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Introduction

Digital Marketing is the set of strategies aimed at promoting a brand on the internet. 
It differs from traditional marketing because it involves the use of different online 
channels and methods that allow the analysis of results in real time.

Currently, the internet is an important part of our society. It had been incorporated 
into our lives in such a way that it is almost impossible to do anything without it. 
From simple things, like getting the phone number from the restaurant at the next 
door, to complex things, like supporting all kind of e-commerce or e-governance that 
occurs all around the world. Nowadays, almost everything goes through the internet.

Actually, it is easier to one to forget his wallet than to even disconnected from 
his cell phone, with the internet at him fingertips. Our life is no longer the same 
with the internet, the same can be said of almost all kind of business models – we 
are running on fourth industrial revolution. The very first basically the industrial 
revolution that takes place over technologies.

The fact is that consumers are themselves changing and moving to more 
sophisticated technology-based society. Consumers engage more and more in digital 
media channels.

There is a great need to rethink and improve digital marketing strategies and 
models in order to guarantee successful business at competitive markets.

This book reflects a continuing interest from a community of digital marketing 
students, professors, practitioners and researchers.

Teresa Santos Guarda
Universidad Peninsula de Santa Elena (UPSE), Ecuador
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