www.ijcrt.org © 2026 IJCRT | Volume 14, Issue 2 February 2026 | ISSN: 2320-2882

IJCRT.ORG ISSN : 2320-2882

éb INTERNATIONAL JOURNAL OF CREATIVE
Qa% RESEARCH THOUGHTS (IJCRT)

An International Open Access, Peer-reviewed, Refereed Journal

Strategic Integration of Digital Marketing
Channels and Extended Marketing Mix: An
Empirical Analysis for Enhancing Product Sales

Dr. Bharat Nayabrao Pimple
Assistant Professor
Department of Commerce
Moreshwar Arts, Science & Commerce College Bhokardan
Abstract

The rapid advancement of digital technologies has transformed the way businesses communicate with
consumers. Digital marketing has emerged as a strategic tool that enables firms to promote products and
services through internet-based and electronic platforms. Unlike conventional marketing, digital marketing
allows real-time interaction, performance tracking, personalization, and cost-efficient global outreach. This
research paper examines major digital marketing channels, the extended digital marketing mix (7Ps), and
their role in increasing product sales. The study also evaluates the comparative relevance of traditional and
digital marketing approaches, highlights emerging trends such as artificial 'intelligence and influencer
marketing, and discusses both advantages and limitations of digital strategies. The findings suggest that an
integrated and strategically aligned digital marketing framework significantly enhances brand visibility,

customer engagement, and revenue growth.
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Introduction

The digital revolution has reshaped business operations across industries. Marketing, being a core business
function, has experienced substantial transformation due to digitalization. Digital marketing refers to the
strategic use of online platforms, electronic media, and digital technologies to promote goods and services. It
includes tools such as search engines, social media platforms, email communication, mobile applications,
and data analytics.

In contrast to traditional marketing methods that rely heavily on physical media such as newspapers,
billboards, television, and radio, digital marketing enables targeted communication, measurable outcomes,
and interactive engagement. The integration of analytics and automation tools allows organizations to refine

campaigns in real time, ensuring improved performance and better allocation of resources.
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Objectives of the Study
The primary objectives of this research are:
1. To examine major digital marketing channels influencing product sales.
2. To analyze the digital marketing mix (7Ps) framework.
3. To evaluate the effectiveness of digital strategies in enhancing brand awareness.
4. To study emerging trends such as Al and influencer marketing.
5. To compare digital and traditional marketing approaches.

Scope of the Study
The study focuses on

o Digital marketing analytics

e Social media influencer marketing

« Atrtificial intelligence in marketing

« Digital marketing models

o Extended marketing mix (7Ps)
The research emphasizes how digitalization reduces operational costs, enhances global expansion, and
improves transparency in business processes. It is particularly relevant in highly competitive markets where
consumer preferences change rapidly.

Research Methodology
The research is based on both primary and secondary data.

« Primary Data: Observations and analysis of digital marketing practices.

o Secondary Data: Books, journals, websites, research articles, and published reports.
A descriptive research design has been adopted to analyze conceptual and strategic aspects of digital
marketing.

Review of Literature
Several scholars have contributed significantly to the understanding of digital marketing.

Uma Anurag (2021) conducted a systematic review of digital marketing growth in India and highlighted the
rapid increase in internet users, emphasizing the need for structured digital strategies.

Neeraj Pandey (2020) explored digital marketing in B2B organizations and identified emerging research
directions in structured online communication models.

Philip Kotler introduced the foundational marketing mix model, which later evolved into the extended
digital marketing framework.

Traditional Marketing vs Digital Marketing

Marketing has evolved significantly with technological advancement. Businesses today choose between
traditional and digital channels—or combine both—to reach their target audiences effectively.

Traditional Marketing

Traditional marketing refers to conventional, offline promotional methods used before the rise of the

internet. It focuses on mass communication and broad audience reach.
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Common Form
e Print advertisements (newspapers, magazines, brochures)
o Television commercials
o Radio broadcasting
o Outdoor hoardings and posters
o Direct mail marketing
o Telemarketing
Advantages Builds strong brand credibility and trust
o Effective for mass audience coverage
o Tangible materials (flyers, banners) create physical presence
o Suitable for local market targeting
Limitations
« High advertising costs (TV, print media)
e Limited measurability of results
« Minimal audience interaction
o Geographical restrictions
« Difficult to modify once published
Traditional marketing is generally one-way communication, where feedback from customers is slow and
indirect.
Types of Digital Marketing Channels
1. Search Engine Optimization (SEQO) — Enhancing website visibility in search engines.
Pay-Per-Click Advertising (PPC) — Paid advertisements generating traffic.
Social Media Marketing — Promotion through platforms like Instagram, Facebook, LinkedIn.

2
3
4. Content Marketing — Creating valuable content to attract audiences.

5. Email Marketing — Direct personalized communication.

6. Affiliate Marketing — Commission-based promotion.

7. Mobile Marketing — Targeting users through mobile devices.

8. Marketing Analytics — Data-driven performance measurement.
Marketing Mix in the Digital Era
Traditional Marketing Mix (4Ps)

Originally conceptualized by Philip Kotler, the 4Ps include:

e Product
e Price
e« Place

e« Promotion

This model forms the foundation of marketing planning but requires expansion in the digital context.
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Digital Marketing Mix (7Ps)

The extended model includes:

Product — Physical or digital offerings addressing consumer needs.
Price — Value-based and competitive pricing strategies.

Place — Online distribution channels and accessibility.

Promotion — Digital advertising, social media, and content strategies.
People — Customer interaction and service support.

Process — Operational efficiency and service delivery.
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Physical Evidence — Online reviews, website credibility, digital presence.
The 7Ps framework aligns marketing strategy with digital consumer behavior.
Advantages of Digital Marketing

e Global reach

o Lower promotional costs

e Measurable results

e Personalization

o Higher return on investment

o Continuous accessibility

« Customer engagement

o Strategic adaptability
Limitations of Digital Marketing

o Intense market competition

« Negative online feedback

e Technology dependency

e Security risks

« Rapid technological changes

o Strategy duplication
Emerging Trends in Digital Marketing

« Atrtificial Intelligence-driven personalization

e Influencer marketing strategies

o Data analytics and predictive modeling

o Chatbots and automated customer support

e Video-based marketing growth

These trends demonstrate how digital platforms are becoming more intelligent and customer-centric.

[JCRT2602529 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | e488


http://www.ijcrt.org/

www.ijcrt.org © 2026 IJCRT | Volume 14, Issue 2 February 2026 | ISSN: 2320-2882
Key Differences Between Traditional and Digital Marketing

Basis of Difference | Traditional Marketing | Digital Marketing

Medium Offline Online

Reach Mostly local/regional Global

Cost High Relatively lower

Measurability Difficult Easily measurable

Interaction One-way Two-way

Flexibility Limited Highly flexible

Targeting Mass audience Specific audience segmentation

Findings and Discussion
The study reveals that:

« Digital marketing significantly improves customer targeting and conversion rates.

e The 7Ps model provides a comprehensive framework for online strategy.

« Real-time analytics enhances decision-making efficiency.

« Integration of Al tools strengthens personalization.

o Businesses adopting hybrid strategies (traditional + digital) achieve better brand positioning.
Conclusion
Digital marketing has evolved into a strategic necessity rather than a complementary activity. Its ability to
integrate analytics, automation, personalization, and global connectivity makes it superior in performance
tracking and engagement compared to conventional methods. The extended digital marketing mix ensures
systematic planning and execution. Organizations that strategically align digital channels with business
objectives experience sustainable sales growth and competitive advantage.
Future research may focus on sector-specific digital strategies, Al-driven predictive marketing models, and
long-term consumer behavioral shifts in digital environments.
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