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Abstract
The research methodology employed in the study was the hybrid approach consisting 

of exploratory and descriptive research as a primary method of research. Primary and 
secondary research was conducted during the described research consisting of secondary 
data. Digital marketing has also been shown to affect consumer decision-making with a more 
important impact on problem recognition, purchase decisions and purchase behavior. In this 
paper we have Implementation & Analysis of Strategies based on Digital Marketing, which 
will target only Certain Group of Consumers. Which will result in Maximum Benefits for our 
Website Analytics. And also, to improve Number of Conversions, that is Converting Viewer to 
Customer. We have developed the website and analyzing the good techniques for improving 
the marketing techniques by applying the marketing techniques on our website and fetching 
out best techniques. We are trying to provide better way of doing digital marketing and 
developed a website for the business so that we can do digital marketing in a better way so 
that everyone can face upcoming Indian crises in market field and can-do marketing of their 
product at low cost.

Subject Classification:  Primary 93A30, Secondary 49K15.

Keywords: Mathematical modeling, Ordinary differential equations, A duopoly economy, Market 
share.

1.  Introduction

In a world where every business must compete for the attention of 
customers, marketing plays a crucial role in increasing the quantity and 
interest of a company’s patronage. Over the last twenty years, the number 
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of small and large businesses has grown, leading to a saturated domestic 
and international market with numerous suppliers, manufacturers, and 
middlemen all vying to be the first link in the chain. Until a few years 
ago, marketing was often viewed as a wasteful use of resources that 
could be better invested in building and strengthening a company’s core 
departments [1]. 

Digital marketing in India is a rapidly growing industry that 
requires businesses to navigate a complex and ever-evolving landscape. 
In order to succeed, companies must employ effective strategies and 
performance metrics that allow them to reach their target audience and 
drive conversions. One key strategy for digital marketing success in 
India is to develop a comprehensive understanding of the local market 
and cultural nuances. This includes identifying and targeting specific 
segments of the population, as well as tailoring messaging and branding 
to resonate with local audiences. Another important consideration is the 
use of social media platforms, which are increasingly popular in India 
and offer a powerful tool for engaging with customers and promoting 
products and services. Effective social media strategies should focus on 
creating engaging content that speaks directly to the interests and needs 
of target audiences, as well as utilizing data analytics to track performance 
and refine approaches over time.

However, a sales-oriented approach that promotes products and 
services in creative and compelling ways has proven to be effective in 
achieving extensive sales goals and generating brand awareness. As a 
result, the role of physical sales has become more apparent, and a great 
deal of thought and effort is put into designing promotional campaigns 
for businesses. Today, a fast-growing business may not rely solely on 
building a sales department to achieve success [2]. In Effective marketing, 
it is essential for businesses to thrive in today’s competitive environment, 
and it requires a strategic approach that prioritizes creative and engaging 
promotion of products and services to attract and retain customers.

2.  Literature Review

Paper [2] state , in the web age, some old strategies are eliminated, 
and a few strategies are improved, with several new strategies being 
introduced which are used for product promotion and selling. This paper 
mainly studies the history and current development of digital marketing. 
Which includes digital marketing and traditional advertising, pros and 
cons of digital marketing mode, digital marketing for future development. 
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In2013, China’s digital marketing market scale reached 110 billion yuan, 
an increase of 46.1%, in 2017 the market scale is expected to reach 286.2 
billion yuan [3]. The channels of distribution including marketing, physical 
distribution, and customer service. Choosing the right marketing channels 
to sell their products. The characteristics of the product will affect the 
choice of the marketing model. If the product is easy to storage, packaging 
and distribution, online sales of these products have an advantage more. 
The preliminary forming of precision marketing industry chain and the 
rapid development of mobile internet will promote digital marketing 
industry high-speed growth [4]. At present, in digital marketing industry, 
with increasing advertiser’s need for performance marketing and the basic 
shape of the industry chain. The precision marketing of “Big advertisers” 
and “Small advertises” will be more and more “hot”. According to the 
history of traditional marketing. The biggest beneficiaries will be the 
company which began to develop the digital marketing. The paper [5] 
offers many opportunities and various channels to companies to market 
their products and services on the internet and information technology. 
A significant strategic appeal for companies to remain competitive 
and raise profit is an aggressive focused e-marketing strategy. Digital 
communications provide a critical forum for corporate knowledge access 
via wired or wireless networks, such as: cell phones, PCs and notebooks. 
We examine the challenges faced by atypical small companies and suggest 
three e-service marketing techniques to incorporate e-marketing practices 
and to achieve a successful and tailored e-marketing strategy focused on 
expertise. 

3.  Proposed Work 

Using the Internet, social media, mobile apps and alternative 
electronic communication technologies became a part of the daily lives 
of billions of individuals. As an example, the present rate of web use 
among USA adults is around eighty seven percent and shut to hundred 
percent for demographic teams like college educated and high- income 
adults. Young people have similar levels of next generation consumers. 
Five different research topics have emerged in recent buyer’s research on 
digital promotion and social media promotion. The first is a buyer digital 
culture that includes buyer digital culture research, in a much deeper, 
digital surroundings in which buyers are located [6]. Table 1 depicts the 
sample description understudy.
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3.1  Optimization model 

The prediction system then assigns the input sample to the category 
with the highest probability value, making the final prediction. The 
accuracy of the model is evaluated by comparing the predicted output 
with the actual output of the test sample set. The goal of machine 
learning is to optimize the model parameters to improve the accuracy 
of the prediction on the test sample set, while avoiding overfitting to the 
training sample set. This can be achieved through various techniques such 
as regularization, cross-validation, and ensemble learning. The ultimate 
aim is to develop a model that can generalize well to new, unseen data 
and can accurately predict the output category values by the conditional 
probability distribution ( )P Y X∣  and decision function ( ).Y f x=

11 arg max ( )
NN yy P X Y
++ = ∣

Decision function is

1 1( )N Ny f x+ +=

{ ( | ), ( )}H P Y X Y f x= =

where P(Y|X) represents the conditional probability distribution of the 
output category value given the input features, and Y=f(x) represents 
the decision function that maps the input features to the output category 
value. The goal of the learning process is to find the optimal hypothesis h∗ 
that minimizes the expected loss function E [L(Y, h(X))] on the test sample 
set, where L(Y, h(X)) is the loss function that measures the discrepancy 
between the predicted output and the actual output. The optimal 
hypothesis h∗ is the one that generalizes well to new, unseen data and can 
accurately predict the output category values.
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The parameter vector q  comes from the n-dimensional space Rn.
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Table 1
Profile of online buyers

Category
Number of

Respondents
Percentage of
Respondents

Gender Mate 70 70 %
Female 30 30%
Total 100 100%

Age Below 18 Years 17 17%
19-30 years 25 25%
31-4.5 years 33 33%
Above 45 years 25 25%
Total 100 100%

Profession House Wife 11 11 %
Employee 50 50%
Business 23 23%
Students 8 8%
Any other 8 8%
Total 100 100%

Monthly 
Family
Income (in 
Rs.)

Below 10000 21 21%
10001-20000 49 49%
20001-40000 25 25%
Above 40000 5 5%
Total 100 100%

4.  Design and Implementation

In this phase the client becomes aware of his need. This can happen 
because of a problem that is difficult to solve, or because of the satisfaction 
of a purchase desire. In this first phase, the most important thing revolves 
around the client and their situation. That is why a successful digital 
marketing strategy [8] offers relevant content to the customer during their 
search phase. It can be through blog articles, e-books, webinars, tutorials, 
reports, and guides focused on providing information and approaches 
committed to meeting the hardship you are experiencing. The client’s 
objective is very clear: he wants to know and needs to know more about 
his situation. In this way, you can take advantage of digital resources at 
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your service to highlight your company and position it as an authority in 
the market. Table 2 depicts the data related to Keyword search frequency.

4.1 Implementation

Step 1: Created the website of gym listing.

Step 2: Then done the keyword research using google keyword researcher 
and niellated keyword research.

Step 3: Metatag framing for website. .

Step 4: Creation of social media pages for doing promotion of website. .

Step 5: Creation of advertisements for promoting website on Facebook 
and google absence.

After Successfully developed our website on gym arenas and 
successfully done the keyword research and implemented on website to 
make the website optimized and get good ranking on google where as we 
also created various ads for our market and deployed on various social 
media platforms which are used to attract public on website.

Table 2
Keyword research frequency Data for GYM

Keyword In Quote Intitle In url Volume Competition
Gym Near Me 86900 7228 73401 45000 0.19
Gym Near Me 10700 84 79 18100 0.17
Gym Near Me for 
ladies

543 112 108 12100 0.26

Gym Near Me with 
fee

6390000 4 56 5400 0

Gym Near Me for 
women

3980 30 78 2900 0.99

Gym Near Me for 
working women

45778 268 31 2789 1

Prework out diet 52800 2120 5 880/mo 0.04
Prework out diet fruit 
punch

750 81 5 320/mo 0.11

Pre work out meal 
vegetarian

2345 8 5 390/mo 0.89
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4.2 Factors that influence the purchase decision in Indian market scenario

There are two types of factors that directly influence the purchasing 
decision process: internal and external. Consider each of them and refine 
your marketing strategy based on these elements [9].

4.3 Internal factors that influence the purchase decision

They are part of the characteristics of your client and they are part of 
their personality. It is easy to recognize. on website to make the website 
optimized and get good ranking on google where as we also created various 
ads for our market and deployed on various social media platforms which 
are used to attract public on website.

Table 3
Commercial software record

Product
Dot 

shopping-cart

Feature
CMS/ecommerce! 

e-marketing

Costs
$995.00

Tanning 
need
Yes

Supports
Yes (Paid)

VI Art Shop CMS/ e-commerce $401.35 Yes Yes (Paid)
Cube cart e-commerce/ 

e-marketing
$179.95 Yes Yes (Paid)

e pa!es e-commerce/ 
e-marketing

1.998€ or 
120 € Per 
month

Yes Yes

Empower 
-shop

e-commerce only £19.99 Per 
month

Yes Yes

4.4 External factors that influence the purchase decision

Unlike internal factors, they are based on non-consumer elements, 
for example. Table 3 shows the commercial software record with features.

Administrative: sometimes there may be a difference between the 
countries to which the client belongs and the company that provides the 
product or service. Elements such as laws and regulations that influence 
the purchase decision process. 

Unforeseen events are the circumstances that affect the customer’s 
purchasing power. Situations such as currency crises, currency exchange 
adjustments on a product or service that directly affect a purchasing 
decision process.
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Table 4 depicts that Advanced promotion has brought an end to the 
critical approach for some organizations. Right now, for small business 
we can still use computerized display to easily advertise their items or 
administrations to the general public and 100% improvement in business. 
There is no limit to this. Organizations can use any gadget, for example, 
tablet, advanced cell, TV, workstation, media, online life, email, and 
parcel others that are intended to help the organization and its items and 
administration. Advanced publicity can accomplish something else in the 
event that the customer wants it as a peak requirement. It likewise shows 
useful and anything but difficult to approach more individuals through 
web-based life, but then the customary method to enter to promote the 
entry way. Also, with the help of social and electronic media, taking care 
of our things for the society.

Conclusion

After conducting a literature review, it has become evident that very 
few studies have been conducted on identifying strategies for digital 
marketing in India. Therefore, we have developed a series of steps to 
identify effective marketing strategies for websites operating in India. 
Our team has already designed the website and ads, and we plan to 
implement and analyze the results in the upcoming semester. Apart from 
the substantial compensation and career growth opportunities, choosing a 
career in digital marketing offers several other advantages. The increasing 
scope of digital marketing for brand promotion through digital media 
makes it an essential career option. Digital marketing has emerged as 
one of the most popular career choices in India and abroad. The future 
potential for implementing and analyzing effective digital marketing in 
India is immense. Businesses that adopt digital marketing will gain a 

Table 4
Outcome of proposed model with different case

case Forecast category
Outcome

Purchase Not purchased

Case 1
Predicted purchase 463 175
Predicted not purchased 8368 24739

Case 2
Predicted purchase 1454 572
Predicted not purchased 6474 24336

Case 3
Predicted purchase 2763 1352
Predicted not purchased 8612 20152
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competitive edge in the market. To evaluate the effectiveness of digital 
marketing in India, companies can use various metrics, such as website 
traffic, social media engagement, leads generated, conversion rates, and 
return on investment (ROI). By analyzing these metrics, businesses can 
gain insight into what works and what needs improvement in their digital 
marketing campaigns.
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