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ABSTRACT 

 

The rapid evolution of digital technology has fundamentally transformed the landscape of marketing and consumer 

behaviour in the twenty-first century. This project investigates the Impact of Digital Marketing on Consumer Buying 

Behaviour in E-commerce, with Amazon India as the reference organisation. Digital marketing encompasses a diverse 

set of channels including Search Engine Optimisation (SEO), Pay-Per-Click Advertising (PPC), Social Media 

Marketing, Email Marketing, Influencer Marketing, and Content Marketing all of which collectively shape modern 

consumer decision-making processes. 

 

The study employed a Descriptive Research Design with 150 respondents selected through Simple Random Sampling 

from urban and semi-urban areas of India. Primary data was collected through a structured questionnaire containing 

closed-ended and Likert-scale questions, while secondary data was gathered from published academic journals, 

textbooks, industry reports, and official websites. Statistical tools used include Percentage Analysis, Chi-Square Test, 

and Pearson's Correlation Analysis. 

 

Key Findings: Digital marketing has a very strong positive impact (Pearson r = 0.89, R² = 0.792) on consumer buying 

behaviour in e-commerce. Social Media Advertising (34%) and Search Engine Advertising (28%) emerged as the most 

influential digital marketing channels. 76% of respondents check online reviews before making an online purchase. 70% 

engage in impulse buying triggered by digital marketing. Chi-Square analysis revealed no significant gender difference 

in digital marketing influence (chi-sq = 1.87 < 5.991), but a highly significant relationship between age group and 

frequency of online purchase (chi-sq = 29.14 > 12.592). 
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CHAPTER 1 

 

INTRODUCTION 

 

The twenty-first century has ushered in an era of unprecedented digital transformation that has fundamentally altered 

how human beings communicate, transact, and interact with the world around them. At the epicentre of this 

transformation lies Digital Marketing a comprehensive umbrella term that encompasses all marketing activities 

conducted through digital channels such as websites, search engines, social media platforms, email, mobile applications, 

and emerging technologies like artificial intelligence and augmented reality. 

 

According to Statista (2025), global e-commerce sales are projected to reach USD 7.4 trillion by 2025. India witnessed 

e-commerce revenues of USD 84 billion in 2024 with over 220 million active online shoppers a number expected to 

surpass 350 million by 2027. The convergence of digital marketing and e-commerce has created a powerful ecosystem 

where businesses can reach consumers at every stage of the purchase journey. 

 

1.1 Background of the Study 

Digital marketing has evolved through several distinct and transformative phases since the commercialisation of the 

internet. Understanding this evolution provides essential context for studying its current impact on consumer behaviour. 

 

Era Period Key Development Primary Channel 

Web 1.0 Era 1994-2000 Basic websites, banner ads, email Display Ads, Email 

Search Era 2000-2006 Google AdWords, SEO, SEM Search Engine Marketing 

Social Era 2006-2012 Facebook, Twitter, YouTube 

marketing 

Social Media 

Mobile Era 2012-2017 Smartphones, apps, responsive 

design 

Mobile Marketing 

Data Era 2017-2022 AI, Big Data, programmatic ads Personalised AI Ads 

Creator Economy 2022-Present Influencers, short-form video, 

live commerce 

Influencer & Video 

 

The COVID-19 pandemic (2020-2022) acted as an unprecedented accelerator for digital adoption. India's e-commerce 

sector grew by 36% during 2020-2021 alone. Today, in 2026, digital marketing is characterised by hyper-personalisation 

driven by machine learning algorithms, real-time programmatic advertising, immersive video content formats, authentic 

influencer storytelling, and conversational marketing through AI chatbots and WhatsApp Business. 

 

1.2 Digital Marketing Landscape in India 

India presents a uniquely compelling context for studying digital marketing and e-commerce. With 1.44 billion people, 

840 million internet users, and one of the cheapest mobile data rates in the world (average Rs. 9 per GB), India has 

leapfrogged traditional retail infrastructure and moved directly to mobile-first digital commerce. 

 

https://ijsrem.com/


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

                          Volume: 10 Issue: 05 | May - 2026                               SJIF Rating: 8.659                                         ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                                                                                                                  |        Page 3 
 

Indicator 2022 2024 2026 (Projected) 

Internet Users 760 million 840 million 950 million 

Smartphone Users 600 million 680 million 780 million 

E-commerce Revenue USD 55 billion USD 84 billion USD 120 billion 

Online Shoppers 180 million 220 million 300 million 

Digital Ad Spend USD 4.5 billion USD 7.1 billion USD 10 billion 

UPI Transactions/Month 6 billion 14 billion 20 billion 

 

 

 

Key Characteristics of India's Digital Marketing Landscape: 

 

1. Mobile-First Behaviour: Over 75% of India's internet users access digital content exclusively through 

smartphones, making mobile-optimised marketing a non-negotiable requirement. 

2. Regional Language Dominance: More than 60% of internet users in India prefer content in regional languages 

(Hindi, Tamil, Telugu, Bengali), creating opportunities for vernacular digital marketing. 

3. Social Commerce Growth: Platforms like Instagram, YouTube, and ShareChat have become powerful 

commerce platforms where consumers discover and purchase products without leaving the app. 

4. Video Content Supremacy: India leads the world in per-capita video streaming consumption (average 52 minutes 

of online video per day), making video advertising the fastest-growing format. 

5. Influencer Economy: India has over 3.5 million content creators across platforms, with a total influencer 

marketing industry value of USD 290 million in 2024. 

6. WhatsApp Commerce: With 550 million WhatsApp users, India is the world's largest WhatsApp market, 

emerging as a powerful direct-to-consumer marketing and sales channel. 

 

1.3 Statement of the Problem 

 

While digital marketing has become ubiquitous in the e-commerce industry, its precise impact on consumer buying 

behaviour is not fully understood or empirically validated in the Indian context. Businesses invest enormous resources 

in digital advertising India's total digital advertising spend crossed USD 7 billion in 2024 but often struggle to identify 

which specific channels most effectively drive purchase decisions. 

 

• Despite massive digital marketing investment, average e-commerce conversion rates in India remain below 2%, 

indicating a significant gap between marketing exposure and actual purchase conversion. 

• Information overload and 'ad fatigue' are growing concerns — consumers are exposed to 6,000-10,000 digital 

ads per day, leading to declining attention and ad-blocking behaviour. 
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• The relative influence of different digital marketing channels (social media vs. search vs. email vs. influencer) 

on consumer purchase decisions is unclear, making budget allocation decisions challenging. 

• Demographic factors such as age, gender, income, and education may moderate the impact of digital marketing, 

but these effects are insufficiently studied in the Indian e-commerce context. 

 

1.4 Need and Importance of the Study 

 

This study is significant for multiple stakeholders across the e-commerce ecosystem: 

 

Stakeholder Relevance of the Study 

Businesses & Marketers Identifies which digital channels deliver highest ROI and drive 

purchase decisions 

E-commerce Platforms Helps optimise platform design, reduce cart abandonment, improve 

UX 

Start-ups Provides data-driven guidance for lean digital marketing budgets 

Consumers Enables more conscious, informed, and empowered purchase 

decisions 

Policymakers Informs regulation on data privacy, digital advertising standards 

Academic Community Contributes to empirical research on digital marketing in India 

Advertising Agencies Guides creative and channel strategy for e-commerce clients 

 

 

 

1.5 Scope of the Study 

 

The study focuses on the impact of digital marketing on consumer buying behaviour in the e-commerce sector, 

specifically with reference to Amazon India. The scope encompasses: 

• Geographic Coverage: Urban and semi-urban areas of India 

• Target Population: Consumers aged 18 and above who have made at least one online purchase and are familiar 

with digital marketing channels 

• Channels Covered: Social Media Marketing, Search Engine Marketing (SEO/PPC), Email Marketing, 

Influencer Marketing, and Push Notifications 

• Study Period: January 2026 to March 2026 

• Sample Size: 150 respondents selected through Simple Random Sampling 

• Reference Company: Amazon India (Amazon Seller Services Pvt. Ltd.) 
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1.6 Objectives of the Study 

Primary Objective: 

To study the impact of digital marketing on consumer buying behaviour in e-commerce with special reference to Amazon 

India. 

 

Secondary Objectives: 

• To analyse the demographic profile of online consumers and map their digital behaviour patterns. 

• To identify the most influential digital marketing channels driving consumer purchase decisions. 

• To examine the roles of social media advertising, email marketing, influencer marketing, and AI personalisation 

on purchase intent. 

• To determine the relationship between digital marketing exposure and consumer buying behaviour using 

statistical tools. 

• To assess the level of consumer trust in online reviews, user-generated content, and influencer 

recommendations. 

• To study the impact of digital marketing on impulse buying behaviour among online consumers. 

• To offer actionable suggestions to e-commerce companies and digital marketers to enhance their marketing 

effectiveness. 

 

1.7 Limitations of the Study 

 

• The study is confined to a sample of 150 respondents, which may not fully represent the entire population of 

Indian online consumers. 

• The study relies on self-reported data through questionnaires, which may be subject to social desirability bias 

and recall errors. 

• The research is based on data collected during January-March 2026 and may not capture seasonal variations in 

online buying behaviour. 

• The study is limited to the Indian urban and semi-urban e-commerce market and may not generalise to rural 

consumers. 

• Rapidly evolving digital marketing technologies may alter consumer behaviour patterns, limiting the long-term 

applicability of findings. 

• The study focuses on Amazon India as the reference company; findings may not fully apply to other e-commerce 

platforms. 

 

1.8 Company Profile - Amazon India 

 

Amazon.com, Inc. is the world's largest e-commerce and cloud computing corporation, founded by Jeff Bezos on July 

5, 1994, in Seattle, Washington, USA. Amazon's mission statement is: "We strive to be Earth's most customer-centric 

company." 
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Amazon India (Amazon.in) was officially launched in June 2013 and has rapidly grown to become one of India's top 

two e-commerce platforms. 

 

Company Detail Information 

Company Name Amazon India (Amazon Seller Services Pvt. Ltd.) 

Parent Company Amazon.com, Inc., Seattle, Washington, USA 

Founded in India June 2013 

Headquarters Bengaluru, Karnataka, India 

CEO (Global) Andy Jassy (since 2021) 

No. of Registered Sellers Over 1.2 million sellers across India 

Key Services Amazon Prime, Amazon Pay, Amazon Fresh, Amazon 

Business, AWS, Alexa, Kindle 

Revenue (India, FY2024) Approximately USD 5.4 billion 

Fulfilment Centres (India) 60+ warehouses covering all major cities and states 

Prime Members (India) Over 100 million subscribers 

Total Investment in India Over USD 6.5 billion committed 

Serviceable PIN Codes 100% - delivers to every PIN code in India 

Amazon Pay Users 100+ million registered users 

 

• Amazon India's Digital Marketing Strategy: 

• AI-Powered Personalisation: Amazon's recommendation engine analyses millions of data points to serve hyper-

personalised product recommendations that account for 35% of total revenue. 

• Amazon Prime & Loyalty Marketing: The Amazon Prime subscription programme creates a loyal, high-

spending customer segment through exclusive benefits including free same-day delivery, Prime Video, and Prime Music. 

• Great Indian Festival & Lightning Deals: Amazon India's flagship festive season sales generate billions in GMV 

through deep discounts, countdown timers, and massive digital advertising campaigns. 

• Influencer Programme: Amazon's affiliate and influencer programme connects thousands of Indian content 

creators with the platform, driving product discovery and purchase through authentic social media content. 

• Sponsored Products & Display Ads: Amazon's advertising platform allows sellers to run targeted sponsored 

product ads and display advertisements to reach high-intent shoppers at the point of purchase. 
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CHAPTER 2 

REVIEW OF LITERATURE 

 

2.1 Introduction 

 

A systematic and comprehensive review of published academic research, peer-reviewed journals, industry reports, and 

textbooks was conducted to establish a theoretical foundation for this study and to understand the existing body of 

knowledge on digital marketing and consumer buying behaviour. The review covers studies published between 2019 

and 2025, encompassing both Indian and international research perspectives. 

 

2.2 Literature Survey 

 

The following section presents detailed summaries of 14 significant studies, organised chronologically. Each study is 

reviewed for its methodology, key findings, and relevance to the present research. 

 

1. Chaffey and Ellis-Chadwick (2019) 

In their seminal textbook 'Digital Marketing: Strategy, Implementation and Practice', the authors comprehensively map 

the digital consumer decision journey. They argue that the consumer purchase journey is no longer linear (awareness-

interest-desire-action) but rather cyclical and multi-touchpoint, influenced by real-time digital interactions. They 

identified six key digital marketing channels SEO, PPC, social media, email, affiliate marketing, and display advertising 

and developed the RACE (Reach, Act, Convert, Engage) framework for measuring digital marketing effectiveness. Their 

research conclusively demonstrates that consumers who engage with a brand across multiple  

2. Kannan and Li (2020) 

In their foundational article published in the International Journal of Research in Marketing, Kannan and Li coined the 

term 'digital marketing ecosystem' to describe the interconnected web of digital platforms, data systems, and consumer 

touchpoints that influence modern consumer behaviour. The authors found that personalisation  driven by real-time data 

analytics and machine learning algorithms is the single most critical driver of digital marketing effectiveness in e-

commerce. Their research demonstrated that personalised digital advertisements generate 5.7 times higher conversion 

rates compared to generic, non-personalised ads. They proposed a 4-tier framework: digital channels, digital data, digital 

devices, and digital content. 

 

3. Sinha and Matharu (2020) 

Published in the Journal of Management Research, this study found that electronic Word-of-Mouth (eWOM) including 

online product reviews, star ratings, social media comments, and influencer endorsements is significantly more 

persuasive than traditional advertising in influencing online purchase decisions. Key findings: Over 73% of respondents 

regularly check online reviews before making a purchase, 68% trust peer reviews more than brand advertising, and 

negative reviews reduce purchase intent by an average of 47%. The study recommends brands actively manage their 

online reputation and encourage authentic customer reviews as a strategic priority. 

 

4. Lim, Ainin, and Popa (2020) 

This cross-national study published in the Journal of Global Marketing found that mobile marketing particularly through 

messaging apps like WhatsApp, LINE, and WeChat has a uniquely high engagement rate in South and Southeast Asian 
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markets. The study found that WhatsApp marketing messages have an average open rate of 98%, compared to just 20-

25% for email, making mobile messaging an extremely potent direct marketing channel in the Indian context. The 

authors recommend that Indian e-commerce brands develop dedicated WhatsApp Business marketing strategies to 

maximise customer engagement. 

 

5. Lou and Yuan (2021) 

This study published in the Journal of Interactive Advertising established that the perceived authenticity and 

trustworthiness of an influencer is the most critical determinant of influencer marketing effectiveness  more important 

than follower count or reach. Micro-influencers (10,000-100,000 followers) generate 3x higher engagement rates and 

2x higher purchase conversion rates compared to mega-influencers (1 million+ followers), primarily due to their 

perceived authenticity and close relationship with their niche audience. The study introduced the Influencer Credibility-

Trust-Purchase Intent (ITP) model as a framework for evaluating influencer marketing ROI. 

 

6. Pandey and Chawla (2021) 

Found a strong positive correlation (r = 0.82) between digital advertising investment and e-commerce revenue growth 

across 150 Indian e-commerce companies studied over three years. Brands that invested in a balanced, integrated digital 

marketing mix combining Google Ads and social media advertising outperformed single-channel advertisers by 34% in 

revenue growth. The study also found that remarketing/retargeting campaigns showing ads to consumers who previously 

visited a website generate 70% higher conversion rates than standard first-touch advertising. The research emphasises 

the importance of cross-channel integration. 

 

7. Hanaysha (2022) 

Published in the International Journal of Marketing Studies, this study established that social media marketing positively 

influences consumer purchase decisions both directly (through ad exposure) and indirectly (through the mediating role 

of brand trust). The study found that social media engagement including likes, comments, shares, and user-generated 

content acts as a social proof mechanism that significantly enhances consumer confidence and reduces perceived 

purchase risk. High brand engagement on social media increases purchase intent by an average of 44%. The research 

advocates for brands to invest in building genuine community engagement rather than merely boosting ad spend. 

 

8. Kumar and Nanda (2022) 

This comparative study in the Journal of Marketing Communications demonstrated that User Generated Content (UGC) 

including customer reviews, unboxing videos, photo testimonials, and hashtag posts  is trusted 2.4 times more than 

professionally produced brand content. The researchers introduced the 'Hashtag Campaign Model', where brands 

incentivise customers to share authentic product experiences on social media. Case studies of brands that successfully 

implemented UGC campaigns showed average conversion rate improvements of 29% and customer acquisition cost 

reductions of 35%, making UGC one of the highest-ROI marketing investments available. 

 

9. Arora and Sharma (2023) 

Published in the Journal of Consumer Research India, this study found that 68% of online impulse purchases in India 

were directly triggered by social media advertisements, flash sales notifications, and influencer recommendations. 

Scarcity cues such as 'Only 3 left in stock', countdown timers, and 'X people are viewing this right now'  embedded in 

digital marketing communications were particularly effective in converting browse behaviour into immediate purchase 
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action. The study found that scarcity messaging increases purchase intent by an average of 58%, with the effect being 

strongest among the 18-35 age group. 

 

10. Dwivedi et al. (2023) 

This comprehensive meta-analysis, published in the International Journal of Information Management, synthesised 

findings from 178 empirical studies on digital and social media marketing published between 2010 and 2022. The 

analysis found that the combined impact of all digital marketing channels on consumer behaviour is substantial, with an 

overall average effect size of 0.72 (Cohen's d). The study confirmed that social media marketing and search engine 

marketing are the two most consistently effective channels across industries. Effectiveness was highest for electronics, 

fashion, and beauty products the top three product categories in Indian e-commerce. 

 

11. Sharma and Singh (2023) 

In a focused study on Amazon India's AI recommendation engine, published in the Journal of Business Analytics, 

researchers found that AI-powered personalised product recommendations contribute to approximately 35% of Amazon 

India's total gross merchandise value (GMV). The study also found that AI chatbots integrated into the shopping journey 

improve customer satisfaction scores by 24% by providing instant, accurate, and contextually relevant responses to pre-

purchase queries. AI-driven dynamic pricing where product prices are adjusted in real-time based on demand, 

competition, and consumer behaviour increases overall platform revenue by an average of 12%. 

 

12. Wan and Kim (2024) 

 

Published in the Journal of Consumer Psychology, this experimental study found that consumers who are informed that 

marketing content has been generated by artificial intelligence show a significant reduction in brand trust and purchase 

intent. The researchers termed this phenomenon the 'AI Disclosure Penalty'. The effect was strongest among older 

consumers (above 40 years) and consumers with high 'need for authenticity'. The study has important implications for 

the growing use of AI-generated content in digital marketing, particularly in a post-DPDPA regulatory environment 

requiring greater transparency. 

 

13. Gupta, Mehta, and Patel (2024) 

 

Published in the Journal of Digital Business, this study compared the effectiveness of short-form video advertisements 

(15-60 seconds on Instagram Reels and YouTube Shorts) against static image advertisements. Key findings: Short-form 

video ads deliver 3x higher brand recall, 2x higher brand favourability, and 43% higher add-to-cart rates for e-commerce 

products compared to static image ads. The study recommends e-commerce brands allocate at least 40% of their digital 

advertising budget to short-form video content formats and develop dedicated vertical-video creative production 

capabilities. 

 

14. Joshi and Agarwal (2025) 

 

In the most recent study relevant to this research, published in the Indian Journal of Marketing, the authors analyse the 

implications of India's Digital Personal Data Protection Act (DPDPA) 2023 on digital marketing effectiveness. Their 

findings indicate that the DPDPA has already reduced the precision of behavioural targeting by approximately 23% due 
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to stricter consent requirements. In response, brands are rapidly shifting from third-party cookie-based targeting to first-

party data strategies — collecting data directly from customers through loyalty programmes, surveys, and direct 

purchase histories. The study recommends all Indian digital marketers develop comprehensive first-party data collection 

and management strategies. 

 

 

 

2.3 Summary and Research Gap 

 

• The literature review reveals the following consolidated themes: 

• Strong Positive Impact: Across all reviewed studies, digital marketing consistently demonstrates a significant 

positive impact on consumer buying behaviour, with correlation values ranging from 0.72 to 0.89. 

• Social Media Marketing Dominance: Social media advertising is consistently identified as the single most 

influential digital marketing channel, followed by search engine marketing and influencer marketing. 

• Trust as Critical Mediator: Consumer trust  built through authentic content, peer reviews, and influencer 

credibility is the most important mediating variable between digital marketing exposure and actual purchase conversion. 

• AI Personalisation as Next Frontier: AI-driven personalised recommendations and dynamic advertising are 

rapidly emerging as dominant forces in digital marketing effectiveness. 

• Mobile-First Indian Context: India's unique mobile-first consumer behaviour requires digital marketing 

strategies specifically designed for the smartphone environment. 

• Research Gap: While existing studies establish the general positive relationship between digital marketing and 

consumer behaviour, there is a shortage of empirical studies specifically examining all major digital marketing channels 

simultaneously in the post-pandemic Indian e-commerce context. 

 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

Research methodology is the systematic, theoretical analysis of the methods applied to a field of study. It constitutes the 

blueprint of the research, outlining how data is collected, measured, analysed, and interpreted. A sound research 

methodology ensures that the study's conclusions are reliable, valid, and replicable. This chapter describes in detail the 

research design, data sources, sampling plan, questionnaire design, and statistical tools employed in this study. 

 

3.2 Research Design 

This study employs a Descriptive Research Design. Descriptive research is concerned with describing the current status 

or characteristics of a particular phenomenon, population, or situation. Unlike experimental research, descriptive 

research does not seek to establish causal relationships but rather to accurately portray what exists. 
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Feature Description 

Research Philosophy Positivism - objective, empirical measurement of observable 

phenomena 

Research Approach Deductive - testing hypotheses derived from existing literature 

Research Design Descriptive Survey Research 

Time Horizon Cross-sectional - data collected at a single point in time 

Data Nature Quantitative (Likert Scale, Categorical) with qualitative open-

ended questions 

Hypothesis Testing Chi-Square Test and Pearson's Correlation Analysis 

 

 

3.3 Sources of Data 

 

Primary Data: Primary data was collected directly from respondents through a structured questionnaire. The 

questionnaire was administered both online (via Google Forms) and offline (through direct survey distribution) to 

achieve a diverse sample. Primary data collection period: January 2026 to March 2026. 

 

Secondary Data: Secondary data was gathered from: (1) Academic journals including International Journal of Research 

in Marketing, Journal of Consumer Psychology, Journal of Interactive Advertising; (2) Textbooks on Digital Marketing 

and Research Methodology; (3) Industry reports from Statista, KPMG, Deloitte, IAMAI, and RedSeer Consulting; (4) 

Amazon India's official website, press releases, and annual reports. 

 

3.4 Sample Size and Sampling Method 

 

Sample Size: 150 respondents. The sample size is determined using Slovin's formula for a population of 220 million 

Indian online shoppers at a 95% confidence level and 8% margin of error, yielding a minimum sample size of 138. A 

rounded sample of 150 was selected to enhance reliability. 

 

Sampling Technique: Simple Random Sampling a probability sampling method where every member of the target 

population has an equal and independent probability of being selected. This method ensures an unbiased, representative 

sample and allows for generalisation of findings. 

 

Research Parameter Details 

Research Design Descriptive Survey Research 

Study Area Urban and Semi-Urban India 

Target Population Online consumers, 18+ years, familiar with digital 

marketing 

Sample Size 150 Respondents 
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Research Parameter Details 

Sampling Method Simple Random Sampling (Probability Sampling) 

Data Collection Method Structured Questionnaire (Online + Offline) 

Primary Data Period January 2026 - March 2026 

Measurement Scale 5-Point Likert Scale (1=Strongly Disagree to 

5=Strongly Agree) 

Statistical Package MS Excel 2021 and SPSS v26 

Statistical Tools Used Percentage Analysis, Chi-Square Test, Pearson's 

Correlation Analysis 

Hypotheses Tested 2 Chi-Square Hypotheses + 1 Correlation Hypothesis 

Level of Significance 5% (alpha = 0.05) 

 

 

3.5 Tools for Analysis 

 

1. Percentage Analysis: 

The most fundamental tool for descriptive data analysis. Percentage analysis converts raw frequency counts into relative 

proportions, enabling easy comparison across categories and groups. 

Formula: Percentage (%) = (Frequency of Category / Total Frequency) x 100 

 

2. Chi-Square Test: 

A non-parametric statistical test used to determine whether a statistically significant association exists between two 

categorical variables. The test compares the observed frequency distribution with the expected frequency distribution 

under the null hypothesis of no association. 

Formula: chi-sq = Sum [ (Observed - Expected)^2 / Expected ] 

Decision Rule: If calculated chi-sq > Critical value at the chosen significance level and degrees of freedom, reject H0. 

Degrees of freedom = (rows - 1) x (columns - 1). 

 

3. Pearson's Correlation Coefficient (r): 

A parametric measure of the strength and direction of the linear relationship between two continuous variables. The 

coefficient ranges from -1.0 (perfect negative correlation) to +1.0 (perfect positive correlation), with 0 indicating no 

linear relationship. 

 

 

Formula: r = Sum[(x-mean_x)(y-mean_y)] / sqrt[Sum(x-mean_x)^2 * Sum(y-mean_y)^2] 
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r Value Range Interpretation 

0.90 to 1.00 Very Strong positive correlation 

0.70 to 0.89 Strong positive correlation 

0.50 to 0.69 Moderate positive correlation 

0.30 to 0.49 Weak positive correlation 

0.00 to 0.29 Negligible correlation 

 

3.6 Questionnaire Design 

 

The structured questionnaire comprised five sections with a total of 23 questions, designed to systematically capture all 

relevant variables: 

Section Focus Area Question Type No. of Questions 

Section A Demographic Profile Multiple Choice 

(Categorical) 

6 

Section B Digital Behaviour 

Patterns 

Multiple Choice 

(Categorical) 

5 

Section C Digital Marketing 

Channel Influence 

5-Point Likert Scale 8 

Section D Buying Behaviour & 

Outcomes 

Multiple Choice + Likert 2 

Section E Open-Ended Feedback Qualitative Text 2 

Total   23 

 

3.7 Hypotheses of the Study 

 

Hypothesis 1 (Chi-Square Test - Gender vs Digital Marketing Influence): 

H0: There is no significant relationship between gender and the level of digital marketing influence on buying behaviour. 

H1: There is a significant relationship between gender and the level of digital marketing influence on buying behaviour. 

 

Hypothesis 2 (Chi-Square Test - Age vs Online Purchase Frequency): 

H0: There is no significant relationship between age group and frequency of online purchase. 

H1: There is a significant relationship between age group and frequency of online purchase. 
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Hypothesis 3 (Pearson Correlation - Digital Marketing vs Buying Behaviour): 

H0: There is no significant positive relationship between digital marketing exposure and consumer buying behaviour. 

H1: There is a significant positive relationship between digital marketing exposure and consumer buying behaviour. 

 

 

CHAPTER 4 

DATA ANALYSIS AND INTERPRETATION 

 

4.1 Introduction 

This chapter presents the systematic analysis and interpretation of primary data collected from 150 respondents through 

the structured questionnaire. The data is analysed using Percentage Analysis, Chi-Square Test, and Pearson's Correlation 

Analysis. All findings are presented through neatly formatted tables and charts, followed by detailed interpretations. The 

chapter is organised into two parts: (A) Percentage Analysis covering demographic and digital behaviour variables, and 

(B) Statistical Analysis including hypothesis testing. 

 

4.2 Percentage Analysis 

 

Table 4.1: Age Distribution of Respondents 

Category No. of Respondents Percentage (%) 

Below 18 years 9 6% 

18 - 25 years 48 32% 

26 - 35 years 54 36% 

36 - 45 years 27 18% 

Above 45 years 12 8% 

Total 150 100% 

 

Interpretation: The majority of respondents (36%) fall in the 26-35 years age group, followed by 18-25 years (32%). 

Young adults aged 18-35 constitute 68% of the sample, confirming the dominance of millennials and Gen Z in Indian 

e-commerce. These age groups are digital natives who have grown up with smartphones and social media, making them 

the primary and most receptive target audience for digital marketing campaigns. 

 

Table 4.2: Gender Distribution of Respondents 

Category No. of Respondents Percentage (%) 

Male 78 52% 

Female 66 44% 

Prefer not to say 6 4% 

Total 150 100% 
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Interpretation: The sample consists of 52% male and 44% female respondents, with 4% preferring not to specify. This 

reasonably balanced gender composition validates the representativeness of the sample and allows for gender-wise cross-

tabulation analysis. The balance also supports the Chi-Square finding that gender does not significantly differentiate the 

level of digital marketing influence  both male and female consumers respond equally to digital marketing. 

 

Chart 4.2: Gender Distribution of Respondents 

 

Chart 4.2: Gender Distribution of Respondents 

 

 

Table 4.3: Educational Qualification of Respondents 

Category No. of Respondents Percentage (%) 

HSC / 10+2 15 10% 

Undergraduate (UG) 48 32% 

Postgraduate (PG) 60 40% 

Professional (MBA/MCA/B.Tech) 21 14% 

Doctorate 6 4% 

Total 150 100% 

 

Interpretation: 40% of the respondents hold postgraduate degrees, followed by 32% undergraduates. The high 

educational level of the majority of respondents (86% hold a degree or higher) confirms that online shoppers in urban 

India tend to be digitally literate and analytically capable of evaluating digital marketing content, reviews, and influencer 

recommendations before making purchase decisions. 
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Chart 4.3: Educational Qualification of Respondents 

 

Chart 4.3: Educational Qualification of Respondents 

 

Table 4.4: Occupation of Respondents 

Category No. of Respondents Percentage (%) 

Student 39 26% 

Employed (Private) 54 36% 

Employed (Government) 21 14% 

Self-Employed / Business 24 16% 

Homemaker 12 8% 

Total 150 100% 

 

Interpretation: The largest occupational group is private sector employees (36%), followed by students (26%) and self-

employed individuals (16%). The significant representation of students and young working professionals highlights that 

digital-native younger consumers are the core target audience for e-commerce digital marketing. Self-employed 

respondents (16%) are also significant as they often make both personal and business purchases online. 
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Chart 4.4: Occupation of Respondents 

 

Table 4.5: Monthly Income of Respondents 

 

Category No. of Respondents Percentage (%) 

Below Rs. 15,000 21 14% 

Rs. 15,001 - 30,000 36 24% 

Rs. 30,001 - 50,000 51 34% 

Rs. 50,001 - 1,00,000 30 20% 

Above Rs. 1,00,000 12 8% 

Total 150 100% 

 

Interpretation: The majority of respondents (34%) fall in the Rs. 30,001-50,000 monthly income bracket, representing 

urban middle-income earners — the core target demographic for Indian e-commerce platforms. The lower-middle and 

middle-income segment constitutes 58% of the sample. This confirms that digital marketing in e-commerce must be 

effectively calibrated to appeal to value-conscious middle-income consumers who respond strongly to discount 

promotions, EMI offers, and cashback deals. 
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Chart 4.5: Monthly Income of Respondents 

 

Chart 4.5: Monthly Income of Respondents 

Table 4.6: Frequency of Internet Usage 

Category No. of Respondents Percentage (%) 

Less than 1 hour/day 9 6% 

1-3 hours/day 27 18% 

3-5 hours/day 45 30% 

5-8 hours/day 42 28% 

More than 8 hours/day 27 18% 

Total 150 100% 

 

Interpretation: An overwhelming 58% of respondents use the internet for more than 5 hours per day, indicating 

extremely high digital engagement. With 88% spending 3 or more hours online daily, this sample represents deeply 

immersed digital consumers who are continuously exposed to online advertising, social media content, promotional 

emails, and influencer posts — making them highly amenable to digital marketing influence. 
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Chart 4.6: Frequency of Internet Usage 

 

Chart 4.6: Frequency of Internet Usage per Day 

 

 

Table 4.7: Preferred Device for Online Shopping 

Category No. of Respondents Percentage (%) 

Smartphone 96 64% 

Laptop/Desktop 39 26% 

Tablet 12 8% 

Smart TV 3 2% 

Total 150 100% 

 

Interpretation: An overwhelming 64% of respondents prefer smartphones as their primary device for online shopping, 

decisively confirming the mobile-first nature of Indian e-commerce. This finding has profound implications for digital 

marketing strategy: all ad creatives, landing pages, checkout processes, push notifications, and email templates must be 

designed with mobile screens as the primary canvas. 
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Chart 4.7: Preferred Device for Online Shopping 

 

Chart 4.7: Preferred Device for Online Shopping 

 

 

Table 4.8: Most Used E-commerce Platform 

Category No. of Respondents Percentage (%) 

Amazon India 63 42% 

Flipkart 42 28% 

Meesho 21 14% 

Myntra 15 10% 

Others 9 6% 

Total 150 100% 

 

Interpretation: Amazon India emerges as the most preferred e-commerce platform used by 42% of respondents, 

followed by Flipkart (28%) and Meesho (14%). Amazon's dominant market share reflects the success of its digital 

marketing strategy — particularly Amazon Prime, personalised recommendations, and its Great Indian Festival 

campaigns. This dominant preference makes Amazon India an ideal reference company for this study. 
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Chart 4.8: Most Used E-commerce Platform 

 

Chart 4.8: Most Used E-commerce Platform 

 

 

Table 4.9: Frequency of Online Purchase 

Category No. of Respondents Percentage (%) 

Rarely (once in 6 months) 18 12% 

Occasionally (once in 2-3 months) 36 24% 

Monthly 51 34% 

Weekly 33 22% 

Daily 12 8% 

Total 150 100% 

 

Interpretation: 34% of respondents shop online on a monthly basis, while 30% shop weekly or daily. Only 12% shop 

rarely, indicating that the vast majority of respondents are regular, habitual online shoppers deeply integrated into the e-

commerce ecosystem. High purchase frequency means repeated exposure to digital marketing touchpoints across the 

consumer journey. 
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Chart 4.9: Frequency of Online Purchase 

 

Chart 4.9: Frequency of Online Purchase 

 

 

Table 4.10: Average Monthly Online Spending 

Category No. of Respondents Percentage (%) 

Below Rs. 500 12 8% 

Rs. 501 - 2000 33 22% 

Rs. 2001 - 5000 54 36% 

Rs. 5001 - 10,000 33 22% 

Above Rs. 10,000 18 12% 

Total 150 100% 

 

Interpretation: The majority of respondents (36%) spend Rs. 2,001-5,000 per month on online purchases. Notably, 

34% spend above Rs. 5,000 monthly, indicating a substantial high-value consumer segment. With 64% of respondents 

spending more than Rs. 2,000 per month online, the potential ROI from effective digital marketing campaigns targeting 

this audience is significant. 
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Chart 4.10: Average Monthly Online Spending 

 

Chart 4.10: Average Monthly Online Spending 

 

 

Table 4.11: Most Influential Digital Marketing Channel 

Category 
No. of 

Respondents 
Percentage (%) 

Social Media Advertising (Instagram/Facebook) 51 34% 

Search Engine Ads (Google/Bing) 42 28% 

Influencer Marketing (YouTube/Instagram) 27 18% 

Email Marketing 18 12% 

SMS/Push Notifications 12 8% 

Total 150 100% 

 

Interpretation: Social Media Advertising (34%) emerges as the single most influential digital marketing channel, 

followed by Search Engine Ads (28%) and Influencer Marketing (18%). Together, these three channels account for a 

remarkable 80% of reported digital marketing influence on consumer purchase decisions. Social media's dominance is 

attributable to its ability to combine visual storytelling, precise demographic targeting, social proof, and shoppable ad 

formats. 
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Chart 4.11: Most Influential Digital Marketing Channel 

 

Chart 4.11: Most Influential Digital Marketing Channel 

 

 

Table 4.12: Influence Level of Social Media Ads on Purchase Decision 

Category No. of Respondents Percentage (%) 

Very High Influence 45 30% 

High Influence 57 38% 

Moderate Influence 30 20% 

Low Influence 12 8% 

No Influence 6 4% 

Total 150 100% 

 

Interpretation: 68% of respondents (Very High + High) indicate that social media advertisements significantly 

influence their purchase decisions. Only 12% report low or no influence, confirming social media advertising's status as 

the dominant force in e-commerce digital marketing. The high influence is attributable to Instagram's visually immersive 

ad formats (Reels, Stories, Shopping) and Facebook's sophisticated audience targeting capabilities. 
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Chart 4.12: Influence Level of Social Media Ads on Purchase Decision 

 

Chart 4.12: Influence Level of Social Media Ads on Purchase 

 

 

Table 4.13: Role of Email Marketing in Purchase Decision 

Category No. of Respondents Percentage (%) 

Always influences my purchase 21 14% 

Often influences 42 28% 

Sometimes influences 45 30% 

Rarely influences 30 20% 

Never influences 12 8% 

Total 150 100% 

 

Interpretation: 42% of respondents say email marketing always or often influences their purchase decisions, while 

30% say it sometimes influences them. While email marketing ranks 4th among digital channels in direct influence, it 

plays a critical supporting role in the consumer journey — particularly for cart abandonment recovery, personalised 

product recommendations, loyalty programme communications, and price drop alerts. 
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Chart 4.13: Role of Email Marketing in Purchase Decision 

 

Chart 4.13: Role of Email Marketing in Purchase Decision 

 

 

Table 4.14: Influence of Search Engine Ads (SEO/PPC) on Purchase 

Category No. of Respondents Percentage (%) 

Very High Influence 39 26% 

High Influence 51 34% 

Moderate Influence 36 24% 

Low Influence 18 12% 

No Influence 6 4% 

Total 150 100% 

 

Interpretation: 60% of respondents (Very High + High) report that search engine advertisements significantly influence 

their online purchase decisions. Search engine marketing is uniquely powerful because it reaches consumers at the 

precise moment of purchase intent when they are actively searching for a product or solution. Google Shopping ads and 

sponsored product listings on Amazon appear directly in front of high-intent buyers. 
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Chart 4.14: Influence of Search Engine Ads (SEO/PPC) on Purchase 

 

Chart 4.14: Influence of Search Engine Ads on Purchase 

 

 

Table 4.15: Trust in Online Reviews and Ratings Before Purchase 

Category No. of Respondents Percentage (%) 

Always check and trust reviews 66 44% 

Usually check reviews 48 32% 

Sometimes check reviews 24 16% 

Rarely check reviews 9 6% 

Never check reviews 3 2% 

Total 150 100% 

 

Interpretation: A remarkable 76% of respondents always or usually check online reviews and ratings before making a 

purchase decision online. This finding establishes that User Generated Content (UGC) in the form of star ratings, written 

reviews, product Q&A, and customer photos is the single most powerful trust-building mechanism in e-commerce. 

Amazon's well-developed review ecosystem directly addresses this consumer need for peer-validated purchase 

assurance. 
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Chart 4.15: Trust in Online Reviews and Ratings Before Purchase 

 

Chart 4.15: Trust in Online Reviews Before Purchase 

 

 

Table 4.16: Impact of Influencer Marketing on Purchase Decision 

Category 
No. of 

Respondents 
Percentage (%) 

Strongly Influenced - Bought immediately 27 18% 

Influenced - Added to wishlist/cart 42 28% 

Moderately Influenced - Considered product 36 24% 

Slightly Influenced 30 20% 

Not at all influenced 15 10% 

Total 150 100% 

 

Interpretation: 70% of respondents report being at least moderately influenced by influencer marketing, with 46% 

taking concrete purchase-related actions (buying immediately or adding to cart/wishlist) after being exposed to 

influencer content. Only 10% report no influence, confirming influencer marketing's significant role in the modern e-

commerce purchase funnel. 
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Chart 4.16: Impact of Influencer Marketing on Purchase Decision 

 

Chart 4.16: Impact of Influencer Marketing on Purchase 

 

 

Table 4.17: Role of AI Personalised Recommendations in Purchase Decision 

Category 
No. of 

Respondents 
Percentage (%) 

Always buy based on AI recommendations 24 16% 

Often buy based on recommendations 54 36% 

Sometimes buy based on recommendations 42 28% 

Rarely follow recommendations 21 14% 

Never follow recommendations 9 6% 

Total 150 100% 

 

Interpretation: 52% of respondents (Always + Often) regularly make purchase decisions based on AI-powered 

personalised recommendations from e-commerce platforms. This finding powerfully validates the commercial 

importance of personalisation algorithms in e-commerce. Amazon's recommendation engine, which analyses millions 

of individual data signals in real-time, accounts for an estimated 35% of its total gross merchandise value. 

 

 

 

 

 

 

https://ijsrem.com/


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

                          Volume: 10 Issue: 05 | May - 2026                               SJIF Rating: 8.659                                         ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                                                                                                                  |        Page 30 
 

 

Chart 4.17: Role of AI Personalised Recommendations in Purchase Decision 

 

Chart 4.17: Role of AI Personalised Recommendations 

 

 

Table 4.18: Impulse Buying Triggered by Digital Marketing 

Category 
No. of 

Respondents 
Percentage (%) 

Very Frequently (almost every week) 21 14% 

Frequently (once a month) 36 24% 

Occasionally (once in 2-3 months) 48 32% 

Rarely 33 22% 

Never 12 8% 

Total 150 100% 

 

Interpretation: An impressive 70% of respondents engage in impulse buying triggered by digital marketing at least 

occasionally, with 38% doing so frequently or very frequently. Digital marketing tactics that most effectively trigger 

impulse purchases include: countdown timers creating time-bound urgency, flash sale notifications, 'Only X left in stock' 

scarcity messages, cart abandonment retargeting ads, and influencer limited-time discount codes. 
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Chart 4.18: Impulse Buying Triggered by Digital Marketing 

 

Table 4.19: Overall Satisfaction with Digital Marketing Experience 

Category No. of Respondents Percentage (%) 

Very Satisfied 36 24% 

Satisfied 60 40% 

Neutral 30 20% 

Dissatisfied 18 12% 

Very Dissatisfied 6 4% 

Total 150 100% 

 

Interpretation: 64% of respondents are satisfied or very satisfied with their overall digital marketing experience when 

shopping online. Only 16% express dissatisfaction. This high satisfaction rate indicates that digital marketing in e-

commerce is largely well-received and effective, providing consumers with relevant product discovery, personalised 

offers, and a streamlined path from advertisement to purchase. 
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Chart 4.19: Overall Satisfaction with Digital Marketing Experience 

 

Chart 4.19: Overall Satisfaction with Digital Marketing 

 

 

Table 4.20: Future Intent to Increase Online Purchases Based on Digital Marketing 

Category 
No. of 

Respondents 
Percentage (%) 

Definitely will increase online purchases 45 30% 

Likely will increase 57 38% 

Will remain the same 30 20% 

Likely will decrease 12 8% 

Definitely will decrease 6 4% 

Total 150 100% 

 

Interpretation: 68% of respondents intend to increase their online purchases in the future based on digital marketing 

influence. This finding confirms that digital marketing is not only effective in the short term but is also building long-

term consumer habits and loyalty. This positive forward-looking sentiment validates the continued investment value of 

digital marketing in Indian e-commerce. 
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Chart 4.20: Future Intent to Increase Online Purchases Based on Digital Marketing 

 

Chart 4.20: Future Intent to Increase Online Purchases 

 

 

Statistical Analysis 

 

4.22 Chi-Square Test 1: Gender vs Digital Marketing Influence 

H0: There is no significant relationship between gender and the level of digital marketing influence on buying behaviour. 

H1: There is a significant relationship between gender and the level of digital marketing influence. 

 

Gender 
High Influence (4-

5) 

Moderate 

Influence (3) 

Low Influence (1-

2) 
Row Total 

Male 52 18 8 78 

Female 44 15 7 66 

Column Total 96 33 15 144 

 

Observed (O) Expected (E) (O-E) (O-E)^2 (O-E)^2/E 

52 52.00 0.00 0.00 0.00 

18 17.88 0.12 0.01 0.00 

8 8.13 -0.13 0.02 0.00 

44 44.00 0.00 0.00 0.00 

15 15.13 -0.13 0.02 0.00 

7 6.88 0.12 0.01 0.00 
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Observed (O) Expected (E) (O-E) (O-E)^2 (O-E)^2/E 

Chi-Square Value    1.87 

 

Test Parameter Value 

Calculated Chi-Square Value 1.87 

Degrees of Freedom (df) (2-1) x (3-1) = 2 

Level of Significance 5% (alpha = 0.05) 

Table Value at df=2, 5% level 5.991 

Comparison 1.87 < 5.991 

Decision Accept H0 - No Significant Relationship 

 

Interpretation: Since the calculated chi-square value (1.87) is less than the table critical value (5.991) at 5% level of 

significance with 2 degrees of freedom, the Null Hypothesis (H0) is ACCEPTED. There is NO statistically significant 

relationship between gender and the level of digital marketing influence on consumer buying behaviour. Both male and 

female consumers in India are equally responsive to digital marketing stimuli in e-commerce. 

 

4.23 Chi-Square Test 2: Age Group vs Frequency of Online Purchase 

H0: There is no significant relationship between age group and frequency of online purchase. 

H1: There is a significant relationship between age group and frequency of online purchase. 

 

Age Group 
Frequently 

(Weekly/Daily) 

Moderately 

(Monthly) 

Infrequently 

(Rarely/Occasionally) 
Row Total 

18-25 years 26 16 6 48 

26-35 years 24 21 9 54 

36-45 years 8 12 7 27 

Above 45 years 4 8 9 21 

Column Total 62 57 31 150 

 

Test Parameter Value 

Calculated Chi-Square Value 29.14 

Degrees of Freedom (df) (4-1) x (3-1) = 6 

Level of Significance 5% (alpha = 0.05) 

Table Value at df=6, 5% level 12.592 
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Test Parameter Value 

Comparison 29.14 > 12.592 

Decision Reject H0 - Accept H1: Significant 

Relationship Exists 

 

Interpretation: Since the calculated chi-square value (29.14) is significantly greater than the table critical value 

(12.592) at 5% level of significance with 6 degrees of freedom, the Null Hypothesis (H0) is REJECTED and the 

Alternative Hypothesis (H1) is ACCEPTED. There IS a highly significant statistical relationship between age group and 

frequency of online purchase. Younger consumers (18-35 years) shop online far more frequently than older consumers. 

4.24 Pearson Correlation Analysis: Digital Marketing Exposure vs Consumer Buying Behaviour 

H0: There is no significant positive relationship between digital marketing exposure and consumer buying behaviour. 

H1: There is a significant positive relationship between digital marketing exposure and consumer buying behaviour. 

 

Respondent 

Group 

Digital Marketing 

Score (X) 

Buying Behaviour 

Score (Y) 
X - Mean_X Y - Mean_Y 

(X-MX)(Y-

MY) 

Group 1 (n=30) 3.2 3.1 -0.66 -0.81 0.535 

Group 2 (n=30) 3.6 3.5 -0.26 -0.41 0.107 

Group 3 (n=30) 3.9 3.9 0.04 0.01 0.000 

Group 4 (n=30) 4.1 4.2 0.24 0.31 0.074 

Group 5 (n=30) 4.5 4.5 0.64 0.61 0.390 

 

Correlation Parameter Value 

Mean Digital Marketing Score (Mean_X) 3.86 

Mean Buying Behaviour Score (Mean_Y) 3.91 

Pearson Correlation Coefficient (r) 0.89 

Coefficient of Determination (R^2) 0.792 

Level of Significance 0.05 (two-tailed) 

Critical r value at n=150, alpha=0.05 0.159 

Comparison 0.89 > 0.159 

Decision Reject H0 - Accept H1: Significant Positive 

Relationship 

 

Interpretation: The Pearson Correlation Coefficient (r = 0.89) indicates a VERY STRONG POSITIVE linear 

relationship between digital marketing exposure and consumer buying behaviour. The Coefficient of Determination 
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(R^2 = 0.792) indicates that approximately 79.2% of the total variation in consumer buying behaviour can be explained 

by digital marketing exposure. The Alternative Hypothesis (H1) is ACCEPTED at 5% level of significance. 

 

CHAPTER 5 

FINDINGS OF THE STUDY 

 

Based on comprehensive analysis and interpretation of primary data collected from 150 respondents, supported by three 

statistical tests (two Chi-Square tests and one Pearson Correlation analysis), the following major findings have been 

arrived at: 

 

5.1 Demographic and Digital Behaviour Findings 

7. The majority of online consumers (68%) are in the 18-35 years age group, confirming that millennials and Gen 

Z are the primary target market for digital marketing in Indian e-commerce. 

8. 52% male and 44% female respondents indicate a reasonably balanced gender composition among online 

shoppers. 

9. 86% of respondents hold a college degree or higher, confirming the high digital literacy of the online shopping 

population. 

10. Private sector employees (36%) form the largest occupational segment, followed by students (26%). 

11. The most common monthly income bracket is Rs. 30,001-50,000 (34%), confirming middle-income earners as 

the core e-commerce consumer segment. 

12. 88% of respondents use the internet for 3 or more hours per day, indicating very high digital engagement and 

exposure to digital marketing content. 

13. Smartphones are the preferred device for online shopping for 64% of respondents, highlighting the mobile-first 

nature of Indian e-commerce. 

14. Amazon India is the most preferred e-commerce platform (42%), followed by Flipkart (28%), validating 

Amazon India's digital marketing leadership. 

 

5.2 Digital Marketing Influence Findings 

15. Social Media Advertising (Instagram and Facebook) is the single most influential digital marketing channel for 

e-commerce purchases (34%), followed by Google Search Engine Ads (28%) and Influencer Marketing (18%). 

16. 68% of respondents report that social media advertisements have a High or Very High influence on their 

purchase decisions. 

17. 76% of respondents always or usually check online reviews and ratings before making an online purchase — 

the highest trust metric in the study. 

18. 60% of respondents say that Search Engine Ads (PPC/SEO) significantly influence their online purchases, 

reflecting the power of high-intent search advertising. 

19. 42% of respondents say email marketing always or often influences their purchase decisions, validating email 

as an important supporting channel. 

20. 70% of respondents have been at least moderately influenced by influencer marketing, with 46% taking concrete 

purchase actions (buying or adding to cart) after influencer exposure. 
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21. 52% of respondents often or always make purchases based on AI-powered personalised recommendations, 

validating the ROI of personalisation technology. 

22. 70% of respondents engage in impulse buying triggered by digital marketing tactics (flash sales, countdown 

timers, scarcity messages). 

23. 64% of respondents are satisfied or very satisfied with their overall digital marketing experience in e-commerce. 

24. 68% of respondents intend to increase their online purchases in the future based on digital marketing influence. 

 

5.3 Statistical Test Findings 

25. Chi-Square Test 1 (Gender vs Digital Marketing Influence): Calculated chi-sq = 1.87 < Critical value 5.991 at 

df=2, 5% significance level. H0 ACCEPTED. No significant gender-based difference in digital marketing influence. 

Both male and female consumers are equally susceptible to digital marketing. 

26. Chi-Square Test 2 (Age Group vs Online Purchase Frequency): Calculated chi-sq = 29.14 > Critical value 12.592 

at df=6, 5% significance level. H1 ACCEPTED. Significant relationship between age and purchase frequency. Younger 

consumers (18-35 years) shop online significantly more frequently. 

 

 

CHAPTER 6 

SUGGESTIONS 

 

6.1 Strategic Suggestions for E-commerce Marketers 

Based on the comprehensive findings of this study, the following ten strategic suggestions are offered to e-commerce 

businesses, digital marketers, and advertising agencies: 

 

1. Prioritise Social Media and Search Advertising 

Since social media advertising (34%) and search engine advertising (28%) are the two most influential digital channels, 

e-commerce brands must allocate the largest portions of their digital marketing budgets to Instagram/Facebook Ads and 

Google Ads. These platforms offer the most sophisticated targeting capabilities, the highest consumer reach, and the 

best-documented conversion performance. The creative strategy should emphasise visual storytelling, product 

demonstration through short-form video (Reels, Shorts), and precision demographic targeting. 

 

2. Adopt a Mobile-First Digital Marketing Strategy 

With 64% of consumers shopping via smartphones, every element of digital marketing must be designed with the mobile 

screen as the primary canvas. Ad creatives must be vertical-format, text-minimal, and visually striking within the first 3 

seconds. Landing pages must load in under 3 seconds on 4G connections. Checkout processes must be streamlined for 

thumb-friendly navigation. Brands should invest in app-specific push notifications, in-app advertising, and mobile-first 

retargeting campaigns. 

 

3. Invest Heavily in User Generated Content (UGC) and Review Management 

Since 76% of consumers check online reviews before purchasing, UGC is not merely a nice-to-have — it is a business-

critical conversion driver. E-commerce brands must implement systematic post-purchase review request programmes 

via email and push notification. Brands should create hashtag campaigns that incentivise customers to share product 

photos and videos on social media. 
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4. Leverage Micro-Influencer Marketing Over Mega-Influencers 

Micro-influencers (10,000-100,000 followers) in specific product niches deliver 3x higher engagement rates and 2x 

higher conversion rates compared to mega-influencers, at a fraction of the cost. E-commerce brands should build 

diversified portfolios of 50-100 micro-influencers across relevant categories (lifestyle, beauty, tech, fitness) and provide 

them with product-first authentic storytelling briefs rather than scripted promotional scripts. 

 

5. Maximise AI-Powered Personalisation Across All Digital Touchpoints 

With 52% of consumers purchasing based on AI recommendations, investing in personalisation technology delivers the 

highest measurable ROI in digital marketing. Personalisation should extend beyond homepage recommendations to 

encompass: personalised email subject lines and product selections based on browse history, dynamic ad creative that 

displays products previously viewed, and personalised push notifications with price drop alerts for wishlisted items. 

 

6. Manage Impulse Buying Ethically and Responsibly 

While digital marketing tactics that trigger impulse buying (flash sales, scarcity messages, countdown timers) are highly 

effective 70% of respondents engage in impulse buying due to digital marketing  brands must use these tactics with 

ethical integrity. Artificial scarcity and misleading countdown timers erode consumer trust over time. Brands should 

employ genuine urgency (real inventory constraints, actual time-limited offers) to drive impulse conversions while 

building sustainable consumer relationships. 

 

7. Elevate Email Marketing with Advanced Personalisation and Automation 

Email marketing should move beyond generic bulk promotional emails toward sophisticated one-to-one personalised 

communications. Implement behavioural email triggers: browse abandonment emails, cart abandonment recovery 

sequences, post-purchase cross-sell recommendations, loyalty milestone rewards, and personalised monthly 'Your Top 

Picks' digests. Subject line personalisation improves open rates by an average of 26%. 

 

 

8. Build a First-Party Data Strategy for the Privacy-First Era 

 

As India's Digital Personal Data Protection Act (2023) reduces the effectiveness of third-party cookie-based targeting, 

e-commerce brands must urgently build robust first-party data strategies. This involves collecting data directly from 

customers through loyalty programme enrolments, preference centres, interactive quizzes, and post-purchase surveys. 

Brands that own rich, consented first-party data will gain a decisive competitive advantage. 

 

9. Invest Aggressively in Short-Form Video and Live Commerce 

 

With short-form video generating 3x higher brand recall and 43% higher add-to-cart rates, video content is no longer 

optional  it is the highest-ROI digital marketing format. E-commerce brands should create regular Instagram Reels and 

YouTube Shorts featuring product demonstrations, tutorials, and behind-the-scenes content. Live commerce  live-

streamed shopping events is the next major growth frontier in India's digital commerce landscape. 
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10. Segment and Target Younger Age Groups with Elevated Digital Marketing Intensity 

 

The Chi-Square analysis conclusively confirms that younger consumers (18-35 years) shop online significantly more 

frequently. Digital marketing investments should be disproportionately concentrated on youth-dominated platforms: 

Instagram (66% of users under 35), YouTube (largest audience in India), Snapchat, and gaming platforms. Marketing 

content must be culturally resonant with Gen Z values: authenticity, social responsibility, diversity, and humour. 

 

CHAPTER 7 

CONCLUSION 

 

7.1 Conclusion 

The present study, conducted with 150 respondents from urban and semi-urban India, conclusively and powerfully 

demonstrates that digital marketing has a very strong, statistically significant, and positive impact on consumer 

buying behaviour in e-commerce. The Pearson Correlation Coefficient of r = 0.89 among the highest values reported in 

comparable peer-reviewed studies on this topic unambiguously validates the transformative influence that digital 

marketing exerts on how Indian consumers discover, evaluate, and ultimately purchase products through e-commerce 

platforms. 

 

Among the various digital marketing channels examined in this study, Social Media Advertising emerges as the 

definitive leader in consumer influence, followed by Search Engine Marketing and Influencer Marketing. The 

remarkable finding that 76% of consumers check online reviews before purchasing confirms the fundamental shift in 

consumer power from brand-controlled messaging to peer-driven, user-generated content  a paradigm shift that has 

permanently redefined the rules of digital marketing in e-commerce. 

 

The demographic analysis paints a clear and actionable portrait of the Indian e-commerce consumer: predominantly 

young (18-35 years), highly educated, smartphone-dependent, and deeply integrated into the digital ecosystem with daily 

internet usage exceeding 5 hours. The Chi-Square finding that younger consumers shop online significantly more 

frequently than older cohorts provides critical strategic direction for digital marketing budget allocation. 

 

The finding that gender does not significantly moderate the impact of digital marketing both male and female consumers 

respond equally to digital marketing stimuli enables brands to develop inclusive, gender-neutral campaigns that 

maximise reach without sacrificing relevance or effectiveness. 

 

The 52% of consumers who regularly purchase based on AI personalised recommendations, combined with the 70% 

who engage in impulse buying triggered by digital marketing tactics, paint a vivid picture of the powerful psychological 

and behavioural influence that well-executed digital marketing exerts in the modern e-commerce environment. Amazon 

India's success  preferred by 42% of respondents  stands as compelling evidence that an integrated, data-driven, 

customer-centric digital marketing strategy can translate into dominant market leadership. 

 

Looking ahead, the future of digital marketing in Indian e-commerce will be shaped by three converging forces: the rise 

of generative AI in creating hyper-personalised marketing content at scale; the dominance of short-form video and live 

commerce as the primary product discovery formats; and the transition to privacy-first, first-party data marketing 
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necessitated by regulatory evolution. Brands that embrace these trends proactively  while maintaining ethical integrity, 

consumer transparency, and data responsibility  will be positioned to thrive in India's rapidly expanding digital economy. 

 

In conclusion, digital marketing is no longer merely one tool among many in the e-commerce marketing arsenal  it is 

the lifeblood that sustains discovery, drives desire, builds trust, and ultimately converts browsing into buying in the 

modern consumer journey. The findings of this study provide evidence-based, actionable insights for marketers, 

entrepreneurs, and policymakers to harness the transformative power of digital marketing with wisdom, creativity, and 

responsibility in India's extraordinary digital future. 
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APPENDIX - STRUCTURED QUESTIONNAIRE RATHINAM TECHNICAL CAMPUS, COIMBATORE - 

641 021 

Department of Management Studies | MBA Programme 

"IMPACT OF DIGITAL MARKETING ON CONSUMER BUYING BEHAVIOUR IN E-COMMERCE" 

 

Dear Respondent, 

I am Naveen Raj D, a second-year MBA student (Register No: 24204019) at the Department of Management Studies, 

Rathinam Technical Campus, Coimbatore. This questionnaire is designed to collect primary data for my MBA project. 

Your responses will be kept strictly confidential and used exclusively for academic research purposes. Kindly tick (V) 

the most appropriate option for each question. 

 

SECTION A: DEMOGRAPHIC PROFILE 

Q.No Question Response Options 

1 Name (Optional) ____________________________ 

2 Age [ ] Below 18  [ ] 18-25  [ ] 26-35  [ ] 36-45  [ ] Above 45 

3 Gender [ ] Male  [ ] Female  [ ] Prefer not to say 

4 Educational Qualification [ ] HSC  [ ] UG  [ ] PG  [ ] Professional  [ ] Doctorate 

5 Occupation [ ] Student  [ ] Private Employee  [ ] Govt Employee  [ ] Self-

Employed  [ ] Homemaker 

6 Monthly Income [ ] <15K  [ ] 15-30K  [ ] 30-50K  [ ] 50K-1L  [ ] >1L 
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SECTION B: DIGITAL BEHAVIOUR PROFILE 

Q.No Question Response Options 

7 Daily Internet Usage [ ] <1 hr  [ ] 1-3 hrs  [ ] 3-5 hrs  [ ] 5-8 hrs  [ ] >8 hrs 

8 Preferred Shopping Device [ ] Smartphone  [ ] Laptop/Desktop  [ ] Tablet  [ ] Smart TV 

9 Most Used E-commerce 

Platform 

[ ] Amazon India  [ ] Flipkart  [ ] Meesho  [ ] Myntra  [ ] Others 

10 Online Purchase Frequency [ ] Rarely  [ ] Occasionally  [ ] Monthly  [ ] Weekly  [ ] Daily 

11 Avg Monthly Online Spending [ ] <Rs.500  [ ] Rs.501-2K  [ ] Rs.2-5K  [ ] Rs.5-10K  [ ] 

>Rs.10K 

 

SECTION C: DIGITAL MARKETING INFLUENCE (Scale: 1=No Influence to 5=Very High Influence) 

Q.No Question / Statement 1 2 3 4 5 

12 Most influential channel (Tick one: Social 

Media / Google Ads / Influencer / Email / 

SMS) 

     

13 Social media ads 

(Instagram/Facebook/YouTube) influence 

my online purchase decisions. 

[ ] [ ] [ ] [ ] [ ] 

14 Email marketing (promotional emails, 

offers) influences my purchase decisions. 

[ ] [ ] [ ] [ ] [ ] 

15 Google search ads / sponsored listings 

influence me when searching for products 

online. 

[ ] [ ] [ ] [ ] [ ] 

16 I always check online reviews & ratings 

before making an online purchase. 

[ ] [ ] [ ] [ ] [ ] 

17 Influencer recommendations (YouTube, 

Instagram) influence my decision to buy 

products online. 

[ ] [ ] [ ] [ ] [ ] 

18 I purchase products based on AI 

recommendations (e.g., Customers Also 

Bought). 

[ ] [ ] [ ] [ ] [ ] 

19 I have made impulse purchases due to digital 

marketing (flash sales, countdown timers). 

[ ] [ ] [ ] [ ] [ ] 

20 Overall, I am satisfied with my digital 

marketing experience when shopping 

online. 

[ ] [ ] [ ] [ ] [ ] 
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Q.No Question / Statement 1 2 3 4 5 

21 I intend to increase my online purchases in 

the future based on digital marketing 

influence. 

[ ] [ ] [ ] [ ] [ ] 

 

SECTION D: OPEN-ENDED QUESTIONS 

 

22. Which specific digital marketing advertisement has most influenced you recently? Describe why it was effective: 

 

 

 

23. What improvements would you suggest to make digital marketing in e-commerce more relevant and trustworthy? 
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