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ABSTRACT

The purchasing configuration of consumer is changing at a faster rate in the present marketing environment with respect 

to consumer behavior. Consumer behavior differs when it comes to the product, price, features, quality, packaging, 

buying behaviour, status, generation, age of the customer etc. Among the different segments in different age groups, 

youth is the most however, youth complicated group to correspond with. The varying preferences of the present-day youth 

touches the buying pattern because they mostly track the pulse of fashion and taste according to the changing time. 

Therefore, Marketers spend crores of rupees and invest too much time on market research every year to identify and 

predict the changing youth behaviour. Now digital marketing has posed many tasks to the marketer in various segments. 

The present generation is more charmed with the online shopping than the conservative buying. The marketers are 

required to present the advanced way of selling due to the compression of the younger generation’s buying behaviour. 

Hence in the present study, the focused is on examining the impact of increased application of digital marketing on 

influencing consumer buying behavior. The study has been conducted in Delhi region with sample size of 154.  

Correlation and regression were applied to find the impact of increased application of   digital marketing on consumer 

buying behaviour. The results revealed that increased application of digital marketing has influence on Consumer 

buying behaviour.
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Digital marketing is the marketing of products or services 

using digital technologies on the Internet, through mobile 

phone Apps, display advertising, and any other digital 

mediums. It’s not only essential for grabbing wide area 

for marketing but it’s also equally essential for customers 

as it provide number of opportunities to talk directly with 

customers. Digital Marketing Channels are the systems 

based on the Internet that can create, accelerate, and 

transmit product value from producer to a consumer 

terminal, through digital networks. These channels 

enable an organization to analyze marketing campaigns 

and understand what is working and what isn’t – typically 

in real time. Digital marketers monitor things like what is 

being viewed, how often and for how long and sales 

conversions. The development of digital marketing, 

during the 1990s and 2000s, changed the way brands and 

businesses use technology for marketing.

INTRODUCTION

2Student, Gitarattan International Business School

1Professor, Gitarattan International Business School, umagulati.2001@gmail.com

Nidhi Tandon (2018), in her article “The impact of digital 

marketing on consumer buying behavior” has 

highlighted that how the technology advancement and 

usage of internet has shifted the traditional market to 

digital marketing strategies. It includes discovering 

business model using digital technologies which reduces 

cost and develop business globally.

Digital marketing provides prospect to the customers to 

have a look on the information of the product provided by 

the company and can-do comparison accordingly, so that 

REVIEW OF LITERATURE

Consumer buying behaviour is the result of the attitudes, 

preferences, intentions and decisions made by the 

consumer s in a market place before buying a product. 

The study of consumer buying behaviour is an 

interdisciplinary subject area drawing widely from 

sociology, psychology, anthropology etc.

Furthermore, digital marketing shelters a vast area in the 

global market and includes business models that practice 

digital technologies that reduce costs and grow 

businesses worldwide (Rafiq & Malik, 2018).At present, 

digital marketing has a more wide-ranging scope to 

nurture their business in the future because customers are 

much more gratified with doing online shopping and find 

digital marketing much safer than traditional marketing 

(Alzyoud, 2018).

Furthermore, the advancement of digital marketing has 

changed the structure, brands and businesses use digital 

technologies and channels for marketing activities (Rai, 

2018). Therefore, digital marketing campaigns are 

becoming more predominant and well-organized as 

digital platforms are progressively integrated into 

marketing plans and daily life, and by the way, people use 

digital devices instead of going to physical stores (Maha 

& Ranj, 2016).

Digital marketing technology permits customers to 

continue to simplify firm information (Sivasan, 2017). 

Lately, numerous customers are utilizing the Internet to 

update information about their products anytime. 

However, most customers know how to access one’s firm 

website, how to evaluate products, and how to purchase 

online and offer feedback. Consumer Purchase Behavior 

is one of the most sought-after realms of study in 

Marketing analytics field in order to understand the 

buying patterns of the consumers, which will ultimately 

help in increasing the revenues of the firms and would 

provide  an  enhanced  growth  rate.  In  today’s  world,  

Marketing  is  not  just  limited  to  simple  tools  and  

they are able to relish right to choose and can place order 

at any time 24*7 at any place. With the updated 

technologies and increase in the usage of internet 

engagement, interconnectivity of consumers is 

increasing day by day as a result of which consumer 

behaviour changed and organization should understand 

the behaviour of consumer. 

Bajaj and Nag (2016) in their study stated that E-

Commerce was largely seen as the vehicle to push and 

hasten the changes. Now a day’s business and economics 

sensed that e-commerce is here to stay, new methods are 

tried and tested along with the original methods for 

exploiting the internet to make business survive in highly 

competitive market place.

Digitalization  play  an  important  role  in  today’s  

competitive  market  as  it  involve  exploring business 

model using digital technologies which reduces cost and 

expand business globally .  

Ha2: There is a significant impact of increased 

application of Digital Marketing on Consumer 

Buying Behaviour.

OBJECTIVES OF THE STUDY

techniques  for  just  promotional purposes, but it touches 

the realms of understanding the depth of their customers 

and accurately predicting their next move forward. 

b. To study the relationship between increased 

application of Digital Marketing and Consumer 

Buying Behaviour.

Today digital marketing has a better possibility of 

increasing the business in the future as customers are 

much more satisfied by doing online shopping as they 

find digital marketing much benign than traditional 

marketing. From organisation’s point of view if we 

observe it reduces the tension of organization as there is 

no fear of wear and tear or theft of goods as there is no 

fixed location of shop.

HYPOTHESIS

Since the research study is focused on consumer buying 

behaviour therefore the study analyzes the increased 

application of digital marketing and its influence on 

consumer buying behaviour.

a. To study the importance of Digital Marketing with 

respect to Consumer Buying Behaviour.

RESEARCH METHODOLOGY

c. To examine the impact of increased application of  

Digital Marketing on Consumer Buying 

Behaviour

       Keeping in view the said objectives, consequently, 

the study hypothesized that:

Ha1: There is a significant relationship between 

increased application of Digital Marketing and 

Consumer Buying Behaviour.

The purpose of the current research was to study the 

relationship between digital marketing and consumer 

buying behavior and impact of increased application of 

digital marketing in influencing consumer buying 
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behaviour. To achieve the objective of the study, both 

primary data and secondary data has been used. The 

primary data was collected through questionnaire. The 

questionnaire aimed to gather the information about the 

relationship of Digital marketing and consumer buying 

behaviour and impact of increased application of digital 

marketing on consumer buying behaviour. The pilot 

testing was conducted on 30 respondents to check the 

reliability of the instrument. Reliability is the capability 

of an assessing instrument to give accurate and constant 

results (Gulati , 2019). The reliability came out to be 

0.887 for the digital marketing items and 0.889 for the 

consumer buying behaviour which indicated that the 

questionnaire is consistent to be used for further study. 

The data of 154 valid responses were considered for 

further analysis. The secondary data was collected 

through websites, journals, books and other sources. Data 

collected was analyzed using descriptive statistics, 

Correlation and Regression. SPSS& Excel was used to 

analyze the data

Table 1: Reliability statistics: Digital Marketing

Cronbach's Alpha 

 

N of Items

 

0.887
 

8
 

 Source: survey analysis

Table 2 : Reliability statistics: Consumer Buying Behaviour

Cronbach's Alpha

 
N of Items

 

0.889 9
 

9
 

 Source: survey analysis

RESULTS AND DISCUSSIONS

Table 3: Response rate

Response rate
  

percentage

 

Returned questionnaires
 

77%
 

Unreturned questionnaire 
 

23% 

total
 

Sample size

154
 

46 

200 100% 

 

Source: survey analysis

 Descriptive Statistics

Table 4 reveals Descriptive Statistics that the mean for 

Digital Marketing (DM) is 30.11 and mean for Consumer 

Table 4: Descriptive Statistics

 

Mean

 
Std. deviation

 
N

 

CBB
 

31.1429
 

7.69639
 

154
 

DM  30.1104
 

6.28159 154
 

 
Source: survey analysis

CORRELATION

Digital Marketing is the independent variable and 

Consumer Buying Behaviour is the dependent variable. 

In order to examine the response rate from all the 

respondents 8 questions on Digital Marketing were 

developed and 9 questions on Consumer Buying 

Behaviour were developed. Questions on CBB and DM 

were formulated on Likert scale i.e., 1= Strongly 

Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= 

Strongly Agree.

To understand the relationship between two, correlation 

was applied and table 5 depicts the correlation between 

CBB and DM. Correlation analysis refers to the strength 

and direction of the linear relationship between two 

factors (Cohen, 2013). The correlation between 

Consumer buying behaviour and digital marketing 

comes out to be .786 which indicates a strong relationship 

between two. Further to understand the impact of DM on 

CBB, regression was applied. 

Table 5: Correlation between Digital Marketing & Consumer Buying Behaviour

  

Consumer Buying Behaviour

 

Digital Marketing

 

CBB

  

1

 

0.786**

 

  

0.000

 

 

154

 

154

 

DM
  

0.786**

 

1

 

 
0.000

  

 

Pearson Correlation

-Sig. (2 tailed)
 

N
 

Pearson Correlation

-Sig. (2 tailed) 

N 154
 

154
 

 

Source: survey analysis

** Correlation is significant at 0.01 level

In this research, regression analysis is utilized to evaluate 

REGRESSION how well the increased application of digital marketing 

can influence consumer buying behaviour.

Table 3 depicts Response Rate where 200 set of questionnaires were circulated and 154 valid responses 

were considered for analysis.

Buying Behavior (CBB) is 31.14. The standard deviation 

is 7.69 and 6.28 respectively.
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Table 6: Model Summary of Regression

R R square Adjusted R Square Std. Error of the 

Estimate

0.786 0.618 0.615 4.77289

Source: survey analysis

Table 7: ANOVA

Model

 

Sum of Squares

 

df

 

Mean square

 

F

 

Sig.

 

Regression

 

5600.224

 

1

 

5600.224

 

245.834

 

0.000

 

Residual
 

3462.634
 

152
 

22.780
   

Total 9062.857
 

153
    

 

Source: survey analysis

Table 6 depicts that the value of R square is 0.618 which 

indicates that 61.8% of variation in CBB is explained by 

DM. The explained variance is quite high than 

unexplained variance. Table 7 gives F-test to determine 

whether the model is a good fit for the data. The F 

statistics is equal to 245.83, the distribution is (F 1, 152) 

and the probability of observing a value greater than or 

equal to 245.83 is less than 0.001. there is strong evidence 

that is not equal to zero.

Table 8: Coefficient of Regressions

 

model
 

Unstandardized

 

coefficient
 Standardized 

coefficients (Beta)
 t

 

Sig.

 

B
 

Std.Error
    

(constant) 
2.142

 
1.889
  

1.134
 

0.259 

DM
 

0.963
 

0.061
 

0.786
 

15.679
 

0.000 

 Source: survey analysis

The regression output in table 8 shows that the Digital 

marketing predictor variable is statistically significant as 

p-value equal 0.000. The coefficient for DM (.963) is 

statistically significantly different from 0 using alpha of 

0.05 because its p-value is 0.000, which is smaller than 

0.05.

CBB Predicted = 2.142 + 0.963X  DM

MANAGERIAL IMPLICATIONS

It is very important to know the psychology of the 

consumers in the dynamic environment. Ever changing 

buying behavior of the consumers in the digitalized world 

should be understood properly to make the business 

sustainable. The revolutionized economy possesses 

many threats and challenges which are to be faced by the 

marketers today. People should be made more aware 

regarding the advantages of digitalized marketing.  More 

efforts should be laid down to make digital marketing 

safe so that there is an increase in the market size. The 

digitalization has brought positive change in behavior of 

consumers. The greater change can be seen in big cities 

and among working couples due to lack of time it is 

convenient for them to do buying, payments at any time 

anywhere. Also, digitalization gives rewards to consumer 

The study highlights that increased application of digital 

marketing strongly influences buyer behaviour. 

Digitization and admittance to the internet has shaped an 

innovative growth landing for businesses and consumers 

alike. Nowadays, to make a purchase, consumers 

speedily crack to the internet to research and make their 

decision a couple of hours, or possibly even minutes. 

Consumer behavior is much more streamlined today and 

the business model is also briefer compared to the earlier 

ones. Consumer decision making process now covers all 

the steps possibly in lesser times 

CONCLUSION

4. Maha, K., & Ranj, P. (2016). A study on impact of 

digital marketing in customer purchase decision in 

trichy. International Journal for Innovative Research 

in Science & Technology, 2(10), 332–338. 
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inform of coupons, gift vouchers, discount, cash back, 

cash discount which motivates them to us digital 

transactions. 
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