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Abstract 
With the advancement in technology the use of digital marketing is growing and 

spreading fastly. To promote a sale of goods and services marketers largely use digital 

marketing. Buyers most likely prefer social media and websites to view trendy products and 

services. As, India is one among the largest mobile users in the world, digital marketers have 

emerged like mushrooms. The purpose of the research is to study the impact of digital 

marketing on the consumer’s buying behaviour. 
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 1.Introduction 
Digital marketing is spreading and growing rapidly with the increase of smart phone 

penetration, large internet user base, improvement in the standard of living of people and 

digitally- savvy population. It is largely driven by the prevalence of on line purchase by the 

consumers. Today, social media such as you tube, face book, instagram, and others namely 

search engine optimization (SEO), artificial intelligence based media facilitate easy marketing of 

product and services and emerged as the most cost effective modes of promotional components. 

Further, covid - 19 forces people to use on-line mode for purchase and this made them addicted 

to digital means. 

In today’s context, consumers aware about the digital marketing sources and able to 

evaluate the best suitable source for their purchase based on the website design, relevant content, 

fast loading times, trust worthy, brand image, personalised experiences, social media 

engagement, and other consumers’ responses. Digital marketing allows any person to do markets 

easily and made it a best mode of purchase by the consumers. Moreover, it has made a great 

transformation of the way marketing and purchase done previously. 

2. Review of Literature   
1. Komal Nagrani and Sai Pavan Kumar (2021) had studied the impact of digital marketing on 

consumer behaviour. Discriptive statistical tools were used to study the impact . It has been 

witnessed that the government support, FDI investment, rapid internet penetration, and young 

age population all these factors favouring e-commerce have wider scope in the coming years  

2. Godes & Silva(2012) The Study revealed that 90% of consumer read online reviews of other 

consumer before make purchase decision. Consumer read at least four reviews before make their 

final decision of purchase. Reviews play important role in purchase decision.  

3. Fisch (2010) In world, there are approximately 1 billion monthly active users of facebook. 

After two years of facebook introduction, there were 50 million users. Everyday 31 billion 

queries on google. 1000 internet devices used in 1984 and 1,00,00,00,000 internet devices used 

in 2008. Basheer et al.(March,2010) The Study is on the impact of mobile advertising on 
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consumer purchase decision. Findings revealed that there is a positive relationship between 

perceived usefulness of advertisement and consumer purchase decision. Kucuk and  

4. Krishnamurthy(2007) The study revealed that internet and virtual communities helps the 

consumers, societies and marketer to access and share information with others. It too helps in 

enhancing the communication skills also.  

5. Teo(2005)The survey was conducted by firms in Singapore and findings revealed that digital 

marketing is effective marketing tool for gaining results. www.forum4researchers.com  1 

International Journal of Innovative Research and Practices                                      

3. Objectives of the Study 
 To Study the impact of Digital Marketing on Consumer buying behavior. 2. To study the 

awareness of Digital Marketing.  

4. Hypotheses of the Study  

Ho1: There is no significant relationship between monthly income and product preference to buy 

through Digital Channel. Ho2: There is no significant relationship between Customer 

Satisfaction and product purchase through Digital Marketing.  

5.Research Methodology  

To Study the impact of Digital Marketing on various parameters, A Structured questionnaire for 

collecting primary data. Primary data was collected from 150 online shopper respondents. 

Respondents are selected from Madurai city, Tamilnadu. Primary data in structured format was 

collected via direct questioning to respondents, which is direct through survey method. 

Convenient sampling technique is isused to study the 150 respondents. The data were analyzed 

and hypotheses were tested with the Statistical tool like chisquare test.  

6. Result and Interpretation 
After collecting the data from respondents with the help of structured questionnaire, the results 

are interpreted.  

6.1 Opinion of Online Buyers  

Several questions were asked to the respondents on their Age, Monthly Income, Occupation, etc. 

for understanding their profile and responses. The table below is interpreted on the basis of the 

responses. The Table below is interpreted on the basis of the responses. 

                                                                        Table -1 

                                             Opinion of Online Buyers 
Variables Category No. of Respondents Percentage of 

Respondents 

 

Gender 

Male 112 75 

Female 38 25 

Total 150 100 

 

 

Age 

Below 18 years 25 17 

18-30 years 58 39 

31-45 years 54 36 

Above 45 years 13 9 

Total 150 100 

 

 

Profession 

Employee 61 41 

Business 53 35 

Student 17 11 

House wife  11 7 

Any other 8 5 

Total 150 100 

 

 

Below 10,000 68 45 

10,000-25,000 32 21 
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Monthly Income 25,000-50,000 15 10 

Above 50,000 35 23 

Total 150 100 

 

 

Frequency of 

Online Purchase 

Once Annually 23 15 

2-5 Purchases 

Annually 

59 39 

6-10 Purchases 

Annually 

47 31 

Above 10 Annually 21 14 

Total 150 100 

 

 

 

Reasons for online 

shopping 

Easy Buying Options 53 25 

Wide variety of 

products 

37  

Various methods of 

payments 

14 9 

Lower prices 39 26 

Others 7 5 

Total 150 100 

Influence of digital 

channels to buy 

more 

Social media 84 56 

Websites 31 21 

Emails 7 5 

Advertising 23 15 

Others 5 3 

Total 150 100 

What kind of 

product you prefer 

to buy through 

digital channel 

Convenience goods 31 21 

Shopping goods 93 62 

Speciality goods 26 17 

Total 150 100 

 

Customer 

satisfaction in 

purchase through 

digital channel 

Strongly agree 36 24 

Agree 87 58 

Neutral 13 9 

Disagree 7 5 

Strongly disagree 7 5 

Total 150 100 

 

From which digital 

channel you bought 

products 

Social media 31 21 

Websites 85 57 

Email 8 5 

Advertising 19 13 

Others 7 5 

Total 150 100 

2 Chi Square Test: Relationship between monthly income and product preference to buy through 

Digital Channel.To Study the Relationship between monthly income and product preference to 

buy through Digital Channel, the clubbed table is as follow. Table 2: Relationship between 

monthly income and product preference to buy through digital channel. 

                                                                       

Table 2 

               Relationship between monthly income and product preference  

                                  to buy through digital channel.  
Income Convenience Shopping goods Speciality Total 
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goods goods 

Below 10,000 13 50 5 68 

10,000-25,000 8 18 6 32 

25,000-50,000 5 7 3 15 

Above 50,000 3 20 12 35 

Total 31 93 26 150 

Ho1: There is no significant relationship between monthly income and product preference to buy 

through digital channel.  

According to the calculation, calculated chi-square statistic is 18.9212 The p-value is 12.59. The 

result is significant at p < .05, with 0.05 level of Significance. 

 Hence the null hypothesis is rejected and there is a significant relationship between monthly 

income and product preference to buy through digital channel.  

6.3 Chi Square Test: Relationship between Customer Satisfaction and product purchase through 

Digital Marketing  

To study the relationship between Customer Satisfaction and product buy through Digital 

Marketing, the clubbed table is as follow. 

                                                             Table 3 

         Relationship Between Customer Satisfaction and  

Product Purchase Through Digital Marketing   

Media Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

Total 

Social media 10 18 1 1 1 31 

CompanyWebsites 17 56 6 3 3 85 

Email 3 3 1 1 0 8 

Advertising 6 8 3 1 1 19 

Others 1 3 2 0 1 7 

Total 36 87 13 7 7 150 

 Ho2: There is no significant relationship between Customer Satisfaction and product purchase 

through Digital Marketing. According to the calculation, calculated chi-square statistic is 26.296 

. The pvalue is 15.7799. The result is significant at p < .05, with 0.05 level of Significance. 

According to above analysis, Null hypothesis is rejected. In other words, there is significant 

relation between customer satisfaction and buying the products through Digital channel. 7.  

7.Conclusion 
It is concluded that digital purchase is evaluated as the most prefered mode of purchase 

with the feature of easy purchase, wide variety of products, low price and various options of 

payment. The study also has found that purchase through company websites like Amazon, 

Zomato, and social media mode are highly prefered modes of purchase. 
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