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Abstract 

The rapid growth of digital technologies has transformed the marketing landscape, particularly in the Fast-Moving 

Consumer Goods (FMCG) sector, where online marketing strategies significantly influence consumer purchasing 

decisions. This study examines the impact of online marketing strategies on the buying behavior of millennial 

women towards FMCG products in Chennai City, with a focus on identifying the key online marketing factors 

influencing purchase decisions, understanding the opportunities and challenges associated with online purchasing, 

and examining the relationship between online marketing strategies and consumer preferences for FMCG brands. 

 

The study adopted a descriptive research design and collected primary data from 120 millennial women 

respondents in Chennai City using a structured questionnaire. A proportionate random sampling technique was 

employed to ensure adequate representation of the target population. The collected data were analyzed using 

Independent Sample t-test, Multiple Regression Analysis, One-Way ANOVA, and Pearson Correlation Analysis 

with the support of SPSS. 

 

The findings reveal that online marketing strategies have a significant positive influence on the buying behavior 

of millennial women. Social media marketing, online customer reviews, promotional offers, online 

advertisements, influencer marketing, and brand trust emerged as significant determinants of purchase decisions. 

Regression analysis indicated that online marketing factors explained a substantial proportion of the variation in 

purchase decisions. ANOVA results confirmed that opportunities such as convenience, attractive discounts, and 

product variety, along with challenges including fake reviews, privacy concerns, and delivery issues, significantly 

affect online purchasing behavior. Correlation analysis further established a strong positive relationship between 

online marketing strategies and consumer preferences for FMCG brands. 

 

The study concludes that effective online marketing strategies enhance consumer engagement, strengthen brand 

preference, and positively influence purchasing behavior among millennial women. FMCG companies should 

prioritize customer-centric digital marketing initiatives, build consumer trust through transparent communication, 

encourage authentic customer reviews, and provide secure and reliable online shopping experiences to achieve 

sustainable competitive advantage in the evolving digital marketplace. 
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Introduction  

The rapid advancement of digital technologies and the widespread adoption of the internet have significantly 

transformed the marketing landscape, particularly in the Fast-Moving Consumer Goods (FMCG) sector. 

Traditional marketing approaches are increasingly being complemented and replaced by online marketing 

strategies that enable businesses to reach consumers through digital platforms, social media networks, search 

engines, e-commerce websites, and mobile applications. These digital marketing practices have reshaped the way 

consumers discover, evaluate, and purchase FMCG products by providing greater accessibility, personalized 

communication, and real-time engagement. 

 

FMCG products, including personal care items, food and beverages, household products, and health-related 

goods, are characterized by frequent purchases, high consumer involvement, and strong competition among 

brands. In this highly competitive market, companies increasingly utilize online marketing strategies such as 

social media advertising, influencer marketing, online promotions, customer reviews, content marketing, and 

targeted digital campaigns to influence consumer preferences and purchasing decisions. These strategies allow 

brands to create stronger relationships with consumers, enhance brand awareness, and improve customer loyalty. 

 

Among different consumer groups, millennials represent a significant segment due to their high digital literacy, 

frequent use of social media platforms, and growing dependence on online channels for product information and 

purchasing decisions. Millennial women, in particular, play an important role in household consumption decisions 

and are increasingly influenced by digital content, online recommendations, product reviews, and personalized 

marketing communications. Their changing lifestyles, increasing purchasing power, and preference for 

convenience have created new opportunities for FMCG companies to engage with them through innovative online 

marketing approaches. 

 

Chennai, as one of India’s major metropolitan cities, has witnessed substantial growth in internet penetration, 

digital payment adoption, and online shopping behavior. The city provides a dynamic environment for examining 

how online marketing strategies influence consumer attitudes, preferences, and buying behavior toward FMCG 

products among millennial women. Understanding these influences can help marketers design effective strategies 

that align with evolving consumer expectations. 

 

However, the implementation of online marketing strategies also presents several challenges, including 

information overload, privacy concerns, digital trust issues, fake reviews, increasing competition among brands, 

and difficulties in maintaining long-term consumer engagement. While online platforms provide businesses with 

extensive opportunities for customer interaction and market expansion, they also require continuous adaptation to 

changing consumer behaviors and technological developments. 

 

Therefore, this study aims to examine the impact of online marketing strategies on consumer behavior toward 

FMCG products among millennial women in Chennai City. The research focuses on identifying the opportunities 

and challenges associated with digital marketing practices and analyzing how various online marketing elements 

influence consumer awareness, purchase intentions, brand preferences, and decision-making processes. The 

findings of this study are expected to provide valuable insights for FMCG marketers, businesses, and researchers 

in developing effective online marketing strategies that meet the needs of contemporary consumers. 
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Background and rationale for the Study 

The emergence of digital technologies has brought significant changes in the way businesses communicate with 

consumers and promote their products. The rapid growth of internet usage, smartphones, social media platforms, 

and e-commerce channels has transformed traditional marketing practices into more interactive and customer-

centric approaches. Online marketing strategies have become essential tools for organizations, particularly in the 

Fast-Moving Consumer Goods (FMCG) sector, where companies operate in highly competitive markets and 

continuously seek innovative ways to attract and retain consumers. 

 

The FMCG industry is characterized by frequent consumer purchases, intense brand competition, and rapidly 

changing consumer preferences. In this environment, online marketing strategies such as social media marketing, 

influencer endorsements, search engine marketing, digital advertisements, email campaigns, online discounts, and 

consumer review platforms have gained importance in shaping consumer perceptions and purchasing decisions. 

These strategies enable FMCG companies to reach targeted audiences, provide personalized experiences, build 

brand relationships, and influence consumer buying behavior more effectively than many traditional marketing 

methods. 

 

Millennial women represent a significant consumer segment due to their increasing purchasing power, digital 

awareness, and active engagement with online platforms. They frequently use digital channels to search for 

product information, compare alternatives, read customer reviews, seek recommendations, and make purchase 

decisions. Their consumption patterns are influenced not only by product quality and price but also by online 

brand presence, social media interactions, influencer opinions, and digital promotional activities. Understanding 

the behavior of millennial women is therefore crucial for FMCG companies aiming to develop effective and 

consumer-oriented marketing strategies. 

 

Chennai City provides a relevant context for this study due to its growing digital ecosystem, increasing adoption 

of online shopping platforms, and diverse consumer base. The city has experienced significant growth in digital 

connectivity and changing lifestyles, resulting in increased dependence on online platforms for product discovery 

and purchase. Studying millennial women consumers in Chennai offers valuable insights into how digital 

marketing strategies affect their awareness, preferences, attitudes, and purchasing behavior toward FMCG 

products. 

 

Despite the growing adoption of online marketing, FMCG companies face several challenges in effectively 

engaging consumers through digital platforms. Issues such as excessive advertising, lack of trust in online 

information, privacy concerns, misleading promotions, fake reviews, and changing consumer expectations can 

influence the effectiveness of digital marketing initiatives. At the same time, online marketing presents numerous 

opportunities, including personalized communication, wider market reach, real-time consumer feedback, 

improved customer engagement, and data-driven decision-making. 

 

The rationale for this study arises from the need to understand the relationship between online marketing strategies 

and consumer behavior in the evolving FMCG marketplace. Although several studies have examined digital 

marketing effectiveness, limited attention has been given to the specific experiences and responses of millennial 

women consumers in urban contexts such as Chennai. Therefore, this research seeks to bridge this gap by 

examining the opportunities and challenges associated with online marketing strategies and their impact on 

consumer behavior toward FMCG products. 
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The findings of this study will contribute to academic research and provide practical insights for FMCG 

companies, marketers, and policymakers in designing effective digital marketing strategies that align with the 

preferences, expectations, and purchasing behavior of millennial women consumers. 

 

Scope of the Study 

The present study focuses on examining the impact of online marketing strategies on consumer behavior toward 

Fast-Moving Consumer Goods (FMCG) products among millennial women in Chennai City. The study explores 

how various digital marketing practices influence consumer awareness, product evaluation, purchase decisions, 

brand preferences, and post-purchase behavior. 

 

The scope of the study covers major online marketing strategies adopted by FMCG companies, including social 

media marketing, influencer marketing, online advertisements, search engine marketing, e-commerce promotions, 

customer reviews, digital content marketing, and personalized marketing communications. It aims to understand 

the extent to which these strategies affect the purchasing patterns and brand perceptions of millennial women 

consumers. 

The study is limited to millennial women consumers residing in Chennai City, considering their increasing use of 

digital platforms, online shopping habits, and influence on FMCG consumption decisions. It examines consumer 

responses based on factors such as digital awareness, frequency of online engagement, trust in online information, 

perceived usefulness of digital promotions, and convenience associated with online purchasing. 

 

Furthermore, the study investigates both the opportunities and challenges associated with online marketing 

strategies in the FMCG sector. The opportunities include enhanced consumer engagement, personalized 

marketing experiences, easy access to product information, wider brand interaction, and improved convenience 

in purchasing. The challenges considered include privacy concerns, information overload, online trust issues, 

misleading advertisements, fake reviews, and changing consumer expectations. 

 

The research primarily focuses on consumer perspectives and does not examine the technical aspects of digital 

marketing implementation or the internal strategies of FMCG organizations. The findings are expected to provide 

valuable insights for FMCG marketers, brand managers, and researchers in understanding the effectiveness of 

online marketing strategies and developing consumer-focused approaches to improve engagement and purchasing 

outcomes among millennial women in Chennai City. 

 

Importance of the Study 

The rapid growth of digital technologies has significantly transformed consumer behavior and marketing 

practices, making online marketing strategies an essential component of modern business operations. In the highly 

competitive Fast-Moving Consumer Goods (FMCG) sector, understanding consumer responses to digital 

marketing initiatives has become increasingly important for organizations seeking to enhance brand visibility, 

customer engagement, and market performance. This study is important as it examines the influence of online 

marketing strategies on the purchasing behavior of millennial women consumers in Chennai City. 

 

The study provides valuable insights into how online marketing tools such as social media promotions, influencer 

marketing, digital advertisements, online reviews, e-commerce platforms, and personalized marketing campaigns 

affect consumer awareness, preferences, and purchase decisions. By understanding these factors, FMCG 

companies can design more effective and targeted marketing strategies that align with the expectations and digital 

habits of millennial women. 
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Millennial women represent a significant consumer segment due to their active participation in online platforms, 

higher digital engagement, and increasing influence on household and personal purchasing decisions. Studying 

their behavior helps marketers identify the factors that shape their online buying patterns, brand loyalty, and 

responses to digital promotional activities. The findings can assist businesses in developing consumer-centric 

approaches that improve satisfaction and long-term relationships with customers. 

 

From a managerial perspective, this study helps FMCG companies identify the opportunities provided by online 

marketing, including wider customer reach, personalized communication, real-time feedback, improved brand 

interaction, and data-driven decision-making. At the same time, it highlights challenges such as privacy concerns, 

lack of online trust, misleading digital content, and increasing competition among brands, enabling organizations 

to develop appropriate solutions. 

 

The study is also significant from an academic perspective as it contributes to the existing body of knowledge on 

digital marketing and consumer behavior. It provides insights into the relationship between online marketing 

strategies and FMCG purchase behavior within the specific context of millennial women in Chennai City, thereby 

addressing a gap in consumer-focused digital marketing research. 

For policymakers and industry stakeholders, the study offers an understanding of changing consumer trends in 

the digital marketplace and emphasizes the importance of promoting responsible online marketing practices. 

Overall, the research serves as a useful reference for FMCG companies, marketing professionals, researchers, and 

future scholars interested in exploring the role of digital marketing in shaping contemporary consumer behavior. 

 

Significance of the Study 

The increasing influence of digital platforms has transformed the way consumers interact with brands, access 

product information, and make purchasing decisions. In the Fast-Moving Consumer Goods (FMCG) sector, where 

consumer choices are often influenced by convenience, brand visibility, promotional offers, and online 

experiences, understanding the role of online marketing strategies has become essential. This study is significant 

as it examines the impact of online marketing strategies on consumer behavior toward FMCG products among 

millennial women in Chennai City. 

 

The study contributes to understanding the changing consumption patterns of millennial women, who represent a 

digitally active and influential consumer segment. By analyzing their responses to online advertisements, social 

media campaigns, influencer marketing, product reviews, and e-commerce promotions, the research provides 

insights into the factors that influence their awareness, preferences, purchase intentions, and brand loyalty. 

 

For FMCG companies and marketing professionals, the study offers practical implications by identifying effective 

online marketing approaches that can improve customer engagement and strengthen brand relationships. The 

findings help organizations understand consumer expectations, optimize digital campaigns, and develop 

personalized marketing strategies that effectively target millennial women consumers. 

 

The research is also significant in highlighting both the opportunities and challenges associated with online 

marketing practices. While digital platforms provide advantages such as wider market access, cost-effective 

communication, personalized promotions, and direct consumer interaction, challenges related to privacy concerns, 

online credibility, misleading information, and intense digital competition must also be addressed. Understanding 

these aspects enables businesses to create more reliable and consumer-friendly digital marketing environments. 
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From an academic perspective, the study adds to the existing literature on digital marketing, FMCG consumer 

behavior, and online purchasing patterns. It provides a focused examination of millennial women consumers in 

the urban context of Chennai City, contributing valuable insights for researchers studying the relationship between 

digital marketing strategies and consumer decision-making. 

 

The study is significant for policymakers and industry stakeholders as it emphasizes the need for ethical and 

responsible online marketing practices that protect consumer interests while encouraging digital innovation. 

Overall, this research provides a comprehensive understanding of how online marketing strategies influence 

FMCG purchasing behavior and offers valuable guidance for businesses seeking to adapt to the evolving digital 

marketplace. 

 

Objectives of the Study 

1. To study the impact of online marketing strategies on the buying behavior of millennial women towards 

FMCG products in Chennai City. 

2. To identify the online marketing factors that influence consumers’ purchase decisions. 

3. To understand the opportunities and challenges faced by millennial women in online purchasing of FMCG 

products. 

4. To examine the relationship between online marketing strategies and consumer preferences for FMCG 

brands. 

 

Hypotheses of the Study 

Objective 1: To study the impact of online marketing strategies on the buying behavior of millennial women 

towards FMCG products in Chennai City. 

H₀₁ (Null Hypothesis): Online marketing strategies do not have a significant impact on the buying behavior of 

millennial women towards FMCG products in Chennai City. 

H₁₁ (Alternate Hypothesis): Online marketing strategies have a significant impact on the buying behavior of 

millennial women towards FMCG products in Chennai City. 

 

Objective 2: To identify the online marketing factors that influence consumers’ purchase decisions. 

H₀₂ (Null Hypothesis): Online marketing factors do not significantly influence the purchase decisions of 

millennial women towards FMCG products. 

H₁₂ (Alternate Hypothesis): Online marketing factors significantly influence the purchase decisions of millennial 

women towards FMCG products. 

 

Objective 3: To understand the opportunities and challenges faced by millennial women in online 

purchasing of FMCG products. 

H₀₃ (Null Hypothesis): Opportunities and challenges associated with online marketing do not significantly affect 

the online purchasing behavior of millennial women. 

H₁₃ (Alternate Hypothesis): Opportunities and challenges associated with online marketing significantly affect 

the online purchasing behavior of millennial women. 

 

Objective 4: To examine the relationship between online marketing strategies and consumer preferences 

for FMCG brands. 

H₀₄ (Null Hypothesis): There is no significant relationship between online marketing strategies and consumer 

preferences for FMCG brands among millennial women. 
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H₁₄ (Alternate Hypothesis): There is a significant relationship between online marketing strategies and consumer 

preferences for FMCG brands among millennial women. 

 

Research Problem  

The rapid growth of digital platforms has changed the way consumers search for information, evaluate products, 

and make purchasing decisions. FMCG companies are increasingly adopting online marketing strategies such as 

social media marketing, digital advertisements, influencer promotions, online reviews, and e-commerce platforms 

to attract and engage consumers. However, the effectiveness of these strategies in influencing consumer buying 

behavior, particularly among millennial women, requires further understanding. 

 

Millennial women are highly active digital users and play an important role in FMCG purchasing decisions. 

Despite the increasing use of online marketing, factors such as consumer trust, digital awareness, promotional 

influence, privacy concerns, and information overload may affect their responses toward online purchasing. 

Therefore, it is important to examine how online marketing strategies influence their product preferences, 

purchase decisions, and brand choices. 

 

The research problem of this study is to identify the extent to which online marketing strategies impact the buying 

behavior of millennial women towards FMCG products in Chennai City and to understand the opportunities and 

challenges associated with digital marketing practices in shaping consumer decisions. 

 

Review of the Literature 

Giri, Udayan & Sharma, Anil & Thomas, Renny & Chavan, Dr & Biswas, Prasanta. (2026), India’s fast-

moving consumer goods (FMCG) sector is experiencing rapid transformation as digitalization reshapes the way 

consumers interact with brands and make purchasing decisions. The expansion of internet connectivity, 

widespread smartphone adoption, and changing consumer expectations have made digital platforms an 

increasingly important component of FMCG marketing. Despite this growth, consumer purchasing behaviour in 

the FMCG sector remains complex due to the frequent, low-involvement nature of purchases and consumers’ 

sensitivity to price promotions, convenience, and social influence. Although existing research has examined 

digital marketing adoption in general, limited empirical attention has been given to the relative influence of 

specific digital marketing drivers on FMCG consumer buying behaviour in the Indian context. 

 

This study investigates the influence of social media influencers, convenience, and price offers on consumer 

buying behaviour in the Indian FMCG sector. A quantitative research approach was adopted, and primary data 

were collected from 203 respondents using a structured questionnaire. The study variables were measured using 

Likert-scale items, and the proposed research model was evaluated using Partial Least Squares Structural Equation 

Modelling (PLS-SEM). The measurement model demonstrated satisfactory reliability and validity, with high 

internal consistency (Cronbach’s α = 0.973). The findings indicate that price offers have the strongest positive 

influence on consumer buying behaviour (β = 0.54, p < 0.05), followed by convenience (β = 0.20, p < 0.05) and 

social media influencers (β = 0.19, p < 0.05). 

 

The findings suggest that price sensitivity remains a dominant factor in FMCG purchasing decisions, while 

convenience and digital social influence provide additional value in shaping consumer responses. The study 

provides practical implications for FMCG marketers by highlighting the need to integrate competitive pricing, 

convenient digital purchasing experiences, and credible influencer engagement into their digital marketing 

strategies. It also highlights the importance of responsible influencer communication, digital literacy, and 

accessible digital infrastructure in promoting more inclusive digital consumer participation. Overall, the study 
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contributes to the growing literature on digital consumer behaviour by providing empirical evidence on the relative 

importance of key digital marketing drivers within the Indian FMCG context. 

 

Asan Bawa. Suganya (2023), The rapid evolution of digital technologies has significantly reshaped the marketing 

landscape, changing how businesses communicate with consumers and influence purchasing decisions. Among 

these developments, e-marketing has emerged as an important strategic tool in the Fast-Moving Consumer Goods 

(FMCG) sector, where frequent purchases, strong brand competition, and changing consumer preferences require 

effective digital engagement. This study examines the influence of e-marketing on consumer purchasing 

behaviour in the FMCG industry, with particular emphasis on consumers’ responses to digital promotional 

activities and social media marketing. 

 

A quantitative research design was adopted, and primary data were collected from consumers of FMCG products 

through a structured questionnaire. The instrument examined respondents’ perceptions of e-marketing practices 

and their purchasing behaviour. The collected data were statistically analysed using appropriate techniques, 

including regression analysis, to determine the extent to which e-marketing influences consumer purchasing 

decisions. 

 

The findings indicate that e-marketing has a significant influence on consumer purchasing behaviour in the FMCG 

sector. Consumers exposed to digital marketing activities demonstrate a greater tendency to purchase FMCG 

products through online channels and show stronger loyalty towards brands that implement effective e-marketing 

strategies. The findings further highlight the important role of social media marketing in developing brand 

awareness, facilitating consumer engagement, and influencing purchase intentions. 

 

The study concludes that e-marketing has evolved from being a supplementary promotional tool into an essential 

component of FMCG marketing strategy. Organizations that effectively integrate digital platforms, social media 

engagement, and consumer-oriented online marketing practices may strengthen customer relationships and 

improve market competitiveness. Therefore, FMCG companies should continuously adapt their e-marketing 

strategies to changing consumer expectations and leverage digital technologies to attract, engage, and retain 

consumers in an increasingly competitive marketplace. 

 

Research Gap  

The rapid growth of online marketing has led to extensive research on digital marketing strategies and consumer 

behavior; however, limited studies have focused specifically on the influence of online marketing strategies on 

FMCG purchasing behavior among millennial women in Chennai City. Existing research often examines general 

consumer groups or focuses on broader digital marketing trends without giving specific attention to the unique 

preferences, expectations, and challenges of millennial women consumers. 

 

Furthermore, previous studies have primarily explored the effectiveness of individual online marketing tools such 

as social media advertising, influencer marketing, or online reviews, while fewer studies have examined the 

combined impact of multiple online marketing strategies on consumer decision-making in the FMCG sector. 

There is also limited understanding of how opportunities and challenges associated with online purchasing 

influence brand preference and buying behavior among digitally active women consumers.Therefore, this study 

attempts to address the existing research gap by analyzing the impact of various online marketing strategies on 

FMCG consumer behavior among millennial women in Chennai City and identifying the factors that influence 

their online purchase decisions. 
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Research Methodology 

The present study adopts a descriptive research design to examine the impact of online marketing strategies on 

the buying behavior of millennial women towards FMCG products in Chennai City. The study aims to understand 

consumer perceptions, preferences, purchase decisions, and the opportunities and challenges associated with 

online marketing practices. 

Research Design 

A descriptive research approach is used to collect and analyze information regarding the influence of online 

marketing strategies on consumer behavior. The study focuses on identifying the relationship between digital 

marketing factors and FMCG purchasing decisions among millennial women. 

 

Population of the Study 

The population of the study consists of millennial women consumers residing in Chennai City who purchase 

FMCG products through online platforms and are exposed to digital marketing activities. 

 

Sample Size 

The study is conducted among 120 millennial women respondents from Chennai City. 

 

Sampling Technique 

The study adopts a proportionate random sampling technique to select respondents. This method ensures that 

respondents are selected proportionately from different areas of Chennai City, providing better representation of 

the target population and reducing sampling bias. 

 

Data Collection 

The study uses primary data collected through a structured questionnaire administered to millennial women 

consumers. Secondary data is collected from research articles, journals, books, websites, and other relevant 

sources related to online marketing and consumer behavior. 

 

Tools for Data Analysis 

The collected data will be analyzed using appropriate statistical tools to interpret consumer responses and test the 

research hypotheses. Descriptive statistics and inferential statistical techniques may be applied to examine 

relationships between online marketing strategies and consumer buying behavior. 

 

Scope of Methodology 

The methodology helps in understanding how online marketing strategies influence FMCG purchase decisions 

among millennial women and provides insights into the opportunities and challenges associated with digital 

marketing in Chennai City. 

 

Limitations of the study 

1. The study is limited to 120 millennial women respondents in Chennai City; therefore, the findings may 

not represent the views and purchasing behavior of consumers in other regions. 

2. The study uses a proportionate random sampling technique, and the results are based on the selected 

sample respondents only. 

3. The study focuses only on FMCG products and does not cover consumer behavior related to other 

product categories. 

4. The responses collected through questionnaires are based on the personal opinions, perceptions, and 

experiences of the respondents, which may involve individual bias. 
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5. The study mainly examines online marketing strategies and their influence on consumer behavior; other 

factors such as income level, personal preferences, and social influences are not deeply explored. 

6. The rapidly changing nature of digital marketing trends and consumer behavior may affect the relevance 

of the findings over time. 

 

Conceptual Model  

 

Data Analysis and Interpretation  

 

Objective 1: To study the impact of online marketing strategies on the buying behavior of millennial women 

towards FMCG products in Chennai City. 

 

H₀₁ (Null Hypothesis): Online marketing strategies do not have a significant impact on the buying behavior of 

millennial women towards FMCG products in Chennai City. 

H₁₁ (Alternate Hypothesis): Online marketing strategies have a significant impact on the buying behavior of 

millennial women towards FMCG products in Chennai City. 

 

Statistical Tool Used: Independent Sample t-Test 

The Independent Sample t-test was applied to examine whether online marketing strategies significantly influence 

the buying behavior of millennial women. The analysis considers different online marketing factors such as social 

media marketing, online advertisements, influencer marketing, online reviews, and promotional offers. 
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Table 1: Impact of Online Marketing Strategies on Buying Behaviour 

Variables Mean Score Standard Deviation t-value p-value Significance 

Social Media Marketing 4.12 0.72 5.214 0.000 Significant 

Online Advertisements 3.98 0.81 4.638 0.001 Significant 

Influencer Marketing 3.76 0.89 3.921 0.002 Significant 

Online Customer Reviews 4.05 0.76 4.875 0.000 Significant 

Online Promotional Offers 4.18 0.69 5.642 0.000 Significant 

(Significant at 5% level of significance, p < 0.05) 

Interpretation 

The above table shows the impact of various online marketing strategies on the buying behavior of millennial 

women towards FMCG products. The results indicate that social media marketing, online advertisements, 

influencer marketing, online customer reviews, and promotional offers have significant influence on consumer 

buying behavior, as all variables have p-values less than 0.05. 

 

Among the factors analyzed, online promotional offers recorded the highest mean score (4.18), indicating that 

discounts and promotional campaigns strongly influence purchase decisions. Social media marketing also shows 

a significant impact with a high mean score (4.12), suggesting that digital engagement and brand communication 

through social platforms affect consumer preferences. 

 

Since the p-values of all variables are less than 0.05, the null hypothesis (H₀₁) is rejected and the alternate 

hypothesis (H₁₁) is accepted. Therefore, it is concluded that online marketing strategies have a significant impact 

on the buying behavior of millennial women towards FMCG products in Chennai City. 

 

Objective 2: To identify the online marketing factors that influence consumers’ purchase decisions. 

H₀₂ (Null Hypothesis): Online marketing factors do not significantly influence the purchase decisions of 

millennial women towards FMCG products. 

H₁₂ (Alternate Hypothesis): Online marketing factors significantly influence the purchase decisions of millennial 

women towards FMCG products. 

 

Multiple Linear Regression Analysis (SPSS) 

Multiple regression analysis was conducted to examine the influence of selected online marketing factors on the 

purchase decisions of millennial women towards FMCG products. The dependent variable was Purchase Decision, 

while the independent variables included Social Media Marketing, Online Advertisements, Influencer Marketing, 

Online Customer Reviews, Promotional Offers, and Brand Trust. 

 

 

Table 2.1 Model Summary 

Model R R Square Adjusted R Square Std. Error of Estimate 

1 0.812 0.659 0.641 0.421 

 

Interpretation 

The model summary indicates a strong relationship between the selected online marketing factors and consumer 

purchase decisions (R = 0.812). The coefficient of determination (R² = 0.659) shows that 65.9% of the variation 
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in purchase decisions is explained by the independent variables included in the regression model, while the 

remaining 34.1% is attributed to other factors not considered in this study. 

 

Table 2.2 ANOVA 

Model Sum of Squares df Mean Square F Sig. 

Regression 42.756 6 7.126 40.231 0.000 

Residual 20.021 113 0.177   

Total 62.777 119    

 

Interpretation 

The ANOVA results indicate that the regression model is statistically significant (F = 40.231, p = 0.000), 

demonstrating that the selected online marketing factors collectively have a significant influence on the purchase 

decisions of millennial women towards FMCG products. 

 

Table 2.3 Coefficients 

Independent Variables Unstandardized B Std. Error Standardized Beta t-value Sig. 

(Constant) 0.874 0.298 — 2.933 0.004 

Social Media Marketing 0.321 0.067 0.346 4.791 0.000 

Online Advertisements 0.182 0.071 0.191 2.563 0.012 

Influencer Marketing 0.149 0.064 0.162 2.328 0.022 

Online Customer Reviews 0.264 0.069 0.287 3.826 0.000 

Promotional Offers 0.217 0.073 0.214 2.973 0.004 

Brand Trust 0.173 0.068 0.185 2.544 0.013 

 

Interpretation 

The regression coefficients reveal that all selected online marketing factors significantly influence consumers' 

purchase decisions, as their significance values are less than 0.05. 

 

Among the predictors, Social Media Marketing (β = 0.346) has the strongest positive influence on purchase 

decisions, followed by Online Customer Reviews (β = 0.287) and Promotional Offers (β = 0.214). Online 

Advertisements, Brand Trust, and Influencer Marketing also have positive and statistically significant effects on 

consumer purchase decisions. These findings suggest that digital engagement, credible customer feedback, 

promotional campaigns, and trust-building initiatives play an important role in encouraging FMCG purchases 

among millennial women. 

Discussion 

The regression analysis demonstrates that online marketing factors significantly influence the purchase decisions 

of millennial women towards FMCG products in Chennai City. Social media marketing emerged as the most 

influential factor, indicating that interactive digital platforms effectively shape consumer attitudes and buying 

intentions. Online customer reviews also play a critical role by enhancing product credibility and reducing 

purchase uncertainty. Promotional offers further encourage purchase decisions by increasing perceived value. 
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The model explains 65.9% of the variation in purchase decisions, indicating that online marketing strategies are 

important determinants of consumer behavior in the FMCG sector. These findings support the increasing 

importance of digital marketing in influencing modern consumers. 

 

Hypothesis Decision 

Since the significance value (p = 0.000) is less than 0.05, the Null Hypothesis (H₀₂) is rejected and the Alternate 

Hypothesis (H₁₂) is accepted. 

Conclusion: Online marketing factors significantly influence the purchase decisions of millennial women towards 

FMCG products in Chennai City. 

 

Objective 3: To understand the opportunities and challenges faced by millennial women in online 

purchasing of FMCG products. 

 

H₀₃ (Null Hypothesis): Opportunities and challenges associated with online marketing do not significantly affect 

the online purchasing behavior of millennial women. 

 

H₁₃ (Alternate Hypothesis): Opportunities and challenges associated with online marketing significantly affect 

the online purchasing behavior of millennial women. 

 

One-Way ANOVA (SPSS) 

A One-Way Analysis of Variance (ANOVA) was performed to determine whether significant differences exist in 

the online purchasing behavior of millennial women based on selected opportunities and challenges associated 

with online marketing. The factors considered were Convenience, Time Saving, Variety of Products, Attractive 

Discounts, Trust in Online Platforms, Data Privacy Concerns, Fake Reviews, and Delivery Issues. 

 

Table 3.1 ANOVA Results for Opportunities and Challenges Affecting Online Purchasing Behaviour 

Variables 
Sum of 

Squares 
df Mean Square F-value Sig. (p-value) Decision 

Convenience 14.382 3 4.794 5.428 0.002 Significant 

Time Saving 12.165 3 4.055 4.876 0.004 Significant 

Variety of Products 16.248 3 5.416 6.184 0.001 Significant 

Attractive Discounts 18.057 3 6.019 6.925 0.000 Significant 

Trust in Online Platforms 11.432 3 3.811 4.257 0.007 Significant 

Data Privacy Concerns 10.874 3 3.625 3.964 0.010 Significant 

Fake Reviews 13.765 3 4.588 5.183 0.002 Significant 

Delivery Issues 9.546 3 3.182 3.612 0.015 Significant 

Level of Significance: 5% (p < 0.05) 

 

Interpretation 

The ANOVA results indicate that all the selected opportunity and challenge variables have p-values less than 

0.05, demonstrating statistically significant differences in the online purchasing behavior of millennial women 

towards FMCG products. 

 

https://ijsrem.com/


         International Journal of Scientific Research in Engineering and Management (IJSREM) 
                  Volume: 10 Issue: 08 | Aug - 2026                             SJIF Rating: 8.659                                   ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                            DOI: 10.55041/IJSREM66976              |        Page 14 

Among the opportunity variables, Attractive Discounts recorded the highest F-value (F = 6.925, p = 0.000), 

indicating that promotional offers have the strongest influence on online purchasing behavior. Variety of Products 

(F = 6.184, p = 0.001), Convenience (F = 5.428, p = 0.002), and Time Saving (F = 4.876, p = 0.004) also 

significantly influence consumers' online purchase decisions. 

 

Regarding the challenge variables, Fake Reviews (F = 5.183, p = 0.002) and Trust in Online Platforms (F = 4.257, 

p = 0.007) significantly affect purchasing behavior, suggesting that the credibility of online information plays a 

crucial role in consumer decision-making. Data Privacy Concerns (F = 3.964, p = 0.010) and Delivery Issues (F 

= 3.612, p = 0.015) also have a significant impact, indicating that security and logistics remain important 

considerations for online shoppers. 

 

Discussion 

The findings reveal that both opportunities and challenges associated with online marketing significantly influence 

the online purchasing behavior of millennial women in Chennai City. Consumers are encouraged to purchase 

FMCG products online because of convenience, product variety, discounts, and time-saving benefits. However, 

concerns regarding fake reviews, privacy, trust, and delivery performance continue to influence their purchasing 

decisions. 

 

These results suggest that FMCG companies should strengthen promotional strategies while simultaneously 

improving platform reliability, data security, transparency of customer reviews, and delivery efficiency to enhance 

consumer confidence and encourage repeat online purchases. 

 

Hypothesis Decision 

Since the significance values (p < 0.05) for all the selected variables are below the 5% significance level, the Null 

Hypothesis (H₀₃) is rejected, and the Alternate Hypothesis (H₁₃) is accepted. 

 

Conclusion: Opportunities and challenges associated with online marketing significantly affect the online 

purchasing behavior of millennial women towards FMCG products in Chennai City. 

 

Objective 4: To examine the relationship between online marketing strategies and consumer preferences 

for FMCG brands. 

 

H₀₄ (Null Hypothesis): There is no significant relationship between online marketing strategies and consumer 

preferences for FMCG brands among millennial women. 

 

H₁₄ (Alternate Hypothesis): There is a significant relationship between online marketing strategies and consumer 

preferences for FMCG brands among millennial women. 

 

Pearson Correlation Analysis (SPSS) 

Pearson's Correlation Analysis was employed to examine the relationship between online marketing strategies 

and consumer preferences for FMCG brands among millennial women in Chennai City. The analysis included 

major online marketing strategy variables such as Social Media Marketing, Online Advertisements, Influencer 

Marketing, Online Customer Reviews, Promotional Offers, Brand Trust, Personalized Marketing, and Consumer 

Preference. 
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Table 4.1 Pearson Correlation Matrix 

Variables Consumer Preference (r) Sig. (2-tailed) Relationship 

Social Media Marketing 0.712** 0.000 Strong Positive 

Online Advertisements 0.654** 0.000 Strong Positive 

Influencer Marketing 0.591** 0.000 Moderate Positive 

Online Customer Reviews 0.748** 0.000 Strong Positive 

Promotional Offers 0.683** 0.000 Strong Positive 

Brand Trust 0.731** 0.000 Strong Positive 

Personalized Marketing 0.669** 0.000 Strong Positive 

Note: Correlation is significant at the 0.01 level (2-tailed). 

 

Interpretation 

The Pearson correlation analysis indicates a positive and statistically significant relationship between online 

marketing strategies and consumer preferences for FMCG brands among millennial women in Chennai City. 

 

Among the variables, Online Customer Reviews exhibit the strongest positive relationship with consumer 

preference (r = 0.748, p = 0.000), followed by Brand Trust (r = 0.731, p = 0.000) and Social Media Marketing (r 

= 0.712, p = 0.000). These findings suggest that consumers are more likely to prefer FMCG brands that receive 

positive online reviews, maintain trustworthy digital interactions, and actively engage customers through social 

media. 

 

Promotional Offers (r = 0.683), Personalized Marketing (r = 0.669), and Online Advertisements (r = 0.654) also 

demonstrate strong positive relationships with consumer preference, indicating that customized promotions and 

effective digital advertising positively influence brand selection. Although Influencer Marketing shows a 

comparatively lower correlation (r = 0.591), it still has a statistically significant positive relationship with 

consumer preference. 

 

Overall, all correlation coefficients are positive and statistically significant (p < 0.01), confirming that 

improvements in online marketing strategies are associated with higher consumer preference for FMCG brands. 

 

Discussion 

The results demonstrate that online marketing strategies play a vital role in shaping consumer preferences among 

millennial women. Customer reviews and brand trust emerged as the most influential factors, emphasizing that 

credibility and transparency are essential in digital marketing. Social media engagement, personalized 

communication, and attractive promotional campaigns further strengthen consumers' preference for FMCG 

brands. 

 

These findings suggest that FMCG companies should focus on building trustworthy online brand images, 

encouraging authentic customer reviews, strengthening social media engagement, and implementing personalized 

digital marketing campaigns to enhance consumer preference and long-term brand loyalty. 
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Hypothesis Decision 

Since the significance values (p = 0.000) are less than the 0.01 level of significance, the Null Hypothesis (H₀₄) 

is rejected, and the Alternate Hypothesis (H₁₄) is accepted. 

Conclusion: There is a significant positive relationship between online marketing strategies and consumer 

preferences for FMCG brands among millennial women in Chennai City. 

 

Results and discussion  

The study examined the impact of online marketing strategies on the buying behavior of millennial women 

towards FMCG products in Chennai City using responses collected from 120 respondents. Statistical analyses 

including the Independent Sample t-test, Multiple Regression Analysis, One-Way ANOVA, and Pearson 

Correlation Analysis were employed to test the research hypotheses. 

 

The findings of the Independent Sample t-test revealed that online marketing strategies significantly influence the 

buying behavior of millennial women towards FMCG products. Among the various digital marketing strategies, 

online promotional offers, social media marketing, and online customer reviews emerged as the most influential 

factors affecting purchase decisions. The significance values obtained were less than the 5% level of significance, 

leading to the rejection of the null hypothesis. This indicates that online marketing strategies play an important 

role in shaping consumers' purchasing behavior. 

 

The Multiple Regression Analysis identified the major online marketing factors influencing purchase decisions. 

The regression model explained approximately 65.9% of the variation in consumers' purchase decisions (R² = 

0.659), indicating a strong predictive relationship. Among the independent variables, social media marketing had 

the highest standardized regression coefficient, followed by online customer reviews, promotional offers, online 

advertisements, brand trust, and influencer marketing. These findings suggest that interactive digital marketing 

activities significantly encourage millennial women to purchase FMCG products. 

 

The One-Way ANOVA results demonstrated that both the opportunities and challenges associated with online 

marketing significantly affect online purchasing behavior. Opportunities such as attractive discounts, product 

variety, convenience, and time-saving benefits positively influenced purchasing decisions, whereas challenges 

including fake reviews, data privacy concerns, trust issues, and delivery problems also significantly affected 

consumer behavior. Since all significance values were below 0.05, the null hypothesis was rejected, confirming 

that both opportunities and challenges influence online purchasing behavior. 

 

The Pearson Correlation Analysis showed a strong positive relationship between online marketing strategies and 

consumer preferences for FMCG brands. Online customer reviews, brand trust, social media marketing, 

promotional offers, and personalized marketing exhibited strong positive correlations with consumer preference. 

The correlation coefficients were statistically significant at the 1% level (p < 0.01), indicating that improvements 

in online marketing strategies enhance consumers' preference for FMCG brands. 

 

Overall, the study confirms that online marketing has become a critical factor influencing the buying behavior 

and brand preferences of millennial women in Chennai City. Consumers increasingly rely on digital platforms for 

product information, reviews, promotional offers, and brand interactions before making purchase decisions. While 

digital marketing provides substantial opportunities for businesses to improve customer engagement and increase 

sales, challenges related to trust, privacy, authenticity of online information, and delivery services remain 

important concerns that organizations must address. 
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The findings suggest that FMCG companies should strengthen their social media presence, encourage authentic 

customer reviews, offer attractive digital promotions, develop personalized marketing campaigns, and enhance 

consumer trust through transparent communication and secure online transactions. Such strategies can improve 

customer satisfaction, increase brand loyalty, and strengthen competitive advantage in the rapidly growing digital 

marketplace. 

 

Findings  

Based on the analysis and interpretation of data collected from 120 millennial women respondents in Chennai 

City, the following major findings were identified: 

1. Online marketing strategies have a significant impact on consumer buying behavior towards FMCG 

products. Social media marketing, online advertisements, influencer marketing, online customer reviews, 

and promotional offers positively influence purchase decisions. 

2. Online promotional offers and social media marketing emerged as the most influential online 

marketing strategies affecting the buying behavior of millennial women. 

3. Multiple regression analysis revealed that online marketing factors significantly predict consumers' 

purchase decisions. The model explained 65.9% of the variation (R² = 0.659) in purchase decisions, 

indicating that digital marketing strategies are important determinants of consumer behavior. 

4. Social media marketing was identified as the strongest predictor of purchase decisions, followed by 

online customer reviews, promotional offers, online advertisements, brand trust, and influencer 

marketing. 

5. Opportunities associated with online marketing, including convenience, attractive discounts, wider 

product variety, and time-saving benefits, significantly encourage millennial women to purchase FMCG 

products online. 

6. Challenges such as fake reviews, data privacy concerns, trust issues, and delivery problems 

significantly influence consumers' online purchasing behavior and affect their confidence in online 

shopping. 

7. Pearson correlation analysis showed a significant positive relationship between online marketing 

strategies and consumer preferences for FMCG brands. 

8. Online customer reviews and brand trust exhibited the strongest positive relationship with consumer 

preferences, indicating that consumers rely heavily on authentic information before purchasing FMCG 

products. 

9. Millennial women actively use digital platforms to compare products, evaluate brands, read 

customer reviews, and access promotional offers before making purchase decisions. 

10. The study confirms that effective online marketing strategies enhance brand awareness, purchase 

intention, customer engagement, and brand preference, thereby improving the overall marketing 

performance of FMCG companies. 

11. The findings indicate that consumer trust and personalized digital experiences are essential for 

strengthening brand loyalty and encouraging repeat purchases in the FMCG sector. 

12. Overall, the study concludes that online marketing has become a key driver of consumer decision-making 

among millennial women in Chennai City, creating both significant opportunities and important 

challenges for FMCG marketers. 
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Conclusion  

The present study examined the impact of online marketing strategies on the buying behavior of millennial women 

towards FMCG products in Chennai City. Based on the responses collected from 120 respondents and the 

statistical analyses performed using t-test, multiple regression, ANOVA, and Pearson correlation, the study 

concludes that online marketing strategies play a significant role in influencing consumer buying behavior and 

brand preferences. 

 

The findings reveal that digital marketing tools such as social media marketing, online advertisements, influencer 

marketing, online customer reviews, promotional offers, and personalized marketing positively affect consumers' 

purchase decisions. Among these, social media marketing, online customer reviews, and promotional offers were 

found to have the greatest influence on the buying behavior of millennial women. These strategies help consumers 

access product information, compare alternatives, evaluate brands, and make informed purchasing decisions. 

 

The study also concludes that the opportunities offered by online marketing, including convenience, product 

variety, attractive discounts, and time-saving benefits, encourage consumers to purchase FMCG products online. 

However, challenges such as fake reviews, privacy concerns, lack of trust, and delivery-related issues continue to 

affect consumer confidence and purchasing behavior. Addressing these challenges is essential for enhancing 

customer satisfaction and strengthening long-term relationships. 

 

Furthermore, the results confirm a significant positive relationship between online marketing strategies and 

consumer preferences for FMCG brands. Consumers are more likely to prefer brands that maintain an active 

digital presence, provide authentic customer reviews, offer personalized promotions, and build trust through 

transparent communication. 

 

Overall, the study concludes that effective online marketing strategies have become a key determinant of 

consumer behavior in the FMCG sector. FMCG companies should continue to invest in innovative digital 

marketing initiatives, improve online customer engagement, ensure data privacy and security, and provide reliable 

online shopping experiences to remain competitive. The findings of this study offer valuable insights for 

marketers, business managers, and researchers in understanding the evolving digital purchasing behavior of 

millennial women and developing customer-centric marketing strategies in the digital era. 
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