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                                          Abstract 

In this era of digitalisation where everything is just a click away from us, marketing has evolved a lot. With the increase use in technology, the smart phones basically, the producers of goods can now reach consumers all over the globe. 
Thus, reaching out to consumers through usage of the internet is digital marketing. Digital marketing thus has an incredible influence on people's interaction, work, purchase and life habits. It is cost effective too on the part of the sellers and buyers. 
Thus, the present study is conducted to find out the effectiveness and impact of digital marketing on the consumers buying behaviour with special reference to consumer electronics only Ticketing is presently done either in the gathering sites or carriers' sires. 
Clients of web-based shopping are enchanted with brief conveyance and impeccable instalment components building trust in buyers. Indeed, even online classifieds have made an effective change online with employment and marital starting to lead the pack. 
Online retailers are presently pushing countless classes, for example, hardware and white products. In these rising models, elusive resources, for example, connections, information, individuals, brand and framework are taking focus stages. 
The web is a spellbinding mechanical advancement however buyers wherever are awakening to shopping on the web. The effect on retailing has been significant and subsequently numerous organisations are changing the channels they use to sell their products and the administrations. In certain pieces of the world, retailers have been fast to react in building up their own exclusively marked web-based business stores, while in different parts the e-commercial centre commands. 
 
 
 	 
 


CHAPTER- 1 
1.1 Introduction 

The present age is a digital age. With the digital revolution, the information era started and now it appears every aspect of human life has become digitalised. Embracing technologies have affected our lives to a great extent and today numerous areas of daily life is digitized. This is often more seen in the buying and selling pattern of any individual. People now rely on e-commerce in respect of what they are buying, when they are buying, where they are buying and how they are buying. Marketing now thus has become digitised. 
Before understanding digital marketing it must be clear regarding what marketing is all about. It refers to the activities of a company undertaken to promote the buying and selling of products or Service. Depending on the medium through which the companies are promoting or advertising it can be either digital or traditional. Digital marketing is that type of marketing which utilises internet and online technologies such as desktop, computers, mobile phones and other digital media and platforms to promote products and services.1 Digital marketing extend to non-internet channels that provide digital media such as TV, mobile phones (SMS and MMS), call back and on hold mobile ring tones. The extension of non internet channels differentiates direct marketing from online marketing. Through digital marketing, customers have access to information whenever and wherever they desire. With digital marketing the consumers do not just have to rely on what the company propagates but can also follow what the media, friends, peers have to say regarding the products. „Being viral‟ has gained much attention in the digital world. With the rise of social media use, traditional marketing is sometimes undervalued. Traditional marketing is the most recognisable form of marketing where products or services are promoted in non-digital way. Thus, traditional marketing includes print, broadcast, direct mail and telephone. Digital marketing channels are social media, affiliate marketing, search engine marketing, websites, email marketing, pay per click, content marketing. 

· Business to Business E-Commerce (B2B) here both the parties engaged in the business. For example- myntra deals with various brands.

· Business to Customers (B2C) here buyers and sellers of products and services do online transactions. For example-online shopping


·  Customers to Customers (C2C) here both the buyer and sellers are individual. For example- In OLX both the parties involved are individual they sell the old product which is of no use to him digitally by using internet to the one who find it more useful.

· Business to Government (B2G) : It involve selling product and services to the government by using internet.

Factors that are driving the evolution of Digital Marketing in today's times There are primarily 4 factors that are driving the evolution of Digital Marketing in today's times 


1.2 TECHNOLOGY:
  With the usage of new technology in the digital marketing customer needs can be easily assessed. Social media is one of the biggest example of technology today, you can easly assess large number of customers at a time and discover and showcase the product in less time. By using marketing software one can easily track everything, for instance: 
 You can easily define which social media bring most interaction with the customers.
  Track best time in a day to publish a blog post.  Which area getting more customer attention and adopting that accordingly. 
 Figure out which e-mail get the maximum click through the rate.
  Which page get most form submission. 
 For your industry which layout seems to work best.
  Most searched keyword can be easily tracked and target that only. 
 customers and potential customers profile can be easily buildup.
1.3 Storytelling:
Today almost every business man use various ways to promote and differentiate the business from others. How to grab the attention of the customers and engage them. Content decided by the organization takes in the form of story that the audience can enjoy and easily communicate with the message you wants to give for your brand building. Various opportunities to create remarkable content are: showing online videos, quizzes and polls. Story telling also helps to build emotional relationship with the viewers and also helps to build the loyal customers.
Storytelling drawn from four key elements:
 A beginning and an end: In story telling create the situation for the customers so that they invest in the storytelling then create tension and get the response from the customers. 
 Emotions: Connecting emotionally with the storytelling build the emotional memories and pull the customers towards the product and also become loyal customers and they also build powerful connections with the brand.
  Authenticity: Story which represent your brand should be true this help the audience to build confidence. 
 Relatability: Story must have good connection with the customers and they must be interested in it.
3. First Mover Advantage:
First-mover advantage (FMA) is the advantage gained by the initial ("first-moving") significant occupant of a market segment. It may be also referred to as technological leadership. A market participant has first-mover advantage if it is the first entrant and gains a competitive advantage through control of resources. With this advantage, first-movers can be rewarded with huge profit margins and a monopoly-like status. Not all first-movers are rewarded. If the first-mover does not capitalize on its advantage, its "first-mover disadvantages" leave opportunity for new entrants to enter the market and compete more effectively and efficiently than the first-movers; such firms have "second-mover advantage."
It also allows company to build strong brand recognition and product in the market and loyalty towards your product before other new company entrance. Various Advantages for first mover in the market:
 Build brand loyalty and impression in the eye of customers. 
 Trap new customers.
  Establish product as per the industry standard. 
 Technology leadership 
 Control strategies and scarce resources.
4. Mobile Focused Digital Marketing:
 Things which affect the digital marketing 
 Website should be mobile friendly. 
 Create more new videos. 
 Create paid campaigns 
 Live streaming to build good relationship with audience.
Need for digitalization 
The main stress behind this belief is to make full use of technologies which will be beneficial for society as it help in reducing work load and reduction of cost.
 Digitalization also ensure good quality of product available online which will increase the variety for the customers as they can go through any of seller of his or her choice from any corner of the country or outside the country. 
Digitalization also builds an image of enterprise as it is the key for competition which increases enterprise ability to play a greater role in international markets. Technologies are used for manufacturing, trade, learning, interaction with customers and many others it also helps in utilization of the raw material from distant locations.
1.4 IMPORTANCE OF DIGITAL MARKETING:
  Growth opportunities for small business:
 One of the most important advantage of digital marketing is one can select any method for marketing as per the budget and can easily reach large number of audience at less cost. In traditional marketing launching any new product in the market is itself is very difficult task.
  Convenience for the customers:
 Without setting local outlet marketer can easily market the product on the internet this eliminates the barriers of distance. Now without any spending on distributer channels in different country one can easily export business globally. 
 Less cost:
 Marketing product through retail outlet costs very high a compare to market product on the Internet. One should not have spent on maintenances of stores and on displaying products on the shops, as one can order as per the demand of the product.
  Personalization of the customers: 
Through digital market customer needs are fulfilled effectively and efficiently, having faster and easy interaction with the customer apart from this it increases customer satisfaction for the product as they can easily make comparison between the products and make purchase decision accordingly.
Build good relationship with the customers: 
Internet helps to build good relationship between customers and marketer as it increases the customer retention level. It build a good communication with the customer from the point they purchase the product to the feedback related to the product and also solve the queries if the customers have any.
Instant Comparison between the products: 
Customers can easily do comparison between the products and then accordingly make purchase decision. Online marketing allow customers to make free choices of the product and the then take decision as per the satisfaction
Clear Information available for the product:
 In digital marketing all the information are available openly displayed on the internet any customer can go through the information provided and make decision accordingly. On the Internet each and every information in detail are available whereas in retail shops very limited information are provided by the retailer only as per their knowledge
1.5 DISADVANTAGES 
 Highly reliant on Internet:
 Digital marketing highly depend on internet. Internet facility available only with good internet connections. We have become increasingly dependent on the Internet for things we need to maintain our normal life. If this trend continues, as most expect it will, we may not be able to survive so easily without the Internet.
  Lack of trust:
 Customer lack trust on online advertisements some consider it fraud. This is one of the major drawbacks of digital market as when customers search for an particular product of a particular company many related competitive products appear on the home page of the same market strategies. This confuse the customers as many option are available to the and they find cheaper product of good quality. 
 Harm the image of brand:
 In the digital marketing duplicacy in the product increases as many product of the same kind are available. This results in customer start ignoring the branded products and go for the cheaper products. 
 Beneficial for only consumer goods:
 This is one of the practical drawback of the digital marketing as the industrial goods and pharmaceutical goods cannot be marketed through digital channels.
  Lack of Digital literacy in the world:
 There is lack of awareness in many parts of the country, people living in the remote areas still not aware of the digitalization.
  Unaffordable smartphones:
 When we talk about digital market first thing which come is there should be availability of smartphones. Lack of affordable smartphones results in utilization of the digital market technologies.
  Increase in cybercrime in India:
 There is no specific measure of security for the cybercrime present in India. India is more prone to the cybercrime.
  Problem of connectivity:
 India has thousands of villages but with no proper electricity supply, digitalization are far away from these areas. Due to which these villages remain unconnected with digital market. 
 Problem of down server:
 Problem of down server are always there in post digital and pre digital India.

  Low internet speed:
 With the increase in the usage of internet problem of low internet speed is very common today. For instance- Earlier Airtel was said to be world fastest network but after introducing 4G internet speed and increase in usage of internet speed of internet became
1.6 ADVANCED MARKETING IN INDIA 
India is the world second biggest web populace. After the multiplication of web, promoting methodology has taken an off root to connect the general population. The gigantic development that computerised showcasing shown can't be coordinate with some other system. Admiring the present situation in India, individuals here are mindful of web as well as are utilising it for different purposes throughout everyday life. In this manner, there's a blasting web showcasing industry in India. In India online life is the determined the reception of advanced promoting 
 	 
 

1.7  BUYING BEHAVIOUR OF THE CONSUMER  
Buying conduct of an individual assume an overwhelming job in the purchasing conduct, all in all and among the adolescent specifically. Purchasing conduct advertising is a procedure of building up connections between items offered in the market and focused on purchasing conduct gatherings. 
 
 1.8 NEED AND SCOPE OF THE STUDY 
 Digital Marketing has gotten astounding changes the manner by which the advertisers showcase the item and the manner by which the clients are purchasing the equivalent. Purchasing conduct of an individual impacts numerous variables, and these components perpetually influences the advertisers to coordinate the requirements of the clients as a rule and the adolescent specifically. So, it is understood that there is a need to examine advanced promoting and its effect on purchasing conduct of the shoppers. 
 
   1.9   Objectives of the study 
The present study carried on with the following objectives  
· To assess the impact of digital marketing on consumer buying behaviour   
· To know the factors influencing the buying decision of goods promoted digitally  
· To assess the problems of digital marketing, if any, on the part of the consumers. Keeping in view the following objectives, the following research questions are framed 
· Is there any impact of digital marketing on consumer buying decision 
· Is there any factor that influence the buying decision of the consumers of goods promoted digitally 
· Is there any problem associated with digital marketing from the consumers point of view  
·  A detailed study on digital marketing
·   Impact of digital marketing on consumers buying behaviour
 
CHAPTER 2 
2.1  LITERATURE REVIEW
The expressions "Electronic Commerce", "Web Marketing" and "Web based Shopping" are presently generally utilised by Business Executives and buyers all through the world as organisations are perceiving the potential open doors for trade in the online business condition. Computerised Marketing is „the procedure of building and keeping up client connections through online exercises to encourage the trading of thoughts, items and administrations that fulfil the objectives of the two gatherings. The establishment of each online business is the E Commerce site that it makes. When the site catches the consideration of the guests, they should want to investigate further. This inclination accompanies a great plan, fast route on the site and straightforward guidelines. The quantity of individuals utilising the Internet is becoming exponentially world over. The Internet is a virtual library containing a boundless measure of data. Anybody is permitted to distribute and get to this data 
Naseeth Ahamed Nizer 2018:  purpose for this analysis is to consider the effect of online existence marketing on the consumer buying option 
Simran Kaur 2018: in the extraordinarily bad competition and creativity with the usage of the internet the traditional industry has switched to digital marketing strategies 
Keethi Krishna m: online marketing is a communications strategy for the development of web-based goods  
Sudipta nayan Bhardwaj: digital marketing thus has incredible influence on people's interaction, work, purchases and life habits 
 

 	 
 
 CHAPTER 3 
3.1 RESEARCH  METHODOLOGY
 
        Methodology adopted  
3.2 Source of data: Both primary and secondary source of data is used for the study.  
 
3.3 Size of Sample: The sample size is 100.  
 
3.4 Sampling units: The sampling unit is „the consumers‟ of Chennai city 
. 
3.5 Sampling technique: The sampling technique is Convenience Sampling. 
 
3.6 Data Collection technique: The data have been collected through questionnaire method. 
 
3.7 Research design: the research design is descriptive.  

3.8 Data analysis technique: The data have been analysed descriptively since data have been collected using convenience technique 

 CHAPTER - 4
 
 	4.1  DATA  INTERPRETATION  AND ANALYSIS 

The collected data have been tabulated and represented in the following tables. 
                                     TABLE 4.1.1 
	CATEGORY
	RESPONDENTS 

	Male 
	70 
 

	Female 
	30  

	TOTAL 
	100 
 


 Source: primary data
CHART 4.1.1 	


INTERPRETATION
The table shows male  70% and female is 30% the male respondents is high compare to female respondents 
INTERFACE
Majority of the respondents are male
                                   TABLE 4.1.2 AGE 

	CATEGORY 
	NO OF RESPONSES 

	Under 18 
	3 

	18-30 
	84 

	30-50 
	12 

	Above 50 
	1 


 



CHART 4.1.2 Age of the respondents
    INTEPRETATION 
Most of the respondant age is 18-30 and 1% of response from above 50 and 13% of response from 30-50

INTERFACE
 Majority of the respondents are between the age group  18-30 years
    


                                       TABLE 4.1.3
	CATEGORY 
	NO OF RESPONSES 

	student 
	48 

	Self employed 
	13 

	employed 
	37 

	unemployed 
	2 









CHART 4.1.3

INTERPRETATION
The table shows the high response from students. And employed people 
Majority of the response from student side










Are you brand loyal customer 
                                    TABLE 4.1.4
	CATEGORY 
	NO OF RESPONSES 

	YES 
	75 

	NO 
	25 



The table shows more peoples are brand loyal customer 
 












CHART 4.1.4


 
 
 
 
 
What was the reason for the delay between the purchase decision and the actual purchase 





                                                  TABLE 4.1.5 
	CATEGORY 
	NO OF RESPONCES 

	Financial constraints 
	44 

	Waiting for more innovation products 
	52 

	Waiting for market response 
	4 


 CHART 4.1.5







What influenced you to buy the stated brands 
                                                         TABLE 4.1.6 
	CATEGORY 
	NO OF RESPONSES 

	Advertising 
	51 

	Word of mouth 
	7 

	Attractive packaging 
	12 

	family/friends/relatives 
	23 

	Shop display 
	4 

	Any other 
	3 


 

 CHART 4.1.6

 
The Table shows Becoming loyal to brand is the least effect of the impact that digital marketing has spelt on the consumers. 
 
 
 
 



What you look first when you buy a product? 
                                                        TABLE 4.1.7 
	CATEGORY 
	NO OF RESPONSES 

	Price 
	65 

	Advertisement 
	13 

	Features 
	14 

	Packaging 
	1 

	Brands 
	7 


 CHART 4.1.7


PROVIDES 24/7 ACESS      
                        

 




  TABLE 4.1. 8 
	CATEGORY 
	NO OF RESPONCES 

	YES 
	90 

	NO 
	10 


 







CHART 4.1.8





Help in comparison of products 
                                                      TABLE 4.1. 9 
	CATEGORY 
	NO OF RESPONSES 

	YES 
	97 

	NO 
	3 



  CHART 4.1.9

 












Time convenience 
                                                        TABLE 4.1.10 
	CATEGORY 
	NO OF RESPONSES 

	YES 
	92 

	NO 
	8 


 
 CHART 4.1.10









Availability of offers and discount 
                                                       TABLE 4.1. 11 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	96 

	Disagree 
	4 


 







CHART 4.1.11













Beter after sales services 
                                                          TABLE 4.1. 12 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	91 

	Dis agree 
	9 


 CHART 4.1.12

 	 
 
 
 










Available feedbacks and opinion 
                                                        TABLE 4.1.13 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	97 

	Disagree 
	3 


 
CHART 4.1.13









Quick resolution of queries 
                                                        TABLE 4,1,14 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	89 

	Disagree 
	11 


 





CHART 4.1.14

 










Have become a Researcher? 
                                                         TABLE 4.1.15 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	90 

	Disagree 
	10 




CHART 4.1.15











In online shopping lack of trust 
                                                       TABLE 4.1.16 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	90 

	Disagree 
	10 





 CHART 4.1.16

 
 
 	 
 
 



Start devoting more time on internet 
                                                      TABLE 4.1.17 
	CATEGORY 
	NO OF RESPONSES 

	Agree 
	89 

	Disagree 
	10 







  CHART 4.1.17

 
 
interpretation 
The table shows the reasons for buying goods promoted digitally. Readily accessible is the most influencing factor followed by keeping the consumers updated, quick purchase of the item, comparison of goods, feedbacks and opinions available, benefits given to the consumers are among some of the major factors while building relationship is the least influencing factor. 
 The table shows that digital marketing is more preferable by the consumers than traditional marketing and the gents prefer them more than the ladies 


4.2 CHI SQUARE 
4.2.1 CHI SQUARE TEST
The Chi-Square test is the widely used non-parametric statistical test that describes the magnitude of discrepancy between the observed data and the data expected to be obtained with a specific hypothesis
HYPOTHISIS
Null Hypothesis H0

Alternate Hypothesis H1
Chi square test
Goodness of fit test

 
 CHAPTER 5

5.1 Findings and suggestions 
Digital marketing is opted for because it provides access all time and any time. This feature thus helps in quick purchase of items. Comparison of the goods become easier too as everything can be done at the convenience of the consumers at any place they desire 
Consumers are the king, now no company can produce or sell anything and everything to the consumers. The feedback and opinions of the consumers highly influences other consumers 
Consumers are the king, now no company can produce or sell anything and everything to the consumers. The feedback and opinions of the consumers highly influences other consumers 
Digital marketing has got a positive impact on the consumers as in spite of some of the drawbacks they prefer digital marketing over traditional marketing. 
 
 
 
5.2 Suggestion 
Digital marketing is an effective tool in today's world. Awareness should be created among the masses by organising road shows so that people can accept it. Companies should also take a look into how their promotional strategies are affecting the people, whether positively or negatively. Pages should be made more transparent and interface should be smooth so that consumers are attracted more and feel it easy to operate. Queries, if any, should be tried to be resolved at a shorter period of time by engaging efficient and friendly query management team. 
5.3 LIMITATION OF THE STUDY
 The analysis is done strictly based on the response given by the several       respondents.  
· The study did not focus on any specific brand, product and service.  
· The study has not been done with respect to any specific sectors.  
· The data received from the respondents only from specific area 




5.4 Conclusion

The survey conducted was done for the academic purpose and it demonstrated the impact of internet-based life of the people. In this survey we focused to known the behaviour of the customer those who buy the product through online channel i.e., e-commerce apps, search engine, and taste messaging etc. method. By this survey we find the youngsters are widely exists in these markets. They are interested and easily aware the relevant information terms and polices etc. 
 

The power of technology is changing and growing up every minute. In today's world consumer products have quickly become smart, digital or cloud based. The internet's shift to global market place has made anything and everything available to prospective buyers. Consumers have now become researchers and now digital word of mouth communication has become a trusted way of promotion. Digital marketing has been able to create a positive impact on the psychology of the consumers in the ever-changing business environment. However, more consumers can be covered under the umbrella of digital marketing if more efforts are put to make digital marketing safer. Programmes to create awareness on digital marketing can also ensure more popularity of digital marketing among the masses. 
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STUDY ON DIGITAL MARKETING AND ITS IMPACT ON CONSUMER BUYING BEHAVIOUR 
 
* Required 
1. NAME * 
 
2. AGE * 
Mark only one oval. 
UNDER 18 
18-30 
30-50 Above 50 
3. 
Mark only one oval. 
Option 1 
4. Gender 
Mark only one oval. 
Male 
Female 
5. OCCUPATION 
Mark only one oval. 
Student Self employed employed Other: 
 
6. Are you brand loyal customer ? 
Mark only one oval. 
yes no 
7. which attributes did attract you to purchase branded products ? rank these attributes in order of their importance to you Mark only one oval. 
Brand name 
price easy availability others 
8. what was the reason for the delay between the purchase decision and the actual purchase ? 
Mark only one oval. 
financial constraints waiting for more innovative products waiting for market response 
9. what influenced you to buy the above stated brand(s) Mark only one oval. 
Advertising word of mouth attractive packaging family/friends/relatives shop display any other 
10. Influence of brand name on purchasing decision 
Mark only one oval. 
Agree 
Disagree 
11. Influence of price on purchase decision 
Mark only one oval. 
Agree disagree 
12. what do you look  first when you buy a product ? 
Mark only one oval. price advertisement features packaging brands 
13. can access information and purchase items quickly 
Mark only one oval. 
Agree 
Disagree 
14. Helps in building relationship with brands 
Mark only one oval. 
yes 
No 
15. provides 24/7 access 
Mark only one oval. 
yes 
No 
16. Helps in comparison of products Mark only one oval. 
yes no 
17. time convenience 
Mark only one oval. 
yes 
No 
18. Availability of offers and discount Mark only one oval. 
Agree 
Disagree 
19. better after sales services Mark only one oval. 
Agree 
Disagree 
20. available feedbacks and opinions Mark only one oval. 
Agree 
Disagree 
21. Quick resolution of queries Mark only one oval. 
Agree 
Disagree 
22. Helps  in comparison of products ? 
Mark only one oval. 
True 
False 
23. Have become researcher 
Mark only one oval. 
True 
False 
24. in online shopping lack of trust Mark only one oval. 
Agree 
Disagree 
25. start devoting more time on internet 
Mark only one oval. 
Agree 
Disagree 
 
 
· 
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