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Abstract- This is a study to discuss how the digital marketing
influences the consumer behavior in India, with the example
of one of the mid-sized companies, which takes digital
strategies seriously — The Marksports. Since digital
marketing changes the pattern in which brands communicate
with consumers via personalized content, influencer
partnerships, and mobile-focused approaches, it is crucial to
measure its real influence upon consumer awareness,
engagement, and purchasing behavior. Using a mixed- method
approach that includes surveys and qualitative analysis, the
study reveals such key trends as content-driven marketing
ascent, growing importance of data analytics and the shift
towards online purchasing. The findings reveal that interactive
and bespoke marketing efforts are well received among
consumers, and companies using Al and data personalisation
have reported increased conversion rates. The results
contribute to the debate on digital consumer behavior in
academia and offer practical recommendations for the
companies which want to enhance their online presence
against the background of dynamic market.
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personalization, India, The Marksports, mobile-first strategy,
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L INTRODUCTION

A.  Background of the study
n}I;e previous decade, the digital marketing landscape in India
undergone a radical change, promoted by the boom in
use of smartphones and affordable internet and widespread
adoption of social media. India is one of the most vibrant
digital markets globally with a population of more than 800
million internet users, as well as an influx of firms into the
digital realm. As the consumer expectations move at a fast
pace, traditional marketing is struggling to keep up and
digital marketing comes as a more adaptive and involving
system. Firms are innovating to reshape their approach
toward reaching customers, engaging them, and converting
these to sales by leveraging content marketing initiatives,
influencer partnerships, real-time data analytics, and Al
personalization. Studying The Marksports, a mid- sized
digital company, allows us to understand the real
deployment of digital marketing strategies and their bearing
upon consumer behavior. The purpose of this study is to
help bridge the gap in how theoretical digital marketing
frameworks are implemented in India’s rapidly evolving

market landscape.

B.  Statement of the Problem

Although digital marketing has substantially expanded in
India, the effects of these tactics on consumer behaviour,
particularly in smaller digital enterprises like The Marksports,
is not clear. In the midst of the overarching
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prominence of huge multinationals in academic deliberations
and case studies, the pragmatic experiences and digital
approaches of smaller entities that do business in the online
sphere are mostly underexamined. In addition, little empirical
research has been carried out to investigate the role played by
the combination of tactics such as content personalisation,
influencer marketing, and mobile-first strategy into customer
engagement and purchase mode in India. This research gap
suggests the need for an in-depth analysis of methods of
digital marketing strategies and their impact on consumer
behaviour in India.

C. Objectives of the Study

The current aim of this research is to study the impact of
digital marketing strategies on consumer actions in the Indian
market, so focusing on The Marksports. The study seeks to:

1. Evaluate the leading digital marketing activities
forming in India at present.

2. Find out how The Marksports modifies its
marketing strategies to base them on current trends in the
digital world.

3. Research the experience and responses from the
consumer’s end for the application of these strategies.

4. Adpvise evidence based strategies to enhance digital
marketing effectiveness.

5. Join the larger discussion among scholars about the
effectiveness of digital marketing in emerging markets.

D.  Research Questions
The current paper aims to answer the following questions:

1. What digital marketing trends will be the most
influential in the Indian market presently?
2. What parts of The Marksports’ digital strategy

represent the adoption of the latest digital marketing trends in
India?

3. How do the different digital marketing strategies
like content marketing, personalization, and influencer
collaborations look like from a consumer perspective in
different ways of their effectiveness?

4. How much do these digital marketing strategies
alter consumer interaction, confidence levels, and decision-
making behavior during purchase?

E.  Significance of the Study

This study is applicable in various aspects. In the academic
dimension, it contributes to the limited number of existing
literature on digital marketing, and consumer behavior in the
Indian context, especially in the case of the mid-sized
enterprises. Practically, the study offers clear and
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measurable insights to marketers, entrepreneurs, and digital
agencies that aim to develop their methods of engagement.
These findings will make it possible for The Marksports to
critically assess how they are marketing now, and how they
should plan to promote in the future. On a broader
perspective, the research offers a tool to policy makers and
educators in digital marketing to understand the evolving
consumer tastes and the direction of the industry in India.

F. Scope and Limitations

This study is limited by the focus on assessment of the
effectiveness of digital marketing strategies, their place in
consumer behavior formation in India through The
Marksports as the main case study. The key focus of the
research lies in such aspects of digital marketing as custom
content, the focus on mobile level, influencer partnerships,
and analytics-driven campaigns. The scope of study becomes
more narrowed down to digitally present and active urban and
semi-urban populations. The primary constraint is the reliance
on participant self report, which might cause response bias.
Based on the fact that the study is based on a single case
study, the end conclusions may not depict trends in different
industries  or  corporate  sizes. These limitations
notwithstanding, the findings are a useful base for further
comparison studies of different companies or regions.

1L LITERATURE REVIEW

A.  Theoretical Framework

The major theories that govern this study include consumer
behavior theory, integrated marketing communication theory,
and technology acceptance model. The theory of consumer
behavior defines decision-making process on purchase which
is influenced by aspects such as advertisement and social
proof and emotional move. From the perspective, consumer
choices are informed by rational judgments as well as
psychological, social and cultural aspects. Digital marketing
situations that are characterized by their real-time and
interactive nature amplify these influences made by
consumers. According to IMC theory, it is essential to develop
a coherent and strategic marketing strategy on digital
touchpoints such as social media, websites and e-mail, and
mobile platforms to enhance stronger customer relationship.
Technology acceptance model (TAM) provides an explanation
for why users adopt and use new technologies based on their
perceived usefulness and ease of use. This theory is a critical
tool for analysing consumption on digital platforms and
marketing initiatives such as mobile applications, e-commerce
sites among others that are important to digital marketing
initiatives. Together, they provide an integrated view of the
manner in which digital marketing tools ease consumer
engagement, build trust, and influence decision-making in a
market where technology reigns supreme.

B.  Review of Past Studies

Earlier research has highlighted the growing importance of
digital marketing in changing how businesses communicate
with consumers. The literature often emphasizes the power of
content marketing to boost brand reputation and build up
consumer engagement, emphasizing the dire importance of
making sure content is relevant and offered regularly on user
attention and stickiness. Scholars reveal the critical function
of social media, acting as an important means of two-way
communication in encouraging group brand experience and
customer commitment via personal contact and sponsorships.
In addition, campaign designs for digital campaigns
optimized for mobile devices,
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known as mobile-first trends, have become a key success
indicator when it comes to campaigns, especially in countries
such as India where mobile usage is dominant. Multiple
empirical studies have thrown light on the significance of
analytics and data based business practices, explaining how a
firm can use consumer data to divide their audience, predict
demands, and enhance their market reach. Even with these
developments, most current studies emphasize major
corporations and famous brands while greatly ignoring the
methodologies and intricacies of small and mid-sized digital
marketing companies in developing worlds.

C. Research Gaps

Despite the immense growth in research in digital marketing
field, gaps remain, particularly in the case of analyzing Indian
businesses. To begin with, there is a scarcity of scholarly
research focusing on how mid-size enterprises like The
Marksports develop, implement and modify their digital
marketing strategies amidst the ever- evolving backdrop of
technological innovation and changing consumer practices.
Second, there is an absence of empirical evidence that
supports direct relationships between specific digital
marketing approaches: for instance, applying personalization
algorithms, partnering with influencers, and controlling
content publishing speeds, and measurable consumer
responses within the Indian market. Third, most existing
research ignores the unique barriers and benefits of digital
disparities between city and rural area, and between diverse
language groups and culture-specific patterns of consumption.
Moreover, there is not much research that combines real
business case studies with well-established theories to support
strategic decision making. These gaps serve to emphasize the
need for a more empirical, locally sensitive piece of research
that examines the digital marketing strategies and the real
impact on the consumer behavior in India.

II1. RESEARCH METHODOLOGY

A.  Research Design

The research employs a mixed-methods approach using
exploratory and descriptive approaches with the goal of fully
understanding prevailing digital marketing trends and The
Marksports’ strategic tendencies. The exploratory help in
unveiling hidden patters and presenting new analytical
insights to emerging trends and consumer habits, while
descriptive focuses on the measure of associations between
digital marketing techniques and consumer engagement
metrics. Using this combined approach, the research is
capable of revealing rich qualitative accounts along with
numerical patterns, which enrich the complete picture of the
data. This research uses cross sectional research where data
collected at a specified time is used to assess current
perception, tactics and effects within Indian digital marketing
framework.

B.  Population and Sampling

This research targets Indian consumers who are the consumers
of digital media and equally professionals in the digital
marketing industry, including those affiliated with, or
conversant with the scene of The Marksports. In order to
maintain even representation, the stratified random sampling
was put into effect, with demographic variables such as age,
location, type of job and level of digital literacy skills among
consumers and professionals in mind. Representation of the
sample was taken from social media followers, client mailing
lists, and various digital marketing media. A sample
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size of 200 respondents was selected as a representative but
realistic number that would facilitate identification of trends
without being overwhelmed with data complexity.

C. Data Collection Methods

Data collection was done using a mixed-mode survey method,
which combined online and paper-and-pen versions. By
applying this approach, it became possible to make the work
more inclusive and involving for potential respondents,
considering the purely digital nature of the subject.
Distributing surveys required emailing links to online users
and publishing them on social media whereas paper surveys
were presented to individuals during specific networking and
marketing events. The survey used closed — ended and scaled
questions to collect both qualitative perceptions and
measurable responses. With the help of both online and self
administered survey methods, the response rates were
increased and the variances in digital access and preferences
of the participants were resolved.

D.  Research Instrument

A structured questionnaire was the primary research
instrument, developed from information in previous works
and consultation from domain experts. It comprised three
sections: information on respondents’ backgrounds, their
interaction with digital marketing, and their evaluation of
specific digital marketing strategies. Paired participants
expressed their attitudes with the help of the Likert-scale
questions, singled out behavioral patterns with the help of a
multiple-choice questionnaire, and rated preference intensities
with semantic differential scales. The instrument was
structured clearly, balanced and readable to avoid ambiguity
and secure reliable data. The instrument went through
academic review by experts and was pilot tested on a cohort
of 20 individuals to improve clarity and order.

E.  Validity and Reliability

During the development stage, expert advice was sought that
would confirm whether the items represented the constructs
under study accurately and therefore validate the research
instrument. In order to increase the content validity, the
questions were constructed based on established models in
digital marketing and consumer behavior. Cronbach’s alpha
was used for scaled items to test reliability and was above the
0.7 threshold, which indicates strong internal consistency.
Pilot testing outcomes verified that the instrument generated
comparable response from the different participants, hence
qualifying its reliability in the next phase of data collection.

F. Data Analysis Techniques

The data collected was analyzed and structured for statistical
implications using the help of available software SPSS and
Microsoft Excel. Various measures of central tendency
(means, standard deviations), and frequency distributions were
used as descriptive statistics to give us a snapshot of the
demographic attributes and patterns of global response trends.
To examine the relationships between digital and consumer
feedback approaches, correlation and regression analysis was
used. Open responses were analyzed themantically in order to
identify repeated themes and qualitative directions. The data
was represented through graphs, charts and tables to allow for
easy interpretation. The united application of a range of
analytical techniques allowed getting a detailed idea of
quantitative patterns and qualitative attitudes of the target
population.
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Iv. RESULTS AND DISCUSSION

A. Demographic Profile of Respondents

The following is a summary of the demographic
characteristics of the 200 respondents that participated in the
study. It was important to collect data on demographics so as
to address the critical categories like age, gender, occupation
and digital literacy, which has a great impact on people’s
understanding and experience of digital marketing approaches.

Table I. Demographic Characteristics of Respondents

Demographi Frequenc Percentag e
c Variable Category Yy (%)

Age 18-25 years 72 36%
26-35 years 80 40%
36-45 years 32 16%
46 years 16 8%
and above

Gender Male 114 57%
Female 86 43%

Occupation Students 54 27%
Working
Professional s 116 58%
gusmess 30 15%

wners

Digital Literacy High 142 71%
Medium 48 24%
Low 10 5%

B froquensy I Porcantage (%)
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Fig. 1. Breakdown of Respondents’ Age

Interpretation:

The largest number of respondents (the 18—35 age group)
account for 76% that means that there are mostly young
technology-savvy people who are suitable for digital
marketing initiatives. The respondents being appropriate in
evaluating The Marksports’ strategies are proved by a
substantial 71% of their digital literacy rate. The results of the
study gain credibility and applicability due to the relatively
equal number of male and female participants as well as
diverse range of jobs.

The effectiveness of numerical marketing of The Marksports
is demonstrated through impacting consumer awareness in
that 73% of respondents cited high or very high level of
recognition of brands due to these campaigns.

DOI: 10.55041/IJSREM50242 | Page 3


http://www.ijsrem.com/

LS 1Y

; IJSREM‘-'
©Jeurnal
Tad®

Volume: 09 Issue: 06 | June - 2025

International Journal of Scientific Research in Engineering and Management (IJSREM)

SJIF Rating: 8.586 ISSN: 2582-3930

Table II. Digital Marketing Initiatives assigning Awareness

Awareness Level Frequency Percentage (%)

Very High 56 28%
High 90 45%
Moderate 38 19%
Low 12 6%
Very Low 4 2%

— Vet Low

L iw

Vary High

Modarsts

High

Fig. II. Consumer Awareness Levels (Pie Chart)

Interpretation:

With regards to brand awareness, 73% of participants reported
an experience of high or very high brand awareness as a result
of having interactions with digital marketing initiatives. This
outcome indicates active engagement of consumers and strong
brand awareness among The Marksports’ insta activities,
YouTube and influencer collaborations. Low awareness was
experienced by a small group (8%) which showcased strong
penetration and accessibility of campaign.

V. CONCLUSION AND FUTURE WORK

This study validates that digital marketing has tremendous and
multi-dimensional impacts on consumer behaviors over the
Indian market through the digital approaches of The
Marksports. Seemingly applying the systematic approach to
an analysis of information retrieved from a diversified group
of 200 participants, one can conclude that digital marketing
significantly increases brand awareness, positively suggests
buying choices, and promotes increased customer interaction
if campaigns are tailored and implemented judiciously. The
demographic analysis showed that younger tech-savvy
consumers were particularly powerful, not only because of
their heightened receptivity to digital marketing but also
because they play a major role in brand perception and
purchasing through social sharing and peer referrals. Data
revealed that customized content and Video Campaigns
emerge as the most effective approaches to attract consumer
attention and encourage an action, above the traditional digital
approaches, such as mass email newsletters. Also, the findings
of the study indicate that popularity through influencer
campaigns and customization of social media advertisements
are highly effective mechanisms that affect consumer trust
and relatability, suggesting the current direction towards
brands that bring authenticity and relevance to their messages.
However, challenges such as survey fatigue, exclusive use of
online collection methods, and sporadic times when
respondents are not engaged, did pose challenges to the
research. Adjusting to such challenges, the research findings
provide practical recommendations useful not only to The
Marksports but also for the entire industry. The Marksports
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is recommended to improve personalization in content creation,
use Al-powered analytics to tighten campaigns and investigate
new social sites and regional content forms to increase the reach
diversity. In a more global sense, all businesses within the
industry are encouraged to turn towards agile marketing
strategies, applying real-time data to tweak campaigns based on
the behavior of consumers and enhance the user experience. In
addition, using a longitudinal perspective in comparison to
existing digital marketing trends in academic and future works
can help enhance our understanding of evolving consumer
behavior and ease the creation of efficient and robust marketing
strategies while navigating a fast-paced digital world.
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