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ABSTRACT

Now a day's everybody are using internet for thespeal and formal use. The internet is using ferrntarketing
activities also. The marketing job is very diffitind the e-marketing is helps to reduce the buatehincrease the
publicity. Now a day the marketing is very easy®done. Email marketing is directly marketing anotercial message
to a group of people using email. In its broadesise, every email sent to a potential or currestoecner could be
considered email marketing. It usually involvesngsemail to send ads, request business, or sséilgs or donations, and
is meant to build loyalty, trust, or brand awarenéghey have bear too much problems in e-markdikegfake mails,
unwanted site and reliability eterom this background, the research is adoptechtbdut the main problems faced by the
jobseekers through e-marketing and to study abbmusburces of the reliability of e-marketing sit€ke researcher has
been selected 100 respondents from in and arouimib@tore City by convenience sampling method. Tkecénhtage

Analysis, Ranking Method, Mean and chi-square sttasil methods are used for the study
KEYWORDS: Problems Faced by the Customers in Digital Markgtin
INTRODUCTION

E-Marketing means using digital technologies to he#i your goods or services. These technologiesaare
valuable complement to traditional marketing methadhatever the size of your company or your busimaedel. The
basics of marketing remain the same — creatingaesly to deliver the right messages to the righdpbe. What has
changed is the number of options you have. Thougimbsses will continue to make use of traditionatketing methods,
such as advertising, direct mail and PR, e-margedoids a whole new element to the marketing mixayMausinesses are
producing great results with e-marketing and ixiftfle and cost-effective nature makes it partidulauitable for small

businesses.

Objectives
» to find out the main problems faced by the jobsesk&ough e-recruitment
» to study about the reliability sources of job sites

Methodology

Coimbatore city has been selected for the studg. grimary data was collected through questionrayreising
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convenience sampling method. The Statistical teoth as percentage analysis, weighted averagearaiisis and mean
are used for the study.

* Mean

* Rank

» Percentage analysis

» Chi-square
Hypothesis

e There is no significant relationship between thmartous number of job sites and reliability of jabsi
7 Cs of E-Marketing

» Contract

* Content

» Construction

e Community

» Concentration

« Commerce

« Convergence
Status of E-Marketing in India

Although, India has come out of infancy stage afaketing and progressing rapidly but still it & behind the
developed countries like U.S.A, Canada and U.K.r&laee several factors which have impacts on stftasmarketing in
India. Majority of the Indian population residesvillages where the literacy level is low and th&astructure required for
e-marketing is inadequate. The instances of cytieres are growing at increasing rate in the fidie-onarketing. In the
absense of adequate legal protection, people teesdaindulge in online marketing. The cultural sago of India is
entirely different from those countries where e-eting has become common practice. India is muigdal and multi
cultural country. Around two dozen languages armaksp in India. The multi lingual characteristic loflia hinders the
growth of e-marketing. High initial investment iating of infrastructures of e-marketing also cauowards the progress

of e-marketing.

But now position is being changing the prime us&-dflarketing channels in 2010 was customer acduisiFor
majority of Indian marketers this platform provesl éffectiveness (97%) and a substantial numbenasketers are using
this platform for daily communications (34%) witheir audiences. Overall the use of E-Marketingfotat in 2010 was

focused on sending promotional communications (6284l newsletters (52%)

In email marketing, the main challenges faced byketars in India are ‘Reaching Inbox' & ‘BuildingilSscriber
Lists'. As reported by Indian marketers, the tda@ors impacting email deliverability were: Fregag content of mailer

and sender reputation. In order to decrease inluite; marketers are now focusing on ‘Persondabnatind ‘Targeting' of

Impact Factor (JCC): 3.2719 NAAS Rating.08
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their mailers. Overall the responsibility of emdélivery is fairly distributed between IT team (2R%larketing group
(22%), partnership between IT group and marketaagt (26%) and ESPs (19%). There is no single gosupership as
yet.

According to marketers in India, the integratioreafail and SMS will result in a significant incredn the return
on campaign investments. About 82% of marketerebelthat there is indeed a synergy in integratzdice offering to
customers. For 78% of marketers, across differenticals, It is important to integrate their emarketing and social
media tools in marketing campaigns while 52% ofthge marketers said that it is extremely importanintegrate email

marketing and social media.

Table 1: Problem Faced by the Respondents

Sl. No. Factor Mean | Rank
1 Invitation from unwanted marketing site  36.43 2
2 Fake mails 36.0( 3
3 Unreliability of marketing site 33.66 3
4 Numerous number of marketing site 32|25 il
5 To find out good marketing site 31.00 5
6 Payment, Quality and delivery 36.86 1

Table 1 reveals that the prime and important problaced by the respondents is getting payment, itpuahd
delivery of the goods. The Invitation from unwant&te, fake mails and Unreliability of site are tbecond, third and
fourth problems respectively. The respondents aoed numerous numbers of marketing sites and tb diut good

marketing -sites are the fifth and sixth problem.

Mean

B Invitation from unwanted
marketing site

B Fakemeils

m Unreliability of marketing
site

B Numerous number of
marketing site

B To fird out goad
marketing site

Chart 1: Problem Faced by the Respondents

Table: 2 Reliability Sources of E-Marketing Sites

SI. No Factor Mean | Rank
1 Recommendation 38 1
2 No. of Visitors Visited in the Jobsites 32 3
3 Mouth Popularity 30 4
4 Advertisement 36.43 2

Table 2 reveals that the recommendations from stheg main and prime criteria for the reliabilitiyjobsites.

The second, third and fourth position is advertisenand No. of visitors visited in the jobsites guughularity respectively.
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Table 3: HO: There Is No Significant Relationship etween Numerous Numbers of Jobsites and of
Reliability Sources of Jobsites

. Calculated
Particular Category 2\alue Table Value | DF Status
Reliability sources of Jobsitgs  Unreliability ofbdites. 7.40 9.48 3| Accepted

From the table there is no significant relationghéween reliability of jobsites and numerous nuralod jobsites
Suggestions
* To create a new forum for all e-marketing sites it strict rules and regulation for the creatmfmew sites.

* The authority must take necessary step to reduce cantrol the unwanted and fack mails to get to the

respondents.
CONCLUSIONS

From the study concluded that the e-marketing ig gasy and somewhat complicated one. Every onielicbbe
accepted it. Most of the respondents don't haviabiity in e-marketing and they had fear about dedivery, quality and
payment modes etc. The respondents are very watelsfuin defeat activity. The authority should t#ke necessary steps

to reduce the fraud activities in the society.
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