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SYLLABUS- UNIT-II

Branding on Digital Media
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2.   Building Brand on Digital Media 

3. Storytelling and User Generated Content on Digital Media Network

4.   SEO, SEM, Keywords, Viral Marketing, E-mail Marketing and ZMO
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Audience Research & Engagement in Glocal 
Environment 

 Audience research involves studying the preferences, behaviors, and 
demographics of a specific group of people who are potential consumers 
or users of a product, service, or content. The goal is to understand their 
needs, interests, and motivations to tailor offerings effectively.

 Key components include:

1. Demographics: Age, gender, income, education, etc.

2. Psychographics: Attitudes, values, lifestyle choices.

3. Behavioral Data: How the audience interacts with products or media.

4. Surveys and Interviews: Collecting direct feedback.

5. Analytics: Using data from websites and social media to gauge 
engagement.
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Audience Research and Engagement in 
Glocal Environment 

 The term "glocal environment" refers to the interconnectedness of global and local

dynamics. It highlights how global trends, ideas, and practices influence local cultures,

economies, and communities, while also acknowledging that local contexts shape the

implementation and adaptation of those global influences.

 Key aspects include:

1. Globalization: The spread of products, ideas, and cultural practices across borders.

2. Localization: The adaptation of global concepts to fit local traditions, values, and

needs.

3. Interdependence: Recognition that local actions can have global impacts, and vice

versa.

4. Cultural Exchange: The blending of global and local cultural elements.
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Audience Research and Engagement in 
Glocal Environment 

 Improving engagement in a glocal environment involves balancing global strategies 
with local insights. Here are some effective approaches:

1. Understand Local Context: Conduct thorough audience research to grasp local 
cultures, values, and preferences. This ensures that your message resonates.

2. Tailor Content: Adapt global content to reflect local languages, idioms, and cultural 
references. Personalization helps build a stronger connection.

3. Leverage Local Influencers: Collaborate with local influencers who understand the 
community and can authentically promote your brand or message.

4. Community Involvement: Engage with local communities through events, 
sponsorships, or partnerships. This builds trust and shows commitment to local issues.
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Audience Research and Engagement in Glocal 
Environment 

5. Feedback Mechanisms: Create channels for local audiences to provide feedback. Use

surveys, social media, or focus groups to understand their needs better.

6. Culturally Relevant Campaigns: Design marketing campaigns that align with local

traditions, holidays, or social issues, demonstrating your brand's relevance.

7. Education and Awareness: Share knowledge that benefits local communities, such as

workshops or informative content, reinforcing your brand's role as a valuable resource.

8. Sustainable Practices: Implement environmentally and socially responsible practices

that resonate with local values, enhancing brand loyalty.
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Building Brand on Digital Media 

 Building a brand on digital media requires a strategic approach to 
establish your identity, connect with your audience, and foster 
engagement. Here are key steps to effectively build your brand:

1.  Define Your Brand Identity

• Mission and Values: Clearly articulate your brand's purpose and core values.

• Target Audience: Identify who your ideal customers are and understand their needs 
and preferences.

• Unique Selling Proposition (USP): Determine what sets your brand apart from 
competitors.
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Building Brand on Digital Media 

2.   Develop a Strong Online Presence

• Website: Create a user-friendly website that reflects your brand identity and offers 
valuable content.

• Social Media: Choose platforms that align with your audience (e.g., Instagram for 
visuals, LinkedIn for B2B).

• Content Creation: Regularly produce high-quality content (blogs, videos, 
infographics) that provides value and engages your audience.

3.   Consistent Branding

• Visual Identity: Use consistent logos, colors, and fonts across all platforms.

• Tone of Voice: Maintain a consistent tone in your messaging that resonates with your 
audience.

© Bharati Vidyapeeth’s Institute of Computer Applications and Management, New Delhi-63, by Dr. Sunil Pratap Singh U1.9© Bharati Vidyapeeth’s Institute of Computer Applications and Management, New Delhi-63, by Ms. Supriya Malhotra U1.9

Building Brand on Digital Media 

4.   Engage with Your Audience

• Interactivity: Encourage audience interaction through polls, Q&As, and live sessions.

• Community Building: Foster a sense of community by responding to comments and 
messages promptly.

5.   Leverage Influencer Marketing

• Collaborate with influencers who align with your brand values to reach a broader 
audience authentically.

6.   Utilize SEO and Paid Advertising

• SEO: Optimize your content for search engines to increase visibility and drive organic 
traffic.

• Paid Ads: Invest in targeted ads on social media and search engines to reach specific 
demographics.
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Building Brand on Digital Media 

7.   Monitor Analytics
• Use analytics tools to track performance, engagement, and audience behavior. Adjust 

your strategy based on insights gained.

8.   Encourage User-Generated Content
• Motivate your audience to share their own content related to your brand, which can 

enhance credibility and reach.

9.   Email Marketing
• Build an email list and engage your audience with newsletters, updates, and 

personalized offers.

10.  Stay Adaptable
• Stay informed about digital media trends and be ready to adjust your strategy as 

needed.
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Storytelling and User Generated Content on 
Digital Media Network

 Storytelling in digital media networks refers to the practice of 
conveying narratives through various online platforms to engage, 
inform, and connect with an audience. It leverages the unique features of 
digital media, such as interactivity, visuals, and multimedia, to create 
immersive and compelling experiences.

 Key Elements of Storytelling in Digital Media:

1. Narrative Structure: Like traditional storytelling, digital narratives 
often follow a structure (introduction, conflict, resolution) to keep the 
audience engaged.

2. Multimedia Components: Combining text, images, videos, audio, and 
graphics enhances the storytelling experience, making it more dynamic 
and appealing.
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Storytelling and User Generated Content on 
Digital Media Network

3. Interactivity: Digital storytelling often allows for audience interaction—

such as comments, shares, or even choices within the story—making it

more engaging.

4. Platform Adaptation: Different platforms (social media, blogs,

podcasts, etc.) offer unique ways to tell stories. Each platform requires

tailored content to suit its audience and format.

5. Emotional Connection: Effective digital storytelling evokes emotions,

whether through personal anecdotes, relatable characters, or impactful

visuals, fostering a deeper connection with the audience.

6. Authenticity: Genuine stories about real experiences, challenges, and

successes resonate more with audiences, helping build trust and loyalty.
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Storytelling and User Generated Content on 
Digital Media Network

 Storytelling on digital media networks refers to the practice of using online platforms

and digital tools to craft and share narratives that engage audiences. This approach

leverages various formats—such as videos, blogs, podcasts, and social media posts—to

create compelling and interactive experiences. Key aspects include:

• Multimedia Elements: Combining text, images, audio, and video to enrich the

storytelling experience and capture attention.

• Interactivity: Encouraging audience participation through comments, shares, polls, or

interactive content, which fosters a sense of community.

• Accessibility: Utilizing digital platforms to reach diverse audiences, making stories

available on various devices and at any time.
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Storytelling and User Generated Content on Digital Media 
Network

 User-generated content (UGC) on digital media networks refers to any content created
and shared by users rather than brands or professional creators. This can include text,
images, videos, reviews, and social media posts. Key aspects of UGC include:

• Authenticity: UGC is often seen as more genuine and relatable, as it reflects real
experiences and opinions from everyday users.

• Engagement: It encourages community interaction, as users often respond to or share
content created by others, fostering a sense of belonging.

• Brand Advocacy: When users create content around a brand or product, it can enhance
brand visibility and credibility, acting as powerful word-of-mouth marketing.

• Diversity of Perspectives: UGC showcases a wide range of voices and experiences,
enriching the content landscape and providing varied viewpoints.
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Storytelling and User Generated Content on Digital Media 
Network

 Combining storytelling with user-generated content (UGC) can create powerful and 
engaging experiences for audiences. Here are some key ways to effectively merge the 
two:

1. Incorporate Real Stories: Encourage users to share their personal experiences related 
to your brand or product. Feature these stories in your marketing materials to add 
authenticity and relatability.

2. Create Campaigns Around Themes: Launch campaigns inviting users to share stories 
based on specific themes or prompts. For example, a travel brand could ask customers 
to share their favorite travel memories, creating a narrative thread that connects all 
submissions.

3. Utilize Hashtags: Create a unique hashtag for users to tag their content. This not only 
helps organize submissions but also builds a sense of community as participants 
explore each other’s stories.
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Storytelling and User Generated Content on Digital Media 
Network

4. Highlight User Contributions:  Spotlight user-generated stories on your 
platforms, such as social media, websites, or newsletters. This 
recognition encourages more users to share their experiences and 
fosters loyalty.

5. Interactive Storytelling: Encourage users to contribute to an ongoing 
narrative through polls, comments, or collaborative content. This 
interactivity allows audiences to feel part of the story, enhancing 
engagement.

6. Visual Storytelling: Invite users to share photos or videos that tell their 
stories. Visual content is often more impactful and can enhance the 
emotional connection with the audience.
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What is SEO?

 SEO (Search Engine Optimization) is the process of enhancing a website or online content to

improve its visibility on search engines like Google. The goal of SEO is to increase organic (non-

paid) traffic to a site by ensuring that it ranks higher in search engine results pages (SERPs) for

relevant keywords and phrases.

 Key components of SEO include:

1. Keyword Research: Identifying the terms and phrases that potential visitors are searching for and

incorporating them into your content.

2. On-Page SEO: Optimizing individual web pages by improving elements such as title tags, meta

descriptions, headings, and content structure to make them more search-engine friendly.

3. Technical SEO: Enhancing the technical aspects of a website, such as site speed, mobile-

friendliness, and crawlability, to ensure search engines can easily access and index the site.
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What is SEO?

4. Content Quality: Creating high-quality, valuable, and relevant content
that addresses the needs and interests of your target audience.

5. Backlinks: Earning links from other reputable websites, which can
improve your site's authority and ranking in search engines.

6. User Experience (UX): Ensuring a positive experience for users, which
can include factors like page load speed, easy navigation, and mobile
responsiveness.

 Effective SEO requires ongoing effort and adaptation to changing
algorithms and user behavior, but it can significantly enhance online
visibility and drive traffic to a website.
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What is SEM?

 SEM (Search Engine Marketing) is a digital marketing strategy that aims to increase a website's 

visibility on search engines through paid advertising. While it often includes SEO (Search Engine 

Optimization), SEM specifically focuses on paid search ads, primarily using platforms like 

Google Ads and Bing Ads. 

 Key components of SEM include:

1. Paid Search Advertising: Creating and managing ads that appear in search engine results pages 

(SERPs) when users search for specific keywords.

2. Keyword Research: Identifying relevant keywords that potential customers are using to search for 

products or services, and targeting those in ad campaigns.

3. Ad Creation: Developing compelling ad copy and visuals to attract clicks and conversions.
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What is SEM?

4. Bidding Strategies: Setting bids for keywords based on their value and
competition, using strategies such as cost-per-click (CPC) to manage ad
spending.

5. Targeting Options: Utilizing demographic, geographic, and behavioral
targeting to reach specific audiences more effectively.

6. Performance Tracking and Analytics: Monitoring campaign
performance through metrics like click-through rates (CTR), conversion
rates, and return on investment (ROI) to optimize ad spend and strategy.

7. A/B Testing: Experimenting with different ad variations to determine
which performs best and adjusting campaigns accordingly.
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Keywords

 In digital media marketing, a keyword is a specific word or phrase that people use in search
engines to find information, products, or services. These keywords are crucial for several reasons:

1. SEO (Search Engine Optimization): Keywords help optimize website content so it ranks higher in
search engine results pages (SERPs). Effective use of relevant keywords can drive organic traffic to
a website.

2. PPC (Pay-Per-Click) Advertising: In campaigns like Google Ads, advertisers bid on keywords to
have their ads displayed when users search for those terms. Selecting the right keywords can lead to
better targeting and higher conversion rates.

3. Content Creation: Marketers use keywords to guide content development. By understanding what
users are searching for, they can create relevant and engaging content that meets audience needs.

4. Audience Insights: Analyzing keyword trends helps marketers understand audience interests and
behavior, allowing for more tailored marketing strategies.

5. Analytics and Tracking: Keywords are used to track performance metrics, helping marketers assess
the effectiveness of their strategies and adjust as needed.
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Keywords

 Types of Keywords in Digital Marketing:

1. Short-Tail Keywords

• Description: Composed of one or two words.

• Example: "books"

• Characteristics: High search volume but often very competitive and less targeted.

2. Long-Tail Keywords

• Description: Consist of three or more words, very specific.

• Example: "best science fiction books of 2023"

• Characteristics: Lower search volume but higher conversion rates due to

specificity.
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Keywords

3.   Local Keywords

• Description: Focused on geographic locations.

• Example: "best sushi restaurant in Los Angeles"

• Characteristics: Essential for businesses targeting local customers; boosts local SEO.

4.   Branded Keywords

• Description: Include specific brand names.

• Example: "Coca-Cola"

• Characteristics: Useful for brand recognition and targeting loyal customers.

5.   Non-Branded Keywords

• Description: Do not include brand names.

• Example: "soft drinks"

• Characteristics: Broader searches that attract new customers and compete with various brands.
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Keywords

 Keywords play a crucial role in digital media marketing by connecting businesses with
their target audiences. Here are the key roles they serve:

1. Driving Search Engine Traffic: Keywords help optimize content for search engines,
improving a website's visibility in search results and attracting organic traffic.

2. Enhancing Content Relevance: Using the right keywords ensures that content aligns with
what users are searching for, making it more relevant and engaging to the audience.

3. Guiding Content Creation: Keywords inform what topics to cover and how to structure
content, ensuring it meets the interests and needs of the target audience.

4. Improving User Experience: Well-chosen keywords help users find the information they
are looking for quickly, enhancing their overall experience on a website
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Viral Marketing

 Viral marketing is a strategy that encourages individuals to share a marketing message or
content rapidly and widely, much like a virus spreads. The goal is to create content that
resonates so strongly with people that they feel compelled to share it with their friends,
family, and social networks. Here’s an overview of viral marketing:

 Key Characteristics:

1. Engaging Content: The content is usually entertaining, informative, or emotionally
appealing, capturing attention and encouraging sharing.

2. Social Sharing: Viral marketing leverages social media platforms, email, and other
online channels to facilitate rapid dissemination of the message.

3. User-Generated Content: Often, campaigns encourage users to create their own content,
which can further amplify the message and engagement.

4. Cost-Effectiveness: While creating high-quality content can require an investment, the
sharing aspect can lead to significant reach without proportional spending.
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Viral Marketing

 Examples of Viral marketing:

 Ice Bucket Challenge

• Overview: Participants filmed themselves dumping ice water over their heads to 
raise awareness for ALS. They then challenged others to do the same, spreading the 
message virally.

• Impact: The campaign raised over $115 million for ALS research and reached 
millions worldwide, demonstrating the power of social engagement for a cause.

 Dove: Real Beauty Sketches

• Overview: This campaign featured a forensic artist drawing women based on their 
self-descriptions and then based on descriptions from strangers. It aimed to highlight 
the gap between how women perceive themselves and how others see them.

• Impact: The video went viral, garnering millions of views and sparking 
conversations about beauty standards.
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Email Marketing

 Email marketing is a powerful digital marketing strategy that involves sending emails to a 
targeted audience to promote products, services, or content. It is used to build relationships, drive 
conversions, and communicate with customers. Here’s a comprehensive overview:

 Key Components of Email Marketing:

1. List Building

• Description: Gathering email addresses of potential customers through sign-up forms, lead 
magnets (e.g., eBooks, discounts), and events.

• Importance: A quality email list is crucial for effective campaigns; it’s about engaging 
interested subscribers rather than simply collecting numbers.

2.    Segmentation

• Description: Dividing your email list into smaller groups based on specific criteria (e.g., 
demographics, behavior, purchase history).

• Importance: Segmentation allows for personalized content, which can lead to higher 
engagement and conversion rates.
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Email Marketing

3.   Content Creation

• Types: Newsletters, promotional emails, transactional emails, event invitations, and more.

• Best Practices: Create compelling subject lines, valuable content, and clear calls-to-action 
(CTAs) to encourage user interaction.

4.   Design and Layout

• Responsive Design: Ensure emails are mobile-friendly, as many users read emails on their 
smartphones.

• Visual Appeal: Use eye-catching images, consistent branding, and easy-to-read layouts to 
enhance the user experience.

5.   Automation

• Description: Setting up automated email sequences (e.g., welcome series, abandoned cart 
reminders).

• Importance: Automation helps maintain consistent communication and saves time while 
nurturing leads and customers.
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 Some notable examples of effective email marketing campaigns that successfully 
engaged audiences and drove results:

1. BuzzFeed: Daily Newsletters

• Overview: BuzzFeed uses humor and engaging content in their daily newsletters, 
covering a mix of trending topics, quizzes, and news.

• Impact: Their playful tone and visually appealing layouts drive high open rates and 
encourage social sharing.

2.    Amazon: Personalized Recommendations

• Overview: Amazon sends personalized emails suggesting products based on users' 
previous purchases and browsing history.

• Impact: This tailored approach increases customer engagement and drives repeat 
purchases.
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ZMOT

 ZMOT, or "Zero Moment of Truth," is a concept developed by Google to describe the 
critical moment when a consumer researches a product online before making a 
purchase decision. This phase occurs after they become aware of a product but before 
they actually decide to buy it. 

 Key Components of ZMOT:

• Consumer Research: During ZMOT, consumers actively seek information about a 
product or service, comparing options, reading reviews, and gathering insights.

• Digital Influence: The internet plays a crucial role in this stage, with search engines, 
social media, and review sites influencing consumer decisions.

• Informed Decisions: Consumers often rely on various sources, including product 
videos, user reviews, and social media posts, to inform their choices.
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ZMOT

 Strategies to Leverage ZMOT:

• SEO Optimization: Ensure your website and content rank well in search engine results, 
making it easy for consumers to find you during their research phase.

• Content Marketing: Create informative and engaging content that addresses common 
questions and concerns consumers may have about your products.

• Online Reviews and Testimonials: Encourage satisfied customers to leave reviews and 
testimonials that potential buyers can see during their research.

• Social Media Engagement: Be active on social media platforms to interact with 
consumers, share valuable content, and build a community around your brand.

• Retargeting Campaigns: Use retargeting ads to remind consumers of your products 
after they’ve shown interest during their ZMOT.
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