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Abstract 
The latest generation of commerce is one that can be done over the internet. The 
internet provides vital platform where sellers and buyers can come in contact for 
sale and purchase of goods and services. The study brought to fore that online retail 
market and expects users of the internet; they have a strong positive idea about 
online retail marketing. On the other hand, retailing is the task of selling products 
to the final customers who are influenced by the marketers or by the retailers to 
make a purchase. However, only 8-10 million of the internet users are used online 
retail marketing. One of the reasons behinds this is the virtual nature of online retail 
market. The foster various apprehensions in the mind of the consumer. It is also 
observed that consumer’s perception of all the mentioned sub-dimensions online 
retail marketing. Finally, the detailed implications are discussed in the paper.  

Introduction 
 The continuous and rapid revolution in the advancement of 
modern era has made everything so comfortable for everyone and 
that is the reason why most of the people are fancy to use the internet 
because of its reliability, speed and performance. Along with message 
delivering through e-mail, seeking information through searching 
and browsing, a lot of people are using internet for online shopping 
or e-commerce, which have evolved the field of internet marketing 
and internet marketing exporters have found an proficient way to 
find their potential customers. Marketing is the craft of connecting 
different producers (or potential producers) of product or service with 
prospects, both existing and potential. Marketers use four variables 
while writing marketing plans and making market strategies. They 
are sometimes referred to as the four P’s (which are project, process, 
people and product). The combination of these variables is referred 
as marketing mix. A marketing mix is the combination of these 
four variables in a way that will meet or improve organizational 
objectives. A separate marketing mix is usually crafted for each 
product offering. Whenever strategies or plans are building it engages 
a blend of these four combinations. A strategy of selling expensive 
beneficial products in discount stores has poor coherency between 
distribution and product offering.
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 Our online marketing experience will help your brand, product or services reach the audience 
you need. Highly targeted SEO and advertising campaigns have proven to increase revenue. We 
started with in-house projects and developed a technique to get results in a highly efficient way. 
This sparked the interest of outsiders and opened the door to offering these techniques to third 
parties as well. 
 We believe that this healthy balance of in-house projects and external clients is the perfect recipe 
for success because this variety in our work keeps our marketing techniques up to date and never 
make it dull. New goals and projects keep our company fresh and dynamic, focused to get the best 
results each and every time. Retail marketing is the range of activities undertaken by a retailer 
to promote awareness and sales of the company’s products. This is different from other types of 
marketing because of the components of the retail trade, such as selling finished goods in small 
quantities to the consumer or end user, usually from a fixed location.
 Retail marketing makes use of the common principles of the marketing mix, such as product, 
price, place and promotion. A study of retail marketing at university level includes effective 
merchandising strategies, shopping and consumer behavior, branding and advertising. Retail 
marketing is especially important to small retailers trying to compete against large chain stores. 
Online marketing refers to a set of powerful tools and methodologies used for promoting products 
and services through the internet. Online marketing includes a wider range of marketing elements 
than traditional business marketing due to the extra channels and marketing mechanisms available 
on the internet. 

Objectives of online retail marketing 
 Market transparency enables potential or existing customers to choose from a larger selection of 
reachable vendors. 
•  The awareness for a company, brand, product or service is idealistically free of a judging 

evaluation. 
•  The scope of discussed internet transaction is generally reduced to purchases or orders. 
•  Increase customer satisfaction and number of new customer visibility and memorability of 

brand identity according to customer surveys. 
•  Increase new customers from referral and word of mouth to be 20% of overall new customer 

per month. 

Literature Review 
 Literature review is based on various reviews of internet advertisement, and overviews of 
features of online advertisement of on internet advertisement. 
 Gerald Lose (2000) to cover up this platform of advertising companies are planning for the 
growth of online retailing, but for this purpose, they are definitely in need of correct estimates of 
online purchasing behaviors.
 Manchanda (2006) furthermore studies indicate that electronic business also come up with new 
forms of advertisement such as banners, pop-ups, videos, content and other advertisement links.
 Armstrong (2010) long time ago the marketing on television and print media was the major 
source of advertisement, but in today’s world, internet marketing has become another major source 
of online advertisement. Internet is flattering powerful force in many promotion initiatives and 
efforts. Ravi Kumar (2012) “In the internet environment, consumers do not need to conform to 
the expectation of others when making a purchase, and they all have informational influence that 
enables them to make good decisions. Internet advertisement is becoming a significant tool that is 
used to market the products and services by the industrial and non-industrial organizations. 
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Methods of online retail marketing 
Send a press release 
 One of the fastest ways to spread the word about your store, and products or services, is by 
sending a press release. Media outlets all thrive on press releases every day. The abundance of 
online news distribution services is now making it easier than ever for retailers to announce new 
product lines, special events and other shop news.
Sub product feeds 
 Retailers that sell products online should most definitely be using product feeds to reach a 
broader audience. A product feed is simply a file generated from the website that lists product 
details such as photos, descriptions, pricing and even specials. These product can be submitted to 
shopping comparison websites, search engines and also made available to customers using feed 
readers.
Share your knowledge 
 There are many ways a retailer can appear as an expert or voice of authority in a certain industry. 
One way is to host classes, seminars or workshops in-store. Another way is by signing up to teach 
related continuing education courses at the local college and gain extra exposure is by writing 
content for free distribution. Article marketing, as it is known, has the ability to increase awareness 
of a retailer’s presence, online and off. 
Create a newsletter 
 Newsletter and email marketing is key in keeping in touch with the customers you’ve manage to 
get in your store or on your website. It takes a lot of work to gain a customer. Why let them leave 
without offering a way to stay in contact. 
Submit your site 
 Many new website owners submit their site to the major search engines and then sit back and 
wait for customers to come. While this is an important step for marketing online, website owners 
often overlook all the other directories available. Look for specialized link directories and niches 
sites to submit your business information and website. Not only will these directories help increase 
your link popularity, but they can drive highly targeted traffic to your retail store. 
Grab local listings 
 Google, Yahoo, Super pages and other directories and search engines are creating tools for local 
shoppers to find your business, provide maps of location, hours of operation and even coupons. 
Many of these listings are free with upgrade options for a fee. 
Create your commercials
 If your store has paid for a print display ad in the local newspaper, you may know how ineffective 
marketing without spoken word or visual imagery can be. Radio and television marketing may be 
too pricey for your shop’s budget, but there is another option. Video marketing online allows 
a retailer to extend the reach of their message to a larger audience for little investment. Unlike 
traditional marketing, producing a unique online ad or video to convey your message or brand your 
store can have an extremely high ROI. 

Conclusion 
 In this unit, we have explore the meaning of the terms retailing, marketing and marketing 
communications. We have also considered the importance of the marketing mix and identified 
the different communication tools that a retailer might use to interact and communicate with their 
target customers. You have been introduced to a few theoretical concepts and ideas, which have 
been illustrated using real-world examples and cases in retailing. You have been introduced to some 
of the key areas of marketing communications- the message, the media and the communication 
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tools. You have considered the basics of the communication model that underpins the development 
of marketing communication messages. You have also explored what it takes to develop a 
communication message, how to use communications to build a brand and the characteristics of 
the different media that might carry marketing communications. In addition, you have identified a 
range of communication tools which make up the marketing communication mix. The unit has also 
aimed to introduce the importance of marketing and communication from a retail perspective.
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