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Abstract 
Social media has emerged as one of the most powerful marketing channels in the digital age. 
This study-titled 'Impact of Digital Marketing Strategies on Consumer Buying Behaviour'- 
examines how five key digital marketing strategies (social media marketing, influencer 
marketing, search engine optimisation, content marketing, and email marketing) influence 
consumer buying behaviour in India. Using a mixed-methods design combining a structured 
questionnaire (N=410) administered across metro, tier-2, and tier-3 cities with 20 in-depth 
interviews, the study finds that social media marketing is the dominant influence 
(mean=4.12/5, β=0.342, p<0.001), followed by influencer marketing (β=0.287), SEO 
(β=0.198), content marketing (β=0.154), and email marketing (β=0.089). The regression 
model explains 63.8% of variance in purchase intention. Significant demographic 
moderation is found: younger consumers are more responsive to social media and influencer 
channels, while older consumers rely more on search engines and email. Personalisation and 
authenticity are identified as cross-cutting determinants of effectiveness. The study fills a 
critical gap in the literature by providing a comparative, multi-channel analysis in the Indian 
emerging-market context. 
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1. Introduction 
The twenty-first century has witnessed a fundamental shift in 
how businesses communicate with consumers. Traditional 
marketing-built on mass-media broadcast channels such as 
television, radio, and print-has been profoundly disrupted by 
digital technologies. The internet, mobile devices, social 
networking platforms, search engines, and data analytics tools 
have collectively created a new marketing ecosystem built on 
interactivity, personalisation, measurability, and real-time 
responsiveness (Chaffey & Ellis-Chadwick, 2022). 
India provides a particularly compelling context for studying 
digital marketing and consumer behaviour. With a population 
exceeding 1.4 billion people, internet penetration that grew 
from approximately 4% in 2007 to over 65% in 2024, and 
more than 900 million active internet users, India is the 
world's second-largest internet market. Digital advertising 
expenditure in India crossed INR 35,000 crore in 2023 and is 
projected to reach INR 75,000 crore by 2027 (KPMG & 

IAMAI, 2023). Instagram commands over 350 million Indian 
users; YouTube, over 450 million monthly active users; and 
the influencer marketing industry is valued at approximately 
INR 2,200 crore (Influencer.in & GroupM, 2023). Despite 
this explosive growth, significant empirical gaps remain. The 
existing literature is heavily skewed towards Western 
markets, examines digital marketing channels in isolation 
rather than comparatively, and rarely addresses the 
demographic moderation effects that are particularly 
consequential in India's diverse consumer landscape. The 
present study seeks to fill these gaps by simultaneously 
examining five major digital marketing strategies-social 
media marketing (SMM), influencer marketing (IM), search 
engine optimisation (SEO), content marketing (CM), and 
email marketing (EM)-and comparing their relative influence 
on purchase intention and actual buying behaviour across a 
demographically varied Indian sample. 
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1.1 Research Objectives 
The study pursues the following objectives: 
• To assess the relative influence of five digital marketing 

strategies on consumer purchase intention and actual 
buying behaviour in India. 

• To examine how demographic variables (age, gender, 
income, city tier) moderate the relationship between 
digital marketing strategies and consumer buying 
behaviour. 

• To identify cross-cutting determinants of digital 
marketing effectiveness across channels. 

• To synthesise findings into actionable recommendations 
for digital marketing practitioners in the Indian market. 

 
2. Review of Literature 
2.1 Theoretical Foundations 
The study draws on five theoretical frameworks. The Theory 
of Planned Behaviour (Ajzen, 1991) provides the core model, 
proposing that purchase behaviour is predicted by behavioural 
intentions shaped by attitudes, subjective norms, and 
perceived behavioural control-each of which digital marketing 
strategies can directly influence. The Technology Acceptance 
Model (Davis, 1989) explains why consumers engage with 
digital marketing platforms, identifying perceived usefulness 
and ease of use as key determinants. The Elaboration 
Likelihood Model (Petty & Cacioppo, 1986) distinguishes 
between central-route processing (relevant to SEO and 
content marketing, which engage deliberate information 
evaluation) and peripheral-route processing (relevant to SMM 
and IM, which leverage visual appeal and social proof). The 
AIDA model and its modern extensions frame the consumer 
purchase journey as a non-linear, multi-touchpoint process 
that digital marketing must address stage by stage. Finally, 
Uses and Gratifications Theory (Katz, Blumler & Gurevitch, 
1973) explains why consumers actively select digital media to 
meet specific informational, social, and entertainment needs, 
informing platform-specific content strategy. 
 
2.2 Social Media Marketing 
Social media marketing has attracted the largest volume of 
research among digital marketing strategies (Alalwan et al., 
2017). Kaplan and Haenlein (2010) provided a foundational 
taxonomy of platforms; Mangold and Faulds (2009) identified 
social media as a hybrid promotion-mix element combining 
brand-controlled and consumer-controlled communication. 
Kim and Ko (2012) linked social media marketing activities 
(entertainment, interaction, trendiness, customisation, and 
word-of-mouth) to customer equity. In the Indian context, 
Gupta and Mahajan (2019) found that Instagram and 
Facebook were most influential in product discovery, while 
Sharma and Verma (2021) demonstrated that visual and video 
content formats outperform text across brand recall and 
purchase intent measures. 
 
2.3 Influencer Marketing 
Influencer marketing has grown from a niche tactic to a 
mainstream strategic component across industries (Freberg et 
al., 2011). Djafarova and Rushworth (2017) identified 
parasocial relationships-one-sided emotional attachments that 
followers develop with influencers-as a key mechanism 
generating purchase motivation. Gräve (2019) documented 
the micro-influencer advantage: nano- and micro-influencers 
consistently achieve higher engagement rates than macro-or 
mega-influencers, attributed to greater intimacy and perceived 
authenticity.  

In India, Mehta and Prasad (2022) confirmed that perceived 
expertise, trustworthiness, and attractiveness-the three 
dimensions of Ohanian's (1990) source credibility model-are 
the strongest predictors of purchase intention from YouTube 
beauty influencers. 
 
2.4 Search Engine Optimisation 
Search engines serve as the primary gateway through which 
consumers access product information (Moran & Hunt, 2014). 
Jansen and Molina (2006) documented the 'organic bias'-
consumers significantly trust organic search results over paid 
placements. Kumar and Mittal (2020) replicated this finding 
in India, with 78% of respondents preferring organic results. 
The mechanism involves both direct conversion (high-intent 
searchers discovering and purchasing from top-ranked sites) 
and indirect brand-building (accumulated authority and 
credibility over time). SEO is most influential in the 
information search and evaluation phases of the purchase 
journey, particularly for high-involvement product categories. 
 
2.5 Content Marketing 
Content marketing-the strategic creation and distribution of 
valuable, relevant content to attract and retain a defined 
audience-differs from advertising in that it does not primarily 
seek to sell but to inform, educate, or entertain (Pulizzi, 
2012). Holliman and Rowley (2014) identified audience-
centricity, editorial discipline, and distribution strategy as the 
operational pillars of effective content marketing. The 
Content Marketing Institute (2023) found that organisations 
with documented content strategies significantly outperform 
those without on all key metrics. Content marketing is 
particularly effective for building brand trust and is the digital 
marketing channel most strongly associated with high brand 
trust scores. 
 
2.6 Email Marketing 
Despite being one of the oldest digital marketing channels, 
email consistently delivers among the highest returns on 
investment (Econsultancy, 2023). Tezinde, Smith and Murphy 
(2002) identified relevance, personalisation, and frequency as 
the three most critical determinants of email marketing 
effectiveness. Hartemo (2016) found that automated, 
behaviourally triggered email programmes generate open 
rates and conversion rates three to five times higher than 
generic broadcast campaigns. In India, Panda and Sahu (2021) 
found that personalisation and mobile-optimised design are 
critical for email engagement among smartphone-primary 
users. 
 
2.7 Research Gap 
The existing literature is characterised by four principal gaps. 
First, almost all empirical studies examine digital marketing 
channels in isolation; comparative, multi-channel analyses are 
rare. Second, the preponderance of published research is 
conducted in North American, Western European, or East 
Asian markets; India remains significantly underrepresented 
despite its scale and distinctiveness. Third, demographic 
moderation effects-particularly in the Indian context with its 
extraordinary diversity-are inadequately theorised and 
empirically examined. Fourth, qualitative evidence that 
explains the mechanisms underlying quantitative patterns is 
underutilised. The present study addresses all four gaps 
simultaneously. 
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3. Research Methodology 
3.1 Research Design 
The study adopts a descriptive and analytical, mixed-methods 
design. The quantitative component-a large-scale structured 
questionnaire survey-provides statistical rigour, precise 
construct measurement, hypothesis testing capability, and 
generalizability. The qualitative component-semi-structured 
in-depth interviews with 20 selected respondents-provides 
contextual depth and enables exploration of the subjective 
mechanisms underlying the statistical patterns. The 
integration of both data sources through methodological 
triangulation strengthens the validity and credibility of 
findings. 
The design is cross-sectional: primary data was collected at a 
single point in time (2024–25) from a representative sample 
of the study population. While this design does not allow 
direct observation of change over time, it is appropriate for 
the study's primary objectives of characterising current digital 
marketing influence patterns and testing hypotheses about 
inter-variable relationships. 
 
3.2 Sample and Sampling Strategy 
The target population comprises Indian consumers who: (a) 
have regular internet access, (b) actively use at least one 
social media platform, and (c) have made at least one online 
purchase in the preceding 12 months. A combination of 
purposive sampling (to ensure eligibility) and stratified 
random sampling (to ensure proportional representation 
across age, gender, educational qualification, monthly 
household income, and city tier) was employed. The 
minimum required sample size, calculated via the Cochran 
formula (confidence=95%, margin of error=5%, p=0.5), was 
385; a 10% buffer yielded a target of 425. 
Of 425 questionnaires distributed (via Google Forms and 
paper-based administration across 3 metro cities, 3 tier-2 
cities, and 2 tier-3 cities), 418 were returned (raw response 
rate: 98.4%). After excluding 8 incomplete or ineligible 
responses, the final usable sample comprised 410 respondents 
(validity rate: 96.5%). Twenty qualitative interviews were 
conducted; thematic saturation was reached after the sixteenth 
interview. 
 
3.3 Measurement Instrument 
The structured questionnaire consists of four sections and 45 
items. Section A (7 items) collects demographic information. 
Section B (10 items) measures digital marketing exposure and 
usage. Section C (25 items, five-point Likert scale) measures 
the perceived influence of the five digital marketing 
strategies. Section D (8 items) measures purchase intention, 
actual buying behaviour, brand trust, and brand loyalty. 
Scales were adapted from validated instruments: Kim and 
Ko's (2012) Social Media Marketing Activities scale; Dodds, 
Monroe and Grewal's (1991) Purchase Intention scale; 
Morgan and Hunt's (1994) Brand Trust scale; and Davis's 
(1989) Technology Acceptance scales. The questionnaire 
underwent expert panel review by 5 subject-matter experts 
and a pilot test with 30 respondents before finalisation. 
 
3.4 tatistical Analysis 
All quantitative analyses were conducted using IBM SPSS 

Statistics Version 26. Descriptive statistics characterised the 
sample and response distributions. Cronbach's Alpha assessed 
scale reliability. Pearson correlations examined bivariate 
relationships. Multiple regression (OLS) tested the 
hypotheses, with standardised beta coefficients enabling 
direct comparison of channel importance. One-way ANOVA 
with post-hoc Tukey HSD tests examined demographic 
moderation. Exploratory Factor Analysis (principal 
components, Varimax rotation) assessed the discriminant 
validity of constructs. Qualitative interview data were 
analysed using Braun and Clarke's (2006) six-phase thematic 
analysis with NVivo software. 
 
4. Results 
4.1 Sample Profile 
The final sample (N=410) skewed slightly male (53.2%) and 
was concentrated in the 25–34 age cohort (35.4%), followed 
by 18–24 (27.3%), 35–44 (23.9%), 45–54 (10.2%), and 55+ 
(3.2%). Graduate and post-graduate respondents comprised 
82.9% of the sample. Middle-income households (INR 
25,001–1,00,000 per month) represented 63.2% of 
respondents. Metro city respondents accounted for 45.1%; 
tier-2, 36.1%; and tier-3, 18.8%. Salaried employees (45.4%) 
and self-employed/business owners (22.9%) were the 
dominant occupational categories. Smartphone was the 
primary device for online shopping for 78.3% of respondents, 
underscoring the mobile-first nature of Indian digital 
commerce. 
 
4.2 Scale Reliability 
All nine constructs exceeded the widely accepted threshold of 
Cronbach's α ≥ 0.70. The Social Media Marketing Influence 
(α=0.872) and Influencer Marketing Influence (α=0.886) 
scales achieved excellent reliability, as did the overall Digital 
Marketing Influence composite (α=0.912). Email Marketing 
Influence (α=0.791) showed the lowest reliability, consistent 
with the greater heterogeneity of this construct across 
respondents with varying degrees of personalisation in their 
email experiences. Exploratory Factor Analysis confirmed a 
clean five-factor structure (KMO=0.887; Bartlett's χ²=4,782.3, 
p<0.001) accounting for 67.4% of total variance, with all 
items loading on their expected factor (loadings ≥ 0.62) and 
no cross-loadings exceeding 0.35. 
 
4.3 Digital Marketing Channel Awareness and 

Conversion 
Table 1 presents awareness, engagement, and purchase 
conversion rates for eight major digital marketing channels. 
Social media advertising leads across all dimensions, 
achieving 98.3% awareness and a 67.8% purchase conversion 
rate. Organic search (SEO) ranks second in conversion 
(61.2%), despite lower absolute awareness than YouTube pre-
roll advertising-reflecting the high purchase intent of 
consumers who use search engines. Influencer 
recommendations achieve a conversion rate of 58.5%, 
remarkable for a relatively newer channel and indicative of 
the extraordinary persuasive power of perceived authenticity. 
Email marketing shows lower conversion (38.7%), attributed 
primarily to the widespread use of generic rather than 
personalised campaigns. 
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Table 1: Digital Marketing Channel Awareness and Purchase Conversion (N=410) 
 

Digital Marketing Channel Aware (%) Exposed (%) Engaged (%) Purchased Due To (%) 
Social Media Advertising 98.3 96.1 82.4 67.8 

Organic Search Results (SEO) 91.7 89.3 78.5 61.2 
Influencer Recommendations 87.6 84.1 73.9 58.5 
YouTube Pre-roll Advertising 94.2 92.8 61.3 44.7 

Content Marketing (Blogs/Articles) 76.8 71.2 62.4 41.3 
Email Marketing Campaigns 83.4 79.8 54.6 38.7 

WhatsApp Business Messages 88.5 85.4 57.3 35.2 
Paid Search Advertising (PPC) 72.3 69.7 48.2 34.6 

 
4.4 Descriptive Statistics for Digital Marketing Influence 

Constructs 
Table 2 presents mean scores and standard deviations for all 
five digital marketing influence constructs. Social media 
marketing (M=4.12, SD=0.689) ranks first; influencer 
marketing (M=3.98, SD=0.724) ranks second; SEO (M=3.87, 

SD=0.741) ranks third; content marketing (M=3.64, 
SD=0.812) ranks fourth; and email marketing (M=3.31, 
SD=0.934) ranks fifth. Email marketing's notably high 
standard deviation reflects the wide variation in respondents' 
experiences-primarily a function of the degree of 
personalisation they encounter. 

 
Table 2: Descriptive Statistics for Digital Marketing Influence Constructs (N=410; Scale: 1–5) 

 

Construct Mean Std. Dev. Min Max Rank 
Social Media Marketing Influence 4.12 0.689 1.60 5.00 1st 

Influencer Marketing Influence 3.98 0.724 1.40 5.00 2nd 
Search Engine Optimisation Influence 3.87 0.741 1.50 5.00 3rd 

Content Marketing Influence 3.64 0.812 1.25 5.00 4th 
Email Marketing Influence 3.31 0.934 1.00 5.00 5th 

Purchase Intention 3.94 0.714 1.25 5.00 — 
Actual Buying Behaviour 3.81 0.742 1.25 5.00 — 

Brand Trust 3.89 0.698 1.33 5.00 — 
Brand Loyalty 3.72 0.781 1.25 5.00 — 

 
4.5 Multiple Regression Analysis 
Table 3 presents the OLS regression results predicting 
purchase intention from the five digital marketing strategy 
constructs and demographic control variables. The model is 
highly significant (F(8, 401)=88.74, p < 0.001) and explains 
63.8% of the variance in purchase intention (Adj. R²=0.631). 
All five digital marketing constructs are significant positive 
predictors, confirming all five hypotheses. Social media 
marketing (β=0.342, p < 0.001) is the strongest predictor, 
making the largest unique contribution to explained variance 
(partial R²=0.114). Influencer marketing (β=0.287), SEO 
(β=0.198), and content marketing (β=0.154) follow, with 
email marketing making the smallest but still significant 

contribution (β=0.089, p < 0.05). All VIF values fall below 
2.5, ruling out problematic multicollinearity. 
When actual buying behaviour is regressed on the same 
predictors plus purchase intention as a mediating variable, the 
model explains 68.2% of variance (Adj. R²=0.675; F=107.4, p 
< 0.001). Purchase intention emerges as the single strongest 
predictor (β=0.428, p < 0.001), confirming its mediating role. 
Email marketing loses statistical significance as a direct 
predictor of actual buying behaviour (β=0.076, p=0.092), 
indicating that its commercial impact operates primarily 
through purchase intention rather than direct purchase 
stimulation. 

 
Table 3: Multiple Regression Analysis-Predictors of Purchase Intention (N=410). R²=0.638; Adj. R²=0.631; F(8, 401)=88.74; p < 0.001. 

*p<0.05, **p<0.01, ***p<0.001. 
 

Predictor Variable Std. Beta (β) t-value p-value VIF Partial R² 
Social Media Marketing 0.342 7.214 0.000*** 2.18 0.114 

Influencer Marketing 0.287 5.983 0.000*** 2.31 0.082 
Search Engine Optimisation 0.198 4.127 0.000*** 1.87 0.040 

Content Marketing 0.154 3.241 0.001** 1.94 0.025 
Email Marketing 0.089 1.982 0.048* 1.63 0.010 

Age (Control Variable) −0.112 −2.834 0.005** 1.42 0.020 
Gender (Control Variable) 0.067 1.724 0.085 1.18 0.007 
Monthly Income (Control) 0.094 2.187 0.029* 1.56 0.012 

 
4.6 Demographic Moderation Effects 
4.6.1 Age Moderation 
One-way ANOVA reveals highly significant age differences 
in SMM influence (F=18.42, p < 0.001) and IM influence 
(F=22.17, p < 0.001), with influence decreasing 
monotonically with age. For consumers aged 18–24, SMM 
mean=4.42 versus SEO mean=3.71; for those aged 55+, this 
pattern reverses (SMM=3.31 vs. SEO=3.89), indicating that 
older consumers rely more on search engines than social 
media for product information. Email marketing also shows a 

significant positive relationship with age (F=3.12, p < 0.05). 
Content marketing is the only construct for which no 
significant age moderation is found (F=1.21, p=0.305), 
suggesting that quality informational content resonates across 
the generational spectrum. 
 
4.6.2 Gender Moderation 
Independent samples t-tests reveal significant gender 
differences for SMM (t=3.847, p < 0.001; female M=4.31 vs. 
male M=3.98) and IM (t=5.213, p < 0.001; female M=4.24 vs. 
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male M=3.76), consistent with the established literature on 
gender differences in social proof and visual content 
responsiveness. No significant gender differences are found 
for SEO, content marketing, or email marketing, suggesting 
these information-centric channels exert broadly similar 
influence regardless of gender. 
 
4.6.3 Income Moderation 
Income moderation is significant for content marketing 
(F=4.92, p < 0.01), influencer marketing (F=2.84, p < 0.05), 
SEO (F=3.27, p < 0.05), and email marketing (F=3.67, p < 
0.05), with higher-income consumers reporting greater 
influence across all these channels. Notably, social media 
marketing shows no significant income moderation (F=0.47, 
p=0.703), indicating that SMM's influence extends uniformly 
across all income segments-an important finding for brands 
seeking to reach value-conscious and mid-market consumer 
segments. 
 
4.6.4 City Tier 
Significant city-tier differences are found for influencer 
marketing (F=4.21, p < 0.05), content marketing (F=3.87, p < 
0.05), and email marketing (F=3.14, p < 0.05), with metro-
city respondents reporting somewhat higher influence levels. 
However, the near-significant social media marketing result 
(F=2.84, p=0.061) suggests that SMM's reach is progressively 
extending into tier-2 and tier-3 markets as smartphone and 
internet penetration grow. 
 
4.7 Correlation Analysis 
The Pearson correlation matrix confirms significant positive 
relationships between all five digital marketing constructs and 
both purchase intention and actual buying behaviour (all ps < 
0.01). SMM shows the strongest correlations with purchase 
intention (r=0.714) and actual buying behaviour (r=0.689). 
The strong purchase intention–actual buying behaviour 
correlation (r=0.812) confirms the mediating role of intention, 
while the imperfect correlation (R² ≈ 0.66) acknowledges the 
well-documented intention–behaviour gap. Brand trust 
correlates strongly with all digital marketing constructs and 
outcome variables, confirming its role as a critical mediating 
mechanism. Inter-construct VIF values (range 1.63–2.47) 
confirm the absence of problematic multicollinearity. 
 
5. Discussion 
5.1 The Primacy of Social Media Marketing 
Social media marketing's dominant position across all 
analytical approaches reflects the central role of social media 
in Indian consumers' daily lives and purchase journeys. The 
qualitative interviews illuminate the mechanism: respondents 
consistently describe their social media feeds as personalised 
shopping catalogues that combine entertainment with 
serendipitous product discovery. The concept of distributed 
social validation-when multiple followed accounts discuss or 
endorse a product, creating a powerful subjective norm-
explains SMM's effectiveness in terms of both the Theory of 
Planned Behaviour and the ELM's peripheral route 
processing. The significantly stronger influence among 
female consumers (M=4.31 vs. 3.98 for males) and younger 
consumers (M=4.42 for 18–24 vs. 3.31 for 55+) reflects the 
intersection of gender and generational differences in social 
media engagement, particularly on Instagram, a platform 
characterised by highly visual, aspirational, and aesthetically 
curated content. 
 

5.2 The Authenticity Mechanism in Influencer Marketing 
The finding that micro-influencers generate higher purchase 
intention (M=4.11) than mega-influencers (M=3.42) is 
perhaps the most practically significant result of the study. 
Qualitative data explains the counter-intuitive pattern: 
respondents describe trusted influencers as 'knowledgeable 
friends who happen to have expertise in areas I care about.' 
The defining characteristic is perceived authenticity-evidence 
of genuine product use, consistency with the influencer's 
established persona, and positive engagement from other 
followers. This careful, source-credibility-oriented evaluation 
is consistent with Ohanian's (1990) expertise-trustworthiness-
attractiveness model and Djafarova and Rushworth's (2017) 
parasocial relationship mechanism. It implies that brands 
should systematically shift influencer budgets from mega-
influencer partnerships toward diversified micro-influencer 
portfolios, prioritising engagement rate and topical alignment 
over follower count. 
 
5.3 SEO as the High-Intent Conversion Channel 
SEO's third-place ranking in overall influence (M=3.87, 
β=0.198) understates its strategic importance. Unlike SMM 
and IM, which reach consumers at all stages of awareness, 
organic search is most powerful precisely when consumers 
are most actively engaged in information search-already past 
the need-recognition stage and converting at a rate (61.2%) 
rivalling social media advertising's 67.8%. The organic trust 
effect (78% of respondents preferring organic results) is 
consistent with Jansen and Molina (2006) and confirms that 
long-term investment in organic search authority generates 
superior credibility outcomes compared to paid placements. 
The positive age–SEO relationship (older consumers more 
reliant on search) and the dominance of SEO for high-
involvement categories (electronics, financial services, 
healthcare) provide clear targeting guidance. 
 
5.4 Content Marketing as a Trust Architecture 
Content marketing's unique characteristic-no significant age 
moderation (F=1.21, p=0.305)-sets it apart from every other 
digital marketing strategy examined. Well-crafted 
informational content resonates universally because it 
operates through the accumulation of brand trust rather than 
social proof or aspirational motivation. Respondents describe 
the impact as a gradual, durable shift in brand perception: 
brands that consistently produce useful, accurate, honest 
content are perceived as genuinely expert and trustworthy. 
This is consistent with the highest brand trust scores being 
associated with content marketing exposure (M=4.12)-higher 
even than SEO (M=4.08) or influencer marketing (M=3.89). 
The income–content marketing gradient (F=4.92, p < 0.01) 
likely reflects the positive correlation between income, 
educational attainment, and the cognitive engagement 
required to benefit from long-form content. 
 
5.5 Email Marketing as a Retention Engine 
Email marketing's fifth-place ranking and its loss of 
significance as a direct predictor of actual buying behaviour 
should not be interpreted as ineffectiveness, but as evidence 
of a distinctive retention-oriented mechanism. The 645% 
improvement in purchase conversion between generic (1.1%) 
and highly personalised (8.2%) email campaigns is the most 
dramatic quantitative finding in the study and makes a 
compelling case for investment in personalisation 
infrastructure. Email marketing's primary commercial value 
lies in sustaining and deepening relationships with existing 
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customers-making it more akin to a loyalty programme than a 
customer acquisition channel-and measurement frameworks 
must reflect this longer time horizon. 
 
5.6 Personalisation and Authenticity as Universal Drivers 
Across all five channels and all demographic segments, 
personalisation and authenticity emerge as the two most 
fundamental determinants of digital marketing effectiveness. 
This finding has profound implications for how digital 
marketing organisations should allocate resources. The 
paradigm shift from 'reach and frequency' to 'relevance and 
trust'-theorised by Kotler, Kartajaya and Setiawan (2021) in 
their Marketing 5.0 framework-is empirically validated in the 
Indian context. Organisations that invest in the data 
infrastructure to enable personalisation at scale and in the 
creative capabilities to produce genuinely authentic content 
will consistently outperform those that persist with broadcast-
oriented approaches. 
 
6. Conclusions and Recommendations 
6.1 Conclusions 
This study provides comprehensive empirical evidence that 
digital marketing strategies collectively account for a large 
and commercially significant portion of individual differences 
in consumer purchase outcomes in India, explaining 63.8%–
68.2% of variance in purchase intention and actual buying 
behaviour. Six principal conclusions emerge: 
• Social media marketing is unambiguously the most 

influential digital marketing channel in the Indian market, 
with the strongest influence on younger consumers (18–
34) and female consumers. 

• The channel hierarchy — SMM > IM > SEO > CM > EM 
— is robust across analytical approaches but moderated 
significantly by age, gender, and income, demanding 
demographically differentiated channel strategies. 

• Personalisation and authenticity are the universal, cross-
channel determinants of digital marketing effectiveness 
in the Indian market. 

• Purchase intention mediates the relationship between 
digital marketing exposure and actual buying behaviour, 
confirming that digital marketing primarily operates by 
building purchase motivation over time rather than 
triggering immediate impulse purchases. 

• Content marketing is the only digital marketing strategy 
with no significant age moderation, making it uniquely 
suited to building brand equity across the full 
demographic spectrum. 

• The Indian digital marketing landscape is characterised 
by rapid penetration into tier-2 and tier-3 markets, driven 
by smartphone proliferation and low-cost connectivity, 
creating new strategic opportunities for brands willing to 
invest in regional content and local influencer 
ecosystems. 

 
6.2 Practical Recommendations 
Based on the empirical findings, seven actionable 
recommendations are offered to digital marketing 
practitioners: 
• Build a platform-specific, demographically calibrated 

social media strategy: prioritise Instagram Reels and 
YouTube for 18–34-year-olds, Facebook for 30–50-year-
olds, and WhatsApp Business for personalised post-
purchase engagement. 

• Transition influencer marketing budgets from mega- to 
micro-influencers, prioritising audience engagement rate, 

topical alignment, and demonstrated product expertise 
over follower count. 

• Invest in long-term organic search authority as a strategic 
priority, encompassing technical SEO, content SEO, and 
authority building; resist treating SEO as a tactical quick-
win activity. 

• Implement hyper-personalised email marketing powered 
by customer data platforms and marketing automation, 
prioritising abandoned cart recovery, post-purchase 
follow-up, and lifecycle communications. 

• Develop a robust, long-term content marketing 
programme governed by a documented content strategy, 
editorial standards, and a full-funnel measurement 
framework. 

• Adopt demographically differentiated digital marketing 
strategies that allocate channels and creative approaches 
to specific consumer segments based on empirical 
evidence of their digital marketing responsiveness. 

• Adopt a full-funnel digital marketing measurement 
framework that captures awareness, consideration, and 
intent outcomes alongside conversion metrics, enabling 
accurate assessment of long-term brand equity effects. 

 
6.3 Limitations and Future Research Directions 
This study has several limitations. The cross-sectional design 
precludes causal inference and does not capture how digital 
marketing influence patterns evolve over time. The sample, 
while large and stratified, over-represents educated, urban, 
and English-literate consumers relative to India's full 
diversity. The study focuses on the perceived influence of 
digital marketing strategies; objective behavioural data (e.g., 
from tracking studies) could complement these perceptual 
measures. Future research should employ longitudinal panel 
designs to track change over time; focus on specific industries 
with distinct purchase dynamics; examine the influence of 
emerging channels (augmented reality, voice search, 
conversational AI, connected television); investigate digital 
marketing in rural and tier-3 markets with distinct consumer 
profiles; and examine the ethical and privacy implications of 
increasingly data-intensive personalisation practices in light 
of India's Digital Personal Data Protection Act (2023). 
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