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Abstract:  

Digital marketing involves the use of various means like social media, websites, multimedia advertising, online 

search engine advertisement, interactive marketing to reach target market. This study has been undertaken with 

objective of studying the awareness of digital marketing and its effectiveness in influencing their purchase 

decision .This study is carried in Bangalore city from a survey of 150 respondents. Mostly percentile method 

has been used for finding out results. This study will help companies to formulate the ways and take steps as 

how to have a growth in its sales. It will also help organizations how to have an edge with framing marketing 

strategies that influence consumers and their purchase decision. 
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Introduction 

 
India is a developing country and Bangalore is one of the prominent cities of India. Information Technology is 

a revolutionary change for Indian commercial and economic environment. The existence of the Internet brought 

many advantages to individuals’ daily lives. With the help of the medium, people can communicate, learn, 

entertain, buy products and get services. Of course the disadvantages of it have long been discussed; as the virus 

threat, the risk of personal information theft, spamming etc. However since the advantages outweigh the 

drawbacks, most of the people cannot resist bringing it to the center of their lives. 

Today’s world is based on the Internet and in that context digital marketing is the important and influential 

spearheads in the field of business, marketing and Information Technology offer for the past 10 years. Online 

retailers like Amazon, Flipkart and Snapdeal invest a lot of money to find the appropriate booming season and 

achieve their targets by throwing up attractive sale offers. E-commerce is made easy and accessible through 

these social media applications available on the mobile devices. Internet is fastest emerging as a powerful 

medium of advertising in the modern era. 

With the number of Internet users increasing, the new medium is viewed as the advertiser's comfort area. 

“Digital Marketing is any means you use to market your business online.” It is the crucial plat-form on which 

the buyers and sellers communicate through electronic media. It has gradually increased consumer’s decision 

making power by looking keenly into the promotions, product applicability and variation of different services 

and products. 
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Since the beginning of the Internet, individuals have shown interest to the Internet. According to Internet World 

Stats' statistics (2012) today more than two billion people linked to the Internet. This number shows that 30 

percent of the world population use the Internet. Consequently, the Internet can be used for the competitive 

advantage by organizations and actually it is a powerful source to use (Hamill, 1997; 300). 

The Internet have been using for several different purposes. Besides that, it has also brought a different 

dimension to commercial activities. The Internet has created a new market for both customers and organizations, 

and has been an alternative market to the traditional market. Web sites provide a chance to search information 

about products/services, place a comment or give orders (Hoffman and Novak, 1996; 51). Therefore, the 

previous experiences of marketing has turned into a different segment. Now organizations are taking into 

consideration to provide different payment methods, different shipping alternatives and even different web 

interfaces for different geographies. 

A part of revolution of Information Technology, Electronic commerce plays an important role to conduct 

global (international) business. E Commerce makes obtainable and provides ways to exchange information 

between individuals, companies and countries and most important of each and every one, between computers. 

E-Commerce is the movement of business onto the WWW (World Wide Web). This movement has been broken 

up into two main sectors consisting of B2B (Business-to-Business) and B2C (Business-to-Consumer). E- 

Commerce refers to marketing, selling and buying goods and services over the Internet. It is very important to 

understand the role of consumer in use of internet based services. Consumers do have choices to purchase goods 

or to avail services. Firstly, consumers can buy personally by visiting retail store or any mall. Alternatively, 

consumers can buy through online facilities like internet & websites. My research is mainly focused to measure 

an impact of digital services in consumption of goods and services. In short, I will be measuring several 

important aspects which decide about the consumer’s online behavior. 

The buying pattern of consumer is changing at a faster rate in the customer oriented market environment. 

Consumer behaviour differs when it comes to the product, price, features, quality, packaging, buying behaviour, 

status, generation, age of the customer etc. however, youth is the most complicated group to correspond with. 

The changing preferences of the present day youth affects the buying pattern because they mostly follow the 

rhythm of fashion and taste according to the changing time. Therefore, Marketers spend crores of rupees and 

invest too much time on market research every year to identify and predict the changing youth behaviour. Now 

digital marketing has posed many challenges to the marketer in the retail segment. The present generation is 

more fascinated with the online shopping than the conventional buying. The marketers are forced to introduce 

the innovative way of selling due to the pressure of the younger generation’s buying behaviour. The buying 

behavior and behavioural pattern of youth has as greater influence in the purchasing behaviour, hence in this 

study, “Digital marketing effectiveness on consumer buying behavior is focused as the core issue. The study 

reveals that most of the consumers of the present generation have access to the digital media but they lack 

the awareness about its optimum utilization. Digital revolution has been a great change driver in 21st Century 

and it has significantly changed the way consumers have been purchasing the products and services. With the 

changing times, consumer demand and preferences have been highly dynamic from time to time leading to the 

change in companies marketing strategies to succeed as per the changing needs of the Customers. Modern 

http://www.jetir.org/


© 2018 JETIR October 2018, Volume 5, Issue 10                                                                www.jetir.org (ISSN-2349-5162) 

JETIR1810B68 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 852 
 

customer likes to know everything in detail while buying any product or service, so digital marketing plays a 

vital role in framing and formulating a brand or service to a consumer in an effective manner, Digital marketing 

as modernized form of marketing provides opportunities for businesses to communicate and create the best 

image to potential customers. Digital market has become a powerful tool for the corporates reach across target 

customer segments through various Channels like E-marketing, E- Com, Social media, Websites etc. This 

provides a consumer with information for purchase, utilize the product and share experiences with the world. 

Review of literature Digital Marketing 

 
Digital marketing also known by the terms as” online marketing” or” internet marketing” or “web marketing”. 

It involves the promotion of goods and services, brands via electronic medium platforms. In 2015, PMof our 

country proposed digital India to make India totally digitalised so that companies can market their products 

using digital marketing mode . The policy was focused as through digitisation, standard of living in the 

globalised era will be improved. According to Elisabetalonals (2014), Social media plays an important factor 

for influencing consumer Decision. Sadia et al 2015., studied about impact of online and traditional 

advertisement on consumer purchase behaviour.He stated that content,quality design and consumer’s previous 

experience has an impact on consumer purchasing decisions. 

Digital Marketing Modes 

 
Digital marketing is a set of various channels. Each advertiser has to decide which channel provides the two 

way communication to get the best rate of returns for the brand. Various online marketing channel are: 

1. Affiliate marketing. 

2. Display advertising 

3. Email marketing 

4. Search marketing 

5. Social Media 

6. Social Networking 

7. Mobile Marketing. 

 
 

Additionally few more include Search engine optimization, Search engine marketing, content marketing, 

influencer marketing, content automation, campaign marketing, and ecommerce marketing, social media 

optimization, e-mail direct marketing, display advertising, e–books, optical disks and games, and any other 

form of digital media. It also includes some of the key forms of it at present: 

 Websites and SEO content 

 Internet banner ads 

 Online video content 

 Pay-per-click (PPC) advertising 

 Email marketing 

 Social media marketing (Facebook, Twitter, LinkedIn, WhatsApp, Hangouts, Hike etc.) Mobile 
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marketing (SMS, MMS, etc.) 

Consumer Purchase behaviour and Digital Age 

Consumers of modern era are highly aware, empowered and enlightened. Digital content has kept consumers 

constantly updated. Online availability of various brands have made consumers as king and they have become 

more demanding. This has lead to reduction in Consumer tolerance level in such a way that they do not have 

time to wait, if they are not satisfied with the product and do easily switch to another product. Consumers 

constantly keep searching social media and to decide about their purchase in additional to word of mouth 

from their friends. The digital technology has made consumers impatient as they want services and good 

customer care at a high pace after post purchase otherwise they immediately start giving negative reviews on 

social media. The major change in consumer purchasing behaviour is that consumers, increasingly move away 

from anything if they don’t feel convinced. Consumers repeatedly spend more time on social media and get 

influenced by the reviews and contents followed by word of mouth marketing and take reviews from friends who 

are the influencers of purchase decision. This has kept marketer’s dynamic to have strategies in such a way that 

they need to use tactics such as content marketing and blogs to review a product or a service. The purchase 

behaviour of the consumers is constantly changing and growing in the digital age. Any brand can stay if it meets 

the consumer tastes, trends. Thus making customers to build a long term relationship with the companies. 

Objective 

 
1. To study about digital marketing awareness. 

2. To know about type of products bought by utilizing digital market 

3. To study the impact of digital marketing on consumer purchasing decision. 

4. To provide marketing strategies to improve more sales. 

 

 

Data collection Methods and tools 

 
Secondary data has been collected from various secondary sources that includes research papers, newspapers, 

articles and other information available in the internet. 

For primary data, a well-structured questionnaire was framed with the purposes to study about the awareness 

of digital marketing and the kind of products purchased online. For data analysis purpose percentile method and 

frequency tool was used. 

 

 
Sampling Method and sample size 

The sampling size is 150 and were chosen randomly in the streets and across parts of Bangalore Urban/semi 

urban to find out about the awareness of digital marketing and influence on consumer purchase decision due to 

impact of digital marketing. 
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Data interpretation and analysis Table-1 Demographic description 

Regarding the age factor, Our sample mostly consisted of wide range of age groups- 10% of sample with age 

below 20, 30 % of sample has age ranging between 21-25. Nearly 25% of sample with age group of 26-30 , 

20%of sample is between the age bracket 31-35 and the remaining 15% is between 36 and above. Gender wise 

the male respondents are 60% and female respondents are 40%. Qualification as factor- 10% of respondents are 

undergraduates, 60% Graduates and remaining 30% are post graduates. Monthly income of 30% of respondents 

is less than 15,000, 20% within the income range between 15,000 and 30,000,15% of the respondents monthly 

income ranges between 30,000 and 40,000 and remaining 35 % of respondents monthly income is above 40,000. 

Occupation wise 20% of the respondents are students, 30% are employees, 40 % are professionals and 

remaining 10 % are business people. 

 
Table 2: Awareness of digital channels 
 

 

 Respondents % 

Websites 55 37% 

Social media 35 23% 

Multimedia Advertising 25 17% 

E-mails 15 10% 

Others 20 13% 

It is seen that 37% of respondents are aware of websites followed by social media like twitter and Facebook 

which is 23%. Only 17% of the respondents are aware of multimedia advertising and emails known by 10% 

and others which is 13%. 

 

 

 

 

Table 3: Digital channel used to buy product 
 

 
 Respondents % 

Websites 50 33% 

Social media 30 20% 

Multimedia Advertising 25 17% 

E-mails 15 10% 

Others 30 20% 

It is observed that 33% of them buy products through websites followed by social media which is 20% 

followed by Others as 20% and Multimedia advertising as 17 %. Only 15% buy products via E-MAIL. 
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Table 4:Digital channel influence to buy more 
 

 

 Respondents % 

Websites/blogs 55 37% 

Social media 30 20% 

Multimedia Advertising 20 13% 

E-mails 20 13% 

Others 25 17% 

 

 
It is observed that 37% of respondents are influenced by websites.20% of respondents are influenced by social 

media.13% are influenced by multimedia advertising followed by only 10% are influenced by emails and 17 % 

others. 

Table 5: Product based online Buying frequencypreference 
 

 

 Respondents % 

Convenience 40 27% 

Shopping 85 57% 

Speciality 25 17% 

 
It is observed that 57% prefer to buy shopping goods online. Only 27% prefer to buy convenience goods and 

17% prefer to buy speciality goods. 

Table 6: Whether digital channels effect opinion towards buying decision 
 

 
 Respondents % 

Strongly agree 55 37% 

Agree 43 29% 

Neutral 27 18% 

Disagree 15 10% 

Strongly disagree 10 7% 

 

 
It is observed that 37% of respondents strongly agree that they are influenced by digital channel towards 

purchase decision,29% of respondents only agree with the digital channels change opinion towards purchase 

decision. 18% are neutral and remaining 17% disagree that digitals channels influence consumers to purchase 

online. 
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Table 7: Product Satisfaction purchased online 
 

 
 Respondents % 

Strongly agree 60 40% 

Agree 47 31% 

Neutral 26 17% 

Disagree 12 8% 

Strongly disagree 5 3% 

 

 
 

It is observed that 40% strongly agree that they are satisfied with the product. 31% of the respondents are 

satisfied by the product purchased online.17% are neutral and only 11% disagree. 

 

 

 
Table 8: Online purchasing Frequency 
 

 
 Respondents % 

Frequently(every month) 55 37% 

Sometimes(2-5 purchase) annually 60 40% 

Rarely(purchase once annually) 25 17% 

Never 10 7% 

 
 

It is found only 37% of respondents purchase frequently.40% of the respondents sometimes purchase products 

online. 17% of population rarely purchase followed by 7% of respondents never purchase online. 

 
Findings 

 
 

As per study it is found majority of Respondents have knowledge /awareness of the digital marketing 

irrespective of their educational qualification. 

Digital marketing awareness is almost through 100% of sampled population by one or the other channel. 

It is further observed that websites (digital marketing medium) are one of great influencers of online purchase 

decisions. As majority of the respondents are influenced to purchase products mainly through websites. 

The study has also revealed that majority of the respondents purchase shopping goods compared to convenience 

goods and speciality goods. 

The study has also revealed that majority of the respondents purchase shopping goods online irrespective of 

their income. It is found that, monthly income doesn’t have much role as what kind of products customers wish 
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to purchase 

The study reveals that majority of the respondents are influenced by digital channels to change their opinion 

towards purchase decision. 

It is observed that majority of the respondents are satisfied with the products purchased 

.online. 

The study also shows that most of the respondents sometimes purchase the products online as compared to 

frequently. 

Recommendation and conclusion 

 
 

The study reveals irrespective of educational qualification awareness of digital channels is wide spread across 

the people. Online purchases are independent of monthly income. Preference of purchasing   shopping goodsie; 

electronic goods is much higher however there is surge in purchase of convenience goods also, leading to have 

companies strategize and invest in relevant digital advertising practices for convenience goods to increase sales 

of the same and to gain the higher market share. Most of the customers seem to be highly satisfied with the 

online purchasing which is a positive sign to for the growth of digital channels in customer purchase decision. 

It is seen that digital channels are having great impact on influencing consumers to change opinion towards 

purchase decision, hence the best indication for companies as what to manufacture and what to be put on 

online market place. It is a must for Companies to increase and empower the usage of social media marketing 

to increase brand awareness and attract more customers. This social media has become a powerful tool for larger 

audience and engage with them and spread the awareness/knowledge and convert them into the potential 

customers. To influence customers, companies need to engage them both offline and online like encouraging 

the customers to create their customised product purchase basket helps in converting of customers into brand 

advocates with online offerings and translate offline. Customers always prefer to have the immediate 

responses for their queries, enquiries, issues, information, requiring the companies to be available online, 24/7 

to avoid switch to another brand. Companies need to identify the catalog of products which online customers 

want, to have success in market by satisfying the customers. Digital marketing will be successful if it considers 

consumer desires a peak priority. 
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