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Abstract: 

This study explores the influence of digital marketing on consumer purchasing behavior in 

e-commerce, with a focus on three specific strategies: social media advertising, email 

marketing, and influencer marketing. Data was gathered from 300 respondents in Raipur 

through an online survey to understand their exposure to these strategies and subsequent 

purchasing behavior. The research employed descriptive statistics, correlation analysis, and 

multiple regression analysis. Results suggest that influencer marketing and social media 

advertising have the strongest impact on consumer decisions, while email marketing has a 

more moderate influence. Additionally, demographic factors such as age and income were 

found to play a significant role in shaping purchasing behavior. The paper concludes with 

recommendations for businesses to optimize their digital marketing strategies based on these 

findings. 
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Introduction: 

The rapid growth of the internet has revolutionized the way businesses connect with 

consumers. With the proliferation of e-commerce platforms, companies have increasingly 

turned to digital marketing to drive sales. Digital marketing encompasses various strategies 

such as social media ads, email marketing, and influencer partnerships. These strategies 

allow businesses to target specific consumer segments and influence their purchasing 

decisions.This research aims to evaluate the impact of digital marketing on consumer 

purchasing behavior in e-commerce. The study specifically investigates the effects of social 

media ads, email marketing, and influencer marketing, providing valuable insights for e-

commerce businesses seeking to optimize their marketing efforts. 

Research Questions: 

1. How do social media ads, email marketing, and influencer marketing affect consumer 

purchasing behavior? 

2. How do demographic factors like age, gender, and income influence the effectiveness 

of these digital marketing strategies? 

Objectives: 

 To assess how digital marketing strategies influence consumer purchasing decisions. 

 To compare the effectiveness of social media ads, email marketing, and influencer 

marketing. 
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 To examine the role of demographic characteristics in shaping consumer responses 

to digital marketing. 

Literature Review: 

Digital marketing has become a central element of modern e-commerce strategies. Various 

studies have explored its impact on consumer behavior: 

n the context of digital marketing and e-commerce, a growing body of literature from Indian 

authors has examined the influence of digital marketing strategies on consumer behavior. 

The focus has largely been on social media marketing, email marketing, and influencer 

marketing, all of which play a crucial role in shaping purchasing decisions. 

 Social Media Marketing in India: According to Kumar and Bansal (2019), social 

media marketing has become an essential tool for brands in India to engage with a 

large and diverse consumer base. They argue that platforms like Facebook, 

Instagram, and YouTube are particularly effective in capturing the attention of young 

consumers, who are increasingly relying on these platforms for product 

recommendations and brand interaction. Their research shows that engagement on 

social media directly influences consumers’ trust in brands and enhances their 

likelihood of making purchases. Social media marketing, when executed well, helps 

create a strong connection between brands and consumers, especially among 

millennials and Generation Z in India.. 

 Email Marketing and Customer Retention: The role of email marketing in 

influencing consumer behavior has been extensively studied in India by Sharma and 

Kumar (2018). Their research highlights the effectiveness of personalized email 

marketing in retaining customers and driving repeat purchases. According to their 

findings, Indian consumers are more likely to open and engage with emails that are 

personalized and provide valuable content, such as special offers or product 

recommendations. The study suggests that email marketing remains a cost-effective 

tool for businesses, especially small and medium-sized enterprises (SMEs) in India, 

to maintain customer loyalty. Sharma and Kumar's work indicates that while email 

marketing does not always drive immediate sales, it plays a crucial role in customer 

relationship management (CRM), making it a vital component of a comprehensive 

digital marketing strategy. 

 Digital Marketing and Consumer Decision-Making: A study by Singh and 

Verma (2019) examined the overall influence of digital marketing on consumer 

decision-making in India. The authors found that Indian consumers are becoming 

increasingly dependent on online reviews, social media ads, and influencer 

content when making purchasing decisions. The study highlighted that digital 

marketing allows consumers to research products, compare prices, and read 

reviews, thus enabling more informed purchase decisions. Singh and Verma argue 

that as internet penetration increases in India, the power of digital marketing in 

influencing consumer behavior will continue to rise. 
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. Methodology: 

Data Collection: 

To explore the impact of digital marketing on consumer purchasing behavior, primary data 

was collected through an online survey. The survey was distributed to 300 e-commerce 

shoppers to capture their demographic information and their responses to various digital 

marketing strategies. 

Survey Design: 

The survey consisted of three sections: 

1. Demographic Information: Respondents provided details about their age, gender, 

and income level. 

2. Exposure to Digital Marketing Strategies: Respondents rated their exposure to 

social media ads, email marketing, and influencer marketing on a 5-point Likert scale 

(1 = Strongly Disagree, 5 = Strongly Agree). 

3. Purchasing Behavior: Respondents rated the likelihood of purchasing after being 

exposed to each of the three digital marketing strategies on a 5-point Likert scale (1 

= Very Unlikely, 5 = Very Likely). 

Data Analysis: 

Descriptive statistics were used to summarize the data, while correlation analysis was 

employed to assess the relationships between exposure to digital marketing strategies and 

purchasing behavior. Finally, multiple regression analysis was used to determine the strength 

of the relationships, considering demographic variables such as age, gender, and income. 

5. Results: 

5.1 Descriptive Statistics: 

The demographic breakdown of the respondents and their exposure to digital marketing 

strategies is summarized in the following tables: 

Demographic Distribution: 

Variable Frequency (%) 

Gender  

Male 150 (50%) 

Female 150 (50%) 

Age Group  
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18-24 90 (30%) 

25-34 120 (40%) 

35-50 70 (23%) 

51+ 20 (7%) 

Income  

<Rs 30,000 100 (33%) 

Rs 30,000 - Rs50,000 120 (40%) 

>Rs50,000 80 (27%) 

Exposure to Digital Marketing: 

Marketing Strategy Mean Standard Deviation 

Social Media Ads 4.0 0.8 

Email Marketing 3.5 0.9 

Influencer Marketing 4.2 0.7 

Likelihood of Purchase: 

Marketing Strategy Mean Likelihood of Purchase Standard Deviation 

Social Media Ads 4.0 0.7 

Email Marketing 3.5 0.8 

Influencer Marketing 4.2 0.6 

5.2 Correlation Analysis: 

The correlation analysis shows the following relationships between exposure to digital 

marketing strategies and likelihood of purchase: 

Strategy Correlation with Purchase Likelihood 

Social Media Ads 0.75 (Strong Positive) 

Email Marketing 0.60 (Moderate Positive) 

Influencer Marketing 0.80 (Strong Positive) 

These findings suggest that all three strategies have a positive relationship with consumer 

purchasing behavior. However, influencer marketing and social media ads have a stronger 

correlation with purchasing decisions compared to email marketing. 
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5.3 Multiple Regression Analysis: 

A multiple regression analysis was conducted to identify the factors that most significantly 

affect the likelihood of purchase. The regression model included exposure to social media 

ads, email marketing, influencer marketing, as well as demographic factors like age, gender, 

and income. 

Variable Coefficient (B) Standard Error t-value p-value 

Social Media Ads 0.30 0.05 6.00 0.000 

Email Marketing 0.20 0.05 4.00 0.000 

Influencer Marketing 0.35 0.04 8.75 0.000 

Age 0.05 0.02 2.50 0.013 

Income 0.03 0.01 3.00 0.003 

Gender (Male = 1) 0.10 0.08 1.25 0.211 

Interpretation of Results: 

 Social Media Ads (B = 0.30, p < 0.01): A one-unit increase in exposure to social 

media ads increases the likelihood of purchase by 0.30 units. This is statistically 

significant, indicating that social media ads are a major influencer of consumer 

purchasing behavior. 

 Email Marketing (B = 0.20, p < 0.01): Email marketing also has a significant but 

lesser impact, increasing the likelihood of purchase by 0.20 units for every unit 

increase in exposure. 

 Influencer Marketing (B = 0.35, p < 0.01): Influencer marketing has the strongest 

impact, with a one-unit increase in exposure leading to a 0.35 increase in the 

likelihood of purchase. 

 Age (B = 0.05, p < 0.05): Older consumers are slightly more likely to purchase after 

exposure to digital marketing strategies, indicating that age plays a role in consumer 

responsiveness. 

 Income (B = 0.03, p < 0.01): Higher income is positively correlated with a greater 

likelihood of purchasing, showing that wealthier consumers are more receptive to 

digital marketing. 

 Gender (p = 0.211): Gender does not have a statistically significant impact on 

purchasing behavior, suggesting that both male and female consumers respond 

similarly to digital marketing efforts. 

6. Discussion: 

The findings of this research align with existing literature, confirming that influencer 

marketing and social media advertising are the most powerful digital marketing strategies 

for driving e-commerce sales. These strategies create engagement, build trust, and directly 

influence purchasing decisions. 

http://www.ijmra.us/
http://www.ijmra.us/


International Journal of Management, IT & Engineering 
 Vol. 9 Issue 4, April 2019,  

ISSN: 2249-0558 Impact Factor: 7.119 

Journal Homepage: http://www.ijmra.us, Email: editorijmie@gmail.com          
Double-Blind Peer Reviewed Refereed Open Access International Journal - Included in the International Serial Directories Indexed & 
Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gate as well as in Cabell’s Directories of Publishing Opportunities, U.S.A 

  

688 International journal of Management, IT and Engineering 

http://www.ijmra.us, Email: editorijmie@gmail.com 

 

In contrast, email marketing remains an effective tool, albeit with a moderate effect. It is 

particularly useful for retaining customers and encouraging repeat purchases, although it 

may not lead to immediate conversions like social media ads or influencer marketing. 

Demographic factors also play a role in the effectiveness of these strategies, with younger 

consumers and wealthier individuals showing a greater tendency to respond to digital 

marketing efforts. 

7. Conclusion: 

The research highlights the significant impact of digital marketing on consumer purchasing 

behavior in e-commerce, with social media advertising and influencer marketing emerging 

as the most influential strategies. These strategies not only drive immediate sales but also 

help build brand trust and engagement. Email marketing, while still effective, plays a more 

supplementary role in nurturing customer relationships and encouraging repeat purchases. 

Demographic factors, such as age and income, also shape consumer responses to digital 

marketing, with younger and wealthier consumers being more likely to engage with these 

strategies. E-commerce businesses are encouraged to focus their efforts on social media ads 

and influencer marketing, tailoring campaigns to specific consumer segments based on 

demographics for maximum effectiveness. Although email marketing should remain part of 

the strategy, it should be used primarily for customer retention rather than immediate 

conversions. This study contributes to the growing body of knowledge on digital marketing 

by offering empirical evidence of its impact and providing insights that can help businesses 

refine their marketing strategies for better consumer engagement and sales outcomes. 

 

8. Recommendations: 

 Prioritize Social Media and Influencer Marketing: Given their strong impact on 

consumer behavior, these strategies should be central to e-commerce marketing 

efforts. 

 Segment Marketing Strategies: Target different age groups and income levels with 

tailored marketing messages to optimize engagement. 

 Enhance Email Campaigns: While email marketing has a lower immediate impact, 

it remains effective for customer retention and repeat purchases. Businesses should 

focus on personalized, value-driven content. 
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