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ABSTRACT: Digital marketing has drastically transformed the customer buying behaviour in India particularly in the 

growing areas like Madhya Pradesh where internet access and smart phone usage has expanded rapidly. The study tries 

to explore the impact of digital marketing methods like social media advertising, influencer marketing, email 

marketing, online reviews and search engine optimisation on the buying behaviour of customers in Madhya Pradesh. 

The study was quantitative and primary data was collected from 220 respondents of Bhopal, Indore, Jabalpur and 

Gwalior through structured questionnaires. The statistical techniques used for study of consumer comments are 

percentage analysis, mean analysis and correlation analysis. Data show that social media ads and online reviews are 

strong influencers of purchase decisions, whereas targeted marketing and special offers are the main drivers of impulse 

purchases. The younger client group was more effective than older groups of age in Digital Marketing. The most 

important characteristics influencing online purchase behavior were ease, availability of product information and trust 

in online platforms. The study indicates the growing significance of digital marketing strategies for the businesses of 

Madhya Pradesh and gives important insights for marketers to improve consumer engagement and purchase intention in 

the local market. 
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I. INTRODUCTION 

 

Digital marketing has become one of the most powerful tools of communication with businesses and engagement with 

clients. The fast growth of internet connectivity, smartphones and social media platforms has changed the old buying 

process into a digitally-enhanced consumer experience. Over the past decade, India has seen an explosion of digital 

platforms that have transformed how consumers seek information, rate items, and make purchasing decisions. Madhya 

Pradesh is one of the major states for rapid urbanization and internet penetration in India. The digital marketing has 

also affected the consumer behavior a lot. 

 

Today, before buying, buyers are flooded with information about Internet marketing, influencers’ recommendations, 

product reviews and e-commerce sites. Businesses have the chance to engage directly with potential clients using 

digital marketing channels such as Facebook, Instagram, YouTube, Google AdWords and email marketing. These 

media not only build brand awareness but also affect consumer attitudes, preferences and buy intentions. Younger 

customers are avid users of social media and online shopping sites and are more responsive to digital marketing. 

 

The digital buying activity in Madhya Pradesh has also got a boost with the rapid proliferation of online payment 

systems and e-commerce software. Consumers are interested in the digital platforms owing to their easiness, low cost, 

availability of products and fast delivery services. Moreover, the influence of targeted advertising and customer review 

on consumer trust and satisfaction is substantial. But the Internet still erodes customer trust with worries about data 

privacy, false advertising and product legitimacy. 

 

Digital transformation has also given a technique for firms to construct tailored advertising campaigns, depending on 

customer preferences, browsing history and purchasing patterns. Such targeted marketing methods increase customer 

engagement and likelihood of purchase. Regional firms are increasingly engaging in digital activities to boost their 

competitive position and consumer interaction. 

 

The present study aims to explore the impact of digital marketing on buying behaviour of consumers of Madhya 

Pradesh. The objective of this study is to find out the effect of social media advertising, online reviews, promotional 

http://www.ijirset.com/


 |www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                                  Volume 15, Issue 5, May 2026 

                                             |DOI: 10.15680/IJIRSET.2026.1505131|  

IJIRSET©2026                                      |     An ISO 9001:2008 Certified Journal   |                                          8272   

activities and digital communication in affecting the customer purchase decision. The report further investigates 

demographic aspects influencing digital buying behavior and provides advice for marketers to enhance digital 

engagement tactics in regional marketplaces. 

 

II. LITERATURE REVIEW 

 

In recent years, several researches have been undertaken to evaluate the effect of digital marketing on buying behaviour 

of the clients. The study by Chaudhary & Dhingra (2025) suggests that social media marketing and influencer 

programmes have a considerable impact on Indian customers’ purchase intentions and brand loyalty. Researchers stated 

internet marketing and online product reviews had a big effect on shoppers. 

 

Makwana and Malhotra (2019) evaluated the effect of digital marketing on the online food delivery sector in Central 

India and concluded that digital platforms had a favourable effect on consumer satisfaction and online purchase 

behavior. The survey revealed the main factors were convenience, savings and internet availability. 

 

Nagotra et al. (2025) studied the preferences of digital payments in the major cities of Madhya Pradesh. They found 

that there is a strong relationship between digital transaction and online purchase habit. “Ease of transaction and 

confidence on the internet platforms encourage customers towards digital buying,” the study said. 

 

Sahu et al. (2025) studied the influence of digital marketing on psychographic characteristics of youth customers in 

Indore and found that digital content, social media exposure and demographic factors have substantial effect on 

purchase decisions. The digital marketing and the power of the influencers’ backing affected the younger clients more. 

 

Bajaj and Ali (2024) in their study on online buying behaviour of Madhya Pradesh discovered disparities in the 

frequency of online purchase and use of digital payments based on the occupation. Their data showed that paid workers 

and students were more likely to purchase digitally than other occupational categories. 

 

The literature research indicates that digital marketing is a major element that effects on client buying behaviour. 

However, studies concentrating solely on the regional consumer behaviour trends in Madhya Pradesh are few and few 

between. 

 

Research Gap 1.1.   

There are several studies on digital marketing and consumer behaviour in India, but not much study is done on the 

customer of Madhya Pradesh. In this respect, the geographical differences in the use of the Internet, consumer 

preferences and patterns of digital interaction are worth a special study. Therefore, the present study is an attempt to fill 

this vacuum by studying the impact of digital marketing methods on customer buying choice in the state. 

 

III. METHODOLOGY AND MATERIALS 

 

Research Design   

The present investigation was quantitative and descriptive. The study was carried out to evaluate the influence of digital 

marketing on customer purchase behaviour in Madhya Pradesh. The aim of the study was to assess consumer responses 

to different digital marketing strategies such as social media advertising, online reviews, influencer marketing, email 

campaigns and promotional deals. 

 

Data Collection 

The sources of data for the study were primary and secondary sources. Primary data was collected from the consumers 

of Bhopal, Indore, Jabalpur and Gwalior through a standardized questionnaire. The secondary data was obtained from 

journals, research publications, websites and published research on digital marketing and consumer behaviour. 

 

Sample size and sampling technique 

A total of 220 individuals answered the survey. Convenience sampling was used to select respondents who use internet 

platforms for shopping and information seeking regularly. 
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The questionnaire was designed based on 5 point Likert scale from Strongly Agree to Strongly Disagree. To ensure 

clarity and reliability of the questionnaire, a pilot survey was carried out to pre-test the questionnaire before the actual 

data collection. 

 

Table 1: Demographic Profile of Respondents 

 
Variable Category Frequency Percentage 

Gender 
Male 124 56.4 

Female 96 43.6 

Age 

18–25 Years 92 41.8 

26–35 Years 74 33.6 

36–45 Years 38 17.3 

Above 45 Years 16 7.3 

Occupation 

Student 68 30.9 

Salaried 96 43.6 

Business 38 17.3 

Others 18 8.2 

 

Objective of the investigation 

1.To evaluate the impact of digital marketing on customer buying behavior in Madhya Pradesh.  

2. To find the best digital marketing channels affecting consumer decision.  

3. To analyse the demographic characteristics that impact online purchase behavior.  

4. To evaluate the consumer perception towards online advertisement and digital marketing.  

 

Hypotheses Predictions  

• H1: The client buying behavior is significantly affected by digital marketing.  

• H2: Social media advertising positively influences buying decisions.   
• H3: Online reviews have a significant impact on consumer trust and purchase intention.  

 

Analytical instruments 

 

 
 

Figure 1: Research Methodology Flowchart 
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Table 2: Digital Marketing Factors Considered in the Study 

 
Factors Measurement Indicators 

Social Media Marketing Engagement, Reach, Brand Awareness 

Online Reviews Consumer Trust, Product Reliability 

Influencer Marketing Product Recommendation, Purchase Intention 

Promotional Offers Discounts, Cashback, Coupons 

Email Marketing Customer Retention, Personalized Communication 

 

Data reliability 

The reliability of questionnaire was tested by Cronbach’s Alpha technique. The reliability coefficient obtained was 0.84 

which shows that the research instrument has great internal consistency and reliability. The study guaranteed the 

confidentiality and voluntary participation of respondents. 

 

IV. RESULTS & DISCUSSION 

 

The research was on the impact of digital marketing on buying behavior of consumers in Madhya Pradesh. The results 

reveal that digital marketing strongly influences consumer awareness, purchasing intention and ultimate buying 

decisions. 

 

Table 3: Preferred Digital Platforms for Product Information 

 
Digital Platform Respondents (%) 

Social Media 46 

E-commerce Websites 24 

Search Engines 14 

YouTube Advertisements 10 

Email Marketing 6 

 

The results suggest that consumers like social media platforms as the most preferred source of product information. 

Social media platforms such as Instagram, Facebook, and YouTube are crucial in influencing customer choices and 

brand interaction. The visually appealing commercials and suggestions by influencers have a beneficial effect on the 

consumers’ purchasing intentions. 

 

 
 

Figure 2: Influence of Digital Marketing on Buying Decisions 
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The results reveal that over half of the respondents are strongly impacted by digital marketing activity. Personalized 

ads, enticing discounts and product recommendations motivate consumers to investigate things online and make buying 

decisions swiftly. 

 
The results also show that younger customers are more involved with digital platforms due to their technological 

expertise and exposure to social media. The 18-35 year olds were more likely to respond to influencer marketing, 

online promotions and personalised suggestions. 

 

Table 4: Factors Influencing Online Purchase Decisions 

 

Factors Mean Score 

Product Reviews 4.45 

Discount Offers 4.32 

Influencer Recommendations 4.10 

Brand Reputation 4.28 

Easy Payment Options 4.40 

 

Online reviews emerged as the strongest factor affecting consumer buying behavior. Consumers tend to trust products 

with positive ratings and customer feedback. Discount offers and easy payment options also contribute significantly 

toward online purchase decisions. 

 

The correlation analysis revealed a positive relationship between digital marketing exposure and consumer purchase 

intention. Social media engagement, influencer marketing, and online promotional activities significantly increase 

product awareness and encourage impulse buying behaviour. 

 

Consumers reported that personalized advertisements based on browsing history enhance their shopping experience and 

product relevance. However, some respondents expressed concerns regarding misleading advertisements, fake reviews, 

privacy issues, and delayed product delivery. These factors negatively affect consumer trust and satisfaction. 

  

 
 

Figure 3: Consumer Preferred Digital Platforms 
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Figure 4: Age Group Distribution of Respondents 

 

Online reviews were the most important factor influencing client purchase behaviour. Customers will be more likely to 

trust products with strong customer ratings and reviews. Discount offers and convenient payment methods are 

particularly important in online purchase decision making. 

 

This study found a positive link between digital marketing exposure and customer purchase intention. The social media 

engagement, influencer marketing and online promotional activities play a key role to raise knowledge about the items 

and impulsive purchasing behavior. 

 

“People tell us that having ads that are tailored to what you've been looking at helps make the shopping experience 

better and relevant to the product,” they stated. But several said they were worried about deceptive ads, bogus reviews, 

privacy and late merchandise. All these factors hurt client happiness and trust. The study’s findings are in line with 

earlier studies showing that online marketing has altered the behavior of existing clients. A well-planned digital 

strategy may help firms to increase consumer engagement, brand exposure and sales performance in regional markets. 

 

V. MANAGERIAL IMPLICATIONS 

 

This report holds a tremendous significance for the management of the firm and the marketers of Madhya Pradesh. 

Social Media Marketing Strategy Enterprises need to comprehend social media marketing strategy, since customers 

rely on digital platforms for information and for making purchasing decisions. Companies can also drive consumer 

involvement through targeted advertising, influencer marketing and promotional initiatives. 

 

Regional language advertising and bespoke digital content can also help to improve customer trust and reach the varied 

consumer groups. Also, they should consider transparent communication, safe online payment systems, and authentic 

product reviews, which will increase consumer pleasure and long-term loyalty. The effective digital marketing 

techniques enable the companies to increase the market and enhance the competitive advantage in the regional markets. 

 

VI. CONCLUSIONS 

 

The study indicated that Digital marketing has a substantial impact on the buying behavior of customers in Madhya 

Pradesh. Social networking sites, online reviews, promotional offers and influencer marketing are quite helpful in 

boosting consumer awareness, trust and purchasing decision. Younger age groups practice digital marketing more 
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commonly than older age groups. The convenience, ease of payment and availability of products are causing clients to 

establish a habit of buying online. But data privacy, bogus ads and product authenticity still loom big, eating away at 

consumer confidence. To gain consumer trust and long-term commitment, companies will have to adopt transparent, 

customer-centric digital marketing approaches. Digital marketing technology can assist firms improve customer 

happiness, reach and corporate performance in regional markets, employed in the right way. 
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