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ABSTRACT  
 
The current scenario, digital marketing occupies an important position in the business world. In 
India around 36% of internet users observe less TV, 28% have lessened their daily newspapers 
and magazines, 17% have stopped listening to their radios. Digital marketing started to get 
visible around 2010. With the entry of e-commerce players like snap deal and flipkart, the digital 
marketing arena started to pick. this study it deals with the impact of digital marketing on 
consumer purchase decision by knowing this the marketer can focus on their potential 
customers through social network sites. the study reveals that people aware of the digital 
channels In spite of their educational qualification, customers use to prefer digital channels to 
buy any sought of products, no much role of monthly income of people plays a role choosing a 
kind product buy through digital channels. 
 
Keywords: digital marketing, digital shopping, digital marketing trends in India, Digital channel 
where customer used to purchase products, usage of different digital channel for purchasing 
products, types of family and problems face while using digital marketing channel, etc.,  
 

I. INTRODUCTION 
 

Digital marketing spending trends in the US and globally offer valuable insight into the 
industry today. One encouraging finding is Forrester Research’s forecast that digital marketing 
spending will continue to rise through 2019. India is home to the second largest number of 
people in the world. It is also a major contributor to IT and Tech sectors in general. The 
country’s digital population is also growing fast. The number of people who are online and on 
Social Media is increasing with every passing day and companies are betting big and investing a 
lot in our country. 
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The increase of social media is another key trend which has been one of the most 

persistent medium of Digital Marketing around the world. From Facebook and Instagram to 
Snapchat and YouTube, both brands and marketers have started creating and publishing 
personalized content, stories and entertainment channels as a huge part of their marketing 
strategy. Currently, India is the 2nd largest user of Facebook and YouTube in the world and if 
this trend is to be believed, conventional marketing mediums like T.V. and Print will soon give 
way to Digital Marketing as the ace of spades in every brand’s pack of marketing cards. The 
report by the International Journal of Advanced Research Foundation revealed that summarized 
that India is getting to see the golden period of the Internet sector between 2013 to 2018 with 
incredible growth opportunities and secular growth adoption for E-Commerce, Internet 
Advertising, Social Media, Search, Online Content, and Services relating digital marketing. 
 

II. REVIEW OF LITERATURE 
 

Xuebing Dong, Yaping Chang, Xiaojun Fan, (2017) Marketers recognize that the 
internet is crucial in the lives of consumers; thus, they invest money on online advertisements. 
Using multiple online media primarily influences the message acceptance of consumers. The 
synergistic effect of online multimedia relies on form, content, and sources of information, and 
time. The paper aims to discuss these issues. A model that reflects the influence of the 
characteristics of online multimedia on message response through message acceptance is 
established based on theories of information persuasion, encoding variability, and multiple-
source assumption. Based on a survey of 411 online media users, the study applies partial least-
squares regression to test the research model. 
 

Karla Straker, Cara Wrigley, (2016) The purpose of this paper is to investigate how 
companies can design digital channels to evoke desired emotions. The successful business case 
of retailer Burberry has been examined to understand the strategy and customer engagement of 
digital channels implemented by decoding the emotional intensions. Results illustrate that the 
ability to create engaging interactions via digital channels with customers has a significant impact 
on growth, revenue and brand advocacy. Findings from this study provide a new empirical 
support for the proposition that emotions can be utilised to guide company digital strategy for 
building digital channel relationships with customers. This is the first study to examine the 
relationship between digital channels, emotion and customer responses to digital engagements. 
The inclusion of an emerging theory model is outlined to explain the successful process of 
reformulating business strategy through a dynamic and creative process of intersecting emotion, 
strategy and digital channels. 
 

III. OBJECTIVES OF THE STUDY 
 

 To analyse the influence of digital marketing in purchase decision. 

 To know about the kind of products bought by utilizing digital channels.  

 To know the problems faced by consumers in digital marketing. 
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RESEARCH METHODOLOGY 
 

The study carried out with both primary and secondary data. The primary data was 
collected through structured questionnaire from samples of 50 respondents from the specified 
area. The samples have been considered by using non-probability technique (convenient 
sampling method) was validated and took it for further analysis. Secondary data is also being 
collected from articles, journals etc. 
 
DIGITAL MARKETING 
 

Digital Marketing Services like Social Media Marketing (SMM) can be said to be the 
most effective digital marketing technique as it focuses on targeting the social lives of 
consumers. Digital Marketing Companies in Mumbai make full use of Google Adwords, PPC 
audits, Facebook & Instagram ads to attract new consumers instantly. Social media has come a 
long way in becoming a platform for both consumers and companies to develop effective 
communication & interaction. 
 

Any company who is aiming to become successful in this digital era needs to have 
customer centric approach, in order to win consumer loyalty. This can be achieved by making 
the best use of all the digital marketing services whether it’s Social Media Optimization (SMO) 
to engage users, or Mobile Marketing medium. Companies and brands needs a strong Online 
Marketing team who can make optimum use of all the digital marketing techniques to a reach 
out their audience across a wide range of segments. 
 

To help business grow at thriving rate, they have to implement digital marketing 
strategies effectively according to the changing behavior of consumers. This digital era of rapidly 
changing consumer behavior will make only those companies achieve their business goals who 
focuses on a consumer-centric approach and understand their needs to cater them effectively. 
 
DIGITAL SHOPPING 
 

Digital shopping gives all type of goods to be accessible in the practical world. It is 
approximating a shop in the near vicinity, selling all type of goods however with some 
exceptional differences. Digital shopping gives an individual a flexibility to shop any time 
without going out of their home/office. In digital marketing all products are displayed along 
with the price and meticulous reveal of the product attributes. Potential customers can review 
them, examine and investigate them on the attributes like features, price and availability and can 
conduct a benefit structure analysis to match their requirement with the varied product available. 
 
DIGITAL MARKETING TRENDS IN INDIA 
 

Internet user in India progress up to 10.1% of India’s population according to google’s 
data. Which may be very low when compared to United States. In addition, according to 
google’s data internet users in USA measures to about 78.2% of USA’s population. The number 
of internet users in India reaches up to 480 Million users by August. Which is most of all a 
notably good number for a Developing Country like India. But the numbers reach to about 750 
Million prospective users in India in the rural areas. The number of internet users in India are 
rapidly on the go. Many foreign Business Companies had begun investing In India. 
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Furthermore, in this aspect Digital Marketing field is a very compatible IT service in the Indian 
Market. Most IT Professionals see Digital Marketing Jobs as a source of stable income. 
 
 

IV. DATA ANALYSIS AND INTERPRETATION 
 
DIGITAL CHANNEL WHERE CUSTOMER USED TO PURCHASE PRODUCTS 
 

S. 
NO 

DIGITAL CHANNEL ALWAYS 
FREQUENCY 

RARELY NEVER 
WEIGHTED 

SCORE 
RANK 

FREQUENTLY SOMETIMES 

1. Online advertising 140 52 15 6 1 4.28 I 

2. e-mail marketing 55 60 39 16 3 3.46 III 

3. 
Social Media 

marketing 
125 44 24 10 1 4.08 II 

4. Text Message 40 32 42 30 5 2.98 IV 

5. 
Search Engine 
Optimization 

35 32 48 14 12 2.82 V 

              Source: Primary Data 
 

The above table shows that online marketing has given the first place by the respondent 
for the question “digital channel where customer used to make purchase” with the weighted 
average score of 4.28 which is followed by social media marketing with the weighted score of 
4.08 and search engine optimization has been given the 5th place with the least score of 2.82. 
 
 
T- TEST FOR SIGNIFICANT DIFFERENCE BETWEEN GENDER AND LEVEL 
OF USAGE OF DIFFERENT DIGITAL CHANNEL FOR PURCHASING 
PRODUCTS 

S.NO FACTORS 

GENDER 

SIG VALUE T VALUE 
SIG 2 

TAILED 
VALUE 

MALE FEMALE 

N MEAN SD N MEAN SD 

1. SOCIAL MEDIA 

 Facebook 23 4.4783 1.12288 27 3.4815 1.60217 .004 2.575 .013 

 Whatsapp 23 4.4348 1.03687 27 4.2593 .98421 .624 .613 .543 

 You tube 23 3.6522 1.30065 27 3.4444 1.05003 .137 .625 .535 

 Twitter 23 2.2174 1.38027 27 1.5185 1.05139 .119 2.030 .048 

 Google+ 23 2.8261 1.77488 27 2.1111 1.31071 .005 1.596 .118 

2. WEBSITE/BLOGS: 

 Flipkart 23 4.9130 .28810 27 3.9630 1.28547 .000 3.732 .001 

 Amazon 23 4.5652 .72777 27 4.0000 .96077 .701 2.311 .025 

 Jabong 23 2.9130 1.12464 27 2.3333 1.33012 .110 1.647 .106 

 e-bay 23 2.3913 1.23359 27 1.9630 1.05544 .282 1.324 .192 

 Snap deal 23 2.6087 1.61637 27 2.1852 1.33119 .034 1.016 .315 

3. Multimedia 23 3.4783 1.27456 27 2.2963 1.26536 .496 3.281 .002 
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4. E-mail 23 3.5217 1.44189 27 3.2963 1.43620 .912 .552 .583 

5. Others 23 2.0000 1.24316 27 1.4815 .84900 .027 1.692 .009 
Source: Primary Data 
 

Since P value is greater than 0.05, in whatsapp, you tube, twitter, amazon, jabong, e-bay, 
multimedia and in e-mail so the null hypothesis is accepted at 5% significance level. But in case 
of facebook, flipkart, snap deal and others, since the P value is less than 0.05 so the null 
hypothesis is rejected. 
 

Null hypothesis: There is no significant difference between the gender and the level of 
usage of different digital channel for purchasing products.  
 
T-TEST FOR SIGNIFICANT DIFFERENCE BETWEEN MARITAL STATUS AND 

FACTORS INFLUENCE TO PURCHASE PRODUCT THROUGH DIGITAL 
MARKETING 

 

 MARITAL STATUS  

FACTORS 
MARRIED UNMARRIED SIG 

VALUE 
T 

VALUE 
SIG 2 

VALUE N MEAN SD N MEAN SD 

Attractive discount 27 4.6296 .68770 23 4.3478 .77511 .531 1.362 .179 
Trendy products 27 4.3333 .62017 23 4.4783 .59311 .986 .840 .405 
Cost efficient 27 4.0741 .99715 23 4.0435 .97600 .952 .109 .914 
Frequent update 27 3.3704 1.04323 23 3.6957 1.06322 .914 1.089 .281 
Personalized 
Notification 

27 2.8889 1.21950 23 3.2174 1.12640 .912 .983 .331 

Quality of product 27 3.6667 1.14354 23 3.5652 .94514 .395 .338 .737 
Source: Primary Data 
 

Since P value is greater than 0.05, for all the factors with regard to factors which 
influence to purchase products through digital marketing, so the null hypothesis is accepted. 
Null hypothesis: There is no significant difference between the marital status and the factors 
influence to make purchase product through digital marketing. 
 
T-TEST FOR SIGNIFICANT DIFFERENCE BETWEEN TYPES OF FAMILY AND 
PROBLEMS FACE WHILE USING DIGITAL MARKETING CHANNELS 

FACTORS 

FAMILY 

SIG 

VALUE 

T 

VALUE 

SIG 2 

VALUE 

JOINT 

FAMILY 

NUCLEAR 

FAMILY 

N MEAN SD N MEAN SD 

Lack of security 19 4.5263 .84119 31 4.4194 .62044 .425 .516 .608 

Difficult to 
contact the seller 

19 4.2632 .99119 31 4.0323 1.11007 .373 .743 .461 

Poor customer 
service 

19 3.8947 .99413 31 3.8387 1.00322 .677 .192 .848 

High shopping 
cost 

19 3.8421 .95819 31 3.8065 1.07763 .408 .118 .906 
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Lack of trust 19 3.6842 .94591 31 3.8710 1.17592 .366 .585 .561 

Registration 19 3.5789 1.21636 31 2.9677 1.07963 .324 1.852 .070 

Refund of Money 19 3.5789 1.16980 31 2.9677 1.35361 .368 1.629 .110 

System hangover 19 2.9479 1.07877 31 3.1613 1.24088 .399 .621 .538 

Slow internet 
Speed 

19 3.2105 1.27275 31 3.2903 1.34644 .813 .208 .836 

           Source: Primary Data 
 

Since P value is greater than 0.05, for all the factors with regard to problem face while 
using digital marketing channel, so the null hypothesis is accepted. 
 

Null hypothesis: There is no significant difference between the type of family and the 
problem face while using digital marketing channels. 
 

V. SUGGESTIONS 
 

 The traders who are engaged in e- retailing should provide wide variety of products. So 
that the customer can able to choose a product according to their own needs. 

 The online merchants should make their websites user friendly. 

 The online merchant should install high security measures in their payment system. So 
that the customer can feel safe while making payment. 

 E –tailers should make necessary arrangement to deliver the product at right time and at 
the right place to satisfy their customer requirements. 

 The terms and conditions for opening and operating online shopping account should 
be simplified. 

 The retailers should establish customer communication channels in order to contact 
with the customer. 

 
VI. CONCLUSION 

 
The study is made in a particular geographical region the results of the study reveals that 

people aware of the digital channels In spite of their educational qualification, customers use to 
prefer digital channels to buy any sought of products, no much role of monthly income of 
people plays a role choosing a kind product buy through digital channels. Mostly people prefer 
shopping and electronic goods to buy through digital channels and its came to known from the 
study that there is a rise in purchase of convenience goods through digital channels among 
people. Effective reach of advertisements for convenience goods will increase the sales of those 
goods through digital channels. The customers are satisfied with products they bought through 
the digital channels this is considered as a positive sign for the growth digital channels in 
customer purchase decision. The present study shows that the influence of the digital channels 
not supporting in change of opinion of customer towards purchasing a product, but in near 
future the digital channels influence the customer purchase opinion as there is a consideration 
for digital channels among customers are evident. As mentioned earlier this study made in 
particular region accurate results on the variables could not be able to obtain.  
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