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Abstract—The study investigates the factors influencing consumer buying behaviour of youth in India
towards organized retail stores, particularly focusing on supermarkets. The research analyses how
various elements such as price, product quality, convenience, brand loyalty, promotional strategies,
and social influence shape purchasing decisions. It also examines the impact of demographic factors
like age, gender, educational qualification, monthly income, and source of information on consumer
preferences. Employing a mixed method approach that includes surveys, interviews, and
observations, the study provides comprehensive insight into the shopping habits, perceptions, and
motivations of young consumer. The findings aim to help retail marketers and policymakers
formulate effective strategies to enhance customer experience, increase brand loyalty, and improve
overall satisfaction in the organized retail sector. This research contributes to the broader
understanding of youth consumer behaviour and its implications for the evolving supermarket
industry in India.

Index Terms—Consumer, Behaviour, Organized retail, Supermarkets, Buying behaviour, Price
sensitivity, Retail marketing, India

I Introduction

Digital marketing refers to the promotion of products or services using digital technologies,
primarily through the internet, mobile devices, and other digital platforms such as search engines and social
media channels like Google and Facebook. Philip Kotler is widely regarded as the father of modern
marketing, while Kevin Kwan has contributed significantly to Google’s marketing solutions in the
Asia-Pacific region. Google describes the internet as “rocket fuel” for business growth, emphasizing the
transformative role of digital platforms.

The evolution of digital marketing can be traced back to the early 1980s, marking a shift from traditional
marketing approaches to technology-driven strategies. Unlike traditional marketing, digital marketing
encompasses all promotional activities conducted through electronic devices such as computers,
smartphones, and the internet. Businesses utilize digital channels—including search engines, social media,
email, and websites—to engage with both existing and potential customers. There are several key types of
digital marketing strategies, including search engine optimization (SEO), search engine marketing (SEM),
social media marketing (SMM), content marketing, email marketing, online advertising, affiliate marketing,
and website marketing. The rapid growth of digital marketing is evident from global spending trends; for

instance, the United States alone spent approximately $120 billion on digital marketing in 2020.
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Online marketing involves using internet-based techniques to promote products and build long-term
relationships with customers. Unlike traditional mass media, which targets a broad audience regardless of
individual preferences, digital marketing allows for personalized and interactive communication. These
channels enable consumers to directly engage with brands, thereby influencing product development and
marketing strategies.

Digital marketing has significantly transformed consumer behaviour. Today, consumers actively research
products before making purchasing decisions, with approximately 77% of individuals reading online
reviews. However, the digital marketplace is not without challenges; nearly 32.8% of consumers report
encountering misleading marketing practices. Despite these issues, digital marketing plays a crucial role in
shaping purchase decisions by enabling personalized engagement, enhancing brand awareness, and fostering
customer loyalty.

Sales promotion, as a component of digital marketing, provides short-term incentives that stimulate
purchasing behaviour. The primary objective of any business is to satisfy customer needs at affordable
prices while generating profit and fulfilling social responsibilities, as emphasized by Rafique and Javed
(2018). Supporting this perspective, Reimers, Chao, and Gorman (2016) highlight that building and
maintaining customer loyalty can be a time-consuming and challenging process, particularly in developing
markets. Therefore, organizations must adopt effective and continuously evolving marketing strategies to

achieve long-term business success.

1. SCOPE OF STUDY

Digital marketing strategies play a significant role in shaping consumer buying behaviour in the
retail sector by enhancing customer engagement and enabling personalized experiences. Empirical studies
indicate that these strategies influence purchase decisions through highly targeted and data-driven
approaches. Their broad scope provides substantial opportunities for retailers to increase sales, strengthen

customer loyalty, and improve overall market performance.

Digital tools such as mobile applications and websites enhance usability and accessibility, allowing
consumers to make more informed purchasing decisions and increasing the frequency of transactions.
Statistical analyses, including regression models, demonstrate strong positive relationships (e.g., » = 0.825)
between digital marketing strategies and consumer decision-making. Consumers in urban areas are
particularly responsive to integrated multi-channel strategies that combine online and offline touchpoints.
Retailers benefit significantly from data-driven personalization, as evidenced by studies conducted in cities
like Bangalore and regions such as the United Kingdom, which report statistically significant impacts on
consumer preferences. Additionally, geo-targeted advertising provides a competitive advantage by
delivering relevant content based on consumer location. Investments in digital marketing have been shown

to increase purchase rates by up to 45%. Social media platforms and influencer marketing further contribute
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by building trust, creating urgency, and positively affecting buying decisions—impacting approximately
77% of consumers. Moreover, email marketing campaigns and online promotional strategies leverage
customer segmentation to deliver timely and relevant offers, thereby encouraging repeat purchases and

fostering long-term customer relationships.

lll.  IMPORTANT OF THE STUDY

Studying the impact of digital marketing strategies on consumer buying behaviour in the retail sector
is of critical importance in the era of rapid digital transformation. This research provides valuable insights
that enable retailers to refine their marketing tactics, enhance customer engagement, and ultimately boost
sales performance. From a strategic perspective, targeted digital approaches particularly personalization
play a crucial role in driving customer interaction, satisfaction, and long-term loyalty, thereby offering a
strong competitive advantage.

Such studies also highlight how digital tools, including social media platforms and Al-based
recommendation systems, influence consumer decision-making, especially in urban markets such as
Bangalore. These insights are particularly relevant in understanding how modern consumers interact with
brands across multiple digital touchpoints.

From a practical standpoint, retailers benefit from actionable data related to user experience, promotional
effectiveness, and customer preferences. These insights contribute to improved conversion rates, with some
studies indicating increases of up to 45%. Furthermore, the post-COVID-19 pandemic period has
significantly accelerated the shift toward online shopping, making it essential to understand evolving
consumer behaviours in digital environments.

Academically, such research contributes to the validation of theoretical models through statistical methods
such as regression analysis, which often demonstrate strong correlations (e.g., » = 0.825) between digital
marketing strategies and purchase decisions. These findings frequently lead to the rejection of null
hypotheses, reinforcing the significance of digital engagement in influencing consumer behaviour.
Additionally, the study supports the development of ethical personalization practices and effective

multi-channel integration strategies, ensuring sustainable growth and long-term success in the retail sector.

V. Literature review

The rapid growth of electronic commerce has transformed the way businesses and consumers
interact in the modern marketplace. Terms such as electronic commerce, web marketing, and online
shopping are now widely used by both business executives and consumers worldwide, reflecting the
increasing importance of digital platforms in commercial activities. Digital marketing, often referred to as
online marketing, involves promoting brands to connect with potential customers using the internet and

various digital communication channels (2015).
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Hoang T. P. and Huong (2015) examined the factors influencing the competitiveness of the retail industry in
Vietnam. Their study focused on identifying and analysing key determinants that enhance retail
performance, highlighting the growing role of digital strategies in strengthening competitive advantage.
Similarly, M. Kansal (2018) emphasized the indispensable role of the internet in modern life, arguing that it
is nearly impossible to imagine a world without it. The internet has become the central medium for global
communication, enabling billions of people to connect, share information, and engage in commercial
activities.

Furthermore, M. H. Khupe (2017) defined digital marketing as a form of online media that allows
consumers to actively participate in creating, sharing, and interacting with content, including
advertisements, banners, and videos. This interactive nature of digital platforms has significantly enhanced
consumer engagement and participation in marketing processes.

According to Dave Chaffey and Fiona Ellis-Chadwick (2019), digital marketing encompasses a wide range
of communication channels, including email, social media, web-based advertising, text messaging, and
multimedia messages. Their study demonstrated that retail businesses can substantially increase their
revenue by adopting effective digital marketing strategies such as search engine optimization and social
media marketing, which enhance website traffic and online sales.

In addition, Smith and Goncalves (2018) investigated the impact of digital marketing on multi-channel
commerce. Their findings revealed that businesses adopting an integrated approach—combining both online
and offline channels—achieve higher levels of customer satisfaction and retention. The study further
highlighted that tools such as smartphone applications and social media platforms play a crucial role in

driving customers to physical retail stores.

V. Objectives of the Study
1. To identify and analyse the key variables influencing consumer buying behaviour in the retail

sector.

2. To examine changes in the buying behaviour of young consumers and their impact on digital
marketing strategies.

3. To evaluate the influence of social media platforms, online reviews, and search engines such

as Google on consumer decision-making and trust-building.

VI. Hypothesis
Objective 1

e Ho: (Null Hypothesis): There is no significant relationship between key variables (such as income,
social influence, and digital exposure) and customer buying behaviour.
e H. (Alternative Hypothesis): There is a significant relationship between key variables (such as

income, social influence, and digital exposure) and customer buying behaviour.
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Objective 2
e Ho: (Null Hypothesis): Changes in the buying behaviour of young consumers do not have a
significant impact on digital (advanced) advertising effectiveness.
e Hi.: (Alternative Hypothesis): Changes in the buying behaviour of young consumers have a
significant impact on digital (advanced) advertising effectiveness.
Objective 3
e Ho: (Null Hypothesis): social media, online reviews, and search engine information (such as
Google) do not significantly influence consumer decision-making and trust building.
e His (Alternative Hypothesis): social media, online reviews, and search engine information (such as

Google) significantly influence consumer decision-making and trust building.

VIl. Research Methodology

The primary objective of this study is to examine consumers’ perceptions of digital marketing and its
influence on buying behaviour in the retail sector. The unit of analysis for this research is the individual
consumer, as the study focuses on understanding how personal preferences, exposure to digital platforms,
and behavioural factors shape purchase decisions. The research is conducted under the topic “Digital
Marketing Strategies and Consumer Buying Behaviour in the Retail Sector.” A sample size of 150
respondents has been selected from the overall population to ensure adequate representation and meaningful
statistical analysis. The selection of this sample size allows for reliable interpretation of results while
maintaining feasibility within the scope of the study. The study is based on both primary and secondary
sources of data. Primary data has been collected directly from respondents through a structured
questionnaire method, enabling the researcher to gather first-hand information regarding consumer attitudes,
preferences, and behaviours related to digital marketing practices. This method ensures that the data is
specific, relevant, and aligned with the objectives of the study.

In addition, secondary data has been utilized to support and strengthen the research framework. This data
has been collected from various existing sources such as academic journals, magazines, newspapers, and
other published materials. The use of secondary data provides theoretical backing, contextual understanding,

and validation of findings, thereby enhancing the overall credibility and depth of the research.
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VIIl. Data Analysis

RESPONDED TABLE

Gander Age Education Occupatio | Monthly | Consumer | Online
S group qualification | n income buying &offline
Male/ Female/ shoppin
No % % g
1. | Male 18-25 Undergraduat | Student Rs1,001 | Ecommerc | Both
e —Rs e
2,000
2. | Male 18-25 Undergraduat | Student Above Ecommerc | Both
e Rs 3,000 | e
3. | Male 18-25 Undergraduat | Student Rs Ecommerc | Both
e 500-Rs1 | e
,000
4. | Male 18-25 Undergraduat | Student Rs Ecommerc | Both
e 1,001-R | e
s 2,000
5, | Male 18-25 High school Student Rs Ecommerc | Offline
1,001-R | e
s 2,000
6. | Male 18-25 Postgraduate | Student Rs Ecommerc | offline
500-Rsl | e
,000
7. | Male 26-35 Postgraduate | Employed Below Ecommerc | Both
Rs 500 e
8. | Male 18-25 Postgraduate | Student Rs2,001 | Ecommerc | Both
—Rs e
3,000
9, Female Belowl | Undergraduat | Self Rs2,001 | Ecommerc | Online
8 e employed —Rs e
3,000
10. | Male 18-25 Undergraduat | Student Below Ecommerc | Offline
e Rs 500 e
11. | Male 18-25 Undergraduat | Student Above Ecommerc | Offline
e Rs 3,000 | e
12. | Male 18-25 Undergraduat | Student Above Ecommerc | Offline
e Rs 3,000 | e
13. | Male 18-25 Undergraduat | Student Rs Ecommerc | Offline
e 1,001-R | e
s 2,000
14. | Male 18-25 Undergraduat | Student Below Ecommerc | Online
e Rs 500 e
15. | Male 18-25 Postgraduate | Employed Above Ecommerc | Online
Rs 3,000 | e
16. | Male 18-25 High school Student Below Ecommerc | Offline
Rs e
Above
Rs 3,000
17. | Male 18-25 Undergraduat | Student Rs Ecommerc | Offline
e 500-Rsl | e
,000
18. | Male 18-25 Undergraduat | Student Above Ecommerc | Offline
e Rs 3,000 | e
Below
Rs 500
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19. | Male 18-25 Postgraduate | Un Below Ecommerc | Offline
Emplovyed Rs 500 e
20. | Male 18-25 Undergraduat | Student Below Ecommerc | Offline
€ Rs 500 e
Male Female 18-25 Under Student/un | Above Ecommerc | Online
65% 35% graduated and | employed Rs 3,000 | e and
graduated. Below offline
Rs 500
1. Gender 10

39 responses

® male
@ female
non-binary /prefer not to say

Key Insights:
1. Dominant gender representation:
e 94.9% of respondents identify as male, showing a strong male majority in the sample.
e Only a small fraction identifies as female (approx. 5.1%)
e There are no responses from non-binary individuals or those who preferred not to say.
2. Sample size:
The chart is based on 39 total responses, which gives reasonable insight into gender representation but may
not be large enough for strong generalization.
Interpretations:
1. Gender imbalance:
The data indicates a significant gender imbalance, with males overwhelmingly dominating
the respondent pool.
2. Diversity considerations:
The lack of representation from female and non-binary participants suggests and opportunity
to improve gender diversity and inclusivity.

3. Potential Bias in Response:
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Since the responses are predominantly are predominantly from one gender, the findings of
the broader survey might reflect male perspective more strongly, potentially influencing overall

interpretation or conclusion.

2. Age Group

39 responses

@ Below 18

@® 1825
26-35

@ 36-45

@ 46-55

@ 56 and above

Key insights:
1. Dominant Age Group:
The major of respondent (84.6%) falls within the 18-25 age group, indicating a predominantly young
population.
2. Minor Representation:
12.8% of respondent are below 18-year-old.
3. No representation in older age brackets:
There are no respondent aged 36 and above, showing that older age groups are not represented in
this dataset.
Interpretations:
1. Youth-Dominated respondent base:
The overwhelming presence of individuals aged 18-25 suggest the surveys likely targeted or appealed most
to student, young professionals, or early-career individuals.
2. Limited age diversity:
The absence of older participants highlights a lack of age diversity

3. Implications for analysis:
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Since most respondents are young interpretations of subsequent survey questions should consider

that responses may primarily reflect the attitudes, needs, and preferences of younger individuals.

3.Educational Qualification

39 responses

@ High School

@ Undergraduate
Postgraduate

@ Doctorate

@ Other

Y

Key insights:
1. Majority are undergraduates (69.2%):
Most respondents are pursuing or have completed an undergraduate degree.
2. Small proportion of postgraduates (12.8%):
A smaller but notable group has gone beyond under graduate studies, showing some diversity in
educational attainment.
3. Other qualification (10.3%):
A moderated percentage fail into other suggesting that some respondents may have professional
certifications, diplomas, or alternative forms of education not listed.
4. High school level (7.7%):
A few respondents are at or below the high school level, perhaps indicating younger participants or
those early in their education journey.
5. No doctorate respondents:
The chart does not show a segment for doctorate-level respondents, suggesting none participated in
their survey.
Interpretation:
e The dominant undergraduate representation implies that most participants are still in formal
education or early in their professional careers.
e The limited post graduate and other categories reflect either a specialized focus on a younger

demographic or the nature of the topic being more relevant to students.
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e The lack of doctoral participants could suggest that the survey topic may not appeal to or reach

highly academic or research —oriented individuals.

4.0Occupation

39 responses

@ Student
@ Employed

Self - employed
@® Unemployed

Key insights:

1.

Students dominate the sample (84.6%)
The vast majority of respondents are students are students, indicating that the survey primarily

reached an academic or younger audience.

Few employed participants (around 7-8%)
Only a small portion of respondents are currently employed, suggesting limited representation from
the working population.
Minor representation of self-employed (about 5%):
A small number of participants are self-employed, showing that entrepreneurship or independent
work is less common among the group.
Very few unemployed respondents:
The unemployed category has the smallest share, indicating that most participants are engaged in
education or work of some kind.
Interpretation:
e The overwhelming presence of students (84.6%) shows that the survey sample is primarily
academic in nature.
e This aligns closely with the previous chart on educational qualification, where the majority

were undergraduates-suggesting a consistent demographic profile.
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e The low representation of working professionals and self-employed individuals indicates that
findings from this survey may be more reflective of student perspectives rather than a
balanced cross-section of the general population.

e Therefore, any conclusions drawn from this data should consider that the sample is highly

student-centric, with limited diversity in occupational status.

@ EBclow Rs 500

@® Rs 500-Rs1,000
Rs 1,001-Rs 2,000

@® Rs2,001-Rs 3,000

@ Option 5

@ Above Rs 3,000

5.Monthly Income Level

39 responses

Key Insights:
1. Largest group earns below 500 (33.3%)
One third of respondents fall into the lowest income bracket, indicating limited or no stable
income-likely reflecting a student-heavy sample.
2. Second largest group earns above 3,000 (20.5%)
A Smaller but significant portion reports earning above 3,000, showings some respondents have
relatively higher income levels.
3. Moderate share earning 500-1000 (25.6%)
About a quarter of respondents earn in this low-income range, suggesting limited financial
independence.
4. Few respondents earn 1001-2000(12.8%)
This middle —income range is less common among participants.
S. Minimal respondents in 2001-3000 bracket
These categories represent the smallest segments, indicating that very few earn within this
moderate-income level or selected option S5(possibly a non-monetary or unspecified option)
Interpretation:
e The data indicates that a majority of respondents have low or no substantial income’ with
59% (500 and 500-1000) earning at the lower end of the scale.
e This aligns with earlier findings where most respondents were students, who generally have

limited or no regular income sources.
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e The presence of a small proportion earning.

e Above 3,000 suggests some participants may be part-time workers, self-employed, or
financially supported through other means.

e Opverall, the income distribution highlights a financially dependent demographic consistent

with a student-dominated population.

IX. Conclusion

This study concludes that digital marketing strategies have a significant and positive impact on
consumer buying behaviour in the retail sector. The findings clearly indicate that the increasing adoption of
digital platforms has transformed the way consumers interact with brands, search for information, and make
purchasing decisions. In particular, young consumers—who spend a considerable amount of time
online—are found to be the most responsive segment to digital marketing campaigns, making them a critical
target group for retailers.

The study further highlights that digital marketing is no longer limited to being a promotional tool; rather, it
has evolved into an interactive and relationship-driven mechanism that enables two-way communication
between businesses and consumers. Digital platforms such as social media, search engines like Google, and
online review systems play a crucial role in influencing consumer perceptions, building trust, and guiding
purchase decisions. The integration of these platforms allows businesses to deliver personalized content,
thereby enhancing customer engagement and satisfaction.

Moreover, the results of the study, supported by statistical analysis, confirm a strong positive relationship
between digital marketing variables and consumer buying behaviour. The rejection of the null hypotheses
further strengthens the argument that factors such as social influence, digital exposure, and online
information significantly affect consumer decision-making processes.

The study also emphasizes that retailers who effectively utilize data-driven strategies, multi-channel
integration, and personalized marketing approaches are more likely to achieve higher conversion rates,
improved customer retention, and sustained competitive advantage. In the post-digital era, especially after
the COVID-19 pandemic, consumers have become more reliant on online platforms, making it essential for
businesses to continuously adapt and innovate their digital marketing practices.

In conclusion, the success of modern retail businesses largely depends on their ability to leverage digital
marketing not only to attract customers but also to build long-term relationships through transparency,
engagement, and trust. Future research can further explore emerging technologies such as artificial
intelligence and predictive analytics to deepen the understanding of evolving consumer behaviour in digital

environments.
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