing the number of visitors to a particular website by 

ensuring that the site remains high on the list of results returned by a search engine. This is done by using 

smart keywords that are likely to be picked up quickly by search engines, building relevant content in the 

website, conducting high powered link building campaigns and providing the accurate meta keywords and 

meta tags. SEO is basically a way to remain on the top of the heap in Google searches and ensure that the 

brand has a higher visibility than the competitors. 

Recommendation Engine is a software tool that analyzes data available about a particular customer and builds 

algorithms to make suggestions to him/her based on his/her choices and preferences. The recommendation 

engine is both collaborative and memory-based. It identifies the customer based on the IP address, and throws 

in propositions that might interest him/her, based on the earlier interactions or transactions that the customer 

might have done on the site.  

Market Basket Analysis (MBA) is another powerful predictive analytics tool being used by Flipkart, Amazon, 

Snapdeal and other online marketers to motivate the buyer to go for higher volume of purchase. This is a data 

modelling technique which recommends a set of products or services which has close correlation with the 

product or service that the customer is currently looking for or has made a purchase. For example, a customer 

looking for a flight ticket on Yatra.com from Delhi to Mumbai is also given offers on hotel stay and cab services 

in Mumbai. And often, Yatra and MakeMyTrip bundles the offer on Air Ticket + Hotel + Cab and throws in an 

attractive discount which becomes a tempting deal for the customer. By using Market Basket Analysis, the 

portal ensures that they increase the basket size of customers as well as prevent the migration of the 

customers to rival competitors. 

All these tools and functions have made the life of digital marketer much more easier in gaining customer reach 

and increasing market share. Most new age companies like Amazon, Flipkart, Snapdeal, Shopclues, Paytm, Ola 

Cabs, Uber, Zomato and Quikr have become billion dollar companies by using the power of digital marketing. 

Ticket booking has also majorly moved online with dominance of players like Yatra.com, MakeMyTrip.com, 

IRCTC, BookMyShow and many others. Physical retailers like Big Bazaar, Reliance and Aditya Birla More have 

extended their reach to online sales.  

The number of Smartphone users in India has crossed 300 million. The number of Internet users in India has 

crossed 500 million. Many of these smartphone users and internet savvy people are in the young demographic 

group (15-30 Years) and are more prone to buying online. Online buying not only saves time and money, it is 

become attractive because of flash sales, heavy discounts cashback offers and EMI options on credit cards.  

The volume of digital transactions dramatically shot up after the demonetization announcement by Prime 

Minister of India on 8th November, 2016. The volume of digital transactions has been clocking to the tune of 

$1.9 trillion per month from November 2016 onwards. In October 2016, Flipkart sold 15.5 million units of 

products valued at Rs 3,000 Crore during the five day Big Billion Sale blitzkrieg. Its arch rival Amazon sold 15 

million units of products during the same period. Snapdeal sold 11 million units of products during the Diwali 

Unbox sale. Snapdeal also saw a 40% increase in the number of women shoppers on its site, which is absolutely 

remarkable. 

What is Digital Marketing mainly used for? Although SEO (Search Engine Optimization), PPC (Pay Per Click) and 

Web based Marketing still accounts for a major chunk of activities, other areas like CRO (Conversion Rate 

Optimization), Video Content Creation, App based marketing and Blog based marketing are fast catching up.  



 

Figure-3: Use of Digital Marketing Tools 

It is now well accepted that Digital Marketing has become a key component of business strategy for all 

organizations, big or small. Digital Marketing is playing a key role in E-Commerce Companies as well as brick-

and-mortar companies. However, the challenge now is to know the correct strategies that will drive maximum 

returns with minimum investments. The first phase of Digital Marketing has seen companies adopting 

strategies like SEO (Search Engine Optimization), SEM (Search Engine marketing), SMM (Social Media 

Marketing) and E-Mail Marketing. The main platforms being used were Google, Facebook, YouTube and 

Twitter. However, now many companies are moving over to non-conventional digital marketing strategies. This 

involves Mobile App Marketing, Blog Marketing, Marketing with Instagram and Pinterest, Content Marketing, 

Affiliate Marketing, Online Buzz Marketing and Growth Hacking. This is called Digital Marketing 2.0.  

This book covers both the traditional modes of Digital Marketing as well as the new age tools of Digital 

Marketing.  There are chapters on Website Planning & Creation, Search Engine Optimization (SEO), Search 

Engine Marketing (SEM), Social Media Marketing (SMM), E-Mail Marketing, Web Analytics and Google Tools. 

The new strategies of marketing has been covered in the form of chapters on Mobile App based marketing, 

Affiliate Marketing, Lead Generation for online business, Content Marketing, Online Buzz Marketing and 

Growth Hacking.We have given additional chapters on Online Reputation Management and  Online Crowd 

Funding to help the reader get practical ideas about how to leverage the power of digital marketing tools to 

create an effective positioning or raise funds for his/her business through Crowd Funding. There is a chapter on 

Artificial Intelligence and Chatbots as they are integral to Digital marketing 2.0. The book ends with a chapter 

on Google Online Exam Guide for students and practitioners who want to get the Google Adword and Google 

Analytics Certification. We hope this book will guide the reader in becoming an expert Digital Marketer and 

also gain competitive advantage in the market place by using the best practices of Digital Marketing 1.0 and 

also Digital Marketing 2.0.  

Summary: 

1. Digital Marketing, in the initial days, was pioneered by the use of Websites, E-mails and SMS (Short 

Message Services).  

 

2. But now websites have been replaced by Mobile Apps, and E-mails and SMS have been replaced by 

WhatsApp and Facebook Messenger. 

 

3. Companies are using innovative strategies like Missed Call Marketing, Remarketing, Digital Footmapping, 

On-Demand Marketing, Market Basket Analysis, Content Marketing and Co-Creation. 

 



4. The first phase of Digital Marketing has seen companies adopting strategies like SEO (Search Engine 

Optimization), SEM (Search Engine marketing), SMM (Social Media Marketing) and E-Mail Marketing. This 

is what we called ‘Digital Marketing 1.0’. 

 

5. The main platforms being used were Google, Facebook, YouTube and Twitter. 

 

6. Now Digital Marketing Companies are using Mobile App Marketing, Blog Marketing, Marketing with 

Instagram and Pinterest, Content Marketing, Affiliate Marketing, Online Buzz Marketing and Growth 

Hacking. This is called Digital Marketing 2.0.  
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Chapter – 2 

 

Webstore Planning & Creation 

 

“If your business is not on the Internet, then your business will be out of business.”                                                                                                                        

--- Bill Gates 

 

Case Study Amazon 

Amazon, the biggest online seller in the World, started its operations in 1995. The Website of Amazon 

comprised of the logo and web links titled “Spotlight”, “One Million Titles”, “Eyes and Editors” and 

“Your Account”.   

Today, Amazon is a $300 billion company. It sells books, electronic products, apparels, furniture, food, 

toys, sporting goods, jewellery and many other products and services. It has become the largest 

internet based retailer in the World it terms of sales and market capitalization. The owner of Amazon, 

Jeff Bezos, has also become the richest person in the World with a personal wealth of more than $100 

billion. The website of Amazon is also considered to be the best in the world.  But what is actually 

great about the Amazon Website? 

The Amazon Website is fifth biggest website in the World with 248,000,000 pages stored in Google’s 

Index.  This gives the Amazon website a higher ranking in SERP (Search Engine Result Page). The 

website is responsive, which means it displays a high quality of image irrespective of whether you are 

opening the site in Laptop, Tablet, Mobile Phone or Desktop Computer.  

An article in Forbes by Jeff Oxford titled ‘6 Things Online Retailers can learn from Amazon’ states that 

Amazon has the fastest page speed. The Amazon web page loads in 2 seconds or less on a decent 

internet connection. Amazon has also made searching a breeze by automatically suggesting popular 

products and categories. They have personalized the shopping experience by giving links such as 

“Related to Items You have Viewed,” “Inspired by Your Shopping Trends,” Recommendations for You 

in”. They provide reviews by existing buyers that help new buyers to make up their mind.  

Amazon suggests and recommends to buyers similar products during the checkout process that help to 

increase the basket size. And the best part about Amazon is that they keep on testing the efficiency of 

their web engine and keep on innovating to surprise the potential buyers and customers. All these 

strategies have ensured that Amazon remained as the top E-Commerce retailer in the World.   

 

Creating the Webstore 

 

For Digital Marketing or E-Commerce, a Website is the virtual store from where the commercial 

transaction of buying and selling takes place. The Website gives information about the products and 

services; the price tag associated with various products and services and provides a mechanism to 

acquire the products and services through electronic exchange of money. A webstore created for E-

Commerce needs to have the following components: 



 

1. Home Page that contains information about products and services 

2. About Page that contains detailed description about the company 

3. Contact Us Page where the Contact Number, Fax Number, Email, Twitter and Facebook contact 

details all are given.    

4. Payment Gateway to make payments through Debit Card or Credit Cards. 

5. SSL (Secure Socket Layer) Certificate. SSL Certificates provide secure, encrypted communications 

between a website and an internet browser. 

Like people differ from each other, a webstore layout can also differ according to the need of target 

users and creativity of the web designer. However, a content heavy website with rich graphics will take 

a long time in loading. A simple website might not be able to catch the attention. This where the rules 

of optimization becomes important to create a website that is pleasing to the eye and also loads faster 

than the average ones.    

Steps of Web Store Creation 

The Web Store for E-Commerce needs to be created in a systematic manner. The below diagram gives 

the steps needed to create an effective and efficient Web Store.  

 

 

 

 

 

Figure-4: Steps of Web Store Creation 

Webstore Planning 

In the planning stage, there are several factors that need to be taken into consideration. Some of them 

are: 

a) Target Goals 

b) Target Audience 

c) Budget  

d) Time 

The first question that needs to be asked is about the goals of Web Store creation. What are you going 

to sell? Physical products, Digital products, Services, Subscriptions or Memberships?  

There are different formats of Web Stores like Business to Consumer web stores (B2C), Business to 

Business web stores (B2B), Consumer to Consumer auction web stores (C2C), purely online web store, 

partly online and partly physical retailing combination and many others. Once the goal of the web 

store is determined it becomes easier to design the complete sitemap and wireframe. 

The second criteria of planning are the target audience. Is it a general audience to whom you are 

selling everything? Is it for men or women or for both? Are children also going to visit the site? Is it 
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targeted at a particular geographic area or universal? Based on the answers to these questions, the 

web store will take a final shape.   

The budget allocated for the webstore creation also plays a key role in the design. If you are on a tight 

budget, you have to go for free resources like themes, graphics and content management system 

(CMS). If you have a good budget, you can buy an ecommerce software and use sophisticated themes, 

graphics and content management system. The best E-commerce softwares are Shopify, GoDaddy and 

Bigcommerce. There are also free open source e-commerce softwares like Magento, Open Cart, 

WooCommerce, SimpleCart and PrestaShop. The expenditure can also be kept low by using Saas 

(Software as a Service) and Cloud hosting and storage. 

Time also plays a key role in the process of web store creation. The time taken to build a webstore can 

take anything between 1 day to 3 months, depending on the level of complexity and the range of 

products and services that are going to be offered. It all depends on the platform being used, 

readiness of content and the availability of graphic banners and pictures.    

Web Store Structure Design 

The key components of a Web Store are: 

1. The Domain Name 

2. Web Host 

3. Content Management System 

4. Payment Gateway 

5. SSL 

 

1. The Domain Name 

The domain name is one of the critical components of the Webstore. The domain name reflects the 

brand identity. Amazon, Flipkart, Snapdeal, Ebay and Paytm all have a domain name similar to their 

brand name. Domain names are not very expensive to buy. But it can become expensive if it is already 

pre-owned by somebody.  

The domain name can be purchased from an ICANN-accredited domain name registrar. The most 

popular registrars are GoDaddy.com, Hostgator, Bluehost, Name.com and Bigrock.in. The various 

types of domains that are available come in the form of .com, .net, .org, .int , .gov and .edu.  One 

needs to choose the correct option as per requirement.  

2. The Web Hosting 

The next step is to choose the Web Hosting Services. Web hosting is a service that allows organizations 

and individuals to post a website or web page onto the Internet. A web host, or web hosting service 

provider, is a business that provides the technologies and services needed for the website or webpage 

to be viewed in the Internet. Websites are hosted, or stored, on special computers called servers.  

There are different kinds of Web Hosting Services. There is Dedicated web server hosting, Shared web 

hosting, Co-location web hosting, Virtual Private Server (VPS) and Cloud based web hosting.  

 In a Dedicated Web Server Hosting, the owner is in full control and does not have to worry about the 

server slowing down due to excessive burden.  



In a Shared Web Hosting, the website is hosted on a server shared by other websites. The cost is 

relatively less, but the performance may be affected due to heavy load on other websites on the same 

server.   

In Co-location Web Hosting, the customer gets to choose the hardware configuration of the server 

and the software that goes on it. The hosting company maintains the connection to the Internet and 

deals with environmental details such as uninterruptible power supplies (UPS), fire controls, and air 

conditioning. On the other hand, the customer is responsible for that server's upkeep. 

A Virtual Private Server (VPS) hosting is a server, with its own copy of operating system and allocated 

server resources, within a bigger server. In VPS hosting, every website is hosted on a virtual private 

server on a more powerful hardware.A physical machine is divided into several virtual compartments, 

and server software is setup on them separately, making each unit capable of functioning 

independently. 

The most popular option now is Cloud based hosting. Cloud Based Web Hosting refers to a fairly new 

hosting technology that lets hundreds of individual servers work together so that it looks like one giant 

server. The idea is that as the need grows, the hosting company can just add more commodity 

hardware to make an ever larger grid or cloud. 

The advantage of Cloud-based web hosting is that if you get an unusually large amount of website 

traffic the web hosting plan can accommodate the surge of traffic - rather than shutting your website 

down. 

3. Content Management System (CMS) 

In the good old days, we needed to know HTML, CSS (Cascading Style Sheets), Javascript, PHP or Flash 

to create a website. It was indeed a time consuming and laborious task. Today, you know longer need 

coding and design skills to create a website. All the complex things can be handled very easily by 

Content Management System (CMS) Software.    

A Content Management System (or website building platform) is a user-friendly platform for building 

websites and managing your own online content, instead of using a bunch of loose HTML pages. It is a 

software application or set of related programs that are used to create and manage digital content. 

The content management system helps in website authoring and collaboration and provides 

administration tools designed to allow users with little knowledge of web programming languages or 

mark-up languages to create and manage website content with relative ease. 

Some of the popular Content Management System softwares are WordPress, Drupal and Joomla. 

WordPress is an online, open source website creation tool written in PHP. It is the easiest and most 

powerful blogging and website content management system (or CMS) in existence today.  

Drupal is a free and open source content-management framework written in PHP and distributed 

under the GNU General Public License. Drupal has great standard features, like easy content 

authoring, reliable performance, and excellent security. Drupal  is known for its flexibility and 

modularity.  

Joomla is a free and open-source content management system (CMS) for publishing web content. It is 

built on a model–view–controller web application framework . Joomla is written in PHP, uses object-

oriented programming (OOP) techniques and software design patterns, stores data in a MySQL, MS 



SQL or PostgreSQL and includes features such as page caching, RSS feeds, printable versions of pages, 

news flashes, blogs, search, and support for language internationalization. 

Content Management Systems (CMS) like WordPress, Drupal and Joomla have made creating a 

website easy for everyone. All of them have great features like plugins, themes and templates. They 

can be used to create absolutely responsive websites.  They are backed up by huge support from 

developer community.  

They also come with great plugins. “Plugins” are extensions that are built to expand the capabilities of 

the CMS, adding features and functions to your site that don’t come built-in. Plugins are shortcuts to 

getting your site to do what you want to, without having to build the feature from scratch.You can use 

plugins to do everything from adding photo galleries and submission forms to optimizing your website 

and creating an online store. 

 

4. Payment Gateway 

A Payment Gateway is a merchant service provided by an e-commerce application service provider 

that authorizes credit card or direct payments processing for e-businesses, online retailers, bricks and 

clicks, or traditional brick and mortar. 

Payment Gateways are software and servers that transmit transaction information to acquiring 

banks and responses from issuing banks (such as whether a transaction is approved or declined). 

Essentially, Payment Gateways facilitate communication within banks. 

 

Figure-5:  The Payment Gateway Process 

The entire process may seem long and complicated, but it can be learned with some time and 

dedication. 



1. The customer places an order on a website of his/her choice and proceeds to click the ‘Submit’ or 

‘Purchase’ button, or any equivalent. They will need to enter their credit card details to get their 

order processed. 

2. If the order has been made on a website, the browser sends the data (which is encrypted) to the 

merchant’s web server. 

3. The information and details about the transaction get forwarded by the merchant to the payment 

gateway. 

4. The payment gateway transfers the information to the payment processor which has been 

acquired from the merchant’s bank. 

5. The processor then transfers this information to the respective card association (American 

Express, Visa, and MasterCard) 

6. The bank receives the request for the authorization of payment, checks whether the customer has 

any funds on their debit or credit cards and checks if the cards are available. After the check, it 

sends information back with a specific response code that can be either ‘Approved’ or ‘Denied’. If 

it sends back ‘Denied’, a reason for the denial is also sent. 

7. The processor sends the received information back to the payment gateway. 

8. The Gateway forwards the information to the website. 

9. The merchant proceeds to approve of the transaction and ‘consume’ the transaction. 

10. All orders that are approved by the merchant are submitted as a ‘batch’ to their bank. 

11. The bank makes a request based on the batch it received, to the credit card provider. 

12. The credit card provider makes a payment to the bank. 

13. The bank forwards the funds to the merchant’s account. 

The process from authorization to payment lasts around three days. 

5. SSL (Secure Sockets Layer) 

SSL (Secure Sockets Layer) is the standard security technology for establishing an encrypted link 

between a web server and a browser. This link ensures that all data passed between the web server 

and browsers remain private and integral. SSL is an industry standard and is used by millions of 

websites in the protection of their online transactions with their customers. 

To be able to create an SSL connection, a web server requires an SSL Certificate. When you choose to 

activate SSL on your web server you will be prompted to complete a number of questions about the 

identity of your website and your company. Your web server then creates two cryptographic keys - a 

Private Key and a Public Key. 

The Public Key does not need to be secret and is placed into a Certificate Signing Request (CSR) - a 

data file also containing your details. You should then submit the CSR to the Certification Authority. 

During the SSL Certificate application process, the Certification Authority will validate your details and 

issue an SSL Certificate containing your details and allowing you to use SSL. Your web server will match 

your issued SSL Certificate to your Private Key. Your web server will then be able to establish an 

encrypted link between the website and your customer's web browser. 

The complexities of the SSL protocol remain invisible to your customers. Instead their browsers provide 

them with a key indicator to let them know they are currently protected by an SSL encrypted session - 

the lock icon in the lower right-hand corner, clicking on the lock icon displays your SSL Certificate and 

the details about it. All SSL Certificates are issued to either companies or legally accountable 

individuals. 



Typically an SSL Certificate will contain your domain name, your company name, your address, your 

city, your state and your country. It will also contain the expiration date of the Certificate and details 

of the Certification Authority responsible for the issuance of the Certificate. When a browser connects 

to a secure site it will retrieve the site's SSL Certificate and check that it has not expired, it has been 

issued by a Certification Authority the browser trusts, and that it is being used by the website for 

which it has been issued. If it fails on any one of these checks the browser will display a warning to the 

end user letting them know that the site is not secured by SSL. 

To adopt SSL in your business, you should purchase an SSL Certificate. SSL Certificates can be bought 

from Symantec, GoDaddy and many other online sellers. The cost may vary from hundred dollars to 

thousand dollars depending on the level of security required and complexity of the website.   

 

Website Structure Design 

The website structure design comprises of Sitemap, the Wireframe and the technology stack.  

1. The Sitemap 

Site-mapping is the visual process of outlining a website’s structure, high-level functionality and 

navigation scheme. The end deliverable can be a sketch, image, PDF, or presented in a tool. The 

sitemap should describe the relations between the main areas of your website. Such representation 

could help understand how usable the final product will be. It can show you the “relationship” 

between the different pages of a website, so you can judge how easy it will be for the end-user to find 

the required information or service if he starts from the main page. The main reason behind the 

sitemap creation is to build a user-friendly and easy to navigate website. 

 

Figure-6:  The Website Site-Map 

 

The sitemap allows you to understand how the inner structure of a website looks like, but doesn’t 

describe the user interface. Sometimes, before you start to code or even work on a design, there’s a 



necessity to get approval from a customer that everything looks fine so you can begin the next phase 

of developing. In this case, a wireframe or mock-up is created. A wireframe is a visual representation 

of user interface that you’re going to create. But it doesn’t contain any design elements such as colors, 

logos, etc. It only describes the elements that will be added to the page and their location. It’s artless 

and cheap in production sketch. 

Site maps aid search engines in accurately indexing your website. A site map is a collection of the 

various URLs comprising your website. By creating a site map, you allow search bots to find and 

display the essential pages of your website. 

2. Wireframe 

A website wireframe, also known as a page schematic or screen blueprint, is a visual guide that 

represents the skeletal framework of a website. Wireframes are created for the purpose of arranging 

elements to best accomplish a particular purpose. The purpose is usually being informed by a business 

objective and a creative idea.  

The wireframe depicts the page layout or arrangement of the website’s content, including interface 

elements and navigational systems, and how they work together. The wireframe usually lacks 

typographic style, color, or graphics, since the main focus lies in functionality, behaviour, and priority 

of content. In other words, it focuses on what a screen does, not what it looks like. 

Wireframes focus on: 

 The range of functions available 

 The relative priorities of the information and functions 

 The rules for displaying certain kinds of information 

 The effect of different scenarios on the display 

The website wireframe connects the underlying conceptual structure, or information architecture, to 

the surface, or visual design of the website. Wireframes help establish functionality and the 

relationships between different screen templates of a website. An iterative process, creating 

wireframes is an effective way to make rapid prototypes of pages, while measuring the practicality of 

a design concept. Wireframing typically begins between high-level structural work—like flowcharts or 

site maps—and screen designs. Within the process of building a website, wireframing is where 

thinking becomes tangible. 

 

 

 

 

 

 

 

 



3. Technology Stack 

 

Figure-7:  The Technology Stack 

A technology stack is a combination of software products and programming languages used 
to create a web or mobile application. Applications have two software components: client-
side and server-side, also known as front-end and back-end. 

Each layer of the application builds on the features of the one below it, creating a stack. The diagram 

above shows the major building blocks of a typical tech stack, but there can be other 

supporting components included. 

More than 60% of web traffic now comes from mobile devices, and it is better to build a a responsive 

web app that adjusts well to all screen sizes. Responsive web apps are easy to discover through a 

Google search or a shared link and instantly available without downloading anything. They are 

cheaper to develop than native apps and easier to iterate on, serving as a useful tool for quickly 

validating your product. 

Landing Page 

In online marketing, a landing page, sometimes known as a "lead capture page" or a "lander", is a 

single web page that appears in response to clicking on a search engine optimized search result or an 

online advertisement. 

The landing page will usually display directed sales copy that is a logical extension of the 

advertisement, search result or link. 

Landing pages are often linked to from social media, email campaigns or search engine marketing 

campaigns in order to enhance the effectiveness of the advertisements. 

The landing page will include some method for the visitor to get into contact, usually a phone number, 

or an inquiry form. 

If a sale is required, the landing page will usually have a link for the visitor to click, which will then 

send them to a shopping cart or checkout area. 



Types of Landing Page 

Click through landing pages have the goal of persuading the visitor to click through to another page. 

Typically used in ecommerce funnels, they can be used to describe a product or offer in sufficient detail 

so as to “warm up” a visitor to the point where they are closer to making a purchasing decision. 

Lead generation landing pages are used to capture user data, such as a name and email address. The 

sole purpose of the page is to collect information that will allow you to market to and connect with the 

prospect at a subsequent time. As such, a lead capture page will contain a form along with a 

description of what you’ll get in return for submitting your personal data. 

The various types of incentives given in a landing page are: 

 Ebook or whitepaper 

 Webinar registration 

 Consultation for professional services 

 Discount coupon/voucher 

 Contest entry 

 Free trial 

 A physical gift (via direct mail) 

 

Content Creation & Coding 

During the design phase, your website takes shape. All the visual content, such as images, photos, and 

videos is created at this step. You also need to incorporate an online product catalog. The online 

product catalog is an important cornerstone for eCommerce retailers. Creating an immersive, 

information-rich experience helps eCommerce businesses build interest amongst online visitors and is 

key to converting potential customers into loyal shoppers.Here decisions need to be taken on what 

products to sell and pricing the products. 

The Web Designer needs to ensure that he or she is using SEO-friendly code. It is better to utilise both 

Meta and ALT tags to ensure that your website not only appears in user searches but that pertinent 

keywords from the content of your website are displayed. Doing so will more likely pique searchers' 

interests and will facilitate more visits to your website. ALT tags are merely a written description to go 

along with the pictures on your website, and so they are necessary to tell search engines and searchers 

what kind of pictures you have on your website. 

You need to install Website Analytics to keep track of your website's success and current status. The 

statistics you'll be able to monitor include the number of visits your website receives, the amount of 

time visitors stay, the average number of page views for each visitor, and many other useful statistics. 

Making use of such software will enable you to make adjustments to the website to increase its 

effectiveness. 

For many online vendors, your product range and selection is part of your unique selling position: the 

products you have curated for sale are part of your business identity and are what sets you apart from 

your e-tail peers. Making this point of difference clear through an intuitive product catalog that 

highlights the best of your online offerings can help you build a consistent brand identity that your 

shoppers will value and trust. 



There are generally two ways you can create a product catalog for your e-Commerce website: 

i. By selecting a complete E-Commerce platform, you will have access to readymade templates 

and online tools specifically designed to help you create and maintain a product catalog for 

your online retail business. 

 

ii. If you have an existing website with a strong identity that is more than a web-based 

storefront, you may be looking for plug-ins and widgets that let you devote a section of your 

website to selling products online. 

E-Commerce platform solutions 

While it may prove useful to go with some of the more tried and tested E-Commerce software options 

in order to be using reliable, robust tools, the truth is that online E-Commerce platforms are still a new 

service and there is no big established player. Magento is a leading service provider in this category 

with 13% of the eCommerce platforms marketshare with Volusion and Bigcommerce sharing about 

11% of the market. A massive 49% of the market is shared amongst platforms which are not very 

popularly known. So one needs to be careful and apply discretion while choosing an E-Commerce 

platform solution.  

 

Web Testing 

There are several kinds of web testing that needs to be done before the website is finally launched. 

They can be grouped under the following headings :  

1) Functionality Testing:  
This is the testing done to check all the links in web pages, database connection, forms used for 

submitting or getting information from user in the web pages. You also need to do Cookie testing. 

Here testing is done to check if the cookies are encrypted before writing to user machine, 

validating the site for HTML/CSS syntax errors and checking for data consistency. 

 

2) Usability testing :  
The Usability Testing includes the following: 

 Website should be easy to use. 

 Instructions provided should be very clear. 

 Check if the instructions provided are perfect to satisfy its purpose. 

 Main menu should be provided on each page. 

 It should be consistent enough. 

 

3) Content Checking: 

Content should be logical and easy to understand. Check for spelling errors. Usage  of dark colours 

annoys the users and should not be used in the site theme. You can follow some standard colours that 

are used for web page and content building. Content should be meaningful. All the anchor text links 

should be working properly. Images should be placed properly with proper sizes.These are some of 

basic important standards that should be followed in web development. 

 



 

4) Interface Testing 

The main interfaces are Web Server, Application Server Interface and 

Database server interface.Check if all the interactions between these servers are executed and errors 

are handled properly. If database or web server returns any error message for any query by 

application server then application server should catch and display these error messages appropriately 

to the users. Check what happens if user interrupts any transaction in-between. Check what happens if 

connection to the web server is reset in between. 

5) Compatibility Testing 

The compatibility of the Website is extremely important. The various compatibilities that needs to be 

tested are browser compatibility, operating system compatibility, mobile browsing and printing 

options. Different browsers have different configurations and settings that your web page should be 

compatible with. The website coding should be a cross browser platform compatible.  

The web application should be tested on different operating systems like Windows, Unix, MAC, Linux, 

Solaris with different OS flavours to check the operating system compatibility. As the mobile usage is 

gaining in importance, test the web pages on mobile browsers. Compatibility issues may be there on 

mobile devices as well. 

The printing compatibility also needs to be tested. If you are giving page-printing options then make 

sure fonts, page alignment, page graphics etc.are getting printed properly. Pages should fit to the 

paper size or as per the size mentioned in the printing option. 

6)  Performance Testing: 

The performance testing includes Web Load Testing and Web Stress Testing. The application 

performance needs to be tested on different internet connection speed. 

Under Web load testing, you need to test if many users are accessing or requesting the same page. 

Can system sustain in peak load times? Site should handle many simultaneous user requests, large 

input data from users, simultaneous connection to DB, heavy load on specific pages etc. 

Web stress testing is performed to break the site by giving stress and its checked as how the system 

reacts to stress and how it recovers from crashes. Stress is generally given on input fields, login and 

sign up areas. 

In web performance testing website functionality on different operating systems and different 

hardware platforms is checked for software and hardware memory leakage errors. 

7) Security Testing: 

Following are some of the test cases for web security testing: 

Test by pasting internal URL directly onto the browser address bar without login. Internal pages should 

not open. 

Try some invalid inputs in input fields like login username, password, input text boxes etc. Check the 

systems reaction on all invalid inputs. 



Web directories or files should not be accessible directly unless they are given download option. 

Test the CAPTCHA for automates script logins. 

Test if SSL is used for security measures. If used proper message should get displayed when user switch 

from non-secure http:// pages to secure https:// pages and vice versa. 

All transactions, error messages, security breach attempts should get logged in log files somewhere on 

the web server. 

If a person cannot find what they are looking for on your website within 30 seconds, there is a good 

chance they will leave and never return. Organizing your website into specific sections and then 

providing links to those sections at the top of each page is an effective and simple way to make your 

website easy to navigate. 

You should thoroughly test your website to confirm that your design and page structure are displayed 

as intended. Specifically, view your website with the most popular browsers, including Chrome, Firefox, 

Internet Explorer, Opera, and Safari, as those browsers are used by the majority of people who are 

browsing the Internet. 

The Final Launch 

The copy of your website on your computer is called the local version, and the copy on the web host is called 

the production version. Now you can go for a complete launch of your website. It is recommended to do a beta 

launch where you release the site to a hand full of clients that can provide good feedback and report any bugs 

they may find. 

You need to devote some time finding out how your clients will utilize your product. The way they use it may 

differ greatly from the way you intended them to. It often happens that the workflow of the users almost never 

goes the way the web developer initially intends or predicts, so they generally end up making enhancements 

that cater to the work flow of the users instead of trying to force them to use the intended workflow. 

Summary: 

1. For Digital Marketing or E-Commerce, a Website is the virtual store from where the commercial 

transaction of buying and selling takes place. 

 

2. The key components of a Web Store are the Domain Name, Web Host, Content Management System, 

Payment Gateway and SSL (Secure Socket Layer) Certificate. 

 

3. The Website structure mainly comprises of the Site Map, Wireframe, Technology Stack and Landing 

Page. 

 

4. The Webstore needs to be developed using SEO (Search Engine Optimization) friendly code. It is better 

to utilise both Meta and ALT tags to ensure that your website not only appears in user searches but 

that pertinent keywords from the content of your website are displayed. 

 

5. The different kinds of Web Testing done before finally launching the Webstore are Functionality 

Testing, Usability Testing, Content Checking, Interface Testing, Compatibility Testing, Performance 

Testing and Security Testing.   



Multiple Choice Questions (MCQ) 

1. ________________ Certificates provide secure, encrypted communications between a 

website and an internet browser. 

a) BSL  b) FSL  c) GSL  d)  SSL  e) None of the above 

 

2. ____________________ is a service that allows organizations and individuals to post a 

website or web page onto the Internet. 

a) Domain Hosting        b) Web Hosting     c) Secured Hosting d)Shared Hosting 

e)  None of the above 

3. In a ___________________Server Hosting, the owner is in full control and does not have to worry 

about the server slowing down due to excessive burden. 

a) Dedicated Web b)  Shared Web    c) Co-location Web      d) Virtual Private      e)  None of the 

Above. 

 

4. In _____________________ ServerHosting, the customer gets to choose the hardware configuration 

of the server and the software that goes on it. 

a) Dedicated Web b)  Shared Web    c) Co-location Web      d) Virtual Private       e)  None of the 

Above. 

 

5. The Domain Name has to be purchased from an ICANN-accredited domain name registrar 

a) ISBN b) ISO c) ICANN    d)  IAMAI     e)  None of the Above 

 

6. A ______________________ is a merchant service provided by an e-commerce application service 

provider that authorizes credit card or direct payments processing for e-businesses 

a) Secured Gateway    b) SSL Gateway    c) Payment Gateway   d) Merchant Gateway                         

e) None of the Above 

 

7. Which one is a Content Management System (CMS)? 

a) Hootsuite b) HubSpot c) Tumblr      d)  WordPress      e) None of the Above 

 

8. __________________ are extensions that are built to expand the capabilities of the CMS. 

a) .NET      b)  .CMS     c) Plugin       d)  Socket     e)  None of the Above 

 

9. A website _________________, also known as a page schematic or screen blueprint, is a visual 

guide that represents the skeletal framework of a website.  

a) Wireframe  b)  SiteMap     c)  Site Structure    d)  Wire Structure   e) None of the Above 

 

10. The performance testing includes Web Load Testing and ______________  Testing. 

a) Web Landing Page  b) Web Home Page  c)  Web Synchronous   d) Web Stress                                          

‘      e)    None of the Above    


