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Abstract 

The rapid growth of e-commerce has significantly transformed consumer purchasing 
behaviour and business operations, with digital marketing emerging as a critical driver of 
this transformation. This study investigates the impact of digital marketing strategies—such 
as social media marketing, content marketing, SEO, PPC advertising, and influencer 
promotion—on consumer behaviour and business performance in the e-commerce sector. 
Data were collected through a structured questionnaire from 50 respondents, primarily from 
Tier-2 cities, to understand perceptions of digital marketing and its role in shaping online 
purchasing decisions. The findings reveal that digital marketing enhances brand visibility, 
customer engagement, and purchase intention, with 80% of respondents reporting having 
bought a product after encountering an online advertisement. Social media emerged as the 
most influential platform, while excessive advertisements were noted as a major concern 
affecting brand loyalty. Overall, the study concludes that strategic and well-targeted digital 
marketing plays a pivotal role in driving e-commerce growth, influencing consumer 
preferences, and strengthening customer retention by delivering personalized and engaging 
online experiences. 

Keywords: Digital Marketing, E-Commerce, Consumer Behavior, Social Media 
Advertising, Online Purchase Intention, Brand Awareness. 
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Introduction 

The digital revolution has significantly reshaped the global business environment, leading to 
the rapid expansion of e-commerce as a preferred mode of buying and selling goods and 
services. With consumers increasingly relying on online platforms for convenience, 
accessibility, and variety, digital marketing has become an indispensable strategic tool for 
e-commerce businesses. Digital marketing involves the use of online channels such as social 
media, search engines, email campaigns, paid advertisements, and influencer promotions to 
attract, engage, and convert customers. Its measurable, data-driven, and highly targeted 
approach gives businesses a competitive advantage over traditional marketing practices, 
especially in an era where customer attention spans are short and digital presence strongly 
influences purchasing choices.  

Despite its transformative potential, the effectiveness of digital marketing varies significantly 
across demographics and geographical regions. The rapid growth of e-commerce has 
intensified competition, making it challenging for businesses to identify the most impactful 
digital strategies for customer acquisition, retention, and brand loyalty. Furthermore, 
consumers have become more informed and selective, demanding personalized, meaningful, 
and secure online interactions. Businesses that fail to align with these expectations risk losing 
market relevance, credibility, and customer trust.  

The rationale of this study is to understand how various digital marketing tools collectively 
influence the performance of e-commerce businesses, particularly from the perspective of 
consumers in Tier-2 cities. The research explores how digital advertisements, social media 
promotions, influencer endorsements, and promotional offers affect awareness, preference, 
and purchase intent. The study also examines concerns such as privacy issues, misleading 
ads, and excessive promotions, which may negatively impact customer satisfaction and brand 
loyalty. By analysing these aspects, the research provides practical insights that can help 
e-commerce businesses optimize their digital marketing strategies to achieve sustained 
growth in an increasingly competitive digital marketplace. 

Review of Literature 

1. Digital marketing as a strategic enabler of e-commerce 

Digital marketing has been positioned as a core pillar of e-commerce strategy, enabling firms 
to reach global audiences, optimize customer journeys and improve conversion rates. Chaffey 
and Ellis-Chadwick (2019) argue that integrated digital marketing frameworks—combining 
SEO, paid search, email, and social media—are central to acquiring, converting, and 
retaining online customers, particularly in competitive markets.  

Empirical studies consistently show that online businesses leveraging structured digital 
strategies achieve higher traffic, engagement, and sales than those relying on ad-hoc tactics. 
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Recent conceptual work on digital content ecosystems also suggests that digital marketing 
has become inseparable from the broader value creation processes of online firms, especially 
SMEs seeking cost-effective growth through e-commerce channels.  

2. Social media marketing and online consumer behaviour 

Social media has transformed how consumers search for information, evaluate alternatives, 
and make purchase decisions. Mangold and Faulds (2009) describe social media as a “hybrid 
element” of the promotion mix, because it allows firms to communicate with customers while 
simultaneously enabling customers to communicate with one another, thereby amplifying 
word-of-mouth and peer influence.  

Subsequent studies show that social media engagement, user-generated content, and 
influencer endorsements significantly shape trust and purchase intentions in e-commerce 
contexts. Platforms such as Instagram, Facebook and YouTube have become powerful spaces 
where reviews, likes, shares, and creator content co-create brand meanings and reduce 
perceived risk for online buyers. Research in emerging markets also indicates that social 
media helps smaller brands compensate for limited offline presence by building credibility 
and visibility among younger, digitally active consumers in secondary cities. 

3. Content marketing, storytelling and brand engagement 

A substantial stream of literature highlights content marketing as a central mechanism linking 
digital marketing to long-term e-commerce success. Pulizzi (2012) frames content marketing 
as a strategic approach in which brands “think and act like media companies”, using valuable, 
relevant, and consistent content to attract and retain customers rather than relying solely on 
interruptive advertising.  

Building on this, Vinerean (2017) and later digital content marketing reviews emphasize that 
high-quality content—blogs, videos, tutorials, reviews, and educational posts—enhances 
brand authority, organic search visibility, and repeat purchase intentions. Content marketing 
is particularly effective in e-commerce because it can directly support product discovery, 
reduce information asymmetry, and guide consumers through the decision-making funnel. 
Studies also note that story-driven content and interactive formats (e.g., reels, live streams) 
deepen emotional engagement and community building, which are crucial for retention in 
highly commoditized online markets. 

4. Data-driven personalization, big data and emerging technologies 

With the rise of big data and AI, personalization has emerged as a dominant theme in 
contemporary digital marketing research. Kumar and Reinartz’s work on customer 
relationship management (CRM) emphasizes the economic value of customer-centric 
strategies based on lifetime value, segmentation, and analytics-driven decision making. 
Recent studies on big data analytics in CRM show that mining behavioural, transactional, and 
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clickstream data allows e-commerce firms to design targeted offers, dynamic pricing, and 
personalized recommendations that enhance engagement and retention.  

In omnichannel and e-commerce contexts, personalization has been empirically linked to 
improved customer experience, satisfaction, and loyalty. Tyrväinen et al. (2020) find that 
personalized content combined with hedonic (enjoyable) experiences in digital channels 
significantly strengthens loyalty outcomes. Parallel literature discusses the adoption of 
AI-driven tools such as chatbots, recommendation engines, and programmatic advertising, 
which help automate customer support and targeting while optimizing marketing ROI. These 
developments support the view that digital marketing now operates as a data-intensive, 
technology-enabled system rather than a set of isolated promotional tactics. 

5. Privacy, trust and advertising fatigue as emerging challenges 

Alongside these benefits, research increasingly highlights privacy concerns, trust issues and 
ad fatigue as critical constraints in digital marketing effectiveness. Systematic reviews of 
privacy in e-commerce marketing show that consumers are increasingly wary of how their 
personal data are collected, profiled, and used for targeting, which can negatively affect their 
willingness to transact online. Studies such as Alkis et al. (2022) demonstrate that higher 
privacy concerns are associated with lower participation in e-commerce and more cautious 
responses to social media marketing.  

Ethics-oriented research points to issues like opaque tracking, retargeting, secondary use of 
data and “dark patterns” as factors that erode trust and trigger regulatory responses. In 
parallel, work on online advertising intrusiveness shows that cluttered, repetitive, or overly 
aggressive campaigns lead to avoidance behaviour, negative brand attitudes, and reduced 
purchase intention—phenomena often described as ad fatigue or social media fatigue. These 
findings align with survey-based evidence from the present study, where a majority of 
respondents report unsubscribing from brands due to excessive digital marketing and express 
concerns about misleading or intrusive ads.  

6. Identified research gap 

While prior literature robustly establishes the importance of digital marketing for 
e-commerce growth, most empirical work is concentrated in developed markets or large, 
established brands. There is comparatively limited research on how multiple digital 
marketing tools—SEO, social media, content, influencers, email, and paid 
advertising—collectively shape consumer perceptions and buying behaviour in Tier-2 city 
contexts and among young, mixed-occupation segments. Furthermore, relatively few studies 
simultaneously examine both the positive outcomes (awareness, engagement, purchases) and 
the negative reactions (privacy concerns, distrust, ad fatigue) in a single integrated 
framework. 

The present study addresses this gap by empirically examining consumer awareness, 
perceived effectiveness, and behavioural responses to digital marketing in e-commerce, 
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focusing on respondents from Tier-2 city environments. By combining descriptive analysis of 
channel awareness, purchase behaviour and platform influence with insights on concerns and 
suggested improvements, it contributes to a more nuanced understanding of digital marketing 
as both a catalyst and a potential constraint in sustaining e-commerce growth. 

Methodology 

This study adopted a quantitative descriptive research design to examine the influence of 
digital marketing on consumer behaviour and e-commerce performance. A descriptive design 
was considered appropriate because the objective of the research was to assess the current 
perceptions, awareness, and behavioural responses of consumers toward various digital 
marketing strategies rather than establishing causal relationships or testing interventions. The 
research design enabled systematic measurement of consumer responses regarding online 
advertisements, promotional techniques, social media influence, and purchase intentions. 

Population and sampling 

The target population for the study consisted of individuals familiar with online shopping and 
exposed to digital marketing. A non-probability convenience sampling technique was 
employed due to its feasibility for collecting responses from diverse respondents located 
within Tier-2 city settings. Although 70 questionnaires were distributed, 50 fully completed 
responses were retained for analysis to ensure accuracy and reliability of results. The sample 
included participants across different age groups, gender segments, and occupational 
categories, with students representing the largest share of respondents. 

Data collection methods 

Primary data were gathered through a structured, close-ended questionnaire created using 
online forms. The questionnaire comprised items related to demographic characteristics, 
familiarity with digital marketing, influence of digital advertisements, social media 
engagement, purchase triggers, and concerns associated with online promotions. The survey 
included multiple-choice questions, Likert scale responses, and “select all that apply” items to 
capture multidimensional data on consumer perceptions. The average completion time for the 
questionnaire was approximately 5–6 minutes. 

Data sources 

Both primary and secondary data were used. 

•​ Primary data: Responses collected directly from survey participants using online 
questionnaires. 

•​ Secondary data: Books, scholarly articles, online publications, and industry research 
reports were reviewed to support theoretical foundations and validate findings.  

Data analysis techniques 
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Quantitative data were analyzed using descriptive statistical tools. Microsoft Excel was 
employed to generate frequency tables, percentages, charts, and visual patterns for 
demographic variables and survey responses. SPSS was used for basic statistical testing to 
observe distribution trends and variations within the dataset. In addition, qualitative 
comments from the open-ended section of the questionnaire were analyzed through content 
analysis and categorized into emergent themes such as accuracy, personalization, content 
quality, and improved exposure.  

Ethical considerations 

Participation was entirely voluntary, and no personal identifying information was collected 
beyond contact email where provided. Respondents were informed that the data would be 
used strictly for academic purposes, and confidentiality was ensured. 

Overall, the methodology allowed the researchers to systematically measure awareness, 
effectiveness, concerns, and behavioural patterns associated with digital marketing in the 
e-commerce domain, enabling an evidence-based understanding of consumer perspectives. 

Results and findings  

The purpose of the analysis was to examine consumer perceptions, awareness, and 

behavioural outcomes associated with digital marketing in the e-commerce environment. A 

structured survey of 50 respondents provided quantitative insights across demographic 

variables, online shopping habits, and responses to various forms of digital marketing.  

Demographic distribution 

Male participants comprised 63% of the sample, indicating a higher proportion of male 

respondents compared to females (30.6%). The age distribution reflected the dominance of 

young consumers, with 60% of respondents aged 18–24 and 15.6% under 18, suggesting that 

digital marketing exposure is particularly prominent among younger populations. Further, 

students represented 46.7% of the sample, while 13.3% were employed and 15.6% 

self-employed, indicating a diverse occupational mix.  

Online shopping behaviour 

The frequency of online purchases revealed that most respondents shop online “usually” 

(33.3%) or “sometimes” (31.1%), while only a small segment (22.2%) reported “always” 

making purchases online. This suggests that although e-commerce has strong adoption, 

online shopping is not yet the primary buying mode for all consumers.  

Awareness of digital marketing 
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Approximately 69.8% of respondents reported familiarity with digital marketing, indicating 

strong awareness of related promotional tools and practices. Among the identified digital 

marketing channels, Social Media Marketing (55.6%) was the most recognized, followed by 

Email Marketing (46.7%), PPC advertising (48.9%), and Influencer Marketing (44.4%). 

Content marketing (28.9%) and SEO (35.6%) were comparatively less recognized, 

highlighting varying levels of understanding across digital techniques.  

Influence of digital marketing on buying decisions 

The perceived effectiveness of digital marketing showed that 37.8% of respondents described 

it as “very effective” and 31% as “extremely effective,” demonstrating a strong influence on 

purchasing behaviour. Notably, 80% of respondents confirmed having purchased a product 

after viewing a digital advertisement, indicating high conversion potential. Instagram 

(37.8%), Facebook (22.2%), and YouTube (17.8%) emerged as the most influential platforms 

for online purchase decisions.  

Drivers of online shopping engagement 

Social media advertisements (56.8%) and promotional discounts (40.9%) were the primary 

motivators for online shopping. Influencer recommendations had a moderate influence 

(40.9%), whereas email marketing was the least compelling factor (2.3%), suggesting 

consumers prefer visually engaging and interactive marketing rather than traditional direct 

messages.  

Brand discovery and personalization 

A substantial 63.6% of respondents agreed that digital marketing makes it easier to discover 

new brands and products, demonstrating its effectiveness in expanding brand visibility. 

However, opinions were mixed regarding personalization of marketing content—45.5% 

agreed that digital marketing offers a personalized shopping experience, while 36.4% 

disagreed and 18.2% were unsure, indicating a gap between consumer expectations and 

actual personalization delivered by brands.  

Concerns and negative reactions 

Despite the positive impact, several concerns were identified. Misleading advertisements 

were the most reported issue (34.1%), followed by privacy concerns (22.7%) and advertising 
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overload (22.7%). Furthermore, 65.9% of respondents admitted to unsubscribing from brands 

due to excessive promotional content, demonstrating that aggressive and repetitive 

advertisements can damage long-term customer relationships.  

Overall outcome 

The findings clearly indicate that digital marketing is widely recognized, highly influential on 

consumer behaviour, and a strong driver of brand discovery and purchase intent. However, 

the results also emphasize the need for balanced, transparent, and value-driven marketing 

practices to sustain customer trust and prevent fatigue caused by oversaturation. 

Discussion 

The results of this study reaffirm the pivotal role of digital marketing as a key driver of 
e-commerce performance, aligning closely with prior scholarship that highlights the strategic 
power of online promotional tools in shaping consumer decisions. The high levels of 
awareness and engagement identified among respondents support Chaffey’s (2019) assertion 
that integrated digital channels are now central to customer acquisition and retention in online 
marketplaces. The dominance of social media platforms — particularly Instagram, Facebook 
and YouTube — in influencing purchase decisions corresponds with Mangold and Faulds’ 
(2009) framework describing social media as a hybrid element of marketing that amplifies 
peer influence and consumer-to-consumer communication. 

The findings also reinforce Pulizzi’s (2012) argument that compelling digital content drives 
repeat engagement and builds brand authority. Respondents’ emphasis on visually rich social 
media content and promotional offers indicates that persuasive and entertaining strategies are 
particularly effective in the e-commerce context. Moreover, the strong conversion rate 
observed — with 80% of respondents having purchased a product after viewing an 
advertisement — highlights the persuasive potential of targeted digital marketing consistent 
with the principles of paid search, influencer marketing and personalization emphasized in 
contemporary research. 

However, the study also provides evidence of emerging risks associated with digital 
marketing saturation. Concerns about misleading advertisements, privacy intrusion, and 
excessive marketing highlight a tension between persuasive marketing and consumer trust. 
These results mirror literature that warns aggressive, repetitive and non-transparent 
advertising can lead to resistance, avoidance and diminished brand loyalty. The high rate of 
unsubscription from brands due to excessive promotional content demonstrates this risk in 
practice and underscores the need for ethical and controlled marketing frequency. 

Furthermore, the mixed perceptions regarding personalization — with only 45.5% confirming 
personalized shopping experiences — reveal a gap between technological capability and 
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actual consumer experience. Although previous research suggests that data-driven 
personalization enhances customer satisfaction and loyalty, the present findings indicate that 
many consumers do not yet feel the benefits consistently. This suggests that while brands 
have access to customer data, they may not be using it effectively to deliver meaningful, 
individualized experiences. 

Overall, the discussion indicates that while digital marketing significantly boosts visibility, 
engagement and purchase intention, its sustained impact depends on maintaining consumer 
trust, ensuring ad relevance, and avoiding overexposure. Brands must strike a balance 
between persuasive communication and ethical, consumer-centric practices to maintain 
long-term loyalty in the increasingly competitive e-commerce ecosystem. 

Practical Implications 

The results of this study provide actionable insights for e-commerce businesses and 
marketing practitioners seeking to optimize digital marketing effectiveness. First, the strong 
influence of social media platforms — especially Instagram, Facebook and YouTube — 
suggests that firms should prioritize visually engaging and interactive content across these 
channels. Marketing strategies built around short-form videos, influencer collaborations, 
real-time engagement and user-generated content can significantly enhance brand visibility 
and purchase intent among young, digitally active consumers. Promotional discounts and 
compelling advertisements were found to be major triggers of online purchases; hence, 
well-timed offers and value-driven campaigns can strengthen consumer motivation and 
conversion rates. 

Second, the mixed perception of personalization highlights the need for improved data-driven 
targeting. Businesses should leverage analytics and customer browsing patterns to deliver 
relevant product recommendations, personalized offers and customised communication rather 
than generic mass messaging. This can increase customer satisfaction and deepen loyalty, 
particularly in highly competitive digital markets. 

Third, the findings underscore the importance of ethical and balanced communication. With a 
majority of respondents reporting irritation from excessive advertisements and misleading 
promotions, firms should limit ad frequency, ensure message transparency and avoid 
exaggerated claims. Sustainable digital marketing performance depends not only on 
persuasion but also on maintaining credibility and trust. 

Finally, the study suggests that brands should focus on long-term customer engagement rather 
than short-term conversions. Strategies such as loyalty programs, community-building 
content, post-purchase communication and responsive customer service can reinforce positive 
customer experiences and encourage repeat shopping behaviour. Collectively, these 
recommendations offer a framework to help e-commerce businesses maximize digital 
marketing returns while minimizing consumer fatigue and distrust. 

82 
 



ISSN NO:  2583-7842 (Online) 
Gateway International Journal of Innovative Research 
Volume 4, Issue 3, September, 2025, pp 74-88 
 
 
Limitations and future research directions 

Although this study provides valuable insights into the influence of digital marketing on 
consumer behaviour in the e-commerce sector, certain limitations must be acknowledged. 
First, the research relied on a relatively small sample size of 50 respondents, which restricts 
the generalizability of the findings to the wider population. A larger and more diverse sample 
would allow for deeper statistical analysis and more precise conclusions. Second, the study 
used a convenience sampling method, which may have introduced sample bias since 
respondents were primarily from Tier-2 city environments and included a high proportion of 
young students. Consumer perceptions in Tier-1 cities, rural regions and professional 
segments may differ significantly and warrant further investigation.  

Third, the research employed a descriptive design based on self-reported data, which may be 
influenced by personal attitudes or recall bias rather than actual behavioural records. The 
study did not use experimental or longitudinal methods to establish cause-and-effect 
relationships between digital marketing exposure and online purchasing outcomes. 
Additionally, the quantitative approach did not explore deeper emotional or psychological 
motives behind consumer reactions to digital advertisements, personalization, or ad fatigue. 

Future research should therefore consider adopting mixed-methods or longitudinal 
frameworks to examine both behavioural and emotional responses to digital marketing over 
time. Comparative studies across different regions, age groups, and income categories would 
be useful to understand demographic differences in digital marketing influence. Moreover, 
future studies could measure the effectiveness of specific digital marketing tools — such as 
influencer marketing, personalization algorithms, AI-driven chatbots, and AR-based product 
trials — to identify which techniques deliver the highest customer lifetime value. Researchers 
may also explore ethical and privacy-related dimensions of digital marketing in greater depth, 
including consumer perceptions of data transparency, consent and trust. Overall, expanding 
the scope and methodological precision of research will help build a more comprehensive 
understanding of how digital marketing can sustainably support e-commerce growth. 
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APPENDIX 

Appendix A — Survey Questionnaire Used for Primary Data Collection 

The following structured questionnaire was administered to collect primary data for the study 
titled “Digital Marketing: A Catalyst to E-Commerce.” Respondents were informed that their 
participation was voluntary and that the information collected would be used strictly for 
academic purposes. 

________________________________________ 

Section 1 — Respondent Demographics 

1.​ What is your age group? 

☐ Under 18 

☐ 18–24 

☐ 25–34 

☐ 35+ 

2.​ What is your gender? 

☐ Female 

☐ Male 

☐ Other (specify) ____________ 

84 
 



ISSN NO:  2583-7842 (Online) 
Gateway International Journal of Innovative Research 
Volume 4, Issue 3, September, 2025, pp 74-88 
 
 
3.​ What is your occupation? 

☐ Student 

☐ Employed 

☐ Self-employed 

☐ Unemployed 

☐ Other (specify) ____________ 

________________________________________ 

Section 2 — Shopping Behaviour and Digital Marketing Awareness 

4.​ How often do you shop online? 

☐ Always 

☐ Usually 

☐ Sometimes 

☐ Rarely 

☐ Never 

5.​ Are you familiar with the term “digital marketing”? 

☐ Yes 

☐ No 

6.​ Which digital marketing channels are you aware of? (Select all that apply) 

☐ Social Media Marketing 

☐ Email Marketing 

☐ Search Engine Optimization (SEO) 

☐ Pay-Per-Click (PPC) Advertising 

☐ Influencer Marketing 

☐ Content Marketing 

________________________________________ 

Section 3 — Impact on Buying Behaviour 

7.​ How effective do you think digital marketing is in influencing your buying decisions? 
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☐ Extremely effective 

☐ Very effective 

☐ Somewhat effective 

☐ Not so effective 

☐ Not at all effective 

8.​ Which platform most influences your online purchase decisions? 

☐ Instagram 

☐ Facebook 

☐ YouTube 

☐ Google Ads 

☐ Email Newsletters 

☐ Other (specify) ____________ 

9.​ Have you ever purchased a product after seeing a digital advertisement? 

☐ Yes 

☐ No 

10.​ Do online reviews and influencer endorsements impact your buying decision? 

☐ Always 

☐ Usually 

☐ Sometimes 

☐ Rarely 

☐ Never 

11.​ Do you prefer shopping from websites that actively engage in digital marketing? 

☐ Yes 

☐ No 

☐ Maybe 

12.​ Which of the following factors encourages you to shop online? (Select all that apply) 

☐ Discounts and Promotions 
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☐ Social Media Advertisements 

☐ Email Offers 

☐ Influencer Recommendations 

☐ Website Usability 

☐ Other (specify) ____________ 

13.​ Has digital marketing made it easier for you to discover new products or brands? 

☐ Strongly agree 

☐ Agree 

☐ Neither agree nor disagree 

☐ Disagree 

☐ Strongly disagree 

14.​ Do you believe digital marketing provides a more personalized shopping experience? 

☐ Yes 

☐ No 

☐ Not sure 

15.​ In your opinion, how important is digital marketing for the success of e-commerce 
businesses? 

☐ Extremely important 

☐ Very important 

☐ Somewhat important 

☐ Not so important 

☐ Not at all important 

________________________________________ 

Section 4 — Concerns and Suggestions 

16.​ What concerns do you have about digital marketing in e-commerce? 

☐ Privacy issues 

☐ Misleading ads 
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☐ Over-advertising 

☐ Lack of trust 

☐ None 

17.​ Have you ever unsubscribed from a brand due to excessive digital marketing? 

☐ Yes 

☐ No 

18.​ Would you recommend online shopping to others based on your digital marketing 
exposure? 

☐ Yes 

☐ No 

☐ Maybe 

19.​ What improvements would you like to see in digital marketing for e-commerce? 

(Comment box) ________________________________ 
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