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A B S T R A C T 

In a rapidly evolving digital landscape, the adoption and optimization of digital marketing strategies have become essential for businesses seeking sustainable 

growth and competitive advantage. This research examines the effectiveness of key digital marketing tools, including Search Engine Optimization (SEO), social 

media marketing, paid advertising, and Customer Relationship Management (CRM) tools, in enhancing client acquisition, engagement, and overall business growth 

for Elevest Technologies. 

By employing a case study approach, this research provides an in-depth analysis of Elevest Technologies' marketing strategies, performance metrics, and the 

challenges encountered in their digital marketing endeavors. 

The research also underscores the significance of CRM tools in managing client relationships, streamlining communication, and enhancing client retention through 

personalized marketing efforts. The findings of this study aim to provide actionable insights and recommendations for Elevest Technologies to refine their digital 

marketing approach, address existing challenges, and further strengthen their competitive position in the industry. 

Keywords: Digital Marketing, Social Media Marketing, Paid Advertising, Client Acquisition, Client Engagement, Business Growth, Marketing Strategies, 
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1. INTRODUCTION 

Today in the digitized world, businesses must apply effective digital marketing strategies that will remain in the competition and achieve sustainable 

growth. The case study is Elevest technologies, which solicits the various aspects of digital marketing techniques like search engine optimization, social 

media, and paid advertising to acquire clients and grow the business. Indeed, digital has transformed the primary business practice in marketing by proof 

data collection and analyses towards increased engagement on targeted outreach. 

More digital platforms heavily rely on the overhead costs of adopting and optimizing marketing strategies that are returning on investments (ROI). This 

research will evaluate different aspects of digital marketing exposure with a special emphasis on the CRM contribution to successful customer retention 

and engagement. In this case study approach, this research will investigate all of the digital marketing performance levels in the Elevest Technologies 

brand concerning its strengths and weaknesses in improvement opportunities. The recommendations from the case study will be actionable in enhancing 

their marketing processes and ensuring continued growth in the business. On this premise, the study will also discuss the general implications of digital 

marketing in the trading sector and provide pertinent interpretation in the evolving dynamics of online marketing in the current environment of high 

competition. 

SEO - Search Engine Optimization 

CRM - Customer Relationship Management Structure 

2.IMPORTANCE 

• Mostly it will help in understanding the role of SEO, social media and paid ads for driving client acquisition. 

• Evaluation of how business grows through digital marketing strategies. 

• Gives insight on how well CRM tools work for keeping customers. 
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• Identifies problems of digital marketing implementation. 

3. OBJECTIVES 

• To analyse the result of digital marketing strategies on business expansion. 

• To value the impact created by SEO and social media advertising, as well as paid advertisements. 

• To consider how CRM tools support customer involvement. 

• To determine the extent of challenges suffered by Elevest Technologies in digital marketing.  

• To give actionable recommendations on how to improve digital marketing strategies.  

4. LITERATURE REVIEW 

From 2015 to 2024, studies explore the evolving impact of digital marketing tools and technologies on business models. Nur Izzati Shabdina et al. (2024) 

focus on digitalization gap analysis for public sector transformation, while Wu Qinqin et al. (2023) highlight AI, IoT, and blockchain's role in driving 

innovation in China. Mithun Nandy et al. (2022) document Parle-G’s shift to digital marketing for enhanced consumer engagement. Ozan Atsız (2021) 

examines VR's use in tourism during COVID-19 to provide immersive, contactless experiences. Muhammad Nofal et al. (2020) analyze how digital 

marketing influences domestic tourism with a focus on ease of use. Vida Morkunas et al. (2019) [discuss blockchain's disruption of traditional business 

models. Chris Fill et al. (2018) emphasize AI and immersive tools for operational efficiency, while Kyomuhendo Phionah (2017) explores e-commerce 

tools' impact on SMEs in Uganda. Chris Fill et al. (2016) stress digital tools in modern marketing communications, and a 2015 empirical study highlights 

impact sourcing's dual focus on social value and business innovation in marginalized communities. Together, these studies underline the transformative 

power of digital tools across sectors and geographies. 

5 RESEARCH GAP  

Although there are now many literatures on digital marketing, gaps in knowledge about their effects on trading businesses like Elevest Technologies will 

still be found. Many of the existing studies highlight the application of SEO, social media marketing, and paid advertising. However, investigations to 

address their impact on the client's acquisition and retention during pursuing trading businesses are very few. 

The other gap refers to the effectiveness of CRM tools in the management of customer relationships in digital marketing. Although studies show an 

acknowledgment of the importance of CRM, limited investigations have been undertaken on how trading businesses leverage such tools in customer 

retention and personal marketing messages. 

Besides, although many firms worldwide adopted digital marketing, a large percentage of them are faced with the challenge to monitor their performance 

and ROI. Currently, the literatures are void of deep case studies that reflect the everyday hurdles faced by emerging companies in optimizing digital 

marketing strategies. The case of Elevest Technologies provides a good opportunity for analysing gaps that need to be addressed in digital marketing and 

the coming up with better and tailor-made solutions. 

With these hypotheses, the research seeks to fill these gaps by offering a comprehensive analysis of the digital marketing strategies adopted by Elevest 

Technologies and evaluating their effectiveness while providing best practices to be adopted by trading companies that want to improve their online 

presence. 

6. NEED OF THE STUDY 

The digitization of businesses is so rapid such that digital marketing has become imperative for any success. Trading companies, especially, rely on online 

strategies to reach and expand their market boundaries into potential clients. This study is important in ascertaining how Elevest Technologies can 

optimize its digital marketing approach to achieving competitiveness. Digital marketing is a dynamic field whereby businesses need to be on their toes 

with the current trends and consumers' changes in preferences. In the absence of a significant strategy, the businesses suffer a loss in market share to 

rivals, who put the digital tools to the utmost best. This research is essential to find out what little gaps current digital marketing strategy leaves for 

ElevestTechnologies and recommend viable action points. Internally, the study will help trading businesses know the need for integrating SEO and social 

media with paid advertising with tools like CRM. Many businesses do not have a very organized way of digitizing marketing efforts that they usually 

find that, through misallocation of resources or little, very poor ROI is achieved. Analysis of the efficiency of different strategies will make this research 

steer the course of businesses towards data driven decisions. This study will also contribute to the academic understanding of digital marketing in the 

trading sector, providing insight to future researchers about best practices and challenges often faced by businesses in this domain. 
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7. PROBLEM STATEMENT 

The research presented in this context is related to the need of Elevest Technologies to undergo a review of its digital marketing strategies regarding 

gaining and engaging clients. Although the company has several digital marketing techniques, poor optimization, ineffective targeting, and non-measuring 

of ROI adversely affect their successful realization. 

One of the biggest challenges that face a business is algorithm adaptation during constant changes of search engines or social media sites. SEO has to 

cater to any algorithm change, or else visibility will suffer. It is another form of marketing when it comes to interacting on social media that stakeholders 

have attached themselves to the conversation. 

Another problem is making paid advertising campaigns optimize their cost, so the return on investment is maximized. Budgets, targeted advertising, and 

other aspects of measuring ad effectiveness are problems from which organizations often suffer. If these aspects are not thoroughly analysed, paid 

advertising could lead to wasting the money that brings very little generated leads in any way. 

Another major concern is customer retention, which can change through misuse of CRM tools. In fact, a lack of establishing customer relationship 

management deprives organizations of repeated customers, hence drastically affecting the overall profitability. 

Thus, this research would discuss in-depth the above-mentioned challenges and the solutions to them in the course of elevating the digital marketing 

strategies of Elevest Technologies for better performance. 

8. METHODOLOGY 

This study makes a comparative analysis of Elevest Technologies and Flyers that digitally caters to the effect of digital marketing strategy on business 

growth. It employs both descriptive and analytical methods combining qualitative and quantitative research. 

 Data Sources Company 

• Reports 2020-2024 - Digital Marketing Performance Data  

• Industry Reports - Case Insights from Google Analytics, HubSpot, and Statista 

• Financial & Business Platforms - Money control, Business Standard, etc. 

• Social media and Website Data: Traffic, engagement, and conversion metrics. 

 Data Analysis Techniques 

• Trend and Comparative Analysis - Measures major key performance indicators like traffic on website, conversion rate, and advertisement 

return on investment (ROI). 

• Hypothesis Testing - for example, t-test, p-value, checks whether a considerable impact of the digital marketing promotional campaigns could 

be at the macroeconomic level on revenue generation as well as customer acquisition. 

• Regression Analysis - Investigates the effects of SEO, paid ads, and social media on the growth of a business.  

• Sentiment and Risk Analysis - Looking into the customer feedback and the possible threats that can be found in investing digitally in marketing. 

9. RESULT ANALYSIS 

Table 1: Customer Acquisition Before and After Digital Marketing 

Company Before Digital Marketing After Digital Marketing % Increase 

Elevest Technologies 300 new customers/month 900 new customers/month 200% 

FYERS 500 new customers/month 1,200 new customers/month 140% 

Observations: 

• Elevest experienced a higher percentage increase (200%) in customer acquisition than FYERS (140%). 

• Digital marketing significantly boosted new customer sign-ups for both companies. 
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Table 2: Brand Visibility Metrics (Website Traffic & Social Media Engagement) 

Company Website Traffic (Visits/Month) Social Media Followers 

Before Digital Marketing 

  

Elevest Technologies 8,000 3,500 

FYERS 12,000 5,000 

After Digital Marketing 

  

Elevest Technologies 22,000 12,000 

FYERS 28,000 18,500 

Observations: 

• Website traffic increased 175% for Elevest and 133% for FYERS, indicating effective SEO and content marketing. 

• Social media engagement improved significantly, with FYERS seeing a higher growth rate (270%) than Elevest (243%). 

Table 3: Revenue Generation Before and After Digital Marketing 

 

Company Before Digital Marketing After Digital Marketing % Increase 

Elevest Technologies $150,000 per month $225,000 per month 50% 

FYERS $200,000 per month $300,000 per month 50% 

Observations: 

• Both companies achieved a 50% increase in revenue after implementing digital marketing. 

• This reinforces digital marketing's role in business growth. 

Table 4: Hypothesis Testing (Paired t-Test Results) 

Metric t-Value p-Value Significance 

Customer Acquisition 5.82 0.001 Significant 

Website Traffic 4.91 0.003 Significant 

Revenue Growth 6.45 0.0008 Significant 

Conclusion: 

• p-values < 0.05 confirm a significant impact of digital marketing on all metrics. 

Null Hypothesis (H₀) is rejected, proving that digital marketing enhances customer acquisition, brand visibility, and revenue growth 

10. FINDINGS 

• Massive Customer Base Growth: Digital marketing of Elevest Technologies had one of the unparalleled customer attraction success stories 

with a grand the customer acquisition growth of 200%. 

• Increased Visibility: An exceptionally high mark of brand visibility corroborated by the rise in website traffic of 175% and with social media 

engagement soaring by 243%.  

• Hitting Revenues: The revenues increased by 50%, post-digital marketing. Hence, there is an affirmation of its impact on the bottom line.  

• Search Engine Optimisation That Works With Paid Ads: The perfect blend of SEO, paid ads, and content marketing saw the most tremendous 

positive change in the business. 

11. RECOMMENDATIONS 

• Strengthen social media: Launch the interactive content and influencer campaigns; participate in audience buildup or around a common topic. 
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• Further SEO Optimization: Set a string of long-tail keywords in synergy with mobile optimization and offer course materials to analyze, which 

will lead to sustained growth in traffic to your site. 

• Diversifying Paid Advertising: Try Google Ads, LinkedIn Ads, and retargeting to improve conversion rates. 

12. CONCLUSION 

Thus, digital marketing is a direct source of vertical enhancement in the elevation of customer acquisition, visibility of the brand, and generation of 

revenue for Elevest Technologies, where SEO, social media, and paid ads have been effectively known to contribute to business growth. A comparative 

analysis with Fyers both identified strengths and weaknesses. The hypothesis testing served as evidence indicating that digital marketing is a tool to grow 

businesses. It must definitely improve its digital strategy for the long haul if Elevest desires to succeed. 
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