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Abstract 

In the rapidly evolving landscape of the digital world, consumer behaviour has become increasingly 

dynamic and complex. This presents a significant challenge for businesses trying to understand and cater 

to the preferences and needs of their potential customers, particularly concerning their products. 

Recognizing the multi-faceted nature of consumer interactions in digital spaces, this study explores the 

benefits and leverages of a multichannel approach in understanding consumer dissatisfaction. Embarked 

on a comprehensive study employing primary data collection methods. A structured questionnaire was 

designed to capture the nuances of consumer behaviour and the factors contributing to their satisfaction or 

dissatisfaction with products. This data was meticulously gathered from diverse respondents, ensuring a 

robust and representative sample. Data collected underwent a rigorous analysis using the Statistical 

Package for the Social Sciences (SPSS) system. This advanced analytical approach enabled a thorough 

examination of the data, focusing on identifying patterns and correlations within consumer responses. 

One of the critical analytical tools used in this process was the Chi-square test, renowned for its 

effectiveness in examining categorical data and the relationships between variables.The results of this 

study offer insightful revelations into consumer behaviour in the digital domain, especially in the context 

of potential customers' reactions to products. These findings significantly affect businesses aiming to 

enhance customer satisfaction and loyalty. By understanding the multiple benefits and leverages that a 

multichannel approach offers, businesses can more effectively tailor their strategies to meet the evolving 

demands of the digital consumer. 

Keywords: Consumer behaviour, Potential customer, Multiple leverages, Multiple benefits, Digital 

marketing, SPSS system, Chi-square analysis, Customer satisfaction. 

 

Introduction 
The sphere of digital retail marketing represents a sophisticated and integrated system where the 

marketing mix plays a pivotal role. At the heart of this dynamic field lies the pursuit of customer 

satisfaction, viewed from diverse angles and contexts. This goal is the cornerstone of every business 

strategy, particularly in the digital landscape where customer preferences and behaviours constantly 

evolve.Digital integration in retail marketing hinges on many factors, including targeted advertisements, 

personalized selling approaches, strategic sales promotions, and effective public relations. These elements 

collectively shape the consumer experience and influence their purchasing decisions. The impact of 

digital integration on the Indian retail sector is particularly noteworthy, as it opens up many new 

opportunities while presenting unique challenges. 

In the burgeoning Indian economy, digital marketing is not just a trend but a substantial shift, driving 

businesses to explore multiple avenues simultaneously rather than focusing on a singular approach. This 

shift has been catalyzed by the rapid penetration of internet connectivity and digital services nationwide. 

However, this growth is not without its hurdles. For instance, Videsh Sanchar Nigam Limited (VSNL) 

enjoys a considerable monopoly over other internet service providers, raising concerns about market 

competition and consumer choice.Furthermore, navigating the digital retail landscape in India involves 

adhering to a complex legal framework encompassing various taxation policies and regulatory systems. 

These legalities pose significant business challenges, especially in adapting to constantly evolving rules 

and standards. 

Another critical aspect of digital retail marketing in India is the reliance on electronic payment systems. 

While e-payments offer convenience and efficiency, they also bring forth apprehensions among a section 
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of customers, primarily due to concerns about security and privacy. Additionally, the logistics 

infrastructure in India, often described as underdeveloped, adds another layer of complexity to the digital 

retail experience. Issues such as delayed deliveries and inadequate tracking systems can significantly 

hinder the effectiveness of digital marketing strategies.Despite these challenges, the reluctance of some 

segments of the population to embrace digital retail marketing cannot be overlooked. This resistance 

stems from various limitations, including digital literacy, accessibility, and trust issues related to online 

transactions. 

Digital integration in Indian retail marketing is a multi-faceted phenomenon marked by exciting 

opportunities and formidable challenges. Understanding these dynamics is crucial for businesses aiming 

to thrive in India's digital marketplace. 

Statement of the Problem: 
The study aims to explore several critical aspects of digital marketing in the contemporary business 

environment: 

1. Existence of Integrated Digital Marketing Strategies: Investigating whether companies have 

adopted cohesive and integrated strategies for digital marketing and how these strategies align 

with their overall business objectives. 

2. Consumer Awareness Sources: Identifying the primary channels through which consumers 

become aware of digital marketing initiatives. This includes understanding the effectiveness of 

various digital platforms in reaching the target audience. 

3. Prevalence of Digital Marketing Methods: Assessing which digital marketing methods are most 

popular and influential in engaging customers, including social media marketing, email 

campaigns, content marketing, and search engine optimization. 

4. Challenges and Weaknesses in Digital Marketing: Exploring the potential loopholes or 

weaknesses inherent in digital marketing strategies, such as issues with data privacy, the digital 

divide, and the overload of digital content. 

Objectives of the Study: 
This research is focused on understanding the nuances and impact of digital marketing in the retail sector, 

with specific objectives: 

1. Analysis of Digital Marketing in Retail: To examine the role and potential of digital marketing 

in the context of retail stores and chain managers, particularly its impact on consumer behaviour 

and purchasing decisions. 

2. Study of Company Strategies in Digital Marketing: To investigate how companies strategize 

and integrate digital marketing efforts across different brand portfolios, assessing the coherence 

and effectiveness of these strategies. 

3. Identification of Digital Marketing Challenges: To identify and analyze various challenges and 

loopholes in the digital marketing ecosystem, including technical, ethical, and strategic aspects. 

4. Understanding Consumer Needs in a Digital Context: To gain insights into the expectations 

and requirements of potential customers in the digital age, focusing on how digital marketing can 

be tailored to meet these evolving needs. 

The retail sector highlights both the opportunities and challenges businesses face in this digital era. 

Scope of the Study: 
The study aims to comprehensively understand customer behaviour within the digital retail market, with a 

focus on the following areas: 

1. Exploration of Customer Behavior Dynamics: Delving into the intricate aspects of customer 

behaviour in the digital retail landscape, including purchasing patterns, preferences, and 

responses to digital marketing strategies. 

2. Examination of Organized Digital Retail Businesses: Investigating the strategies and 

operations of organized digital retail businesses, assessing how they adapt to and shape consumer 

behaviour in the digital realm. 
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3. Market Suitability Assessment: Determining the most suitable market segments that could 

benefit the general populace in the digital world. This involves a detailed study of potential 

customers' demographic and psychographic characteristics. 

4. Comprehensive Field Research: Conducting extensive field research to survey the area, 

environment, and customers' attitudes. This includes understanding the challenges of delivering 

better services in a technically advanced and electronically dominated world. 

The scope extends to a broader understanding of the digital retail market, recognizing the complexities 

and rapid evolution of technology and consumer expectations. 

Hypothesis: 
The study posits two contrasting hypotheses to assess customer attitudes toward the digital retail market: 

 H0 (Null Hypothesis): Potential customers negatively approach the digital retail market. This 

hypothesis assumes that digital literacy, privacy concerns, and preference for traditional shopping 

methods might contribute to a less favourable view of digital retail. 

 H1 (Alternative Hypothesis): Potential customers have a more positive approach towards the 

digital retail market. This hypothesis assumes that the convenience, variety, and personalized 

experiences offered by digital retail platforms appeal to modern consumers. 

These hypotheses will be tested through empirical research to provide a nuanced understanding of 

customer attitudes towards digital retail marketing and its various facets. 

Limitation of the Study: 
This research encounters several limitations that may impact its scope and findings: 

1. Time Constraints: The most significant limitation is the time constraint, as the study is 

conducted within a limited timeframe. This restricts the depth and breadth of the research, 

particularly in terms of long-term trend analysis and comprehensive data collection. 

2. Geographical Limitations: The study may be limited to specific geographical areas, which 

might not accurately represent the broader digital retail market dynamics. This could limit the 

generalizability of the findings to other regions or contexts. 

3. Sample Size and Diversity: Constraints related to the size and diversity of the sample population 

could potentially impact the study’s representativeness. A limited or non-diverse sample might 

not fully capture the varied consumer behaviours and attitudes in the digital retail market. 

4. Rapidly Changing Digital Landscape: The digital retail environment constantly evolves, with 

new technologies and consumer trends emerging regularly. This rapid pace of change could mean 

that findings may quickly become outdated, limiting the study's long-term applicability. 

5. Access to Proprietary Information: There may be limitations in accessing detailed proprietary 

data from digital retail businesses, which could impact the study's comprehensiveness in 

understanding internal business strategies and customer data. 

6. Technological Limitations: The study may also face limitations in leveraging advanced 

technological tools for data analysis, which could restrict the depth of insights gleaned from the 

data. 

II - Literature Review 
A multitude of studies and theories shape the digital marketing landscape. Furer, O., &Sudarshan, D. 

(2001) highlight the Internet as an affordable and effective tool for market research. Khan, F., & Siddique, 

K. (2104) explore the perceptions and effectiveness of digital marketing among professionals in Pakistan. 

Nick, M. (2015) emphasizes the significant impact of social media on consumers, while Saha, A. (2015) 

discusses the influence of online shopping on retail trade. Singh, S. N., PK, & Dubey, A. K. (2017) point 

to the necessity of digital marketing strategies in the current era. 

Paquette, H. (2013) identifies social media as a critical marketing tool, and Qinghe, Y., Weyuan, C., 

&Kaiming, L. J. (2014) investigate how online shopping changes the retail business model. Stephon, A. T. 

(2015) delves into the role of digital and social media marketing in shaping consumer behavior. 

Bernitz, U., Ezruchi, A., &Kramler, T. (2016) discuss trends in retail competition and the significance of 

private labels. Preplentary, D. (2013) examines the impact of digital technology on retail business models. 
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CasadesusMasanell, R., &Ricart, J. E. (2009) differentiate between strategy and business models in the 

context of digital marketing. Jay, H. (2016) focuses on luxury retailing in the digital world. Smith, M. D., 

& Bailey, J. (1993) provide a foundational understanding of digital markets. 

Labrecque, L. I., et al. (2017) analyze the evolution of consumer power in the digital age. Zhang, J., et al. 

(2010) highlight the complexities of crafting integrated multichannel retailing strategies. Hileman, G., 

&Prauchs, M. (2017) study the global cryptocurrency market. 

Kotler, P., & Armstrong, G. (2014), Jha, M. (2015), Bedi, R. B., &Bedi, N. V. (2012), Bajaj, C., Tuli, R., 

& Srivastava, N. V. (2010), Sinha, P. K., &Uniyal, D. P. (2007), Gupta, S. L., Mittal, R., &Nayyar, R. 

(2011) contribute further to understanding the principles and management of retail marketing. 

III - Research Methodology: 
The methodology adopted in this study is a comprehensive approach to understanding the nuances of 

digital marketing and consumer behavior. 

1.   Sampling Method: The study utilized a random sampling method to ensure a diverse and 

representative sample of respondents. This approach enhances the reliability of the findings by 

minimizing selection bias. 

2.   Data Collection 
o    Primary Data: Primary data was collected using two main methods: 

 Questionnaire: A structured questionnaire was developed, comprising closed and open-ended 

questions designed to elicit detailed insights into consumer attitudes and behaviours towards digital 

marketing. 

 Observations: Observational research was conducted in various Chennai and Navi Mumbai 

locations. This method provided real-time insights into consumer interactions and responses to digital 

marketing stimuli in natural settings. 

o Secondary Data: Extensive secondary data was gathered from various sources, including academic 

research journals, books, and electronic media. This data provided a theoretical framework and 

background for the study, allowing for a comprehensive analysis of existing literature and trends. 

3. Research Design: The research design was carefully crafted to identify and address critical issues in 

digital marketing. The design aimed to uncover patterns in consumer behavior and the effectiveness 

of different digital marketing strategies. 

4. Statistical Analysis: Data collected through questionnaires and observations were analyzed using the 

Statistical Package for the Social Sciences (SPSS). This robust statistical analysis helped identify 

trends, correlations, and insights into consumer behavior in digital marketing. 

5. Geographical Scope: The study focused on Chennai and Navi Mumbai, providing a regional 

perspective on digital marketing trends and consumer behaviours. 

6. Feedback Mechanism: Structured questions in the questionnaire were explicitly designed to garner 

detailed feedback from respondents, enhancing the depth and quality of the collected data. 

By combining various data collection methods and analytical techniques, this research methodology 

offers a holistic view of the digital marketing landscape and consumer behaviour, contributing valuable 

insights to the field of marketing research. 

Table 1: Sample Design 

Age 18-22 

Years 

23-30 

Years 

31-40 

Years 

41-50 

Years 

50and 

Above 

Total 

 19 18 16 4 3 60 

Marital 

Status 

Unmarried Married with 

child 

Married 

without 

child 

Divorced Others  

 34 20 4 2 2 60 
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Sex Male Female Others    

 36 24 -   60 

Qualification Below 10th 10th 12th Graduate Master 

and 

above 

 

 2 - 3 25 32 60 

Income Below 

Rs.20,000 

Rs.20,000 

to Rs.30,000 

Rs.40,000 

to Rs.50,000 

Rs.50,000 

to 

Rs.60,000 

Rs.60,000  

 26 15 8 5  60 

 

 
Fig.1. A Comprehensive Overview  ofDemographic and Socioeconomic Profile of Respondents 

 

Data Analysis Tools: 
The analysis of raw data was conducted using sophisticated statistical methods, primarily through the 

SPSS (Statistical Package for the Social Sciences) system. This included applying the Chi-square test, a 

robust tool for examining relationships between categorical variables. This statistical approach allows for 

an in-depth understanding of patterns and trends within the data, facilitating a comprehensive analysis of 

consumer behaviours and preferences in digital marketing. 

Validity of Data: 
The research design employed in this study was random, ensuring a representative and unbiased selection 

of respondents. The primary data collection method involved a structured questionnaire meticulously 

designed to capture insights into consumer interactions with digital marketing platforms. This approach 

enhances the validity of the findings, providing a reliable foundation for the conclusions drawn from the 

study. 

IV - Result and Discussion: 
The data analysis involved responses from 60 individuals based in Chennai, chosen randomly to ensure 

diversity and representativeness. The questionnaire was carefully structured to elicit detailed information 

about consumer experiences and perceptions regarding digital marketing.One significant observation was 

the complexity of transactions in the digital marketing sphere, especially concerning leverage 
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transactions. Consumers often encounter situations where payment precedes product delivery, which 

raises concerns about trust and satisfaction. The disjunction between website designers, account holders, 

and product sellers can sometimes lead to discrepancies in customer expectations and actual service 

delivery. 

Further, the study delves into the challenges faced by potential customers in navigating these digital 

platforms, highlighting issues like varying quality standards, delayed deliveries, and the reliability of 

online information. Such insights are crucial in understanding the hurdles that digital marketing must 

overcome to enhance customer satisfaction and build trust.The discussion section of this study not only 

addresses the statistical outcomes and contextualizes them within the broader framework of digital 

marketing strategies and consumer behavior trends. This provides a nuanced understanding of the digital 

retail landscape, offering valuable implications for businesses and marketers aiming to optimize their 

digital presence and customer engagement strategies. 

 
Fig 2: Age 

1. Age Distribution 
 The observed frequencies for the age groups indicate a higher concentration of respondents in the 

younger age brackets (18-22, 23-30, 31-40) compared to the older age groups (41-50, 51 and 

above). 

 The observed numbers significantly exceed the expected frequencies in the younger age groups, 

while the opposite is true for the older age groups. 

 This skew towards younger participants might reflect the demographic more actively engaged in 

digital marketing platforms or more accessible for surveying. 
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Fig 3: Qualification 

2. Qualifications 
 The distribution shows more respondents with higher education qualifications (Graduate and 

Master and above) than those with lower education levels. 

 The data suggests that the survey sample is heavily skewed towards individuals with higher 

educational backgrounds, possibly indicating that these groups are more involved or interested in 

digital marketing platforms. 

 

 
Fig 4: Feedback On Digital Marketing 

3. Feedback on Digital Marketing 

 Most respondents (25 out of 60) are unsatisfied with digital marketing, indicating potential gaps 

in current digital marketing strategies. 

 However, a significant number (18 out of 60) find it satisfactory. This dichotomy suggests varied 

experiences and perceptions among consumers regarding digital marketing. 

 Very few respondents find digital marketing "Very satisfactory" or "Delightfully Satisfactory," 

highlighting an area for improvement for digital marketers. 
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Fig. 5: Buying Experience 

4. Buying Experience 

 The largest group of respondents (27 out of 60) rate their buying experience as "Satisfactory," 

indicating a general level of contentment with the purchasing process in digital marketing 

platforms. 

 However, there is also a noticeable segment (11 out of 60) that is not satisfied, suggesting areas 

for improvement in the customer experience. 

 The distribution across the categories suggests that while many consumers find the digital buying 

experience adequate, there is room for enhancing consumer satisfaction. 

 

 
Fig. 6: Test Statistics 

The data analysis reveals a notable skewness in the sample towards younger and more educated 

demographics, which may limit the generalizability of the findings across a broader population. This 

demographic concentration is particularly significant as it could influence the perception and interaction 

with digital marketing and online purchasing. The results also highlight mixed responses from consumers 

regarding their experiences with digital marketing, indicating a balance between moderate satisfaction 

and notable dissatisfaction. This dichotomy in consumer sentiment is crucial for refining digital marketing 

strategies, underscoring the importance of addressing dissatisfaction areas while strengthening the well-

received elements. The observed demographic bias in the sample suggests a potential area for 

improvement in future research. To gain a more comprehensive understanding of consumer behaviour in 

digital marketing, future studies should strive to encompass a more diverse range of participants, ensuring 

a broader representation of consumer perspectives and experiences. 
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V Conclusion 

The study centred on understanding consumer behavior in digital marketing within the Mumbai and Navi 

Mumbai regions yielded several insightful conclusions. The primary revelation is the apparent skew of 

the sample towards younger, more educated demographics. This demographic tilt has significant 

implications for the study's generalizability, as it suggests that the findings may predominantly reflect the 

attitudes and behaviours of a specific population segment – notably, young, educated urbanites.The data 

analysis, particularly the feedback on digital marketing and buying experiences, indicates a polarized 

consumer response. While a portion of the sample expresses moderate satisfaction with digital marketing 

and online purchasing experiences, a substantial degree of dissatisfaction is noted as well. This polarity in 

consumer sentiment is a critical takeaway for businesses and marketers, highlighting the need for a more 

nuanced approach to digital marketing strategies. The strategies should not only aim to enhance aspects 

that are already satisfactory but also, more importantly, address the areas where consumers express 

significant dissatisfaction. 

Furthermore, the findings underscore the necessity for future research in this area to adopt a more 

inclusive sampling approach. Incorporating a broader and more diverse range of participants will 

undoubtedly lead to a richer, more comprehensive understanding of consumer behaviour in digital 

marketing across different demographics. This inclusive approach will enable businesses to tailor their 

digital marketing strategies more effectively to meet a broader consumer base's varied needs and 

preferences.In conclusion, the study offers valuable insights into consumer interactions' complex and 

varied nature with digital marketing. It emphasizes the importance of recognizing and responding to 

consumers' diverse needs and expectations in the digital age. For the digital marketing domain to evolve 

and succeed, a strategy that is both inclusive and adaptable to the changing consumer landscape is 

essential. 

VI Further Scope for Research 

Further Scope for Research: 

1. Broader Demographic Representation: Future studies should aim to include a more diverse 

demographic range regarding age, education, socioeconomic status, and geographic location. This 

broader representation would provide a more holistic understanding of consumer behaviour 

across different population segments. 

2. Longitudinal Studies: Conducting longitudinal research could provide insights into how 

consumer attitudes and behaviours towards digital marketing evolve, especially considering the 

rapid technological advancement and changing market trends. 

3. Comparative Studies Across Regions: Comparing consumer behaviours and preferences in 

different regions or countries could offer valuable insights into cultural and regional differences 

in digital marketing effectiveness. 

4. Impact of Emerging Technologies: Exploring the impact of emerging technologies like 

augmented reality, virtual reality, and artificial intelligence on digital marketing and consumer 

experience could be a fertile area for research. 

5. Psychological and Behavioral Aspects: Delving deeper into consumer interactions' 

psychological and behavioural aspects with digital marketing would help understand the 

underlying factors driving consumer choices and satisfaction levels. 

6. Effectiveness of Various Digital Marketing Channels: Investigating the effectiveness of 

various digital marketing channels (social media, email marketing, content marketing) in different 

contexts and industries could provide strategic insights for marketers. 

7. Consumer Privacy and Data Security: With growing concerns about data privacy and security, 

researching consumer attitudes towards data usage in digital marketing and their impact on trust 

and brand loyalty would be highly relevant. 

8. Sustainability and Ethical Marketing: Examining consumer responses to sustainable and 

ethical marketing practices in the digital domain could guide brands in aligning their digital 

marketing strategies with social and environmental responsibility. 
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9. Impact of COVID-19 on Digital Marketing: Analyzing the impact of the COVID-19 pandemic 

on digital marketing strategies and consumer behavior could provide insights into how businesses 

can adapt to sudden market changes and crises. 

10. User Experience (UX) Optimization: Investigating how UX design in digital marketing 

platforms influences consumer behavior and engagement can help develop more effective and 

user-friendly marketing interfaces. 
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