
INTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD          
ISSN(O): 2455-0620                                                      [ Impact Factor: 9.47 ]          
Monthly, Peer-Reviewed, Refereed, Indexed Journal with  IC Value : 86.87         
Volume - 10,  Issue - 9,  September -  2024             
 

 

Available online on – WWW.IJIRMF.COM Page 185 

  

 

 

Navigating the digital landscape: Contrasting traditional 

media and digital media marketing strategies 
 

1Saakshi Bopanna,    2Dr. Bhargavi D Hemmige 
1Research Student, Department of Media studies, Jain (Deemed-to-be) University, Bangalore, India 

2Professor, Department of Media studies, Jain (Deemed-to-be) University, Bangalore, India 

Email - 1saakshi_b2021@cms.ac.in ,  2dr.bhargavi_d@cms.ac.in 

 

 

1. INTRODUCTION : 

 

The advertising industry is undergoing a significant transformation, with traditional media channels like print, television, 

and radio evolving alongside the rise of digital media strategies. This paper aims to explore the effectiveness of 

traditional media compared to emerging digital approaches in shaping brand perception and consumer engagement [1]. 

  

Traditional media has played a crucial role in advertising for many years, utilizing various channels to increase brand 

recognition, advertise products and services, and reach a large audience. Print advertising includes newspapers and 

magazines, TV advertising offers dynamic content and high exposure, radio advertising targets specific groups, outdoor 

advertising uses high-traffic zones, and direct mail delivers printed promotional materials to prospective clients [2], [3]. 

  

Digital media, on the other hand, has revolutionized the advertising landscape by creatively utilizing the internet and 

digital technology to reach and engage people. Digital media offers precision targeting, comprehensive analytics, cost-

effectiveness, and global reach. It includes search engine marketing, display advertising, social media ads, email 

marketing, influencer marketing, content marketing, video advertising, mobile advertising, and banner ads. 

 

Similarly to what García and Johnson (2022) discuss, the literature also discusses the challenges and ethical dilemmas 

that are associated with data-driven marketing. The assessment of the relevant literature, for the most part, provides a 

comprehensive picture of the dynamic and ever-evolving world of digital marketing. New marketing trends, the 

functions of various digital marketing components, and the ways in which new technology are influencing marketing 

tactics are all represented in this article. 

 

The strengths of traditional media include credibility, the ability to reach a large audience, tangible experience, high-

quality production, audience selectivity, emotional appeal, and extended shelf life. However, traditional media also has 

limitations such as high costs, difficulty in precise targeting, cluttered advertising space, one-way communication, short 

lifespan, and the risk of missing out on opportunities to engage consumers spending more time online. 
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Digital media's strengths include enhanced reach, targeted audience engagement, measurable results, cost-effectiveness, 

interactivity, and personalization. However, digital media also faces challenges such as ad blockers, privacy and security 

concerns, rapid changes and updates, limited interaction, and a wide range of options that can be daunting for small 

businesses and newcomers [4], [5]. 

  

In conclusion, both traditional and digital media have their unique strengths and limitations. Traditional media offers 

credibility, reach, and tangible experience, but is limited by high costs, cluttered advertising space, and one-way 

communication. Digital media offers enhanced reach, targeted audience engagement, measurable results, and cost-

effectiveness, but faces challenges such as ad blockers, privacy concerns, and rapid changes. The future of advertising 

will likely involve a blend of both traditional and digital media, with a focus on ethical behavior, technical innovation, 

and personalization. 

 

2.  Objectives : 

 

 To understand the evolution of marketing strategies 

 To evaluate impact on consumer behavior 

 To identify future trends and challenges 

 

3. Review of literature : 

  

Social media marketing (SMM) has been extensively researched, with studies focusing on its influence on customer 

behavior, brand recognition, and loyalty [7], [8], [9]. For instance, a study by Ishtiaq Ahmad Danish demonstrated the 

significance of social media marketing in increasing brand awareness and customer engagement, particularly through 

platforms like Pinterest. Another study by Jamil et al. found that social media marketing activities can increase brand 

recognition and customer loyalty by providing a wealth of information to consumers [6]. 

 

The key findings are that social media has become a crucial platform for marketing, surpassing traditional media in 

terms of effectiveness. Research by Istijanto and Ambara Purusottama found that personalized selling and interactive 

media, such as social media created by firms and users, have a positive impact on brand attitudes [6]. In contrast, 

traditional media communication does not have a significant impact on brand attitudes. This shift towards digital 

platforms is further emphasized by the study conducted by Anushka Siriwardana and N.T. Hewapathirana, which 

highlights the importance of social media in establishing relationships with customers and gaining their trust in brands 

[1], [2]. 

 

The literature review on digital marketing strategies emphasizes the importance of adapting marketing operations to 

conform to the digital age. Ngozi Christiana Eduzor's articles highlight the need for effective marketing tactics in the 

digital environment, including segmenting customers, using social media, and conducting data-driven analytics. Ahmad 

Alzubi's book "Digital Media Marketing: Strategies for Success in the New Age of Advertising" emphasizes the 

significance of digital media marketing in increasing brand awareness, maintaining customer loyalty, and ensuring long-

term success [10]. 

  

It showcases the challenges and opportunities presented by the rapid advancement of technology in digital marketing. 

For instance, a study by Marina Basimakopoulou, Kostas Theologou, and Panagiotis Tzavaras highlights the ways in 

which digital marketing has altered the way organizations generate revenue, particularly about social media and mobile 

marketing. Another study by A. Bashar, M. Wasiq, and B. Nyagadza investigates the most recent developments in social 

media marketing and emphasizes the need to investigate the impact of disruptive technologies like artificial intelligence 

and blockchain on social media marketing techniques. 

  

We can also identify the future trends and recommendations in the marketing industry. For instance, Zhen Li's study on 

combining traditional TV media with live streaming in the 5G era highlights the challenges faced by traditional TV 

media and the need for new marketing approaches [11], [12], [13]. Another study by Mitchell Borges examines the 

influence of social media on the college decision-making process of out-of-state students, demonstrating the significant 

impact of social media on this critical life choice [4]. 
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 In conclusion, the reviews of literature emphasize the significant impact of social media on marketing strategies, 

customer behavior, and brand attitudes. The studies highlight the need for effective marketing tactics in the digital 

environment, the importance of social media marketing, and the challenges and opportunities presented by the rapid 

advancement of technology [14]. The literature also discusses future trends and recommendations in the marketing 

industry, including the integration of traditional TV media with live streaming and the influence of social media on 

college decision-making [4].  

 

4. Methodology : 

The research paper collected data through a quantitative survey. The survey consisted of responses from 160 participants. 

These participants are individuals who consume media, from across the country and from age groups between 18 to 60 

years, and various professional backgrounds. The survey was disseminated online through Google Forms. The survey 

explored questions about what their preferences would be if they saw an advertisement and what they would be attracted 

towards as well as what they would do if they were the ones making the advertisements.  

The sampling method used to collect the responses was snowball sampling, where existing participants recruited future 

subjects from their social networks, which led to a sample group that grew like a rolling snowball. The survey was 

circulated through Google Forms. Respondents were assured that their responses would be used solely for academic 

purposes. 

Through thorough research of existing literature on the topic and quantitative analysis of the survey data, this research 

paper aims to achieve its objectives. 

4.1 Theoretical framework  

The statement "The Medium is the Message" by Marshall McLuhan emphasizes the significant role of the medium in 

shaping how messages are perceived. This theory highlights how digital media platforms, with their interactive features, 

fundamentally alter the dynamics between marketers and consumers. Digital media allows for more personalized and 

engaging marketing techniques, making the medium itself a crucial component of the message. 

The Uses and Gratifications Theory (UGT) explores why individuals actively seek out specific media to fulfill their 

psychological and social needs. UGT recognizes that traditional and digital media fulfill similar needs but acknowledges 

that new media affordances like interactivity and navigability offer additional gratifications. 

The Diffusion of Innovation (DOI) hypothesis explains how new concepts or technologies spread through a community 

over time. DOI categorizes adopters into five groups based on their innovativeness and openness to innovation. This 

theory highlights variables like relative advantage, compatibility, and observability that influence the adoption rate of 

innovations, shedding light on why digital media marketing has rapidly gained traction. DOI emphasizes the importance 

of social networks and communication channels in the diffusion process, highlighting the influence of digital networks 

and social media on hastening the adoption of digital marketing methods. 

5. Case studies : 

The case studies presented in the literature review highlight the significant impact of digital marketing strategies on 

various brands across different industries. Here is a concise summary of the key findings:  

Swiggy, a leading food delivery platform in India, has successfully leveraged digital marketing strategies to drive growth 

and brand awareness. The company has shifted from traditional marketing methods like print ads and TV commercials 

to targeted digital tactics such as social media marketing, email campaigns, and influencer partnerships. This shift has 

allowed Swiggy to connect with its target audience of 18-35-year-olds, deliver personalized messages, and track user 

behavior to optimize campaigns. As a result, Swiggy's sales have seen a steady incline, and the brand has become more 

visible and engaging to customers. 

Red Bull, a global leader in the energy drink industry, has attributed much of its success to its innovative and data-

driven marketing strategies. Before adopting digital media, Red Bull relied on traditional methods like event 

sponsorships and experiential marketing. However, the shift to digital platforms, including social media, influencer 

partnerships, and virtual/augmented reality, has significantly increased Red Bull's market share and brand recognition. 
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By creating a strong brand identity linked to extreme sports and adventure, Red Bull has been able to connect with its 

target audience and maintain its dominant position in the market. 

Cult Fit, a prominent fitness brand in India, faced challenges during the pandemic when restrictions made it difficult for 

people to visit their physical gyms and centers. To overcome this, Cult Fit partnered with Infidigit to develop a strategic 

SEO plan to improve its online visibility and attract more customers. By optimizing its Google Business Profile, Cult 

Fit saw a remarkable 415% increase in daily clicks and a 240% rise in rankings, leading to higher engagement and sales. 

This case study demonstrates how fitness brands can effectively use digital marketing strategies to solve problems, 

enhance online presence, and connect with their target audience. 

These case studies illustrate the power of digital marketing in reaching and engaging audiences, building brand loyalty, 

and driving business growth across various industries. The shift from traditional to digital platforms has enabled brands 

to deliver personalized, data-driven campaigns that resonate with consumers and adapt to changing market conditions. 

6. Findings : 

A survey with 160 responses yielded a demographic profile that offers useful information on a range of consumer 

preferences and behaviors. According to the age distribution, a sizable percentage of respondents—48.1%—are between 

the ages of 25 and 25, with 23.8% being over 40 and 18.1% being between the ages of 18 and 20. According to the 

gender distribution, 57.5% of respondents were men and 41.3% were women.  

Instagram is the most popular social media network, used by 87.5% of respondents, followed by YouTube with 58.1%. 

Twitter and Facebook had usage rates of 13.8% and 23.8%, respectively, which are lower. A total of 81.9% of 

respondents interact with conventional commercials on TV and in newspapers on a regular or infrequent basis, indicating 

that traditional media continues to play a big role in consumer interaction.  

Attitudes on contemporary advertising methods were also investigated in the poll. 54.4% of respondents indicated that 

they would be open to buying products marketed by "active listening" pop-up adverts, demonstrating their receptiveness 

to this type of digital advertising. Furthermore, 56.9% of participants acknowledged engaging in impulsive purchases 

on social media, underscoring the impact of these platforms on consumer purchasing patterns.  

66.9% of respondents believe traditional media to be more credible than digital advertisements, which highlights the 

extensive scrutiny that traditional media goes through. Personalized social media ads are perceived as more real by a 

slight majority of users (51.9%), however opinions on this matter are divided.  

The success of an advertisement is not entirely affected by its medium, as indicated by the 60% of respondents who 

stated their preference depends on many elements when given with the same commercial on several media. Despite this, 

a sizable majority—73.8%—thinks that traditional media is becoming less relevant in the advertising sector due to a 

move towards digital platforms.  

When it comes to their own brand, 61.3% of respondents said they would want to use both conventional and digital 

media, indicating that a well-rounded strategy is preferred for maximum marketing effectiveness. In addition, the poll 

emphasized the significance of various variables that can impact consumer engagement and response, such as 

inventiveness, relatability, slogan, branding, visual aesthetics, attractiveness, advertisement location, catchy music, 

colors, and font in advertisements.  

This demographic profile provides insight into the complicated and dynamic world of consumer preferences. It shows 

that consumers consume both traditional and digital media, are receptive to new forms of advertising, and that social 

media has a big influence on their purchasing decisions. 

7. Discussions : 

The rapidly evolving digital marketing landscape, challenges in measuring and comparing effectiveness across 

traditional and digital media, concerns about data privacy and access, limited generalizability of results, and the 

complexity of integrating traditional and digital tactics are key limitations of the study. The quick pace of change in 

digital marketing makes it difficult to produce findings that remain relevant long-term. Differences in metrics used to 

evaluate traditional media (reach, frequency) versus digital media (engagement, click-through rates, conversions) hinder 

direct comparisons. Privacy issues and companies' reluctance to share proprietary data restrict the availability of 



INTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD          
ISSN(O): 2455-0620                                                      [ Impact Factor: 9.47 ]          
Monthly, Peer-Reviewed, Refereed, Indexed Journal with  IC Value : 86.87         
Volume - 10,  Issue - 9,  September -  2024             
 

 

Available online on – WWW.IJIRMF.COM Page 189 

comprehensive information on digital marketing strategies and performance. The study's focus on specific businesses, 

platforms or regions may limit the applicability of results to other contexts due to differences in culture, economy and 

regulations. Finally, the research may not fully capture the challenges of aligning organizational structure, mindset and 

resources to effectively integrate traditional and digital marketing approaches. 

8. Conclusion : 

Finding the right balance between traditional and digital advertising depends on knowing the pros and cons of each, 

along with the campaign's goals, funding, target audience, and message. Online platforms like social media, email, and 

websites make up digital media. It allows for real-time tracking, targeted audience involvement, low costs, and a global 

reach. It makes results easy to track and lets you change strategies quickly based on real-time input. But it has problems 

too, like getting tired of ads, worries about privacy, and the fact that digital platforms are always changing.  

Traditional media, like TV, radio, print, and outdoor ads, on the other hand, reach a lot of different people and have a 

strong effect that lasts. People see it as more trustworthy, and it can really help a brand's image and awareness. The 

other benefit of traditional media is that it can target specific groups and areas of the world. Even though it costs more 

and is harder to see how it directly affects sales or results, traditional media is still an important part of overall advertising 

plans.  

Traditional advertising is becoming more popular again, even though digital media is more popular. This is because it 

can stand out from all the other digital noise, third-party cookies aren't working as well, and it can have a real, long-

lasting effect on how people think about a brand. Marketers are starting to see that using both digital and traditional 

media together can help them make better, more complex ads that use the best parts of each. Reaching more people, 

making the brand more well-known, and making a balanced and effective marketing plan that fits the changing needs 

of consumers are all possible with this integrated method.  

Choosing between traditional and digital media for advertising depends on knowing the campaign's goals, budget, 

audience, and message, as well as the pros and cons of each medium. Online platforms like social media, email, and 

websites make up digital media. It allows for real-time tracking, targeted audience involvement, low costs, and a global 

reach. It makes results easy to track and lets you change strategies quickly based on real-time input. But it has problems 

too, like getting tired of ads, worries about privacy, and the fact that digital platforms are always changing.  

Traditional media, like TV, radio, print, and outdoor ads, on the other hand, reach a lot of different people and have a 

strong effect that lasts. People see it as more trustworthy, and it can really help a brand's image and awareness. The 

other benefit of traditional media is that it can target specific groups and areas of the world. Even though it costs more 

and is harder to see how it directly affects sales or results, traditional media is still an important part of overall advertising 

plans.  

Traditional advertising is becoming more popular again, even though digital media is more popular. This is because it 

can stand out from all the other digital noise, third-party cookies aren't working as well, and it can have a real, long-

lasting effect on how people think about a brand. Marketers are starting to see that using both digital and traditional 

media together can help them make better, more complex ads that use the best parts of each. Reaching more people, 

making the brand more well-known, and making a balanced and effective marketing plan that fits the changing needs 

of consumers are all possible with this integrated method. 
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