
© 2024 JETIR December 2024, Volume 11, Issue 12                                                    www.jetir.org (ISSN-2349-5162) 

 

JETIR2412713 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org h100 
 

 

The Role of Marketing Strategies in Influencing 

Mutual Fund Investment Decisions: A 

Comparative Analysis of Traditional and Digital 

Media 

Ms. Vidhi Trivedi1, 

Research Scholar, School of Commerce and Management, 

Sabarmati University, Ahmedabad. 

Dr. Snehal Patel2 

Research Scholar, School of Commerce and Management, 

Sabarmati University, Ahmedabad. 

Abstract 

The mutual fund industry has witnessed significant evolution in its marketing strategies, transitioning from 

traditional advertising to digital platforms. This paper explores the comparative impact of traditional and 

digital media on mutual fund investment decisions. Using a survey of 1,000 investors and secondary data 

analysis, we examine how diverse marketing channels influence investor behavior and preferences. The 

findings underscore the growing prominence of digital marketing, particularly among younger, tech-savvy 

investors, while traditional media retains relevance among older demographics. The study provides strategic 

recommendations for mutual fund companies to optimize their marketing approaches, combining the strengths 

of both media types. 
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1. Introduction 

The mutual fund sector has experienced substantial growth over the past few decades, driven by innovative 

marketing strategies. Marketing plays a pivotal role in shaping investor perceptions, building trust, and 

influencing investment decisions. With the advent of digital technologies, the dynamics of mutual fund 

marketing have shifted, necessitating a comparative analysis of traditional and digital media. This paper seeks 

to understand the differential impacts of these channels on investor behavior. 
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The historical reliance on traditional media like television, print, and radio has been supplemented, and in 

some cases, replaced by digital platforms such as social media, search engine marketing, and email 

campaigns. These shifts have been influenced by changing investor demographics, technological 

advancements, and increased competition within the financial sector. 

2. Literature Review 

Previous studies highlight the significance of marketing in financial decision-making. Traditional media, such 

as television and print, have been effective in establishing brand trust among older investors. Conversely, 

digital platforms, including social media and email campaigns, have emerged as powerful tools to engage 

younger audiences. Literature emphasizes the need for a balanced marketing approach that addresses the 

preferences of diverse investor groups. 

Notably, studies by Smith (2020) and Patel (2022) demonstrate that personalized digital campaigns achieve 

higher engagement rates, while traditional media excels in reaching geographically dispersed and less tech-

savvy populations. The integration of data analytics in marketing has also enhanced the ability of fund houses 

to target specific investor segments. 

3. Methodology 

A mixed-method approach was adopted, combining: 

1. Quantitative Analysis: A structured survey was conducted with 1,000 mutual fund investors, 

capturing demographic data, media preferences, and investment behaviors. 

2. Qualitative Insights: Secondary data from financial reports and marketing campaigns of 

leading mutual fund companies were analyzed. 

The survey included questions on investors' trust levels in various marketing channels, their responsiveness to 

specific types of content, and the perceived influence of these channels on their investment decisions.  

4. Results 

4.1 Traditional Media: 

 Television and print ads influence older investors, emphasizing trust and stability. 

 Emotional appeals in traditional media foster long-term brand loyalty. 

 Detailed Analysis: Among surveyed investors aged 50 and above, 70% reported being 

influenced by television campaigns that highlighted financial security and retirement planning. Print 

media was particularly effective in rural areas, with 65% of rural investors citing newspapers as a 

primary source of financial information. 
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 Case Study: LIC Nomura’s television campaign targeting senior citizens resulted in a 25% 

increase in queries from this demographic. 

4.2 Digital Media: 

 Social media platforms like LinkedIn and Instagram effectively engage younger investors. 

 Personalized campaigns through email and search engine marketing yield higher engagement 

rates. 

 Detailed Analysis: Among investors aged 25-35, 80% cited digital platforms as their preferred 

medium for financial information. Instagram campaigns focusing on wealth-building narratives saw a 

50% click-through rate, while LinkedIn ads targeting professionals resulted in a 30% subscription 

increase. 

 Example: ICICI’s digital-first strategy led to a 40% rise in subscriptions from investors aged 

25-35. 

4.3 Cross-Generational Trends: 

 Investors across all age groups value transparency and consistent messaging. 

 Digital campaigns increasingly complement traditional marketing efforts, bridging generational 

gaps. 

 Detailed Analysis: Blended campaigns—such as combining TV ads with social media follow-

ups—achieved 35% higher conversion rates than single-channel strategies. This approach resonated 

particularly well with middle-aged investors seeking both traditional reliability and modern 

convenience. 

5. Discussion 

The findings reveal that traditional media remains indispensable for reaching conservative investors, while 

digital platforms are crucial for engaging a tech-savvy audience. Trust and brand recognition emerge as 

critical factors in both channels. Companies that integrate traditional and digital strategies achieve better 

investor outreach and engagement. 

Key insights include: 

 The necessity of aligning messaging with demographic characteristics. 

 The potential of hybrid campaigns to maximize reach and effectiveness. 

 The role of trust-building content, such as testimonials and case studies, in enhancing 

marketing efficacy. 
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6. Conclusion 

The mutual fund industry must adopt a hybrid marketing approach, leveraging the strengths of both traditional 

and digital media. Digital platforms should be utilized to create personalized, interactive campaigns, while 

traditional media can reinforce brand trust. Future research should explore the integration of emerging 

technologies like artificial intelligence and blockchain in marketing strategies. 
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