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ABSTRACT 
Usage of digital media online is an important resource and platform for marketing communications. It helps in 
identifying the consumer's online digital media profile. Data was derived from extensive research into 
literature and from online surveys. The quantitative study was carried out by organizing online survey of 
consumers among the digital media users. The theory was confirmed using deductive logic. They defined the 
general customer profiles. It was found that the interactivity in online digital media is much more personal and 
focused on human-to - human contact. In addition, it has been identified that digital media is changing 
communication processes as the power shifts from company to consumer and the meaning of the message 
itself are changing (content becomes message). The diverse properties of Web 2.0 have been grouped and 
described. The research found that the digital media world contains medium and tool features, and is ideal for 
postmodern consumer marketing. The research was designed to test only the digital media properties of the 
consumers online. Even so, it gathered the data needed to help marketers find suitable tools when marketing 
in the digital media environment online. The study conducted added the knowledge from the consumer 
perspective to the information gap indicated in academic literature regarding the use of digital media online 
for marketing campaigns. It defined the main online digital media tools and tested the perceptions of the 
consumers about possible practices. 
 
KEYWORDS: Online digital media, effective communications marketing tool, Web 2.0, profile of consumers 
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INTRODUCTION 
Rapidly proliferating online business and competing websites in this era leads to the need for powerful digital 
marketing methods are of outmost importance. The Internet has evolved as the new marketplace of the 21st 
century. We live in this Digital Era. Our communications have become digital, our entertainment has gone 
digital, and the way we conduct our marketing and business operations has undergone a sea change. The 
Internet has become globally pervasive, touching virtually every possible aspect of our life. This new digital 
medium is where all the action is, be it entertainment, or information, or business and commerce. It is no 
wonder that the need for suitable marketing methods has become unavoidable. Speaking of suitable 
marketing methods appropriate for this new digital medium, the choice is clear – digital marketing. Digital 
marketing seems like the only sensible choice when one is faced with the challenge of reaching out on a global 
scale within the shortest possible time and in a cost-effective manner. Digital marketing also enables one to 
have a very clear idea about how his marketing efforts are paying off. Thanks to the availability of a host of 
excellent and very flexible tools, digital marketing today is more powerful than ever. 
Need for the study 
Let us look at a common scenario - where you have set up an online business in order to sell a product on the 
Internet. You need to reach out to the millions of online consumer out there, market your product, tell them 
about all its great features and ultimately, convert them into your customers. Rather than using the 
conventional marketing method (such as placing an advertisement in the paper), you can launch an email 
campaign that would let you reach out to thousands of potential customers in a matter of seconds.  
Along with other popular methods such as search engine optimization, social media marketing, blog marketing 
and so on, digital marketing has truly come of age. Indeed, this is what ‘impact marketing’ is all about! 
Overall, this research will undergo all of the different methods available today and make ensure the effective 
usage of each method in order to get best from each. Besides these, this research will also undergo for an 
online survey in order to get information about the effectiveness of Digital Marketing. 
PROBLEM STATEMENT 

“Consumer profiles of digital marketing tools in global business.” 
OBJECTIVES 
To determine the online Digital Marketing environment and identify the consumer profile: 
 To define the main changes brought by digital media online in marketing communications environment. 
 To identify “Who” are the consumer? 
 To identify “Where” and “How” are they using online digital media? 

 
RESEARCH METHODOLOGY 
Research approach: A quantitative research approach. 
Research design: A non-experimental exploratory research design. 
Research setting: Online survey. 
Variables: 
 Independent variable: Digital media. 
Dependent variable: Global Business. 
Extraneous variables: Age (in years), gender, media, time spent, user profiles. 
Target population: Digital media consumer. 
Sample and Sampling Technique: Probability simple random sampling was used. 
Criteria for Sample Selection  
Inclusion criteria 
The study will include consumers: 

 Digital media consumer profile. 

 Between the age group of 15-34 years. 
Exclusion criteria 
The study will exclude consumers: 

 who were not interested to participate 

 who were unable to understand the questionnaire 

 who were unable to understand English language 
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Development of tool: self-structured questionnaire . 
The steps are selected for preparing the tool: 

 Review of related literature 

 Preparation of blue print 

 Consultation with guide 

 Preparation of final draft 
Findings 
The consumer profile of Web 2.0 user 
A general consumer profile of online digital media, the answers to the questionnaire was analysed. The first 
question was designed in order to find out the dominating sex on the  digital media properties. As it seen in 
the Figure 1 the sex distribution among consumer is very similar, but female consumer outweigh the males. 

 
Figure 1: The sex of the digital media consumer. 

 
As shown in the Figure 2 the respondents from 25-34 age group where most keen in participating in the survey 
followed by 15-24 year olds. It is possible to make an assumption that these two groups are the main 
consumer of online digital media, even though it cannot be stated for certain as the results might be affected 
by the survey distribution method.  
 

  
Figure 2: The respondents from different age groups 

 
What Digital media Properties are they using?  
As shown in the Figure 3, the most popular type of digital media property amongst consumer is “Content 
communities” (30%). Not so far behind goes “Social Networking” (26%) and “Blogs” (22%). According to the 
survey results “Micro Blogs” still have not found its consumer, with just 6 % of all respondents using it. 
Surprisingly, “Opinion networks” are not very popular among consumer (5%) as on another hand “Content 
aggregators” are finding their way to success (11%). 
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Figure 3: The most popular type of digital media property 

 
The research results complement the McCann (2008) findings. Even though, McCann report (2008) stated that 
blogs and blogging are the main sites used by almost all Internet consumer, according to this research it might 
not be necessarily true. But as the subject of the research and determinations differ, the outcomes of the 
research might be different as well. 
 
Where and How are they using Digital media Properties?  
As shown in the Figure 4, it possible to make an assumption that digital media has spread into the main daily 
routines as 97% of all respondents are using it “At home” and 44 % using it “At work”. 15% of all respondents 
are using these applications or sites “On the go”, what means that digital media gains popularity on different 
platforms. Another interesting fact is that according to survey results 38% of people using online digital media 
“On the go” use social networks on these platforms (mobile phones, iPods), what partly confirms previous 
statement made in the literature review (Web 2.0 applications has an influence on the development of other 
platforms). 

 
Figure 4: Where and How are they using Digital media? 

 
Where are they using digital media properties?  
As shown in the Figure 5, the research results suggests that people using online digital media, 33 % are 
spending 1–3 hours a week and 32 % are spending 4-6 hours a week. Even more surprising is that almost 10% 
of respondents are spending more than 20 hours and only 5% are spending less than an hour a week on digital 
media properties.  
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Figure 4: Time spent on online digital media (a week) 

 
CONCLUSION 
Most of Web 2.0 citizens consider themselves as “Joiners” (42%), from what the assumption can be made that 
digital media is still quite new trend for most of the people in the market. Nevertheless, surprisingly almost 
17% from all respondent’s state that they have crated the content on online digital media what means that 
there are quite a few very active consumer. 

 
Techno graphic profile of Web 2.0 Citizens 

 
The changing marketing communications environment and consumer profile 
In the literature review the digital media environment was analysed and the main changes were identified. It 
was noticed that the interactivity is much more personal in online digital media and is based on human to 
human interaction. Moreover, it was identified that digital media is changing the communication processes as 
the power shifts from company to the consumer and the meaning of the message itself is changing (content 
becomes the message). The various Web 2.0 properties were grouped and defined. The research found that 
digital media environment comprises the features of medium and tool and is suitable for marketing to 
postmodern consumer.  
The research had identified the general consumer profile within the market. According to techno graphic 
typology, 5 groups of Web 2.0 Citizens were analysed and the main differences between them were identified. 
It was noticed that, that digital media penetrates into all aspects of daily life, but the consumption patterns 
slightly differs from the consumers in different countries and it differs amongst the 5 techno graphic consumer 
groups as well. Moreover, it was identified that in general consumers prefers User Generated Content (UGC) 
rather than company provided content, but most of them see no difference between them or wants a mixture 
of both. The relevance of the content is the single most important factor among all the consumers. According 
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to the research results, the personal satisfaction or self-actualizing needs are driving the consumption and that 
the biggest influencers of Web 2.0 citizens are their friends, who are most likely to affect their behaviours and 
“push” to the interactions. It was found that most of the consumers are afraid of losing time and privacy when 
participating in conversations within digital media environment, but these communications push towards 
closer relationship with the company and are likely to outgrow into the monetary relationships. The main 
features, according techno graphic typology, of the consumers are summarized in the following table 1. 
 
Table 1: The techno graphic profile of the consumer 

 Spectators Joiners  Collectors  Critics  Creators  

Most used 
online 
digital 
media 

Content, 
Communities, Social 
Networks  

Content, 
Communities, Social 
Networks  

Content, 
Communities, 
Content aggregators  

Blogs, 
Content, 
aggregators  

Blogs, Content 
Communities 

Type of 
content 
preferred 
(Company 
or UGC)  

No difference  Mixture of both  No difference  
Mixture of 
both  

UGC  

The 
features of 
the content 
preferred  

Relevance and 
popularity  

Relevance and 
popularity  

Relevance and 
popularity  

Relevance 
and 
Newness  

Relevance and 
popularity  

First step is 
influenced 
by  

Recommendations  Recommendations  Recommendations  
Company 
initiative  

User initiative  

The main 
obstacles to 
use  

Time,  
Privacy  

Time, Privacy  
Time, 
Privacy  

Time, 
 Privacy  

Time, 
Privacy  

 
IMPLICATIONS 
Digital Marketing Education: The findings of the present research can be used in seminars, workshops; 
conferences organised in marketing institutions to improve knowledge of students. 
Digital Marketing practice: The study helps to obtain necessary information about important risk factors and 
to develop the required competencies, skills for accurate administration. 
Digital Marketing research: The information contained in the present study can be valuable source of data for 
future researchers. It can help them in conducting research with large sample sizes in respect of other 
different media available. 
 
LIMITATION   
It is possible to obtain different results in similar studies if language barriers are ignored for respondents. 
Moreover restrictions of time, money and other resources can’t be avoided in such descriptive studies, which 
held true for the present study as well. The present study collected the data revealing important aspects of 
consumer behaviour. However, it is really difficult to accurately predict the consumer behaviour based on this 
data as it keeps on changing according to the time and moods of the consumers.  
 
RECOMMENDATIONS   

 A similar study may be replicated on a large sample to validate and generalize the findings.   
 A similar study with structured interview method can be conducted for data collection rather than 

self-reporting method.  
 A similar study can be conducted by administering video assisted module to consumer for better 

understanding. 
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