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 IEXECUTIVEISUMMARY 

The Ienvironment Iin Iwhich Ia Ibusiness Ioperates Iis Ivery Idynamic, Ithe Imarketing Ipractices 

Iand Irealities Ithat Ivery Itrue Ibefore Iare Ino Ilonger Iprevalent Itoday. IThis Ichange Iin 

Iglobal Imarket Ihas Iopened Inew Iparadigms Iin Icommunication Imedia Iwhich Iis Ithe Idigital 

Imedia. IThis Ipristine Imedia Ihas Icreated Ia Irevolution Iwhen Iit Icomes Ito Ithe Imarketing 

Ipractices Iused Iby Ithe Ibusiness Ihouses. IDigital IMarketing Ihas Ichanged Ithe Iface Iof 

Icommunication Iand Iways Iof Ireaching Iout Ito Ithe Icustomers. IIn Iview Iof Ithis, Ithe 

Iresearch Ifocuses Ion Ito Istudy Ithat Ihow Idoes Iexistence Iof Ibusinesses Ion Iclick Iplatforms 

Idevoid Iof Ithe Ifact Iof Ihaving Ilarge Iphysical Ioutlets Ido Ihave Iany Iimpact Ion Iconsumer 

Ipreferences. 

The Iproject Ifocus Iis Ito Icheck Ithe Iviability Iin Ioperations Iof Ithe Ifirm IDIGIMARK IIndia 

Iwhich Iprimarily Ioperates Ias Ia Idigital Imarketing Ifirm. IIn Imy Iinternship II Ihave Iseen 

Ithat Iwith Ichange Iin Ithe Ilifestyle Iof Imillennial Ithe Ishortage Iof Idisposable Itime Iis Ia 

Imajor Iproblem Iand Ithe Idemand Ifor Ibest Iquality Iservice Ior Iexperience Ibiggest Ineed, 

Ithus Ithird Iscreen I(mobile Iphones) Iact Ias Ia Ivital Iaid Iin Imaking Ichoices. IThe Iresearch 

Iclearly Ibrings Iout Ithe Ifact Ithat Ithe Imodern Iday Iconsumers Ibefore Iphysically Ivisiting Ia 

Inew Iplace, Ilooks Ior Isearch Ifor Ithe Isame Iover Iweb Iand Ithis Ileads Ito Ieither Ia Ipositive 

Ior Inegative Iperception. IIn Iorder Ito Icreate Ia Ipositive Iperception IGoogle I360 Idegree 

Iview Iprovides Ithe Ibest Ispecs Iabout Ithe Iplace Iand Icreates Ia Ipositive Iimpact. IThe 

Iprima- Idime Iof Ithe Iinternship Ifocused Ion Ithe Ilisting Istores Iand Ibusiness Ioutlets Ion 

IGoogle IMaps Iand Ipublishing Ithe I360 IDegree Icomplete Iview Iof Ithe Iphysical Istore Ion 

Ithe Iweb, Iwhich Iis Iavailable Ifor Ipublic Iaccess. IThis Iensured Iin Ipromotion Iof 

Ibusinesses Iand Igave Iconsumers Ia Ireal-time Icomplete Iview Iof Ithe Iphysical Ioutlets. 



Total Irespondents Iparticipated Iin Iresearch Iwere I109 I(47 Imales I& I62 Ifemales). IBoth 

Iqualitative Iand Iquantitative Itechniques Ihave Ibeen Iemployed Iin Ithe Iresearch. 

 



CHAPTER I1 I– IINTRODUCTION



 I I I I I I I I I I I I I I IINTRODUCTION ITO IDIGITAL IMARKETING 

Digital IMarketing Iis Iall Iabout Icommunicating Ithrough Ithe Idigital Iplatforms. IWith Irapid 

Igrowth Iin Itime Ispent Iby Iusers Ion Ithe Idigital Iplatforms Ior Iin Ifront Iof Ithe Ithird 

Iscreens Ihas Icontributed Iin Icreating Ia Inew Ichannel Iof Icommunication Ibetween 

Ibusinesses Iand Iconsumer Iwhich Iis Ithe Idigital Imedia Iplatforms Ilike ISocial INetworking 

ISites, IOnline IShopping IStores Ior IUtility IApplications. 

A I Iformal I Idefinition I Ito I Idigital I Imarketing I Ias I Idefined I Iby I IKotler I Iand I 

IArmstrong I I– I I―Digital Imarketing Iis Ia Iform Iof Idirect Imarketing Iwhich Ilinks 

Iconsumers Iwith Isellers Ielectronically Iusing Iinteractive Itechnologies Ilike Iemails, 

Iwebsites, Ionline Iforums Iand Inewsgroups, Iinteractive Itelevision, Imobile Icommunications 

Ietcetera.‖[1] 
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COMPONENTS IOF IDIGITAL IMARKETING 

Componets Iof Idigital Imarketing Iincludes Ithe Ivarious Ifactes Iin Iwhich Idigital Imarketing 

Iis Iused. IThese Icomponents Iinclude:- 

Search IEngine IOptimisation I(SEO) I:- ISearch IEngine IOptimisation Iis Iunique Itool Iand 

Ia Ikey Iplayer Iwhen Iit Icomes Ito Idigital Imarketing. IIt Ifacilates Idirecting Ithe Isearches Iof 

Iindividual Ito Ithe Iparticular Irelevant Iwebsite Iof Ithe Ibusiness. IIt Ibased Iupon Ithe 

Ikeywords Ithat Ithe Iuser Isearches Ifor I, Ibasically Iit Iprovides Ipriority Ienlisting Iof 

Iwebsites Ibased Ion Ithe Ikeywords Isearched Iby Ithe Iuser. IFor IExample:- IA Iuser Isearches 

Ifor Ibest Icoffee Ishops Iin INoida, Ithen Ithe Isearch Iengine Iwill Iprovide Ithe Iuser Iwith 

Ivarious Icoffee Ihouses, Ibut Iif Ia Iparticular Icoffee Ihouse Iwants Iitslef Ito Ishown Ion Ithe 

Itop Iof Ithe Ilist Iit Ihas Ito Iundergo Ithe ISEO Iprocess. IThis Ifeature Ibecomes Ivital Ias 

Ipeople Igenreally Ilook Ion Ithe Ilinks Iprovided Ito Ithem Ion Itop Ior Iat Ithe Ibeginning. IIt 

Ihelp Ifirms Ito Igain Icompetative Iedge Iand Igrab Imore Iflying Icustomers. 

Pay IPer IClick IAdvertising I(PPC) I:- IPay-per-click I(PPC) Iadvertising Iis Ian Iexcellent 

Istrategy Ifor Imaintaining Ia Ipresence Iin Isearch Iresults Iwhile Iyou Iestablish Iorganic 

Irankings Iwith ISEO. IIf Ione Iis Ilooking Iforward Ito Iboost Itheir Iranking, IPPC Ican Istart 

Ibringing Iin Iquick Ileads Ias Isoon Ias Ithe Iadvertisement Igoes Ilive. IIt Ifocuses Ion Ispecific 

Itarget Igroup Iand Ishow Iadvertisements Ito Iconsumers Ibased Ion Itheir Isearch Ilogarithms, 

Iit Ionly Icharge Iwhen Isomeone Iopen Ithe Iadvertisement Iand Ithus Iit Isaves Iunnecessary 

Icosts Iof Ivague I Ipromotions. I IIn I Iaddition, I IPPC I Ioffers Iadvanced Itargeting Ioptions 

Ithat Iallow Ione Ito Ihone Iin Itheir Itarget Imarkets. IWith IPPC, Ifirm Is Ican Itarget Ipeople 

Ibased Ion Idemographics, Ilocation, Iand Ieven Ithe Itype Iof Idevice Ithey Iuse. IThese 

Itargeting Ioptions, Icoupled Iwith Ithe Ibudget-friendliness Iof IPPC, Imake IPPC Ia Ivaluable 

Icomponent Iof Isuccessful Idigital Imarketing. 

Web IDesigning I:- IWeb IDesigning Ideals Iwith Ithe Icreation Iof Iweb Ipage Iof Ithe 

Ienterprise Iand Ipublishing Iit Iover Iinternet Iwith IUnique IResource ILocater I(URL). IThe 

Iwebsite Iis Ithe Icollection Iof Iwebpages Ithat Iincludes Ivarious Iinformation Iabout Ithe 

Ispecific Ifirm. IThese Iwebsite Icontain Imultimedia Imessages Iwhich Iappeal Ito Ithe 

Iconsumer Ithe Imost. IWeb IDesigning Icomes Iinto Iplay Ias Iit Ienables Ithe Ifast Iprocessing 



Iof Ithe Iwebpages, Ienable Imobile Iview Ioption Iand Iflexibility Ito Iupload Iand Idownload 

Ias Imany Icontent Iuser Iwants Ito. 

 



Content IMarketing I :- IContent IMarketing Irefers I to Ias I–―a I type Iof Imarketing Ithat 

I involves I the Icreation Iand Isharing Iof Ionline Imaterial I(such Ias Ivideos, Iblogs, Iand Isocial 

Imedia Iposts) Ithat Idoes Inot Iexplicitly Ipromote Ia Ibrand Ibut Iis Iintended Ito Istimulate 

Iinterest Iin Iits Iproducts Ior Iservices.‖[3] IQuality Icontent Iis Ian Iimportant Iaspect Iwhen Iit 

Icomes Ito Iincreasing Ithe Iratings Iof Ithe Ifirm Ias Iit IQuality Icontent Iallows Ifirms Ito 

Itarget Ikeywords Irelated Ito Itheir Ibusiness Iand Iaddress Isearchers‘ Iquestions, Iwhich Iin 

Iturn Ihelps Ifirms Ito Iachieve Ihigher Irankings. 

Social IMedia IMarketing I:- IThe Imajor Itime Ispent Ion Imobile Iphones Icontribute 

Itowards Ithe Isocial Inetworking Isites Imay Iit Ibe IInstagram, IFacebook Ior IWhatsapp 

Itherefore Ibest Iways Ito Icommunicate Iconsumers Iis Ithrough Ithese Iplatforms Itherefore 

Isocial Imedia Imarketing Iis Ian Iessential Iin Ipresent Itimes. IIt Iinvolves Icontent Icreation 

Iand Iupdation, Iquery Iresponses Iand Icatching Iand Iupdation Ito Ithe Ifad. 

Email IMarketing I:- IEmail Iis Isomething Ithat Ievery Iand Ieach Iindividual Ichecks Iit 

Ion Ia Iregular Ibasis Iand Iis Iserious Iform Iof Icommunication. IThus Iin Iorder Ito Iinform 

Iconsumers Iabout Inew Ioffers Ior Iopening Ibulk Iemailing Iis Iconsidered Iat Ifirst. IPeople 

Ialso Isubscribe Ito Icertain Iblogs Ior Iemails Ifor Idaily Iupdates Iwhich Ishows Ithat Ithey Iare 

Iintrested Iin Ithe Iproduct Ioffering Ithus Icustomised Iproducts Ican Ibe Itargeted Ito Ithese 

Iconsumers. 

Bulk ISMS I:- IBulk ISMS Iis Ian Ieffective Iway Ito Ireach Iout Ito Ithe Ilarge Iaudience Iby 

Imeans Iof Itext Imessage. IThis Iis Ia Ivery Icost-savvy Iand Iefficient Iway Ito Icommunicate 

Ibut Iit Ilimited Ionly Ito Ithe Itext Icontent. 

 

 

These Iare Ithe Imajor Icomponents Iof Idigital Imarketing Iwhich Iare Ikey Iplayers Iin Ipresent 

Imarketing Iworld. 

 

 
 

 



SCOPE IOF IDIGITAL IMARKETING IIN IINDIA 

India Iis Ithe Isecond Imost Ipopulous Icountry Iin Ithe Iworld Iwith Ilargest Iyoung Ipopulation 

Iin Iworld. IThis Iclearly Iimplies Ivitality Iof Idependence Iof Imillennial Ion Ithe Iweb. 

ITherefore Ias Ia Imarketer Idigital Imarketing Ias Iimmense Iscope Iin IIndia. ITo Isupport Ithe 

Isame Iwe Ican Ilook Ithe Iaforementioned Istats. 

 

[4] 

 

 

The Iabove Istats Ishow Ithat I506 Imillion Ipeople Iare Iactive Iinternet Iusers Iin IIndia Ias Iof 

IJanuary I2019 Iwhich Iis Ithe I38% Iof Ithe Itotal Ipopulation. IThis Ishows Ithat Imore Ithan 

Ione Ithird Iof Ithe Icountry Iis Ispending Itime Ion Iweb Iand Ithus Iit‘s Ithe Ibest Iplatform Ito 

Ireach Ithese Iaudiences. ISpending Iin IIndia Ihas Igrown Iby I15.5% Isince I2016 Ito IRs. 

I5846 Icrores Iwith Idigital Imarketing; Ithis Ishows Ithat Ihow Ivital Idigital Imarketing Iis Iin 

Ithe IIndian Isubcontinent. 
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The Iabove Istats Idepict Ithe Iaverage Itime Ispent Iby IIndians Ion Idifferent Imedia Iwhich 

Iaffirms Ithe Ifact Ithat Idigital Imarketing Iis Ifuture Iof Ithe Imarketing Icommunication 

Ichannel. IOn Ian Iaverage Ian IIndian Ispend Iabout I8 IHours Ion IInternet Ivia Iany Idevice 

Iwhich Iis Iabout Ione Ithird Iof Ithe Iday Itime. 
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The Iabove Istats Irepresent Ithe Ipercentage Ibreakup Iof Iinternet Iusers Ion Idifferent Isocial 

Imedia Iplatforms. IBy Ithis Iwe Iclearly Ipick Ithe Iweb Iplatform Ifor Idigital Imarketing Iin 

IIndia. 

From Ithe Iabove Idiscussions Iit‘s Ievident Ithat Iin IIndia Idigital Imarketing Iis Ithe Inew 

Ireality Iand Ihas Ivast Iscope. ITherefore Idigital Imarketing Ifirms Iproviding Iall Isuch 

Ifacilities Iare Ialso Iin Igreat Idemand Iand Ihave Ia Ivery Igood Iscope Iin Ithe Imarket Ias 

Iadvertising Ihas Ibeen Ithe Imost Iviable Iventure Isince Iits Iinception. 
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DIGIMARK IINDIA 

 

About 

 
‗DigiMark IIndia Idevelops Iinnovative Iand Icreative Iproducts Iand Iservices Ithat Iprovide 

Itotal Icommunication Iand Iinformation Isolutions, Iweb Idesign Iand Idevelopment Iof IERPs, 

ICRMs, Ie- Icommerce Isolutions, Ibusiness-to-business Iapplications, Ibusiness-to-client 

Iapplications I.Satisfied Iclients Iby Iquality Iof Iour Iwork. IWe Ialso ICreate I360 Ivirtual 

Itours Ifor Irestaurants, Ihotels, Ishowrooms, Ibusinesses, Ietc.‘7 

Digimark IIndia Istarted Iits Ioperation Iindependently Ifrom Ithe Imonth Iof INovember I2018, 

Ipost Ithis Ifirm Iused Ito Ioperate Ias Ia Iservice Iprovider Ito Ithe Iallied Ifirm I1neClick 

IOnline. ISeeing Ithe Ichanging Ineeds Iof Ilocal Imarket Iand Iimmense Iscope Iin Ithe Idigital 

Imarketing, IDigimark IIndia Istarted Iits Ioperation Ito Iserve Ithis Igrowing Ineed. IThe Imajor 

Iwork Ithat Iis Iundertaken Iis Iof Ilisting Iand Iupdating Ibusiness Ihouses Ion IGoogle Imaps 

Iso Ithat Iit Ibecomes Iavailable Ifor Iquery Iresponse. IThe 

360 IDegree IView Iupdating Iis Ione Iof Ithe IUSP‘s Iof Ithe Ifirm. IDigimark IIndia Ihas Ibeen 

Irevolutionizing Ithe Iimage Iupdation Iwith Ibest Iin Iclass Ireal Itime Ifeel Iof Ithe Iphysical 

Ioutlet Iof Ithe Istore. IThe I360 IDegree Iimage Iis Ithe Ipanoramic Iview Iof Ithe Iwhole Istore 

Iand Igives Iviewer Ithe Ifeel Iof Iactually Ivisiting Ithe Istore. 

Digimark IIndia Ifinds Iitself Ias Isole Irunner Iin Ithe Ilocal Imarket Iwhen Iit Icomes Ito 

Iquality Iof Iwork Iand Ivarsity Iof Iwork Idealt Iin. IBased Ion Ithe Isimilar Iservices Ioffered 

Icompanies Ilike I1neclick IOnline IPvt ILtd, IBusiness IView IIndia IC/O I18, 

 

 
 

Mission 

 
● Educating Ithe Iclients Iand Idigital Iservice Iproviders Iand Ibridging Ithe Igap Ibetween Ithem. 

 
● Making Ithe IDigital IMarketing IIndustry Ieasy Iand Ireliable Iwith Ibest Iquality. 

 
● Providing Ieffective Iand Iefficient Isolutions Ito Ithe Iclients. 



 

 



Vision 

 
● Make Idigital Imarketing Iservice Iaccessible Iin Ievery Ismall Itown. 

 
● Sharing Iand Iproviding Iopportunities Ifor Igrowth Iof Idigital Imarketing Iindustry. 

 

 

 

Service IOffered 

 
1. 360 IDegree IVirtual ITour- 

A Ivirtual Itour Iis Ia Isimulation Iof Ian Iexisting Ilocation, Iusually Icomposed Iof Ia 

Isequence Iof IVideo‘s Ior Istill Iimages IAnd Ithe Iprogram Ienables Iusers Ito Ipreview 

I360 Ipanoramas Iwith Iits IIn-built Iviewer. I360 IVirtual ITour Iis Ian Iactual I―armchair 

Itraveling‖ Iprocess. IYou Ican Ivisit Ithe Iworld's Imost Ifamous Icities, Imuseums, 

Ilandmarks Iand Ietc. Ithat Ifeel Ialmost Ireal Iwhile Ibeing Iat Ihome. 

Hotels, Iairlines, Iand Itravel Iagencies Iare Ialready Iexperimenting Iwith Imarketing 

Istrategies IThat Icapitalizes Ion Iour Inatural Icuriosities. IThere Iare Iseveral IVR 

Itravel Iapps Iavailable Ithat IShow Iconsumers Iwhat Ithey Imight Iget Iout Iof Itheir 

Itrip Ibefore Ithey Ieven Ibook Ithe Iflight. 

By Igiving Ipeople Ia Itaste, Ior Ian Iopportunity Ito Idip Itheir Itoe Iin Ithe Iwater, Ithese 

Icompanies Ican Ireel Iin Iand Iconvert Ipotential Itravelers Iinto Ibookings. ICompanies 

Ilike ILufthansa, IQantas, IJetBlue, IBritish IAirways, IMarriott Iand IFour ISeasons, 

Ihave Ialready Ijumped Ithe Ibandwagon. IIt Iwouldn‘t Ibe Ishocking Ito Isee Ithe I360 

Idegree Iformat Ibeing Iadopted Iby I\\TripAdvisor Iin Ithe Near Ifuture. 

Not Ionly Iare Iyou Iable Ito Itravel Ito Ivarious Idestinations Ivirtually, Ibut Iyou Ican 

Ialso Iadd Istories Iof Iyour Iown Iexperiences Iin Idifferent Iplaces Iaround Ithe Iworld. 

IIt Ican Irange Ifrom Ianything Ibetween Ia Ireview Iof Ia Igood Iexperience, Ia 

Imemorable Imoment, Ior Ia Ihistorical Ievent. IYou Ican Ithen Icreate Iyour Iown 

Icustomized Itours Iand Ishare Iit Iwith Ifriends. IIt‘s Igreat Iway Ito Ishare Iyour Istories, 

Iconnect Iwith Ipeople Iand Iget Itruly Iimmersive Iwhen Iexperiencing Idestinations 

Iworldwide. IImagine Iwalking Iinto Ithe Ilocation I(a Irestaurant, Ia Istore Ior Iany 



Iother Ispace) Ifor Ithe Ifirst Itime. IYou Ihave Ia Ilook Iaround. IYou Itake Ia Istep 

Icloser Ito Ithe Iobjects Iyou Isee. IYou Ipass Ithrough Ithe Irooms. INow Iimagine 

Idoing Iall Ithat Ion I



Virtual Itours Ibenefit Iall Itypes Iof Ibusinesses Ithat Ineed Ito Igrow Itheir Icompany's 

Iknowledge, Ibuild Itrust, Iimprove Itheir Iresults Ionline Iand Iachieve Itheir Igoals Ioffline. IWith 

Ia I360° Itour, Iyou Ican Ishow Iyour Iinterior Iand Iassortment Iand Ieven Itransmit Ithe 

Iatmosphere Iof Iyour Ispace. IA Ivirtual Itour Iincreases Ionline Ibookings Ifor Ihotels Iand 

Irestaurants Iand Ihelps Ireal Iestate. IMost Iimportantly, I360° Itours Iwork Iboth Ifor Iworld-

famous Icompanies Iand Ismall Ibusinesses. IYou Imay Ithink IBMW Imotorcycles Idon't Ineed 

Iany Iextra Iadvertising, Ibut Ia Ivirtual Itour Ican Imotivate Ia Icustomer Ito Ifinally Icome Iand 

Ibuy Iit. 

2. Website 

A Iwebsite Iis Ia Icollection Iof Iweb Ipages I(documents Ithat Iare Iaccessed Ithrough 

Ithe IInternet), Isuch Ias Ithe Ione Iyou're Ilooking Iat Inow. IA Iweb Ipage Iis Iwhat 

Iyou Isee Ion Ithe Iscreen Iwhen Iyou Itype Iin Ia Iweb Iaddress, Iclick Ion Ia Ilink, Ior 

Iput Ia Iquery Iin Ia Isearch Iengine. IA Iweb Ipage Ican Icontain Iany Itype Iof 

Iinformation, Iand Ican Iinclude Itext, Icolor, Igraphics, Ianimation Iand Isound. IWhen 

Isomeone Igives Iyou Itheir Iweb Iaddress, Iit Igenerally Itakes Iyou Ito Itheir Iwebsite's 

Ihome Ipage, Iwhich Ishould Iintroduce Iyou Ito Iwhat Ithat Isite Ioffers Iin Iterms Iof 

Iinformation Ior Iother Iservices. IFrom Ithe Ihome Ipage, Iyou Ican Iclick Ion Ithe Ilinks 

Ito Ireach Iother Isections Iof Ithe Isite. IA Iwebsite Ican Iconsist Iof Ione Ipage, Ior Iof 

Itens Iof Ithousands Iof Ipages, Idepending Ion Iwhat Ithe Isite Iowner Iis Itrying Ito 

Iaccomplish. 

Why IDo IPeople IVisit IWebsites? 

Generally, Ipeople Ilook Iat Iwebsites Ifor Itwo Iprimary Ireasons: 

1. To Ifind Iinformation Ithey Ineed. IThis Icould Ibe Ianything Ifrom Ia Istudent 

Ilooking Ifor Ipictures Iof Ifrogs Ifor Ia Ischool Iproject, Ito Ifinding Ithe Ilatest 

Istock Iquotes, Ito Igetting Ithe Iaddress Iof Ithe Inearest IThai Irestaurant. 

2. To Icomplete Ia Itask. IVisitors Imay Iwant Ito Ibuy Ithe Ilatest Ibest-seller, 

Idownload Ia Isoftware Iprogram, Ior Iparticipate Iin Ian Ionline Idiscussion 

Iabout Ia Ifavorite Ihobby. 

The Imain Ithing Ito Iremember Iin Icreating Ia Iwebsite Iis Ithat Iyou're Inot Icreating 

Ithe Iwebsite Ifor Iyou; Iyou Ialready Iknow Iabout Ithe Iinformation Ior Iservice Iyou 

Ihave Ito Ioffer. IYou're Icreating Ithe Isite Ifor Iyour Ivisitors, Iso Iit Ishould Icontain 



Ithe Icontent Ithey Iwant, Iand Ibe Iorganized Iin Ia Iway Ithat Imakes Isense, Ieven Ito 

Ian Ioutsider. 

 

3. Social IMedia 

Social Imedia Imarketing Iis Ithe Iuse Iof Isocial Imedia Iplatforms Iand Iwebsites Ito Ipromote Ia 
 



product Ior Iservice. ISocial Imedia Imarketing Iis Ibecoming Imore Ipopular Ifor Iboth 

Ipractitioners Iand Iresearchers. 

Most Isocial Imedia Iplatforms Ihave Ibuilt-in Idata Ianalytics Itools, Iwhich Ienable 

Icompanies Ito Itrack Ithe Iprogress, Isuccess, Iand Iengagement Iof Iad Icampaigns. 

ICompanies Iaddress Ia Irange Iof Istakeholders Ithrough Isocial Imedia Imarketing, 

Iincluding Icurrent Iand Ipotential Icustomers, Icurrent Iand Ipotential Iemployees, 

Ijournalists, Ibloggers, Iand Ithe Igeneral Ipublic. IOn Ia Istrategic Ilevel, Isocial Imedia 

Imarketing Iincludes Ithe Imanagement Iof Ia Imarketing Icampaign, Igovernance, 

Isetting Ithe Iscope I(e.g. Imore Iactive Ior Ipassive Iuse) Iand Ithe Iestablishment Iof Ia 

Ifirm's Idesired Isocial Imedia I"culture" Iand I―tone‖. 

When Iusing Isocial Imedia Imarketing, Ifirms Ican Iallow Icustomers Iand 

IInternet Iusers Ito Ipost Iuser-generated Icontent I(e.g., Ionline Icomments, 

Iproduct Ireviews, Ietc.) 

4. Bulk ISMS 

Bulk ISMS Iis Isomething Ithat Ihas Ibeen Iused Iwidely Iin Itoday‘s Iera. IIt Iis Ithe 

Icheapest Iway Ito Icommunicate Ia Imessage Ito Ia Imass Iaudience. IDifferent Igroup 

Iof Inumbers Iis Ioffered Ibased Ion Ithe Idemo Igraphs, Iincome Ilevel Iand Iage Iand Ias 

Iper Ithe Ineed Iof Ithe Icompany Ia Iparticular Imessage Iis Iblast Iin Ithe Imarket. IBulk 

ISMS Iis Ilimited Ijust Ito Itext Iwith Ia Ilimited Icharacter Ithus Imakes Iit Idifficult Ito 

Icreate Ienough Ipersuasion Ito Iinduce Isales Ibut Istill Iis Ithe Ibest Imethod Ito Iinform 

Ithe Iconsumers. 

 

 

Areas Iof IOperation 

 
• Noida 

• Jamshedpur 

• Bokaro 

• Dhanbad 

• Daltonganj 



• Kolkata 
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Step I1: IAwareness: 

 
Before Isomeone Ican Iactually Ibuy Ihe/she Ishould Irealize Ithat Ithe Iorganization Iexists. 

IThis Ispreading Iof Iawareness Iconstitutes Ithe Ifirst Istep. IThis Istep Iis Ipretty Iself-

explanatory: IIt‘s Iwhere Ithe Iperson Ibecomes Iaware Iof Ithe Ifirm. IAfter Iall, Inobody Iis 

Iborn Iknowing Iwho IApple Ior IAmazon Iis. IAt Isome Ipoint Ithey Ihave Ito Ibecome Iaware 

Iof Ithese Icompanies Iif Ithey Iare Ito Ibecome Ia Icustomer. IDigital IMarketing Idisciplines 

Ithat Icreate Iawareness Iare:- 

• Digital IAdvertising 

• Search IMarketing 

• Content IMarketing 

• Social IMedia IMarketing 

• Community IManagement 

• Copywriting 

 
Step I2: IEngagement 

 
Once Ithe Iprospect Icustomers Iare Iaware Iof Ithe Iproduct- Ithey Iknow Iwho Iwe Iare, Iwhat 

Ithe Iproduct Iis, Ithe Inext Istep Iis Ito Ibuild Itrust Ifor Ithe Iproduct, Iconvert Itheir Iknowing 

Ito Iliking Iof Ithe Iproduct Iwhich Ican Ibe Idone Iby Ikeep Ithem Iintact, Iengaging Ithem Iwith 

Ithe Iproduct. IEngagement Iis Iwhere Ia Ifirm Istart Iconversing Iwith Itheir Iprospects. IA Ifirm 

Iengages Ithem Ithrough Isome Iform Iof Icontent Ithat Iprovides Ientertainment, Iinformation, 

Ior Iboth. 

Engagement Iis Isomething Ithat Imust Icontinue Ithroughout Ithe ICustomer IJourney. IIt‘s Inot 

Isomething Ithat Iis Idone Ionce Iand Inever Iagain. IFor Ithis Iengagement Idigital Imarketing 

Ihelps Iin Ia Igreat Iquantum. IAn Iengagement Ican Ibe Idone Ithrough Iconstant Isoft 

Ipromotions Ion Isocial Inetworking, Icustomized Iposts Ifor Idifferent Ifestive, Ibirthday 

Iwishes Iand Iother Ilocal Ior Inational Ievents. IDigital IMarketing IDisciplines Ithat Icreate 

Iengagement Iare:- 

• Content IMarketing 



• Social IMedia IMarketing 

• Email IMarketing 

• Community IManagement 



Step I3: ISubscribe 

 
At Ithis Ipoint, Ithe Iprospect Iknows Iwho Ithe Ifirm Iis Iand Ihas Iengaged Iwith Iit Iin Isome 

Iway Ior Ianother. IHowever, Iif Iwe Ifailed Ito Iget Ithat Iperson‘s Icontact Iinformation, Iodds 

Iare Ihigh Iyou‘ll Inever Ihear Ifrom Ithem Iagain. IBecause Ipeople Itoday Iare Iinundated Iwith 

Imarketing Iand Icontent, Icreating Ia Iscarcity Iof Iattention. IJust Ibecause Isomeone Ireads 

Ione Iof Iour Iblog Iposts Itoday Idoes Inot Imean Ithey‘ll Iremember Ito Irevisit Iour Isite Iin 

Ithe Ifuture. IInstead, Iwe Ineed Ito Iget Ithat Iperson Ito Iprogress Ito IStep I3 Iin Ithe IValue 

IJourney, Iwhich Iis Ito Isubscribe. IHere, Ithe Iperson Igives Itheir Icontact Iinformation Iand, 

Iin Idoing Iso, Igrants Ithe Ipermission Ito Icontact Ithem Iagain Iin Ithe Ifuture. IMost Ioften, 

Ithis Itransaction Iis Ian Iexchange, Isometimes Ireferred Ito Ias Ian I―ethical Ibribe.‖ IA 

Ifirm Ipromotes Ia Ivaluable Ioffer, Ibut Iinstead Iof Iasking Ifor Imoney, Iwe Iask Ifor Ithe 

Iprospect‘s Icontact Iinformation. IAnd Iwhen Ithey Igive Iit Ito Ius, Inot Ionly Ido Iwe Igive 

Ithem Iaccess Ito Ithe Icontent, Iproduct, Ior Iservice Iyou Ipromised, Iwe Ialso Iadd Ithem Ito 

Ithe Isubscriber Ilist. 

 

Digital IMarketing IDisciplines Ithat IGenerate Isubscribers Iare:- 

 
• Content IMarketing 

 
• Email IMarketing 

 
• Digital IAdvertising 

 
• Community IManagement 

 
• Conversion IRate IOptimization 

 
• Copywriting 

 

 
Step I4: IConvert 

 
If Ithe Isubscribers Iyou Igain Iin IStep I3 Iof Ithe Ijourney Iremain Iengaged, Isome Iof Ithem 



Iwill Ibe Iready Ito Iincrease Itheir Ilevel Iof Icommitment. IThey Ilike Ithe Iinformation Iyou 

Ishare Iand Ihave Ibegun Ito Itrust Iyou, Iso Ithey‘re Iready Ito Iinvest Iin Ione Iof Itwo Iways: 

Ieither Iwith Itime Ior Imoney. IThis Iis Ia Ikey It



success Iin Ithis Istage Iis Ito Iemploy Iwhat Iwe Icall I―entry-point Ioffers.‖ IThese Ioffers Iare 

Idesigned Ito Igive I Ithe I Inew I Iprospect I Itremendous I Ivalue I Iwithout I Iforcing I Ithem I Ito I 

Iput I Itoo I Imuch I I―skin I Iin I Ithe Igame.‖ IAt Ithis Istage, Ito Iask Ifor Ia Isignificant Iinvestment 

Iin Ia Icomplex Iproduct Ior Iservice Iwould I Ibe Iasking Itoo Imuch, Itoo Isoon. IYou‘re Istill Iin 

Ithe Iearly Istages Iof Irelationship. IIn Ifact, Iit‘s Itoo Iearly Ieven Ito Iconcern Iyourself Iwith 

Iprofitability. IThat‘s Iright: Iin Ithis Istage Iof Ithe ICustomer IJourney, Iyou Imight Ilose Imoney 

Ion Ithe Iprospects Iyou Iacquire Ias Ibuyers. IThe Imost Ivaluable Ibusinesses Iin Ithe Iworld Iall 

Iunderstand Ithat Ithe Icostliest Imarketing Iactivity Iyour Ibusiness Iundertakes Iis Icustomer 

Iacquisition. 

 

Examples Iof IMarketing IThat IGenerates IConversions9 

 
There Iare Itwo Itypes Iof Ientry-point Ioffers: Ithose Ithat Irequire Ia Icommitment Iof Itime, 

Iand Ithose Ithat Irequire Ia Icommitment Iof Imoney. IHere Iare Isome Iexamples: 

 

• The IVP Iof IOperations Iat Ia Ilarge Icompany Ipurchases Ia Ihigh-dollar Imanagement 

Iconsultant‘s Ibook Ifor I$8 Ion Ithe Iconsultant‘s Iwebsite. 

• A Iman Itakes Iadvantage Iof Ia I$20 Iteeth Iwhitening Iservice Iat Ihis Ilocal Identist. 

 
Notice Ithe Iprice Ipoint Iof Ieach Iof Ithese Ioffers: Ifrom I$8 Ito I$20. 

 
Your Igoal Ihere Iis Inot Ito Imake Ia Ihuge Iprofit. IIt‘s Ito Iget Icustomers, Ito Ishift Ithe 

Irelationship Ibetween Iyou Iand Iyour Isubscribers. IBecause, Ias Iyou‘ll Isee, Ionce Isomeone Iis 

Ia Icustomer, Iit‘s Imuch Imore Ilikely Ithat Iperson Iwill Ipurchase Ihigher-ticket, Imore Icomplex 

Iproducts Iand Iservices Iand Ido Iit Imore Ifrequently. IRemember, Ione Iof Ithe Icostliest 

I(in Itime, Imoney, Iresources) Imarketing Iactivities Iyour Ibusiness Iwill 

Iundertake Iis Ithe Iacquisition Iof Icustomers. IThe Igood Inews Iis Ithat Ionce 

Iyou‘ve Iacquired Ithem, Iyou Idon‘t Ineed Ito Ipay Ito Iacquire Ithem Iagain. 

Digital IMarketing IDisciplines IThat IGenerate IConversions Iare Ias Ifollows: 

 
• Digital IAdvertising 

 

 



 



 I I I I I I I I I I I I I IContent IMarketing 

 
• Copywriting 

 
• Email IMarketing 

 
• Search IMarketing 

 

 

 
Step I5: IExcite 

 
 

At Ithis Ipoint Icustomer Ihas Ihad Itransaction Iwith Ius. IA Ismall Itransaction, Ibut Iat Ileast 

Isome. INow Iour Ijob Ito Imake Isure Ithe Itransaction Iis Ia Igood Ione Ithat Ithe Iexcitement 

Iof Ithe Ipurchase Idevelops Iinto Igood Iwill Iand Itrust. IThe Ireason Ifor Ithis Iis Isimple: Iif 

Ithe Iperson Idoesn‘t Iget Ivalue Ifrom Ithis Itransaction, Ithey Iwon‘t Imove Ion Ito Ithe Inext 

Istage Iand Ipurchase Imore Iexpensive Ithings Ifrom Iyou. ISo, Ihow Ido Iyou Imake Isure Iyour 

Icustomers Ihave Ia Igood Iexperience? 

 

• First, Iwe Iassume Ithat Iwhatever Ithe Iprospect Ipurchased Ior Igave Iup Ivaluable Itime 

Ifor Iis Ioutstanding. IGreat Imarketing Iwill Ionly Iincrease Ithe Ispeed Iat Iwhich Iyour 

Ibusiness Ifails Iif Iyou Idon‘t Ihave Ioutstanding Iproducts Iand Iservices. 

 

• Second, Ithe Iprospect Imust Iget Ivalue Ifrom Itheir Ilast Itransaction Iwith Iyou. IThe 

IExcite Istage Iof Ithe ICustomer IValue IJourney Iis Isomething Iyou Imust Ireturn Ito 

Iagain Iand Iagain. IAnd Ievery Itime, Iit Ishould Icreate Iexcitement. 

 

That Ibeing Ithe Icase, Iwhenever Ia Icustomer Ior Iprospect Idoes Iwhat Iyou Iask Ithem Ito Ido 

I(attend Ithis Iwebinar, Ibuy Ithis Iproduct, Ihire Ime Ifor Ithis Iservice), Iyou Ishould Iengineer 

Iyour Imarketing Ito Imaximize Ithe Ichances Ithey‘ll Iget Itangible Ivalue Ifrom Ithe 

Iexperience. 

 
 



Digital IMarketing IDisciplines IThat ICreate IExcitement Iis: 
 

 



• Email IMarketing 

 
• Content IMarketing 

 
• Copywriting 

 

 

 

Step I7: IAdvocate 

 
You Inow Ihave Ia Ihappy Icustomer Iwho Ihas Imade Iseveral Iprofitable Ipurchases Ifrom 

Iyou. IThe Inext Istage Iin Ithe IValue IJourney Iis Ito Icreate Imarketing Ithat Iencourages Iyour 

Imost Iloyal Icustomers Ito Iadvocate Ifor Iyour Ibusiness. IAn Iadvocate Iis Isomeone Iwho 

Ispeaks Ipositively Iabout Iyour Ibrand. 

 

An Iadvocate Iis Iwhat Iyou Imight Icall Ia I―passive Ipromoter.‖ IThey Iwon‘t Inecessarily 

Ipromote Iyour Ibusiness Iin Ian Iactive Iway, Ibut Iwhen Iasked Iabout Iyou, Ithey Iwill 

Irespond Ifavorably. 

 

Digital IMarketing IDisciplines IThat IGenerate IAdvocates 

 
Getting Iadvocates Iis Iimportant Ibecause Iit Ihelps Igenerate Iawareness, Itrust, Iand 

Icredibility Iwith Ia Iwider Iaudience—which Ihelps Iyou Ito Iget Imore Icustomers Iand Igrow 

Iyour Ibusiness. 

 

To Iget Imore Iadvocates Iin Iyour Icompany, Ithe Imarketing Iefforts Iyou Ineed Ito Iwork Ion Iinclude: 

 
• Social IMedia IMarketing 

 
• Email Imarketing 

 
• Search IMarketing 
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Object s 3ive Iof Ithe IStudy 

 
The Imain Iobjective Iof Ithe Istudy Iis Ito Ifind Ihow Irelevant Iis Idigital Imarketing Itools Iin 

Ithe Ipresent Imarket. IThe Imarket Iis Ichanging Iwith Ithe Iadvent Iof Icontinuous Ievolving 

Itechnology Iand Iwith Ithis Iways Ito Ireach Ito Ithe Itarget Iconsumer Ihas Ialso Ichanged, 

Itherefore Iin Iorder Ito Iunderstand Iwhat Itools Iof Imarketing Iare Imost Irelevant Itoday Iand 

Ihow Imuch Itoday‘s Iconsumer Idepend Ion Iinternet/web Iwhile Imaking Itheir Ichoices Iabout 

Ia Iproduct, Iplace Ior Iservice Ibefore Ibuying Ithem. 

Some Iof Ithe Ikey-highlights Iinclude:- 

 

• To Istudy Ihow Irelevant Iweb Idetails Iare Iregarding Ia Iparticular Iproduct, Iplace Ior Iservice. 

• To Istudy Ipresent Iday Idependence Iof Iconsumer Ion Iweb Isearches Iwhile Imaking 

Ibuying Ichoices. 

• To Iunderstand Ihow Ionline Imarketing Itools Iis Iaffecting Iconsumers. 

• To Istudy Irelevance Iand Ivalidity Iof IGoogle IMaps Ireview, Irating Iand Iimages Iin 

Igiving Ian Iimpression Iabout Ithe Iproduct, Iplace Ior Iservice. 

• To Istudy Iimportance Iof IGoogle I360 IDegree Iview Iin Iproviding Ithe Ibest Ispecs. 
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I I I I I I IINTRODUCTION 

The Iworld Iaround Ius Ihas Ichanged Ientirely Iand Iis Istill Ichanging Iwith Ievery Ipassing 

Isecond. IThe Iworld Icomprises Iof Ipeople Iand Ias Itheir Iliving Iand Ilifestyle Iis Ichanging 

Iso Idoes Ithe Imodes Iand Imethods Iof Iinteraction Iand Icommunication. IWhen Iwe Italk Iof 

Imodes Iof Icommunication Iin Itoday‘s Iera Ithe Iprint Imedia Ihas Igone Iabsolute Iand Ithe 

Inew Igen Irelies Iupon Ithe IDigital IMedia. IThe Idigital Imedia Iand Ithe Iadvent Iof Iinternet 

Ihave Irevolutionized Ithe Iway Ihuman Iinteracts. IInternet Ithe Iomnipresent Iweb Iof 

Iinformation Iaround Ius Ihas Imade Icommunication Ipossible Iin Ireal Itime, Igone Iare Ithose 

Idays Iwhen Ia Imessage Iused Ito Itake Idays Ior Ieven Imonths Ito Ireach Iout Ito Ianother 

Iperson. IWith Ithis Ichange Iin Ithe Iinteraction Ipatter Ithe Iways Iin Iwhich Ia 

Ibusiness/company Iinteracts Iwith Iits Iconsumer Ihas Ialso Ientirely Ichanged. IFrom Iputting 

Ilarge Ihoardings Iand Iprinting Iinteractive Imessages Ion Ipamphlets Iand Inewspaper Ithe 

Ifirms Itoday Iare Imoving Itowards Iweb Ipublishing, Iweb Isite Idesigning, ISearch Iengine 

Ioptimization, Ibulk Isms Ietc. IThe Imillennial Ipopulation I Itoday Ispends Itheir Imost Iof Ithe 

Itimes Iin Ifront Iof Isecond Iand Ithird Iscreen Iand Ithis Ishift Irequires Ichange Iin Imarketing 

Itools Ialso. 

Personalization Iis Isomething Ithat Itoday‘s Imarket Idemands Ifor, Iquick Iaccess Iis Iwhat 

Ipresent Iworld Ineeds Iand Iboth Iend Icommunication Iis Iwhat Ithe Ifuture Iis. IIn Iorder Ito 

Irespond Ito Ithis Ichange IDigital IMarketing Iis Iwhat Iis Irequired. 

With Ithis Iwe Ineed Ito Iunderstand Ihow Imuch Ipeople Iare Iusing Itheir Ithird Iscreen Ifor 

Ilooking Ia Iplace Iand Ialso Imaking Itheir Ichoice Ibased Ion Ithe Iinformation Ipresented. 

For Ithis Iwe Ineed Ito Iunderstand Ithe Iconsumer Ibuying Ibehavior Iand Ithen Iunderstand Ithe 

Isignificance Iof Idigital Imedia Ion Ithe Ibehavior. 

 

 

 

 

 

 

 

 



 

 

 

 

 



CONSUMER IBUYING IBEHAVIOR 

Consumer Ibuyer Ibehavior Irefers Ito Ithe Ibuying Ibehavior Iof Ifinal Iconsumers I– 

Iindividuals Iand Ihouseholds Iwho Ibuy Igoods Iand Iservices Ifor Ipersonal Iconsumption. IAll 

Iof Ithese Ifinal Iconsumers Icombine Ito Imake Iup Ithe Iconsumer Imarket. IThis Iconsumer 

Imarket Iis Iwhat Ihas Ibeen Istudied Iin Ithis Iproject. 

The Iend Iconsumer Ibehavior Iis Ihighly Icontagious Iand Icontingent, Iit‘s Ivery Itough Ito 

Idetermine Iwhat Igoes Iinside Ithe Ihead Iof Iconsumer Iand Iwhat Ion Iearth Ican Iaffect Ithe 

Ibuying Ibehavior. ICertain Itheories Ihave Itried Ito Iunderstand Ithis Ivery Ibehavior Iof 

Iconsumer Iand Iformulate Icertain Itheories Iand Imodels. 

A IConceptual IModel Ifor IConsumer IBuying IDecision IProcess I& IConsumer 

IBehavior. 

 I I I I I I I I I10 

 

 



This Imodel Iexplains Iconsumers Ibuying Idecision Iprocess Iand Iconsumer Ibehavior. IThe Ifirst 

Istep Iis Ito Iidentify Ian Iunsatisfied Ineed I.After Ithat Iinformation Ican Ibe Isearched Ifrom 

Idifferent Isources Ilike Ipersonal, Icommercial, Ipublic Iand Iexperiential Isources. IAfter 

Icompleting Ithe Isearch Iprocess Iconsumer Iwill Iget Ia Ilot Iof Ialternative Ichoices Iand Ifrom 

Ithat Ihe Iwill Iselect Ithe Ibest Ione. IConsumer Ievaluate Ithe Iavailable Ichoices Ibe Iusing 

Icertain Ievaluation Icriteria. IThey Iare Iprice, Iquality, Iadvertisement, Ibrand Ietc. IAfter 

Ievaluation Ithe Iactual Ipurchase Iwill Itake Ipace. IAt Ilast Ithe Iimportant Istage Iis Ipost 

Ipurchase Idecision Ii.e. Iif Ithe Iconsumer Iis Isatisfied Iwith Ithe Iproduct Ihe Iwill Icontinue 

Ipurchasing Iit Iotherwise Ihe Iwill Ishift Ito Ianother Iproduct. IConsumer Ibuying Idecision 

Iprocess Iis Ia Icontinuous Iprocess. 

Models Iof IConsumer IBuying IBehavior 

 
I. Traditional Imodels11 

• Economic Imodel: IThe Ieconomic Imodel Iof Iconsumer Ibehavior Ifocuses Ion Ithe 

Iidea Ithat Ia Iconsumer's Ibuying Ipattern Iis Ibased Ion Ithe Iidea Iof Igetting Ithe 

Imost Ibenefits Iwhile Iminimizing Icosts. IThus, Ione Ican Ipredict Iconsumer Ibehavior 

Ibased Ion Ieconomic Iindicators Isuch Ias Ithe Iconsumer's Ipurchasing Ipower Iand 

Ithe Iprice Iof Icompetitive Iproducts. IFor Iinstance, Ia Iconsumer Iwill Ibuy Ia 

Isimilar Iproduct Ithat Iis Ibeing Ioffered Iat Ia 

lower Iprice Ito Imaximize Ithe Ibenefits; Ian Iincrease Iin Ia Iconsumer's Ipurchasing 

Ipower Iwill Iallow Ihim Ito Iincrease Ithe Iquantity Iof Ithe Iproducts Ihe Iis 

Ipurchasing. 

• Learning Imodel: IThis Imodel Iis Ibased Ion Ithe Iidea Ithat Iconsumer Ibehavior Iis 

Igoverned Iby Ithe Ineed Ito Isatisfy Ibasic Iand Ilearned Ineeds. IBasic Ineeds Iinclude 

Ifood, Iclothing Iand Ishelter, Iwhile Ilearned Ineeds Iinclude Ifear Iand Iguilt. IThus, Ia 

Iconsumer Iwill Ihave Ia Itendency Ito Ibuy Ithings Ithat Iwill Isatisfy Itheir Ineeds Iand 

Iprovide Isatisfaction. IA Ihungry Icustomer Imay Ipass Iup Ion Ibuying Ia Inice Ipiece 

Iof Ijewelry Ito Ibuy Isome Ifood, Ibut Iwill Ilater Igo Iback Ito Ipurchase Ithe Ijewelry 

Ionce Iher Ihunger Iis Isatisfied. 

• Psychoanalytic Imodel: IThe Ipsychoanalytical Imodel Itakes Iinto Iconsideration Ithe 

Ifact Ithat Iconsumer Ibehavior Iis Iinfluenced Iby Iboth Ithe Iconscious Iand Ithe 



Isubconscious Imind. IThe Ithree Ilevels Iof Iconsciousness Idiscussed Iby ISigmund 

IFreud I(id, Iego Iand Isuperego) Iall Iwork Ito Iinfluence Ione's Ibuying Idecisions Iand 

Ibehaviors. IA Ihidden Isymbol Iin Ia 
 



company's Iname Ior Ilogo Imay Ihave Ian Ieffect Ion Ia Iperson's Isubconscious Imind 

Iand Imay Iinfluence Ihim Ito Ibuy Ithat Iproduct Iinstead Iof Ia Isimilar Iproduct Ifrom 

Ianother Icompany. 

• Sociological Imodel: IThe Isociological Imodel Iprimarily Iconsiders Ithe Iidea Ithat Ia 

Iconsumer's Ibuying Ipattern Iis Ibased Ion Ihis Irole Iand Iinfluence Iin Ithe Isociety. IA 

Iconsumer's Ibehavior Imay Ialso Ibe Iinfluenced Iby Ithe Ipeople Ishe Iassociates Iwith 

Iand Ithe Iculture Ithat Iher Isociety Iexhibits. IFor Iinstance, Ia Imanager Iand Ian 

Iemployee Imay Ihave I different 

buying Ibehaviors Igiven Itheir Irespective Iroles Iin Ithe Icompany Ithey Iwork Ifor, 

Ibut Iif Ithey Ilive Iin Ithe Isame Icommunity Ior Iattend Ithe Isame Ichurch, Ithey Imay 

Ibuy Iproducts Ifrom Ithe Isame Icompany Ior Ibrand. 

II. Contemporary IModels: 

a. Engel-Kollat-Blackwell(EKB) IModel I: 

The IEngel-Kollat-Blackwell Imodel Iis Iessentially Ia Iconscious Iproblem Isolving 

Iand Ilearning Imodel Iof Iconsumer Ibehaviour. IThis Imodel Ihas Ia Igood 

Idescription Iof Iactive Iinformation Iseeking Iand Ievaluation Iprocesses Iof 

Iconsumer. IThis Imodel Ishows Icomponents Iof Idecision Imaking Iand Ithe 

Irelationship Iand Iinteraction Iamong Ithem. I.In Itheir Imodel Iof Iconsumer 

Ibehaviour, Ithey Iview Iconsumer Ibehavior Ias Ia Idecision Iprocess Iand Iidentify 

Ifive Iactivities Ioccurring Iin Ithis Idecision Iprocess Iover Ia Iperiod Iof Itime. 

IThey Iare 

• Problem Irecognition/Need Irecognition 

• Information Isearch 

• Evaluation Iof Ialternatives 

• Choice 
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a) Problem Irecognition: Ithe Iconsumer Iwill Irecognize Ia Idifference Ibetween 

Ihis Ior Iher Iactual Istate Iand Iwhat Ithe Iideal Istate Ishould Ibe. IThis Imay Ioccur 

Ion Iaccount Iof Iexternal Istimuli. 

b) Information Isearch: IInitially Ithe Iinformation Iavailable Iwith Ithe Iconsumer 

Imay Ibe Iconsistent Ito Iother Ibeliefs Iand Iattitudes Iheld Iby Ihim Ior Iher. IWhile 

Ibeing Iinvolved Iin Ian Iinformation Iseeking Ior Isearch Istage, Ithe Iconsumer Iwill 

Itry Ito Igather Imore Iinformation Ifrom Ivarious Isources. IThe Iindividual Igets 

Iexposure Iof Ithe Istimuli Iwhich Imay Icatch Ihis Ior Iher Iattention, Ibe Ireceived 

Iand Istored Ior Iretained Iin Imemory. IThis Imethod Iof Iinformation Iis Iselective 

Iin Inature Iand Ithe Iconsumer Iwill Iaccept Ithe Iinformation, Iwhich Iis Iconclusive 

Ito Iwhat Iis Iperceived Iby Ithem. 

c) Alternative Ievaluation: INow Ithe Iindividual Iwill Ievaluate Ithe Ialternate 

Ibrands. IThe Imethods Iused Ifor Ievaluating Ithe Ivarious Iproducts Iwill Idepend 

Ion Ithe Iconsumer‘s Iunderlying Igoals, Imotives Iand Ipersonality. IThe 

Iconsumer Ialso Ihas Icertain 



 

 

 



Stimuli Buyers IBlack IBox Buyers IResponse 

predetermined Ibeliefs Iabout Ithe Ivarious Ibrands Iin Iterms Iof Ithe Icharacteristics 

Iassociated Iwith Ithe Idifferent Ibrands. 

d) Choice: Ithe Iconsumer‘s Ichoice Iwill Idepend Ion Ihis Ior Iher Iintention Iand 

Iattitude. IThe Ichoice Iwill Idepend Ion Inormative Icompliance Iand Ianticipated 

Icircumstances. INormative Icompliance Irelates Ito Ithe Iextent Ito Iwhich Ithe Iconsumer 

Iis Iinfluenced Iby Iother Ipeople Ilike Ifriends, Ifamily Imembers Ietc. 

e) Outcome: IThe Ioutcome Imay Ieither Ibe Ipositive Ior Inegative. IApart Ifrom 

Ithese I5 Isteps Ithe Imodel Ialso Iincludes Ia Inumber Iof Iother Irelated Ivariables 

Igrouped Iinto Ifive Icategories. 

a. Information Iinput 

b. Information Iprocessing 

c. Product-brand Ievaluation 

d. General Imotivating Iinfluences 

e. Internalized Ienvironmental Iinfluences 

2. Stimulus IResponse IModel Iof IConsumer IBehavior: 

a. Stimuli: IThe Istimuli I include Ithe I4P‘s Iof Imarketing Iand Iother Ifactors Ilike 

economical, Itechnological, Ipolitical Iand Icultural. 

b. Buyers IBlack IBox: IThis Iincludes IBuyers ICharacteristics Iand IBuyers 

Idecision Iprocess. 

c. Buyers IResponse: IThe Iproduct Ichoice, Ibrand Ichoice, Idealer Ichoice, 

Ipurchase Itiming, Ipurchase Iamount Iare Ithe Iresponses Ithat Ia Ibuyer Imake. 

The Iabove Imodel Itries Ito Iexplain Ithat Ihow Istep Iby Istep Idifferent Iactivities Itake 

Iplace Ibefore Ifinal Ibuyer Iresponse Iis Imade. IStimuli Ithat Iis Ithe Iexternal 

Ienvironment Imakes Ia Ibuyer Iaware Iand Ileads Ihim/her Ito Imake Ia Ichoice, Ithe 

Ibuyers Iblack Ibox Iis Iwhere Ibuyer Idecision Iprocess Iand Ihis Icharacteristics Itake 

Iplace Iand Iall Iof Iit Iresults Iinto Ithe Ibuyer Iresponse. IWhen Iwe Italk Iabout Ithe 

Idigital Imarketing Iit Iaffects Iboth Ithe Ifacets Ithe Istimuli Ias Iwell Ias Ibuyers 

Idecision Iprocess. 

Marketing I Iand I Iother I Istimuli I Ienter I Ithe I Ibuyer‘s I I―black I Ibox‖ I Iand I Iproduce 

I Icertain Ichoice/purchase Iresponses. IMarketers Imust Ifigure Iout Iwhat Iis Iinside Iof 



Ithe Ibuyer‘s I―black Ibox‖ Iand Ihow Istimuli Iare Ichanged Ito Iresponses. IMarketing 

Istimuli Iconsist Iof Ithe Ifour IPs: 



product, Iprice, Iplace, Iand Ipromotion. IOther Istimuli Iinclude Imajor Iforces Iand 

Ievents Iin Ithe Ibuyer's Ienvironment: Ieconomic, Itechnological, Ipolitical, Iand 

Icultural. IAll Ithese Iinputs Ienter Ithe Ibuyer's Iblack Ibox, Iwhere Ithey Iare Iturned 

Iinto Ia Iset Iof Iobservable Ibuyer Iresponses: Iproduct Ichoice, Ibrand Ichoice, Idealer 

Ichoice, Ipurchase Itiming, Iand Ipurchase Iamount. IThe Imarketer Iwants Ito 

Iunderstand Ihow Ithe Istimuli Iare Ichanged Iinto Iresponses Iinside Ithe Iconsumer's 

Iblack Ibox, Iwhich Ihas Itwo Iparts. IFirst, Ithe Ibuyer's Icharacteristics Iinfluence Ihow 

Ihe Ior Ishe Iperceives Iand Ireacts Ito Ithe Istimuli. ISecond, Ithe Ibuyer's Idecision 

Iprocess Iitself Iaffects Ithe Ibuyer's Ibehaviour.13 

 
• Nicosia Imodel: 

This Imodel Iwas Ideveloped Iin I1966, Iby IFrancesco INicosia, Ian Iexpert Iin 

Iconsumer Imotivation Iand Ibehavior. IThe INicosia Imodel Itries Ito Iexplain Ibuyer 

Ibehavior Iby Iestablishing Ia Ilink Ibetween Ithe Iorganization Iand Iits I(prospective) 

Iconsumer. IThe Imodel Isuggests Ithat Imessages Ifrom Ithe Ifirm Ifirst Iinfluences Ithe 

Ipredisposition Iof Ithe Iconsumer Itowards Ithe Iproduct Ior Iservice. IBased Ion Ithe 

Isituation, Ithe Iconsumer Iwill Ihave Ia Icertain Iattitude Itowards Ithe Iproduct. IThis 

Imay Iresult Iin Ia Isearch Ifor Ithe Iproduct Ior Ian Ievaluation Iof Ithe Iproduct 

Iattributes Iby Ithe Iconsumer. IIf Ithe Iabove Istep Isatisfies Ithe Iconsumer, Iit Imay 

Iresult Iin Ia Ipositive Iresponse, Iwith Ia Idecision Ito Ibuy Ithe Iproduct Iotherwise Ithe 

Ireverse Imay Ioccur. 

The INicosia Imodel Igroups Ithe Iabove Iactivity Iexplanation Iinto Ifour Ibasic Iareas-

fields Ione Ihas Itwo Isub Iareas–the Iconsumers Iattribute Iand Ifirms Iattributes. 

IDepending Ion Ithe Iway, Ithe Imessage Iis Ireceived Iby Ithe Iconsumer, Ia Icertain 

Iattribute Imay Idevelop. IThis Inewly Ideveloped Iattribute Ibecomes Ithe Iinput Ifor 

Iarea Itwo. IThe Isecond Iarea Ior Iarea Itwo Iis Irelated Ito Ithe Isearch Iand Ievaluation, 

Iundertaken Iby Ithe Iconsumer, Iof Ithe Iadvertised Iproduct Iand Ialso Ito Iverify Iif 

Iother Ialternatives Iare Iavailable. IIn Icase Ithe Iabove Istep Iresults Iin Ia Imotivation 

Ito Ibuy Ithe Iproduct I/service, Iit Ibecomes Ithe Iinput Ifor Ithird Iarea. IThe Ithird Iarea 

Iexplains Ihow Ithe Iconsumer Iactually Ibuys Ithe Iproduct. IAnd Iarea Ifour Iis Irelated 

Ito Ithe Iuses Iof Ithe Ipurchased Iitems. IThis Ifourth Iarea Ican Ialso Ibe Iused Ias Ian 



Ioutput Ito Ireceive Ifeedback Ion Isales Iresults Ito Ithe Ifirm.14 
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FACTORS IINFLUENCING ICONSUMER IBEHAVIOUR 

Consumer Ipurchases Iare Iinfluenced Istrongly Iby Icultural, Isocial, Ipersonal Iand 

Ipsychological Icharacteristics. 

I. Cultural Ifactors: 

a. Culture: ICulture Iis Ithe Iset Iof Ibasic Ivalues, Iperceptions, Iwants Iand 

Ibehavior‘s Ilearned Iby Ia Imember Iof Isociety Ifrom Ifamily Iand Iother 

Iimportant Iinstitutions. IBasically, Iculture Iis Ithe Ipart Iof Ievery Isociety Iand 

Iis Ithe Iimportant Icause Iof Iindividual Iwants Iand Ibehavior. IThe Iinfluence 

Iof Iculture Ion Ibuying Ibehavior Ivaries Ifrom Icountry Ito Icountry Itherefore 

Imarketers Ihave Ito Ibe Ivery Icareful Iin Ianalyzing Ithe Iculture Iof Idifferent 

Igroups, Iregions Ior Ieven Icountries. 

b. Subculture: IEach Iculture Icontains Idifferent Isubcultures Isuch Ias 

Ireligions, Inationalities, Igeographic Iregions, Iracial Igroups Ietc. IMarketers 

Ican Iuse Ithese Igroups Iby Isegmenting Ithe Imarket Iinto Ivarious Ismall 

Iportions. IMarketers Ican Idesign Iproducts Iaccording Ito Ithe Ineeds Iof Ia 

Iparticular Igeographic Igroup. 

c. Social Iclass: ISocial Iclass Irefers Ito Ithe Ihierarchical Iarrangement Iof Ithe 

Isociety Iinto Ivarious Idivisions, Ieach Iof Iwhich Isignifies Isocial Istatus Ior 

Istanding. ISocial Iclass Iis Ian Iimportant Ideterminant Iof Iconsumer Ibehavior 

Ias Iit Iaffects Iconsumption Ipatterns, Ilifestyle, Imedia Ipatterns, Iactivities 

Iand Iinterests Iof Iconsumers. 

II. Social Ifactors: ISocial Ifactors Ialso Iimpact Ithe Ibuying Ibehavior Iof Iconsumers. 

IThe Iimportant Isocial Ifactors Iare: Ireference Igroups, Ifamily, Irole Iand Istatus. 

a. Reference IGroups: IPersons Ireference Igroup Iare Ithose Igroups Ithat 

Ihave Ia Idirect Ior Iindirect Iinfluence Ion Ithe Iperson‘s Iattitudes Ior Ibehavior. 

IIndividuals Iuse Ithese Igroups Ias Ireference Ipoints Ifor Ilearning Iattitudes, 

Ibeliefs Iand Ibehavior, Iand Iadapt Ithese Iin Itheir Ilife. IFamily Iand Iclose 

Ifriends Iare Iconsidered Ito Ibe Iprimary Ireference Igroups Iin Ian Iindividual‘s 

Ilife Idue Ito Itheir Ifrequency Iof Iinteraction Iwith Ithe Iindividual Iand 



Iprimacy Iof Ithese Isignificant Iothers Iin Ian Iindividual‘s Ilife. ISchoolmates, 

Ineighborhood, Icolleagues, Iother Iacquaintances Iare Ia Ipart Iof Ithe 

Isecondary Ireference Igroups Iof Ian Iindividual. 

 
 



b. Family: IBuyer Ibehavior Iis Istrongly Iinfluenced Iby Ithe Imember Iof Ia 

Ifamily. ITherefore Imarketers Iare Itrying Ito Ifind Ithe Iroles Iand Iinfluence 

Iof Ithe Ihusband, Iwife Iand Ichildren. IIf Ithe Ibuying Idecision Iof Ia 

Iparticular Iproduct Iis Iinfluenced Iby Iwife Ithen Ithe Imarketers Iwill Itry Ito 

Itarget Ithe Iwomen Iin Itheir Iadvertisement. IHere Iwe Ishould Inote Ithat 

Ibuying Iroles Ichange Iwith Ichange Iin Iconsumer Ilifestyles. 

c. Roles Iand IStatus: IEach Iperson Ipossesses Idifferent Iroles Iand Istatus Iin 

Ithe Isociety Idepending Iupon Ithe Igroups, Iclubs, Ifamily, Iorganization Ietc. 

Ito Iwhich Ihe Ibelongs. IThe Isocial Irole Iand Istatus Iprofoundly Iinfluences 

Ithe Iconsumer Ibehavior Iand Ihis Ipurchasing Idecisions. 

III.  Personal IFactors: IPersonal Ifactors Ican Ialso Iaffect Ithe Iconsumer Ibehavior. 

ISome Iof Ithe Iimportant Ipersonal Ifactors Ithat Iinfluence Ithe Ibuying Ibehavior Iare: 

Ilifestyle, Ieconomic Isituation, Ioccupation, Iage, Ipersonality Iand Iself-concept. 

a. Age: IAge Iand Ilife-cycle Ihave Ipotential Iimpact Ion Ithe Iconsumer Ibuying 

Ibehavior. IConsumers Ichange Ithe Ipurchase Iof Igoods Iand Iservices Iwith 

Ithe Ipassage Iof Itime. IFamily Ilife-cycle Iconsists Iof Idifferent Istages Isuch 

Ias Ichildhood, Ibachelorhood, Inewly Imarried Icouple, Iparenthood Ietc. Iwhich 

Ihelp Imarketers Ito Idevelop Iappropriate Iproducts Ifor Ieach Istage. 

b. Occupation: IThe Ioccupation Iof Ia Iperson Ihas Isignificant Iimpact Ion Ihis 

Ibuying Ibehavior. IFor Iexample Ia Imarketing Imanager Iof Ian Iorganization 

Iwill Itry Ito Ipurchase Ibusiness Isuits, Iwhereas Ia Ilow Ilevel Iworker Iin Ithe 

Isame Iorganization Iwill Ipurchase Irugged Iwork Iclothes. 

c. Economic ISituation: IConsumer‘s Ieconomic Isituation Ihas Igreat 

Iinfluence Ion Ihis Ibuying Ibehavior. IIf Ithe Iincome Iand Isavings Iof Ia 

Icustomer Iis Ihigh Ithen Ihe Iwill Ipurchase Imore Iexpensive Iproducts. IOn 

Ithe Iother Ihand, Ia Iperson Iwith Ilow Iincome Iand Isavings Iwill Ipurchase 

Iinexpensive Iproducts. 

d.  Lifestyle: ILifestyle Iof Icustomers Iis Ianother Iimport Ifactor Iaffecting Ithe 

Iconsumer Ibuying Ibehavior. ILifestyle Irefers Ito Ithe Iway Ia Iperson Ilives Iin 

Ia Isociety Iand Iis Iexpressed Iby Ithe Ithings Iin Ihis/her Isurroundings. IIt Iis 

Idetermined Iby Icustomer Iinterests, Iopinions, Iactivities Ietc Iand Ishapes Ihis 



Iwhole Ipattern Iof Iacting Iand Iinteracting Iin Ithe Iworld. 

 



e. Personality: IPersonality Ichanges Ifrom Iperson Ito Iperson, Itime Ito Itime 

Iand Iplace Ito Iplace. ITherefore Iit Ican Igreatly Iinfluence Ithe Ibuying 

Ibehavior Iof Icustomers. IActually, IPersonality Iis Inot Iwhat Ione Iwears; 

Irather Iit Iis Ithe Itotality Iof Ibehavior Iof Ia Iman Iin Idifferent Icircumstances. 

IIt Ihas Idifferent Icharacteristics Isuch Ias: Idominance, Iaggressiveness, Iself-

confidence Ietc. Iwhich Ican Ibe Iuseful Ito Idetermine Ithe Iconsumer Ibehavior 

Ifor Iparticular Iproduct Ior Iservice. 

IV. Psychological Ifactors: 

There Iare Ifour Iimportant Ipsychological Ifactors Iaffecting Ithe Iconsumer Ibuying 

Ibehavior. IThese Iare: Iperception, Imotivation, Ilearning, Ibeliefs Iand Iattitudes. 

a. Motivation: IThe Ilevel Iof Imotivation Ialso Iaffects Ithe Ibuying Ibehavior 

Iof Icustomers. IEvery Iperson Ihas Idifferent Ineeds Isuch Ias Iphysiological 

Ineeds, Ibiological Ineeds, Isocial Ineeds Ietc. IThe Inature Iof Ithe Ineeds Iis 

Ithat, Isome Iof Ithem Iare Imost Ipressing Iwhile Iothers Iare Ileast Ipressing. 

ITherefore Ia Ineed Ibecomes Ia Imotive Iwhen Iit Iis Imore Ipressing Ito Idirect 

Ithe Iperson Ito Iseek Isatisfaction. IMaslow‘s ITheory Iof IMotivation Iexplains 

Iwhy Ipeople Iare Idriven Iby Iparticular Ineeds Iat Iparticular Itimes. IMaslow 

Iarranged Ihuman Ineeds Iin Ia Ihierarchy Iaccording Ito Itheir Iimportance. 

IThey Iare Iphysiological Ineeds, Isafety Ineeds, Isocial Ineeds, Iesteem Ineeds 

Iand Iself-actualization Ineeds. IA Iperson Itries Ito Isatisfy Ithe Imost Iimportant 

Ineed Ifirst. IWhen Ithat Ineed Iis Isatisfied, Iit Iwill Istop Ibeing Ia Imotivator 

Iand Ithe Iperson Iwill Ithen Itry Ito Isatisfy Ithe Inext Iimportant Ineed. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

16 

 

 

b. Perception: ISelecting, Iorganizing Iand Iinterpreting Iinformation Iin Ia Iway 

Ito Iproduce Ia Imeaningful Iexperience Iof Ithe Iworld Iis Icalled Iperception. 

IWhat Ian Iindividual Ithinks Iabout Ia Iparticular Iproduct Ior Iservice Iis 

Ihis/her Iperception Itowards Ithe Isame. IIndividuals Iwith Ithe Isame Ineeds 

Imight Inot Ipurchase Isimilar Iproducts Idue Ito Idifference Iin Iperception. 

IThere Iare Ithree Idifferent Iperceptual Iprocesses Iwhich Iare Iselective 

Iattention, Iselective Idistortion Iand Iselective Iretention. IIn Icase Iof Iselective 

Iattention, Iindividuals Ipay Iattention Ito Iinformation Ithat Iis Iof Iuse Ito Ithem 

Ior Itheir Iimmediate Ifamily Imembers. IWhereas, Iin Icase Iof Iselective 

Idistortion, Iconsumers Itend Ito Iperceive Iinformation Iin Ia Iway Iwhich 

Iwould Ibe Iin Iline Ito Itheir Iexisting Ithoughts Iand Ibeliefs. ISimilarly, Iin 

Icase Iof Iselective Iretention, Iconsumers Iremember Iinformation Iwhich 

Iwould Ibe Iuseful Ito Ithem, Irest Iall Ithey Iforget Iin Idue Icourse Iof Itime. 

c. Beliefs Iand IAttitudes: ICustomer Ipossesses Ispecific Ibeliefs Iand 

Iattitudes Itowards Ivarious Iproducts. ISince Isuch Ibeliefs Iand Iattitudes Imake 

Iup Ibrand Iimage Iand Iaffect Iconsumer Ibuying Ibehavior, Itherefore, 

Imarketers Iare Iinterested Iin Ithem. IMarketers Ican Ichange Ithe Ibeliefs Iand 

Iattitudes Iof Icustomers Iby Ilaunching Ispecial Icampaigns Iin Ithis Iregard. 



 



Need IRecognition 

Purchase IDecision 

Post Purchase 

IBehaviour 

 I I I I I I I I I I IAPPLICATION IOF IBEHAVIOUR ITHEORIES 

In Iall Ithe Iabove Ibehavioral Itheories Iand Ifactor Ithat Iaffect Ithe Iconsumer Ibehavior Iits 

Iprudent Ithat Ithe Ienvironment Iaround Ihas Ia Ivery Isignificant Irole. IFrom Ithe Itheories 

Ithat Isuggest IStimuli Ito Ibe Ithe Ibasic Istep Iin Ithe Iconsumer Ibuying Ibehaviour Itheories, 

Iwe Ican Iunderstand Ithat Ithis IStimuli Ican Ibe Iinduced Ivery Ieasily Iand Iprecisely Iwith 

Ihelp Iof IDigital IMarketing. 

Taking Ia Ireal Itime Iexample: IAs Isoon Ias Iwinter Iapproaches Ithere Iis Ineed Ifor Iwoolens 

Iand Iwinter Iallied Iproducts Inow Iin Iorder Ito Iaware Iconsumers Iabout Ia Iparticular Istore 

Ior Ibrand Ithat Icould Iserve Itheir Ithis Ivery Ineed, Ia Ibulk Isms Ior Ia Iweb Iposter Icould Ibe 

Ipublished Ivery Ieasily Iand Iwithin Iseconds. IThis Iis Ihow Idigital Imarketing Ihelps Iin 

Iincreasing Ithe Iawareness Iand Iinducing Ithe Istimuli. 

To Iunderstand Ithe Iimplications Iof Ithis Iwe Ineed Ito Isee Ithe Iimpact Iof Idigital Imarketing 

Ion Ithe Ibuying Idecision Iprocess:- 

Process IStages Iinclude: 

 

 

 
 

 
 

 

 
 

Evaluation 

Iof 

IAlternatives 

Information ISearch 



1. Need IRecognition: INeeds Ican Ibe Itriggered Iby IInternal IStimuli Iand 

IExternal IStimuli. IInternal IStimuli Iis Iwhen Ithe Inormal Ineeds Ibecomes 

Istrong Ienough Ito Idrive Isales Ibehaviour. IExternal IStimuli Iincludes 

Iadvertisements Iand Ipeer Igroups. IWhen Iwe Italk Iabout Ithe Iexternal 

Istimuli Ithe Iweb Iworld Ihas Irevolutionized Iit Icompletely. IThe 

Iadvertisement Itoday Iis IAI Idriven Iand Iprovides Ipromotional Imessages 

Iin Ia Ivery Icustomized Iand Iregular Imanner. IToday Ijust Ionce Iyou 

Isearch Ifor Igood Ihotels Iin IDelhi I(an Iexample) Ithe Ivery Inext Imoment 

Iyou Ifind Iadvertisement Iregarding Iflights Ito IDelhi, ITourist Iplaces Ito 

Ivisit Inear IDelhi Iand Iprobably Ieverything Ion Iearth Ithat Iyou Imay Ior 

Imay Inot Ineed Iin IDelhi. IAll Ithis Iis Ipossible Ijust Ibecause Iof Idigital 

Imarketing, Ithis Ishows Ihow Ipervasive Ithe Iadvertising Ihas Ibecome. 

IWhen Iwe Italk Iabout Ipeer Iinfluence I, Itoday Ifrom Ishopping Ito Idining 

Ieverything Iis Ibeing Iposted Ionline Itherefore Ithese Istatus Iand Iupdates 

Ileads Ito Ineed Irecognition. 

2. Information ISearch: IIn Ithe Isecond Istep Iof Ipurchase Idecision, Ionce 

Ithe Ineed Ihas Ibeen Irecognized Ithe Iinformation Isearch Ibegins Ifor Ithis 

Iconsumer Iexhibits Iheightened Iattention Ior Iactivity Isearch Ifor 

Iinformation. ISources Iof IInformation Iinclude IPersonal, ICommercial, 

IPublic Iand Iexperimental Iand Imost Iimportant Iword Iof Imouth. IToday 

Iman‘s Iinformation Ihas Ibecome Iinfinite Iuntil Ia Imighty Icell Iphone 

Idevice Iis Iin Ihis Ihand. IOnce Iyou Irealize Ithat Iyou Ineed Ito Istay Iin Ia 

Ihotel Iin IDelhi, Ithe Ivery Inext Ithing Iyou Ido Iis Ito Ilook Ifor Ihotels 

Ionline, Ihow Iprimitive Idoes Iit Iseems Iwhen Iwe Iused Igo Ito Itravel 

Iagents Ior Icommunicate Ito Iour Ifriends/family Iresiding Ithere Iand Ithen 

Ibook Ia Ihotel. IThis Ichange Iin IInformation ISearch Iopens Idoor Ifor Ithe 

IDigital IMarketing. 

3. Evaluation Iof IAlternatives: IEvaluation Iprocedure Idepends Ion Ithe 

Iconsumer Iand Ithe Ibuying Isituation. IMost Ibuyers Ievaluate Imultiple 

Iattributes, Ieach Iof Iwhich Iis Iweighted Idifferently. IAt Ithe Iend Iof Ithe 

Ievaluation Istage, Ipurchase Iintentions Iare Iformed. IAlternatives Iare 

Isearched Iupon Ion Ithe Ibasis Iof Ithe Iinformation Iaround, IOnce Iyou 



Idecide Iabout Ithat Iyou Ineed Ia Ihotel Iroom Iin IDelhi Iand Iyou Isearch 

Iit Iover Iweb, Ithere Iare Iplethora Iof Ioptions Iavailable Iand 

 

 

 

 
 



Evaluation Iof Ialternatives Ican Ibe Idone Iwithin Iseconds. IThere Ieven 

Iexists Idedicated Iplatforms Ithat Idoes Ievaluate Ithe Ialternatives Iweb 

Isites Ilike ITrivago, IFlipkart Iand IJunglee. 

4. Purchase IDecision: ITwo Ifactors Iintercede Ibetween Ipurchase Iintentions 

Iand Ithe Iactual Idecision: IAttitudes Iof Iothers, IUn-expected Isituational 

Ifactors. IHere Iit‘s Iall Iin Ithe Iconsumer Imind Iweb Ior Ianything 

Iphysical Ithing Iavailable. 

5. Post IPurchase IBehaviour: ISatisfaction Iis Iimportant: IDelighted 

Iconsumers Iengage Iin Ipositive Iword-of-mouth. IUnhappy Icustomers Itell 

Ion Iaverage I11 Iother Ipeople. IIt Icosts Imore Ito Iattract Ia Inew Icustomer 

Ithan Iit Idoes Ito Iretain Ian Iexisting Icustomer. IThe Ipost Ipurchase 

Ibehaviour Ican Ibe Irelated Itoday Iwith Ithe Ireviews Iand Irating 

Iavailable, Ievery Ipositive Ior Inegative Iexperience Itoday Iis Ipublished 

Ionline Ithis Ivery Iwell Ishow Ithat Iif Ione Ihas Iits Igood Ionline Ipresence 

Ican Isimply Iexploit Ithe Imarket. 

Therefore Iit‘s Iall Iabout Inet Itoday Iin Ipresent Iera. IThe Istudy Itoo Itries Ito Iunderstand 

Ihow Ithe Iexistence Iof Ithe Ifirms Ion Ithe Idigital Iplatforms Ihas Iwhat Iaffect‘s Ion 

Iconsumer Ibuying Ipreferences. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHAPTER I4: IRESEARCH 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 I I I I I I I I I I I I I I I I I I I I I I I IRESEARCH IMETHODOLOGY 

The Iresearcher Ihad Iundertaken IEmpherical IResearch Ito Icollect Idata Iand Ifurther 

Ianalyzed Iit Ito Icompile Iresults Iand Iderive Iconclusions. IThe Iobjectives Iwere Iframed Ion 

Ithe Ibasis Iof Iavailable Iliterature, Iprevious Istudies Iand Imy Iinternship Iexperience Iat 

IDIGIMARK IIndia Iand Ithe Iresults Istated Iherein Ihave Ibeen Istudied Ialong Iwith Ithe 

Iresults Ithat Ithe Iresearcher Istrived Ito Iascertain. 

RESEARCH IDESIGN 

 
Research Idesigns Iare Iconcerned Iwith Iturning Ithe Iresearch Iquestion Iinto Ia Itesting 

Iproject. IThe Ibest Idesign Idepends Ion Iyour Iresearch Iquestions. IEvery Idesign Ihas Iits 

Ipositive Iand Inegative Isides. IThe Iresearch Idesign Ihas Ibeen Iconsidered Ias Ia I"blueprint" 

Ifor Iresearch, Idealing Iwith Iat Ileast Ifour Iproblems: Iwhat Iquestions Ito Istudy, Iwhat Idata 

Iare Irelevant, Iwhat Idata Ito Icollect, Iand Ihow Ito Ianalyze Ithe Iresults. 

Casual IResearch: IIt Iis Ithe Itesting Iof Ia Ihypothesis Ion Ithe Icause Iand Ieffect Iwithin Ia 

Igiven Imarket. ICasual IResearch Iexplores Ithe Ieffect Iof Ione Ithing Ion Ianother Iand Imore 

Ispecifically, Ithe Ieffect Iof Ione Ivariable Ion Ianother. IThe Iresearch Iis Iused Ito Imeasure 

Iwhat Iimpact Ia Ispecific Ichange Iwill Ihave Ion Iexisting Inorms Iand Iallows Imarket 

Iresearchers Ito Ipredict Ihypothetical Iscenarios Iupon Iwhich Ia Icompany Ican Ibase Iits 

Ibusiness Iplan. IFor Iexample, Iif Ia Iclothing Icompany Icurrently Isells Iblue Idenim Ijeans, 

Icasual Iresearch Ican Imeasure Ithe Iimpact Iof Ithe Icompany Ichanging Ithe Iproduct Idesign 

Ito Ithe Icolor Iwhite. IFollowing Ithe Iresearch, Icompany Ibosses Iwill Ibe Iable Ito Idecide 

Iwhether Ichanging Ithe Icolor Iof Ithe Ijeans Ito Iwhite Iwould Ibe Iprofitable. ITo Isummaries, 

Icasual Iresearch Iis Ia Iway Iof Iseeing Ihow Iactions Inow Iwill Iaffect Ia Ibusiness Iin Ithe 

Ifuture. 

SAMPLE IOF ISTUDY 

 
In Iterms Iof Igeographical Ilocation, Ithe Ipopulation Iof Istudy Iis Ithe Ipopulation Iof INoida, 

IJharkhand. IThe Itargeted Ipopulation Iwas Ithe Iyoung Ipopulation Iof Ithe Icity Ias Ibecause 

Ithe Iyoung Ipeople Iare Imore Itechno-friendly Iand Itreat Idigital Imedia Ias Ian Ialternative Iin 



Isharp Icontrast Ito Ithe Iolder I Ipeople Iwho Ido Inot Itreat Idigital Imedia Ian Ialternative Ibut 

Imerely Ian Ioption Inot Iequally Ireliable. IThis Ichoice Iaided Ithe Iresearcher Iin Iminimizing 

Ithe Iscope Ipf Ierror Iin Idata Icollection. IThe Irespondents Ibelonged Ito Iurban Iarea Iof Ithe 

Icity INoida Iand Ihad Iknowledge Iof Iinternet Iand Iwere 



Males 

Population 

Females 

feasibly Iusing Ithe Isame. IThe Irespondents Iwere Irandomly Iselected Iand Itheir Iresponses 

Irecorded Ivia IGoogle IForm. 

SAMPLING IMETHOD I& ISAMPLING IDESIGN 

 
The Isampling Imethod Iadopted Ishall Ibe IStratified IRandom ISampling. IThe Ipopulation Iof 

Istudy Ibeing Iheterogeneous Iin Inature Ias Iit Iis Iinclusive Iof Imales, Ifemales, Iof Ivarying 

Iage Itherefore Idiving Ithe Iage Igroup Iinto Ithose Ibelow Iand Iabove I30. IThe Inexus Ifor 

Ithe Isame Iis Ithat Ithe Iadvent Iof Iinternet Ihas Ibeen Isince Ithe Ilast I1990s Iand Ithe Ipresent 

Igeneration Iin Ithe Iage Igroup Iof I25 Iand Ibelow I Ihave I Ibeen I Iexposed I Ito I Iinternet I 

Isince I Ichildhood I Idue I Ito I Iwhich I Ithey I Isee I Iit I Ias I Ian I I―equally Ireliable Ialternative‖ 

Iand Inot Ias Ia Irecently Ideveloped Ioption; Ihence, Ithe Ipopulation Iwas Istratified Iinto Ithe 

Ifollowing Icategories:- 

 

 
The Isample Idesign Iwas Ias Ifollows: I- 

 
1. The Isample Isize Iwas I109 IRespondents. 

 
2. There Iwere I62 Imales Iand I47 Ifemales Iin Ithe Ipopulation Iselected Ion Ia Irandom Ibasis. 
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 IThe Imeasuring Itool Iresorted Ito Iwas IInterview ISchedule. IThe Iinterview Iwas Iconducted Ion Ia Ibasis Iof Iset 

Ipattern Iof Iquestions Ifrom Iall Ithe Irespondents Iand Itheir Iresponses Iwere Irecorded Itherein. ISubsequently, 

Ithe Icollected Iresponses Iwere Iregistered Ion Ia IGoogle Iform Ifor Iefficient Ianalysis. IThe Iquestions Iwere I18 Iin 

Inumber Iand Iwere Iall IMCQ Itypes. IQuestion I1 Iwas Ithe Iname Iof Ithe Irespondent. IQuestion I2 Iand I3 Iwere 

Isubjective Irequiring Imention Iof Iage Iand Igender. IQuestion Inumbers I4-16 Iand I18 Iwere IMultiple IChoice 

IQuestions Iwherein Ifor Isome Ionly Ioption Icould Ibe Iselected Iand Ifor Imore Ithan Ione Ioption Icould Ibe 

Iselected. IFor Imost Iof Ithe Iquestions Ia Iscale Iwas I



and Ithe Iresponse Ihad Ito Ibe Ifilled Iin Iaccordance Iwith Ithe Iexperience Iof Ithe Irespondent. 

IQuestion Inumber I17 Iwas Ishort Ianswer Itype Iquestion Ito Ibe Ifilled Iby Ithe Irespondents. 

PROCEDURE 

 
Subjects Iwere Iapproached Ithrough Iemail Ivia Ia Irequest Ito Ifill IGoogle IForm Iin Ithe Ilink 

Iprovided. IThe Irespondents Iwere Iurged Ito Itake Iout Itime Iand Ifill Ithe Iform Iin Iorder Ito 

Iaid Ithe Iresearcher Iin Isuccessful Icompletion Iof Ithe Iresearch. I120 Iemails Iwere Isent Iof 

Iwhich I110 Iwere Idelivered Iwhile I10 Ifailed Iowing Ito Inon-functional/ Iinvalid Iemail 

Iaddress. IAmongst Ithe I110 Idelivered Iemails, I109 Irespondents Ifilled Ithe Iform Iwhile I1 

Irespondent Idelayed Ithe Ifilling Iof Iform Iowing Ito Iher Ipersonal Iengagements. IHer 

Iresponse Icould Inot Ibe Irecorded Iowing Ito Iinordinate Idelay Ion Iher Ipart Iand Itime 

Iboundation Ion Ipart Iof Ithe Iresearcher. IIn Ithe Iemail Ithe Iresearcher Iintroduced Ihimself, 

Iinformed Ithe Isubjects Iabout Ithe Ipurpose Iof Idata Icollection, Ia Ibrief Iof Ithe Iobjectives 

Iand Iaffirmed Ithat Ithis Ipaper Iwould Inot Ireveal Itheir Ipersonal Iidentity Iin Iany Imanner. 

IThe Iemail Ihad Ia Ideclaration Ithat Ithe Ipaper Iwas Isolely Ifor Iacademic Ipurpose Iand Ithe 

Iresponses Icollected Itherein Iwere Ito Ibe Ikept Ipurely Iconfidential Iand Inot Iused Ionly Ifor 

Iacademic Ipurpose Iviz., Ithe Ipresent Iresearch. IFurther Ithe Irespondents Iwere Isupplied 

Iwith Ithe Ifollowing Iinstructions: I- 

1. The Iinterview Ishall Itake Ia Imaximum Iof Ieight Iminutes. 

2. The Itotal Inumber Iof Iquestions Ishall Ibe I18, Iand Iare Imandatory Ito Ibe Ianswered 

Ion Ithe Ibasis Iof Ione‘s Ipersonal Iexperience. 

3. First I3 Iquestions Iare Ipersonal Idetails Ifollowing Iwhich I13 Iquestions Iare 

IMultiple IChoice IQuestion Itypes. I17th Iquestion Iis Ishort Ianswer Itype Iand Ithe 

I18th Iquestion Iis Iscale Ibased IMCQ Itype. 

4. There Iis Ino Iright Ior Iwrong Ianswer. IAll Ianswers Ihave Ito Iexperience-based. 

 
Subsequently, Ithey Iwere Ito Ianswer Ithe Iquestions Iand Itheir Iresponses Iwere Irecorded 

Itherein. IThe Isubjects Iwhere Ithanked Ifor Itheir Ivaluable Iresponses Iand Ifor Ispearing Itime 

Ifrom Itheir Ischedule. 
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IHYPOTHESIS 

1. Availability Iof Ia Istore Ionline Ipositively Iaffects Ithe Iconsumer Ibehaviour. 

 
2. People Ilook Ifor Ia Inew Iplace Ionline Ibefore Iactually Ivisiting Iit. 

 
3. Google I360 IDegree Iview Iprovide Ibest Ispecs Iabout Ithe Iproduct. 

 
4. People Irely Ion Ireview Iand Iratings Ibefore Imaking Itheir Ifinal Idecision. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 



DATA IINTERPRETATION I& IDATA IANALYSIS 

 

1. Composition Iof ISample 

 
The Icomposition Iof Ithe Isample Iof Istudy Iwill Ibe Ianalyzed Iunder Itwo Iheads I– Igender 

Iand Iage Iof Irespondents. 

 

 
TABLE I1 I: IMALE IFEMALE INUMBER I& IPERCENTAGE IOF ITHE IRESPONDENTS 

 

S INo. Gender Number Percentage 

01 Male 47 43.11% 

02 Female 62 56.8% 

 
• The Inumber Iof Imales Iexceeded Ithe Inumber Iof Ifemales Iin Ithe Isample. 

• The Isample Iwas Irandomly Iselected Ihence Ian Iuneven Iratio Iof Imales Iand Ifemales 

Iwas Ireported. 

 

 
 

FIGURE I1: IAGE IDISTRIBUTION IOF ITHE IRESPONDENTS 

 
 

 
 

• The Iage Idistribution Iof Ithe Ipopulation Iranged Ifrom I12– I35 Iyears. 



• The Iyoung Irespondents Iseemed Ito Ibe Imore Iinclined. 

 

 
 

2. An IAnalysis Iof Ifrequency Iof Ipeople Ito Ilook Iup Ia Inew Iplace Ionline Ibefore 

Iactually Ivisiting Iit. 

 

 

 
FIGURE I2: IHOW IOFTEN ITHE IRESPONDENTS ILOOKED IUP IA INEW IPLACE IONLINE IBEFORE 

IACTUALLY IVISITING IIT. 

 

 

35.5% Ipopulation Istated Ithat Ithey Ivery Ioften Ilooked Iup Ia Inew Iplace Ionline Ibefore 

Iactually Ivisiting Iit Iwhile I38.3% Istated Ithat Ioften Ibut Inot Ivery Ioften Ithey Ilooked Iup 

Ionline Ifor Ia Inew Iplace Ibefore Ivisiting Iit Iphysically. I23.4% Ipopulation Idid Inot Ioften 

Ilook Iup Ionline Iwhile I2.8 I% Ipopulation Istated Ithat Ithey Idid Inot/ Inot Iat Iall Ilooked Iup 

Ionline Ibefore Ivisiting Ia Inew Iplace. 

 

 

3. USE IOF IGOOGLE IMAPS IFOR ILOCATING IAND IVIEWING IA INEW IPLACE 
 

 

 



 

 



 
 

 
 

 

 
 

Figure I3: IUse Iof IGoogle IMaps Ifor Ilocating Iand Iviewing Ia Inew Iplace 
 

44.4% Ipopulation Ireported Ithat Ithey Ialways Iused Igoogle Imaps Ifor Ilocating Iand Iviewing 

Ia Inew Iplace. I26.9% Ipopulation Ireported Ito Ihave Ioften Iused Igoogle Imaps Ifor Ilocating 

Iand Iviewing Ia Inew Iplace Iwhile I23.1% Ipopulation Ireported Ithat Ithey Isometimes Iuse 

Igoogle Imaps Iwhile Ithe Iremaining 

…..% Ieither Irarely Ior Inever Iused Igoogle Imaps Ifor Ithe Iaforesaid Ipurpose. 

 

 

 
4. To Istudy Iwhether Iexistence Iof Ia Istore Ionline Icreates Ia Ipositive Iimpact Ion 

Icustomers Ion Ithe Ianvil Iof Ireliability/quality/ambience 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 



 

 
 

 

Figure I4: IImpact Iof IA IStore IOnline IOn ICustomers 

 
18.5% Ior I20 Irespondents Istated Ithey Istrongly Iagreed Ithat Ia Istore Ionline Icreated Ia 

Ipositive Iimpact Ion Ithem Iwhile I48 Irespondents Ior I44.4% Ipopulation Istated Ithat Iagreed 

Ion Ithe Ipositive Iimpact Iaspect. I30 Irespondents Ior I27.8% Ipopulation Istated Ithat Ithey 

Iwere Ineutral Ion Ithe Iissue Iof Ipositive Iimpact. I8 Irespondents Ior I8.3% Ipopulation 

Idisagreed Iwhile I1 Irespondent Ior I0.9% Ipopulation Istrongly Idisagreed Ithat Ia Istore 

Ionline Icreated Ia Ipositive Iimpact. 

 

 

5. Analysis Iof Ihelpfulness Iof Ireviews Iand Iinformation Ion IGoogle IMaps 
 

 
 

 
Figure I5: IHelpfulness Iof Ireviews Iand Iinformation Ion IGoogle IMaps 



 



None Iof Ithe Irespondents Istated Ithat Ithey Idid Inot Ifind Ithe Ireviews Iand Iinformation Ion 

Igoogle Imaps Ihelpful Iat Iall. IIt Iis Ito Ibe Inoted Ihere Ithat Ithose Irespondents Iwho Idid Inot 

Iuse Igoogle Imaps Iat Iall Iare Ithose Iwho Ido Inot Ifind Iit Ihelpful Ibut Ithe Ireason Ifor Ithe 

Isame Iis Ieither Ithey Ido Inot Iknow Ihow Ito Iuse Iit Ior Ithey Ihave Inever Iused Iit, Ihence 

Itheir Iresponses Iwould Ihave Icreated Ierror Iin Istudy. I10.2% Ipopulation Istated Ithat Ithey 

Idid Inot Ifind Ithe Icontent Ion IGoogle IMaps Iso Ihelpful Iwhile Ifor Ia Imajor Ichunk Iof Ithe 

Ipopulation Ii.e., I71.3% Ithe Iinformation Iwas Ihelpful. I18.5% Irespondents Istated Ithat Ifor 

Ithem Ithe Ireviews Iand Iinformation Iwas Ivery Ihelpful. 

 

 

6. Analysis Iof Iresolution Iof Iqueries Iand Isatisfaction Iof Icustomers Ifrom Iinformation 

Ion IGoogle IMaps 

 

 

 
Figure I6: IResolution Iof Iqueries Iand Isatisfaction Iof Icustomers Ifrom Iinformation Ion IGoogle IMaps 

 

The Ipresent Ianalysis Iis Ia Iderivative Icorollary Ito Ithe Iabove Ianalysis. I7.5% Irespondents 

Ireported Iaffirmatively Ito Ihave Ialways Ihad Iresolution Iof Iqueries Ito Itheir Isatisfaction Iby 

Igoogle Imaps Iwhile I79.4% Ireported Iaffirmative Ibut Isometimes Isatisfactory Iresolution. 

I13.1% Ipopulation Ireported Iin Inegative Iand Istated Ithat Ithey Iwere Inot Isatisfied Ialways. 

IThe Ireason Ifor Ibulk Iof Ipopulation Iresponding Iin Iaffirmative Ibut Inot Ialways Ihighlights 



Ithe Iaspect Ithat Itechnology Ihas Iadvanced Ias Ian Ialternative Ibut Ican Inever I replace 

Ihuman I touch Iand I human Icontact. IThe Ifallibility Iof Ionline 



data Iis Ibound Ito Ioccur Ias Iit Iis Ia Isystem Iof Icommands Iand Isubsequent Ioperation. IBut 

Iit Iis Iundeniable Ithat Iclear Iand Isimple Icommands Ihave Isatisfactory Isolutions Ithrough 

Ione Iclick Iaway Idigital Imedia. 

 

 

7. Analysis Iof IAccuracy Iof IInformation IOn IGoogle IMap IAbout IPlaces IAs IPer ICustomers 
 

 

 

Figure I7: IAccuracy Iof IInformation IOn IGoogle IMap IAs IPer ICustomers 
 

11.1% Irespondents Ireported Ithat Ithe Iinformation Ion Igoogle Imaps Iis Ivery Iaccurate Iwhile 

I57.4% Ireported Iit Iaccurate. I25.9% Iwere Ineutral Ibetween Ivery Iinaccurate Iand Ivery 

Iaccurate Iwhile I4.6% Ireported Iit Ito Ibe Iinaccurate. I0.9% Ipopulation Iwas Iof Ithe Iview 

Ithat Ithe Iinformation Ion Igoogle Imaps Iis Ihighly Iinaccurate. IThe Ipresent Iquestion Iis Ia 

Icorollary Ito Ithe Iabove Iquestion Iand Ia Iconjoint Idiscussion Iof Ithe Isame Iwill Ihelp Icome 

Ito Ian Iaccurate Iconclusion. 

 

 

8. Analysis IOf IFinality Iof IDecisions IBy ICustomers IBased IOn IInformation IThrough 

IGoogle IMaps 

 

 

 

 

 

 

 

 

 



 
 



 
 
 

The Ipresent Ianalysis Iis Ia Iderivative Icorollary Ito Ithe Iabove Itwo Iresponses. I10.2% 

Irespondents Ireported Ito Ihave Ialways Ibased Itheir Ifinal Idecisions Ion Ithe Iinformation Ion 

Igoogle Imaps Iwhile I41.7% Irespondents Ioften Ibased Itheir Ifinal Idecisions Ion Isuch 

Iinformation. I39.8% Irespondents Isometimes Imade Itheir Ifinal Idecisions Ibased Ion Ithe 

Iinformation Ion Igoogle Imaps Iwhereas I8.3% Irespondents Irarely Imade Ifinal Idecisions Ion 

Ithe Ibasis Iof Ithe Igoogle Imap Iinformation. INone Iof Ithe Irespondents Ireported Ito Ihave 

Inever Imade Ia Ifinal Idecision Ibased Ion Ithe Idigital Imedia Iinformation Iprovided Ion 

Igoogle Imaps. IThis Ishows Ithat Igoogle Imap Iinformation Ihas Icapacity Ito Iinfluence 

Iconsumer Ichoices Iand Iaids Ithe Iconsumers Iin Idecision Imaking. 

 

 

9. Analysis IOf IReliability Iof Ipictures, Ireviews Iand Iratings Ion IGoogle IMaps 

 



 



8.5% Irespondents Ireported Ithat Ipictures, Ireviews Iand Iratings Ion Igoogle Imaps Ito Ibe 

Imost Ireliable Iwhereas Ia Imajor Ichunk Iof Ipopulation Ii.e., I45.3% Irespondents Ireported 

Ithat Ithe Iaforementioned Iwas Ireliable. I36.8% Irespondents Ireported Ithat Ithey Iwere 

Ineutral Iwith Irespect Ito Ireliability Iwhereas I7.5% Ireported Inon-reliability Iof Isuch 

Iinformation. IA Ismall Ipercentage Iof Irespondents Ii.e., I1.9% Ireported Ithat Ithe Ireviews, 

Iratings Iand Ipictures Iwere Inot Ireliable Iat Iall. 

 

 

10. Analysis Iof IConsumer IResponse Ito I360-Degree IView 
 
 

 
45.4% Irespondents Iagreed Iin Iaffirmative Ithat I360 IDegree IView Iprovided Ibest Ispecs Ior 

Ibest Iphysical Iappearance Iof Ia Iplace Ionline Iwhereas Ia Inearly Iclose Ipercentage Iie., 

I41.7% Iresponded Ithat Ithey Iwere Inot Icertain Iand Ireported Ithat Imay Ibe I360 IDegree 

IView Iprovided Ithe Ibest Ispecs Iof Ia Iplace. I13% Irespondents Iresponded Iin Inegative Iand 

Inegated Ithe Ipremise Ithat I360 IDegree Iview Icould Iprovide Ibetter Ispecs Iof Ia Iplace. 

 

 

11. Analysis Iof IDigital IAdvertisement Ibeing Ibest Iway Ito Ireach Iout Ito Ithe Icustomers 
 

 

 

 

 

 

 



 
 



 

 
 

 

A Imajor Ibulk Iof Ipopulation Ii.e., I74.5% Irespondents Iagreed Iin Iaffirmative Ithat Idigital 

Iadvertisement Iwas Ithe Ibest Iway Ito Ireach Iout Ito Ithe Icustomers. I22.6% Iresponded Ithat 

Ithey Iwere Inot Icertain Iand Ireported Ithat Imay Ibe Idigital Iadvertisement Iwas Ithe Ibest 

Iway. I2.9% Irespondents Iresponded Iin Inegative Iand Inegated Ithe Ipremise Ithat Idigital 

Iadvertisement Iwas Ithe Ibest Iway Ito Ireach Iout Ito Ithe Icustomers. 

 

 

12. Analysis Iof Iconsumer Iresponse Iwhen Istuck Ibetween Ialternatives Ito Ibase 

Idecisions Ion Ionline Ireviews Iand Iratings 

 
 

 

 

 



A Imajor Ibulk Iof Ipopulation Ii.e., I84.3% Irespondents Iagreed Iin Iaffirmative Ithat Iwhen 

Istuck Ibetween Ialternatives Ithey Ibase Idecisions Ion Ionline Ireviews Iand Iratings. I9.3% 

Iresponded Ithat Ithey Iwere Inot Icertain Iand Ireported Ithat Isometimes Ithey Iresort Ito Ithis 

Ialternative. I6.4% Irespondents Iresponded Iin Inegative Iand Inegated Ithat Iwhen Istuck 

Ibetween Ialternatives Ithey Ibase Idecisions Ion Ionline Ireviews Iand Iratings. 

 

 

13. Analysis IOf IConsumer IResponse Ito Icomparison Ibetween I360Degree Iview Iand 

Istill Iimages. 

 
 

 

 

 
17.8% Irespondents Ireported Ithat I360 IDegree Iview Iwas Iabsolutely Ibetter Ithan Istill 

Iimages Iwhile I39.3% Ireported Ithat Iit Iwas Isimply Ibetter Ibut Inot Iabsolutely Ithe Ibest. IA 

Iclose Ipercentage Ii.e., I35.5% Ireported Ithat Ithey Iwere Ineutral Iand Iboth I360 IDegree 

Iview Iand Istill Iimages Ihad Ithe Isame Iimpact Ion Ithem. I5.6% Ireported Ithat I360 IDegree 

Iview Iwas Inot Ibetter Ithan Istill Iimages Iwhile Ionly I2 Irespondents Ior I1.9% Ireported Ithat 

Iit Iwas Inot Iat Iall Ibetter. 

 

 

 

 

 

 

 

 

 

 

 



 
 



 I I I I I I I IDISCUSSION 

The Istudy Iwas Iconducted Ito Istudy Ithe Idependence Iand Iimpact Iof Iconsumer Ibuying 

Ipreferences Ithrough Idigital Imarketing. IThe Idata Iwas Icollected Ifrom I109 Ipeople Ithrough 

IRandom IConvenience ISampling Iwhose Imean Iage Iwas I20.56 Iwith I62 Ifemales Iand I47 

Imales. IThe Ireason Ifor Ifemales Ibeing Imore Iis Ibecause Iof Irandom Isampling Ibut Iit Ihas 

Ino Ieffect Ion Ithe Iresearch. IRespondents Iof Iage I12 Iand I16 Iwere I0.9%, Iof Iage I17 

Iwere I4.6%, Iof Iage I18 Iwere I11.04%, Iof Iage 

19 Iwere I17.4% I, Iof Iage I20 Iwere I29.4% I, Iof Iage I21 Iwere I13.8% Iand Iof Iage Iabove 

I21 Iwere I21.10%. IThe Iresearch Iwas Iinclined Itowards Ithe Iyounger Ipeople Ias Ithe 

Imillennial Ipopulation Iis Ithe Iones Iwho Ihave Ibeen Iexposed Ito Ithe Idigital Iworld Isince 

Itheir Ibirth Iand Ihave Ivalid Iand Iubiquitous Ioption Ito Ichoose Ibetween Ioffline Iand Ionline 

Imodes Iof Ipurchase. IPeople Iof I30+ IAge Ihave Iseen Ithe Imarket Ievolving Iand Ichanging 

Iand Ifind Iinternet Ias Ijust Ian Ioption Irather Ithan Ia Ipotent Itool Ifor Imaking Ia Ichoice. 

IThe Istudy Isuggests Ithat I79 Iout Iof I109 Irespondents Ii.e. Iabout I74% Ipopulation Ilooks 

Ifor Ia Iplace Ionline Ioften Ior Ivery Ioften Ibefore Iactually Ivisiting Iit, Ithis Ishows Ithat Ihow 

Imuch Ithe Inew Iage Iis Idependent Ion Itheir Ithird Iscreen. IAround I28 Ipeople Irarely Ior 

Inever Ilook Ifor Ithe Inew Iplace Ionline Ithis Ishows Ithat Ithere Iis Istill Ia Ipart Iof 

Ipopulation Iwho Idon‘t Ifind Ithis Irelevant Ior Ilack Icompetence Ito Iuse Ithe Iweb. IStudy 

Ialso Itried Ito Iunderstand Ithe Iimportance Iof Iproper Ilisting Iand Iupdation Iof Ithe 

Idirections Ias Ionce Ia Iperson Ihas Ichecked Ia Inew Iplace Ion Idoes Ihe/she Iuses Ithe Imap 

Ito Igo Idown Ito Ithe Iplace, Idata Isuggests Ithat I71% Ipercent Iof Ipeople Iuse Igoogle Imaps 

Ifor Ilocating Ithe Inew Iplace I, Ionly I5% Iof Ithe Ipopulation Ido Inot Ilook Ifor Ithe Iplace 

Ionline Ithis Ishows Ithat Imere I5% Iof Ithe Ipeople Iare Inot Iusing Igoogle Imaps Iservice. 

After Iknowing Ithe Idependence Iit‘s Iimportant Ito Ifind Ithe Ieffect Iof Ithe Iexistence Iof Ia 

Istore Ionline Ihad Iany Ipositive Iimpact Ion Iconsumers. I18.5% Ior I20 Irespondents Istated 

Ithey Istrongly Iagreed Ithat Ia Istore Ionline Icreated Ia Ipositive Iimpact Ion Ithem Iwhile I48 

Irespondents Ior I44.4% Ipopulation Istated Ithat Iagreed Ion Ithe Ipositive Iimpact Iaspect. I30 

Irespondents Ior I27.8% Ipopulation Istated Ithat Ithey Iwere Ineutral Ion Ithe Iissue Iof Ipositive 

Iimpact. I8 Irespondents Ior I8.3% Ipopulation Idisagreed Iwhile I1 Irespondent Ior I0.9% 

Ipopulation Istrongly Idisagreed Ithat Ia Istore Ionline Icreated Ia Ipositive Iimpact. IThis Ishows 



Ithat Ihow Ivital Iit Ihas Ibecome Ifor Ia Istore Ito Ienlist Iitself Ion Ithe Iweb Ito Iinfluence Ithe 

Iconsumer. IMore Ithan I65% Ipeople Ifind Ithat Ithey Iare Ipositively Iaffected Iand Ihave 

Ipositive Iimpact Ion Ithe Iminds Iof Ithe Iconsumer Itherefore Ithis Ishows Ia Ilatent 

Iopportunity Iin Ithe Ifield Iof Idigital Imark



The Irelevance Iof Idata Iavailable Iis Iextremely Iimportant Iand Iwhen Istudied INone Iof Ithe 

Irespondents Istated Ithat Ithey Idid Inot Ifind Ithe Ireviews Iand Iinformation Ion Igoogle Imaps 

Ihelpful Iat Iall. IIt Iis Ito Ibe Inoted Ihere Ithat Ithose Irespondents Iwho Idid Inot Iuse Igoogle 

Imaps Iat Iall Iare Ithose Iwho Ido Inot Ifind Iit Ihelpful Ibut Ithe Ireason Ifor Ithe Isame Iis Ithey 

Ido Inot Iknow Ihow Ito Iuse Iit Ior Ithey Ihave Inever Iused Iit, Ihence Itheir Iresponses Iwould 

Ihave Icreated Ierror Iin Istudy. I10.2% Ipopulation Istated Ithat Ithey Idid Inot Ifind Ithe Icontent 

Ion IGoogle IMaps Iso Ihelpful Iwhile Ifor Ia Imajor Ichunk Iof Ithe Ipopulation Ii.e., I71.3% Ithe 

Iinformation Iwas Ihelpful. I18.5% Irespondents Istated Ithat Ifor Ithem Ithe Ireviews Iand 

Iinformation Iwas Ivery Ihelpful ISo Iit Ishows Iif Iproper Iupdation Iand Ireviews Iand Iratings 

Iare Iavailable Inot Ionly Iit Icreates Ia Ipositive Iimpact Iit Ialso Ia Ireliable Isource Iof 

Iinformation, Ia Idecade Ibefore Iit Iwas Ithe Ifriends Iand Ipeers Iwhose Iconformation Iand 

Iviews Iwere Itaken Ibefore Imaking Ia Ipurchase, Itoday Ithe Iwhole Iworld Iis Ia Icommunity 

Igoogle Itells Iyou Ithe Iviews Iand Iact Ias Ia Ipositive Ior Inegative Iinfluence Iin Ithe Ipurchase. 

If Iconsumer Ihave Ia Iquery Iregarding Iany Iproduct Ior Iservice Ihow Imuch Ido Ithey Idepend 

Ion Iweb Ior Ifor Iit Ionline. IStudy Isuggests Ithat Ithe Ipresent Ianalysis Iis Ia Iderivative 

Icorollary Ito Ithe Iabove Ianalysis. I7.5% Irespondents Ireported Iaffirmatively Ito Ihave Ialways 

Ihad Iresolution Iof Iqueries Ito Itheir Isatisfaction Iby Igoogle Imaps Iwhile I79.4% Ireported 

Iaffirmative Ibut Isometimes Isatisfactory Iresolution. I13.1% Ipopulation Ireported Iin Inegative 

Iand Istated Ithat Ithey Iwere Inot Isatisfied Ialways. IThe Ireason Ifor Ibulk Iof Ipopulation 

Iresponding Iin Iaffirmative Ibut Inot Ialways Ihighlights Ithe Iaspect Ithat Itechnology Ihas 

Iadvanced Ias Ian Ialternative Ibut Ican Inever Ireplace Ihuman Itouch Iand Ihuman Icontact. 

IThe Ifallibility Iof Ionline Idata Iis Ibound Ito Ioccur Ias Iit Iis Ia Isystem Iof Icommands Iand 

Isubsequent Ioperation. IBut Iit Iis Iundeniable Ithat Iclear Iand Isimple Icommands Ihave 

Isatisfactory Isolutions Ithrough Ione Iclick Iaway Idigital Imedia. 

Study Ialso Ifocused Ion Ihow Iappropriate Iand Ireal Iis Ithe Iinformation Iprovided Ion Iweb 

I11.1% Irespondents Ireported Ithat Ithe Iinformation Ion Igoogle Imaps Iis Ivery Iaccurate 

Iwhile I57.4% Ireported Iit Iaccurate. I25.9% Iwere Ineutral Ibetween Ivery Iinaccurate Iand 

Ivery Iaccurate Iwhile I4.6% Ireported Iit Ito Ibe Iinaccurate. I0.9% Ipopulation Iwas Iof Ithe 

Iview Ithat Ithe Iinformation Ion Igoogle Imaps Iis Ihighly Iinaccurate. IThe Ipresent Iquestion 

Iis Ia Icorollary Ito Ithe Iabove Iquestion Iand Ia Iconjoint Idiscussion Iof Ithe Isame Iwill Ihelp 

Icome Ito Ian Iaccurate Iconclusion. 



The Ifinal Ibuying Idecision Iis Ientirely Ibased Ion Iconsumer Ichoice Ibut Iinternet Itoo Iplays 

Ia Imajor Irole Iin I the Isame I10.2% Irespondents Ireported Ito Ihave Ialways Ibased Itheir 

Ifinal Idecisions Ion Ithe 



information Ion Igoogle Imaps Iwhile I41.7% Irespondents Ioften Ibased Itheir Ifinal Idecisions 

Ion Isuch Iinformation. I39.8% Irespondents Isometimes Imade Itheir Ifinal Idecisions Ibased 

Ion Ithe Iinformation Ion Igoogle Imaps Iwhereas I8.3% Irespondents Irarely Imade Ifinal 

Idecisions Ion Ithe Ibasis Iof Ithe Igoogle Imap Iinformation. INone Iof Ithe Irespondents 

Ireported Ito Ihave Inever Imade Ia Ifinal Idecision Ibased Ion Ithe Idigital Imedia Iinformation 

Iprovided Ion Igoogle Imaps. IThis Ishows Ithat Igoogle Imap Iinformation Ihas Icapacity Ito 

Iinfluence Iconsumer Ichoices Iand Iaids Ithe Iconsumers Iin Idecision Imaking. 

From Ithe Iabove Ifacts Iand Ifigures Iit‘s Iclear Ithat Ithe Ipresent Iday Iconsumer Iis Ivery 

Imuch Iaffected Iby Ithe Ionline Ipresence Iof Ithe Istore Iand Iis Iclearly Iinfluenced Iby Iit. 

IThis Ishows Ithat Ihow Ithe Imarket Ihas Ichanged. IThe Iprimitive Imarketing Ipractices Iis Ino 

Ilonger Iapplicable Itoday Iand Ibusiness Ineed Ito Iupdate Ithemselves Iand Ichange Iwith Ithe 

Ichanging Itime. IThe Iones Iwho Irefute Ito Ichange Ibecome Iobsolete. IThe Idata Irobustly 

Iproved Ithat Ithe Iavailability Iof Ifirms Ion Iweb Iis Ia Iprudent Ineed. 

The Isecond Ifacet Iof Ithe Iresearch Iwas Ialso Ito Istudy Ithe Iimpact Iof I360 IDegree Iimagery 

Iin Igiving Iconsumers Ithe Iright Iinfo. I360 IDegree Iimagery Igives Ithe Ipanoramic Iview 

Iand Iis Iyet Ia Ideveloping Itool Ithat Icould Ifurther Irevolutionize Ithe Iimage Iupdation Ion 

Iweb. 

When Iasked Iform Ithe Irespondents Ithat Idoes I360 IDegree Iview Iprovide Ibest Ispecs Iit 

Iwas Ifound Ithat I45.4% Irespondents Iagreed Iin Iaffirmative Ithat I360 IDegree IView 

Iprovided Ibest Ispecs Ior Ibest Iphysical Iappearance Iof Ia Iplace Ionline Iwhereas Ia Inearly 

Iclose Ipercentage Iie., I41.7% Iresponded Ithat Ithey Iwere Inot Icertain Iand Ireported Ithat 

Imay Ibe I360 IDegree IView Iprovided Ithe Ibest Ispecs Iof Ia Iplace. I13% Irespondents 

Iresponded Iin Inegative Iand Inegated Ithe Ipremise Ithat I360 IDegree Iview Icould Iprovide 

Ibetter Ispecs Iof Ia Iplace. 

Also Iwhen Iasked Ito Icompare Ithe Istill Iimages Iwith Ithe I360 Idegree Iones I17.8% 

Irespondents Ireported Ithat I360 IDegree Iview Iwas Iabsolutely Ibetter Ithan Istill Iimages 

Iwhile I39.3% Ireported Ithat Iit Iwas Isimply Ibetter Ibut Inot Iabsolutely Ithe Ibest. IA Iclose 

Ipercentage Ii.e., I35.5% Ireported Ithat Ithey Iwere Ineutral Iand Iboth I360 IDegree Iview Iand 

Istill Iimages Ihad Ithe Isame Iimpact Ion Ithem. I5.6% Ireported Ithat I360 IDegree Iview Iwas 

Inot Ibetter Ithan Istill Iimages Iwhile Ionly I2 Irespondents Ior I1.9% Ireported Ithat Iit Iwas 



Inot Iat Iall Ibetter. IThis Ishows Ithat Ithe Imajor Ihalf Iof Ithe Ipopulation Ifeels Ithat Ithe I360 

IDegree Iis Iway Ibetter Ithan Ithe Istill Iimages Iand Ihence Ithe Ifuture Iof Ithe Imarket Ilies Iin 

Ithe I360 Idegree Iimages. 

 



At Ilast Iit Iwas Iimportant Ito Iknow Ithat Iwhat Imethods Iof Iadvertising Ior Ipromotion 

Iconsumer Ifeel Iis Imost Irelevant Iand Ispecific, Iwhen Iasked Iupon Ithat Ido Ithey Ifind 

Idigital Imarketing Ithe Ibest Isource Iof Ipromotion Iit Iwas Ifound Ithat Ia Imajor Ibulk Iof 

Ipopulation Ii.e., I74.5% Irespondents Iagreed Iin Iaffirmative Ithat Idigital Iadvertisement Iwas 

Ithe Ibest Iway Ito Ireach Iout Ito Ithe Icustomers. I22.6% Iresponded Ithat Ithey Iwere Inot 

Icertain Iand Ireported Ithat Imay Ibe Idigital Iadvertisement Iwas Ithe Ibest Iway. I2.9% 

Irespondents Iresponded Iin Inegative Iand Inegated Ithe Ipremise Ithat Idigital Iadvertisement 

Iwas Ithe Ibest Iway Ito Ireach Iout Ito Ithe Icustomers. IThis Ifurther Iconfirms Ithe Iviability 

Iand Iimportance Iof Ithe Idigital Imarketing. IAlso Iwhen Iencountered Iwith Ia Idilemma Ito 

Ichoose Ibetween Ithe Ialternatives IA Imajor Ibulk Iof Ipopulation Ii.e., I84.3% Irespondents 

Iagreed Iin Iaffirmative Ithat Iwhen Istuck Ibetween Ialternatives Ithey Ibase Idecisions Ion 

Ionline Ireviews Iand Iratings. I9.3% Iresponded Ithat Ithey Iwere Inot Icertain Iand Ireported 

Ithat Isometimes Ithey Iresort Ito Ithis Ialternative. I6.4% Irespondents Iresponded Iin Inegative 

Iand Inegated Ithat Iwhen Istuck Ibetween Ialternatives Ithey Ibase Idecisions Ion Ionline 

Ireviews Iand Iratings. IThis Ishows Ithat Ia Ifirm Iwhen Iavailable Ionline Igives Iit Ian Iupper 

Ihand Ion Iits Icompetitors Iand Ia Iwell Iupdated Ifirm Iwill Ialways Ireap Ibenefits. 

From Ithe Iabove Idiscussion Iit‘s Ievident Ithat Idigital Imarketing Iand Ipresence Iof Ifirms Ion 

Idigital Iplatforms Ipositively Iaffects Ithe Iconsumers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 



KEY IFINDINGS 

4. 74% Iof Ithe Ipopulation Ilooks Ifor Inew Iplaces Ionline Iwhile I71% Iof Ithem Ilook Iit 

Ion Igoogle Imaps. 

5. 62.9% Iof Ithe Ipopulation Ifind Ithat Iexistence Iof Ia Ibusiness Ionline Icreates Iimpact 

Ion Itheir Imind Iin Iterms Iof Ireliability, Iquality, Ipotency Iand Iambience. 

6. 89.8% Iof Ithe Ipeople Ifound Ithe Ireviews Iand Irating Ihelpful Iwhile Iin Icase Iof Ia 

Iquery I88.9% Ipeople Ifell Iinformation Iavailable Isatisfactory. 

7. 51.9 I% Ipeople Imake Itheir Ifinal Idecision Ibased Iinformation Iavailable Ionline 

Iwhile I39.8% Isometimes Imake Itheir Idecision Ibased Ion Ithe Iinformation Iavailable. 

8. Only I13% Iof Ithe Ipopulation Idon‘t Ifind I360 Idegree Iview Ias Ithe Ibest Itool Ifor 

Iproviding Ithe Ibest Ispecs Iabout Ia Iparticular Iplace 

9. 74.5% Iof Ithe Ipeople Ifeel Ithat Idigital Imarketing Iis Ithe Ibest Itool Ifor Iadvertising 

Iand Ialso Ithe Ibest Iway Ito Ireach Iout Ito Ithe Iconsumers. 

10. Most Iimportantly I84.3% Iof Ipeople Ifind Ionline Irating/ Ireviews Ias Ifinal Itool 

Iwhen Ithey Iare Ito Imake Ia Ifinal Ichoice Ibetween Itwo Iproducts. 

 

 

 

HYPOTHESIS ITESTING 

All Ithe Ihypothesis Ithat Iwere Itaken Iare Iproved Ito Ibe Itrue Iby Ithe Iresearch Idata 

Iand Ifindings. IThe Iresearch Idata Iconclusively Iproves Ithe Ientire Ihypothesis Iwith 

Imore Ithan I50 I% Iof Ithe Ipositive Iresponses. 

As Ithe Iqualitative Iresearch Iwas Iconducted Iquantitative Ianalysis Iof Ithe Itools Iwere 

Inot Ipossible Iand Ithe Ideductions Iare Ibased Ion Ithe Iinferences Idrawn Ifrom Ithe 

Iresearch Idata Icollected. 

 

 

 

 

 

 

 

 



LIMITATIONS IOF ITHE IRESEARCH 

• Mean Iage Iof Ithe Irespondents Iwas I20.5 Iwhich Ishows Ithat Ithe Iresearch Iwas 

I inclined Itowards Ipeople Iof Iyounger Iage. 

• As Iconvenient Isampling Itechnique Iis Iused Iresearch Iis Ionly Ilimited Ito Ithe 

Ibehaviour Ipatterns Iof Ithe Itier IIII Icity Iand Inot Istudies Ithe Itrend Iof Itier II I,II Ior 

IIV Icities Iwhich Ihas Imajor Ipopulation. 

 

 

 

 

 

 

 

 

 

SUGGESTIONS 

• Firms Ishould Itry Ito Iemploy Idigital Imarketing Itechniques Iin Ifull Iquantum Iand Imeasures. 

• Firms Ishould Iat Ileast Ienlist Ithemselves Iin Igoogle Imaps Iso Ithat Iit Ibecomes 

Iconvenient Ifor Iits Iconsumer. 

• Firms Iwith Isufficient Iamount Iof Icapital Ishould Iplan Ito Iinvest Iin Isocial Imedia 

Imarketing Iand ISEO. 

• Google I360 IDegree Iis Ithe Inext Igen Itechnology Iand Ishould Ibe Iadopted Iinstead 

Iof Istill Iimagery. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CONCLUSION 

The Iresearch Iclearly Ibrings Iout Ithe Ifact Ithat Ithe Imarket Iis Inot Ichanging 

Irather Ihas Ichanged. IThe Idigital Ipresence Iis Ino Imore Ia Iluxury Iit‘s Ithe 

Ineed Iof Ithe Ipresent Iera. IThe Iresearch Iable Ito Iclearly Ishow Ithat Ithe 

Iexistence Iof Ibusiness Ihouses Ion Iweb Iplatforms Icreates Ia Ipositive Iimpact 

Ion Ithe Iconsumer Ibuying Ibehaviour Iand Iinduces Isales. IThe Ipresent Iday 

Iconsumer Ispend Imost Iof Itheir Itimes Iin Ifront Iof Itheir Ithird Iscreens Iand 

Ithus Ifind Iit Imore Irelevant Ito Iuse Itheir Imighty Idevice Ifor Iprobably 

Ieverything Iand Iwhen Isuch Ia Idependence Ialready Iexists Iit Ibecomes 

Iimportant Ifor Ibusiness Ito Imove Iout Iof Itheir Ibrick Istores Iand Ienter Ithe 

Iclick Imarket. IThe Ifuture Iof IEcommerce Iis Ibright Iand Iones Iwho Iare 

Ipositively Iresponding Ito Ithis Ichange Iand Igaining Ian Iedge. IThroughout Ithe 

Iresearch II Ifound Ithat Ithe Ibusiness Iare Ialso Iaccepting Ithis Ichange Iand 

Itrying Ito Ichange Ibut Ia Imajority Iof Ithe Ibusinesses Ilacks Ithe Iskill Iset Ior 

Icompetence Ito Icope Iup Iwith Ichange. IHere Icomes Ithe Irole Iof Ithird Iparty 

Ivendors Ilike Ithe IDigimark IIndia Iitself Iwho Iare Iacting Ias Ia Ibridge Ibetween 

Ithe Itwo. IThe Ifuture Iis Ithe Iweb Iis Iprobably Ithe Iwrong Ithing Ito Isay Inow 

Ias Ithe Ipresent Itoday Iis Iall Iabout Ithe Iweb. IThe Ionline Itrend Iis Inot Ia Ifad 

Ithat Iwill Ieventually Ifade Iout Irather Iit‘s Ithe Inew Iway Iof Ilifestyle Ithat Ithe 

Imillennial Iare Iadopting Ior Irather Ialready Iadopted. 

Henceforth Ithe Iconsumer Imarket Iand Itheir Istimuli, Iinformation Isearch, 

Ibuying Idecision Ihas Ibeen Ichanged Ito Ionline Isources Iand Ithus Iit‘s 

Iimportant Ifor Ithe Ibusinesses Ito Irespond Ito Ithis Ichange Iand Iwelcome Ithis 

Iweb Imania. 
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