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Abstract: 

    Digital marketing has become one of the most prominent concepts discussed by researchers, 

scholars, and marketing professionals in the field of media and communication sciences. The 

evolution of the concept of marketing and the transition from traditional marketing methods to 

modern, or digital, marketing have turned this field into a rich area for academic study and 

research. It has also become an increasingly interesting field due to the rapid and continuous 

developments it has witnessed and continues to experience. 

    In this context, this research paper aims to shed light on the concept of digital marketing by 

examining the main differences between digital and traditional marketing. It also addresses the 

most important strategies adopted by modern marketing, while highlighting its main advantages 

and the challenges it faces within an ever-changing technological environment. 
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I -Introduction: 

   The successive technological changes in the field of media and communication have 

transformed many of the traditional concepts and practices that were previously widespread, 

giving them a digital form. This has led to the emergence of electronic journalism, e-

management, e-commerce, and digital marketing. All of these can be considered extensions of 

earlier traditional concepts that have benefited from technological developments and adapted 

to them. 

   The concept of digital marketing refers to all marketing activities carried out through the 

Internet. It involves managing the interaction between an organization and its consumers within 

the digital environment in order to achieve mutual benefits. This concept emerged towards the 

end of the twentieth century, alongside the growing use of the Internet by organizations and the 

emergence of digital tools such as email and websites to promote their products and services. 

At the beginning of the new millennium, social media marketing also emerged through 

platforms such as Facebook, Instagram, YouTube, and other websites that were initially 

designed mainly for social interaction. As the number of users increased and these platforms 

became more widely used, organizations began to recognize their importance as interactive 

marketing tools that could contribute to business success and increase brand awareness. 
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   Digital marketing has now become an important means of creating two-way communication 

channels that make it easier to reach customers as quickly as possible. It also helps organizations 

establish a strong presence across different social media platforms and build awareness of their 

brands. In this way, organizations can better respond to customer needs and gain a deeper 

understanding of their consumer behavior. In addition, digital marketing provides advanced 

analytical tools that allow organizations to measure their marketing performance more 

accurately and at a lower cost. 

   Based on this perspective, this study examines the concept and characteristics of digital 

marketing and seeks to identify the main differences between digital marketing and the 

traditional marketing practices that prevailed for many years.  

   The paper also aims to highlight the main benefits of digital marketing and address the most 

important obstacles faced by organizations when adopting digital marketing tools. Accordingly, 

the following central question can be raised: 

How can the concept of Digital marketing be defined within the modern business 

environment? 

This central question gives rise to the following sub-questions: 

  What are the main differences between digital marketing and traditional marketing ? 

  How can organizations benefit from the use of digital marketing ? 

  Which challenges may organizations encounter when adopting digital marketing tools ? 

II. Digital marketing: Definition and concept. 

    Before exploring digital marketing, it is important to understand first what the word 

marketing means. 

   The term marketing was defined by Philip Kotler as:  "marketing is the process of executing 

and planning pricing, promotion, distributions, and conception of goods, services, and ideas to 

create an exchange that satisfies the individual and organization objectives ". )Turner, 2020, 

p7( 

   Digital marketing encompasses all marketing efforts that uses as electronic device or internet. 

Businesses leverage digital channels such as search engines, social media, email and their 

websites to connect with current and prospective customers. This can also be referred as "online 

marketing", "internet marketing", or "web marketing". )Desai, 2019, p196(  

    According to Sugiyono digital marketing is the process of promoting products or services 

through digital media, such as the web, email, and social media, it enables businesses to reach 

larger, more specific and more engaged audiences using information and communication 

technologies. ) Bambang Supriadi and others, 2023, p4  (  

    Digital marketing refers to the process of planning and implementing the development, 

pricing, communication or distribution of an idea, product or service to create exchanges, made 

wholly or partly using digital technologies, in line with individual and organizational objectives. 

The application of digital marketing techniques aims to acquire new customers or improve 

relationship management with existing customers. It integrates with traditional marketing tools 

in a multi-channel or cross-channel marketing strategy. )Zerrouki, 2025, p1238  ( . 
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III. Digital marketing vs Traditional marketing. 

III.1. Traditional marketing: 

III.1.1 Definition: 

Traditional marketing is an advertising tactic that uses offline materials to target consumers. 

These marketing materials are usually inserted in locations where they target audience is more 

likely to see, hear, or engage with them. This strategy involves developing products and 

employing pricing techniques that do not depend on digital platforms, using offline distribution 

channels like brick-and-mortar stores, and promoting goods through traditional media like radio 

and newspapers. Traditional marketing retains its importance by reaching audiences not 

actively engaged online, offering a tangible presence in consumer interactions. ) Siddaraju and 

others, 2025, p165( 

III.1.2 Types of traditional marketing:  )Lawrence, Deshmukh, and Navajivan, 2018, p115( 

-Print marketing: it is one of the old methods of traditional marketing which was prevalent 

since olden times. It is the strategy of advertising in paper form through newspapers, magazines, 

and newsletters which could be distributed to the customers. 

-Broadcast marketing: it refers to the advertisements for a product or service that are broadcast 

on radio and television so that it attracts customers. 

-Direct Mail marketing: it uses printed materials like postcards, brochures, letters, catalogs, 

and flyers, which could be sent through postal mail to the customers. 

-Telephone marketing / Telemarketing:  It refers to the practice of promoting a product or 

service over the telephone by providing sales information and persuading potential customers 

to make a purchase. 

III.2. Digital marketing: 

-Key advantages of digital marketing. 

• International reach: one of the most important benefits of digital marketing is its 

ability to reach a wide audience and attract numerous customers regardless of their 

location. Through the use of websites, social media platforms, and search engines it has 

become possible to access diversified markets and engage with customers. 

• Reduced marketing costs: digital marketing enables businesses and organizations to 

promote their products and services at lower costs than traditional marketing channels, 

such as newspapers, radio, and television, which are generally characterized by high 

promotional cost. As a result, even small enterprises and organizations with limited 

financial  resources can conduct marketing campaigns that are tailored to their budget. 

• Specific audience: digital marketing allows marketers the selection of specific groups 

of people who are most interested by the products or the services of the company, which 

contributes to enhance the effectiveness of marketing campaigns, and facilitates 

achieving its targets more quickly. 

• Measurable results: Unlike traditional marketing, digital marketing provides accurate 

data and results quickly. The performance of advertising campaigns can be measured 

almost immediately, with metrics such as website visits and the number of sales 

generated providing valuable insights into the success or failure of a campaign. 
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Moreover, real-time results obtained while the campaign is still running allow marketers 

to adjust its direction, correct mistakes, and minimize potential losses. 

• Instant interaction:  digital platforms such as social media, websites, blogs, emails, 

and live streaming platforms permit businesses to communicate directly with customers, 

which contributes to building strong relationships with the audience and improving 

customer trust and respect. 

    Based on the above, we conclude that both traditional and digital marketing are used to by 

businesses to promote their products and services and reach customers. 

    The main difference between traditional marketing and digital marketing lies in the medium 

or the channel used by marketers to disseminate the content. Traditional marketing depends on 

non-internet-based channels such as newspapers, magazines, television, or even interpersonal 

communication with customers. On the other hand, digital marketing relies on more advanced 

media including social media platforms, organizational websites, blogs …etc. 

   The difference in the media used leads to a fundamental distinction between these two 

marketing approaches, which is "interactivity". While interactivity is a key characteristic of 

digital marketing, it is either absent or relatively slow in traditional marketing. This feature is 

considered as one of the prominent features that has brought an evolutionary change to the 

process of marketing, due to its role in building strong relationships with audiences and 

enhancing the corporate image of businesses.  

IV -Strategies of Digital marketing: 

-Content marketing: it is a form of marketing that focuses on generating, publishing, and 

distributing content for a targeted audience online. It is regularly used by businesses in order to 

draw attention and create leads, expand its customer based, generate or increase online sales by 

increasing brand awareness or credibility and engage an online community of users. ) Sayankar, 

2024, p53( 

-Social media marketing: it is a mechanism that empowers people through online social 

networks to advertise their websites, goods, or services and to engage with and tap into a much 

wider audience that would not have been possible through conventional advertising channels.) 

Ravi, Kumar, 2021, p64( 

In other words, it is the process of using social media platforms such as: Facebook, Instagram, 

Snapchat…etc, to promote a product, service,   brand or an organization. 

-SEO marketing )search engines optimization(: it is the process of optimizing a website to 

rank higher on search engines like Google, making it easier for customers to find products, 

services, or information. Search engines use complex algorithms to determine which pages 

appear at the top of search results. While these formulas are closely guarded, SEO experts have 

reverse-engineered key ranking factors over time to develop best practices that help businesses 

improve their visibility.  )American marketing association, 2025.( 

-Pay-Per-Click )PPC(:Pay-Per-Click (PPC) is a form of online advertising in which 

advertisers pay a fee each time a user clicks on their advertisement, this kind of marketing  

allows businesses to target specific audiences based on keywords, location, demographics, and 

interests. 
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-Email marketing: it is a type of marketing that uses email to communicate with current and 

potential customers, in order to promote and inform them about the products or services. It is a 

significant tool for building customer relationships, and enhancing brand awareness. 

-Influencer marketing: influencer marketing leverages the reach and credibility of industry 

influencers to promote products or services to a broader audience. By partnering with 

influencers who have a significant following and trust within a particular niche, brands can tap 

into their followers interests and preferences. This strategy builds awareness and generates 

authentic engagement, as consumers often view recommendations from influencers as more 

genuine than traditional marketing methods. )Vij and Taneja, 2022, p10( 

V-Challenges of Digital marketing. 

    Despite all the advantages that digital marketing offers to institutions and business 

organizations, it faces a number of challenges and obstacles that may hinder its effectiveness. 

The most important of these challenges can be summarized as follows: 

-Privacy and data security: data security, data theft, and the biggest threats to digitalization, 

including the high chances of data loss and breaches of privacy are potential challenges. Data 

mining is the basis of digital marketing, but it can also be a threat owing to its possibility of 

being hacked by bugs or viruses. )Alam, 2021, p16( 

-Demand for specialized expertise: in addition to the basic skills required in marketing, digital 

marketing involves specialized and specific skills, such as managing social media, launching 

and monitoring digital compaigns, and collecting and analyzing digital data. This can represent 

a challenge for some companies especially the ones who don’t have adequate financial 

resources. 

-The constant need for creativity and innovation:  digital marketing requires a continuous 

ability to innovate and generate creative ideas in order to remain competitive and sustain a 

presence in the market. In light of the intense competition among organizations and their 

increasing reliance on similar marketing strategies and platforms, maintaining a strong market 

position has become increasingly challenging. 

-Continuous technological changes:  

The technological environment is characterized by its rapidly changing nature, with new 

innovations and updates to digital platforms emerging on a daily basis. This requires digital 

marketers to stay up to date on the technological changes, and to master the relevant 

technologies and tools to ensure effectiveness.  

VI. Conclusion. 

     To conclude, digital marketing has become an important part of modern marketing, as a 

result of the rapid development of technology and the increasing use of the Internet. 

     It refers to the use of digital technologies and online channels to promote products and 

services, reach customers, and achieve marketing objectives. Compared with traditional 

marketing, which depends mainly on offline media such as newspapers, television, radio, and 

direct mail, digital marketing uses channels such as websites, search engines, social media, and 

email. The main difference between the two approaches is therefore not only the medium used, 

but also the level of interaction and communication with customers. 



Studies and Research in Onomastics and Lexicology (SCOL) 

ISSN : 2065-7161 

E-ISSN : 2247-7330 

Vol. 19 (2) 2026 
 

1043 
 

    Digital marketing provides several advantages for businesses and organizations. It allows 

them to reach customers beyond geographical boundaries, reduce marketing costs, target 

specific audiences, and obtain measurable results. In addition, digital platforms make it possible 

to interact with customers instantly, which can contribute to building stronger relationships and 

improving customer trust. To benefit from these advantages, organizations can use different 

strategies, including content marketing, social media marketing, SEO, PPC, email marketing, 

and influencer marketing. Each strategy provides different opportunities for reaching and 

engaging the target audience. 

    However, despite these advantages, digital marketing also faces several  challenges. Issues 

related to privacy and data security, the need for specialized skills, the continuous demand for 

creativity and innovation, and rapid technological changes can affect the effectiveness of digital 

marketing activities. Therefore, organizations need to continuously develop their digital skills, 

follow technological developments, and adapt their strategies to changing market and consumer 

needs. 

    Overall, digital marketing has changed the way businesses communicate with their customers 

and promote their products and services. Its ability to combine wide reach, targeted 

communication, interaction, and measurable results makes it an effective approach in the 

contemporary marketing environment. Nevertheless, achieving successful results requires 

appropriate strategies, continuous adaptation, and responsible use of digital technologies. 

Traditional marketing also remains relevant in certain situations, which means that combining 

both approaches can allow organizations to benefit from the strengths of each and achieve their 

marketing objectives more effectively. 
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