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ABSTRACT 

Purpose 
The aim of this research is to analyze the influence of digital marketing on consumer behaviour 

and Retail strategies in Chennai. It aims to demonstrate the impact that digital marketing tools have 

on purchasing decision and how it lead the strategic responses adopted by the retails. With the 

burgeoning significance of digital marketing on retail performance, regional analysis of online 

marketing effort is essential. 

Design/Methodology/Approach 

The research is designed as mixed method research utilising quantitative and qualitative methods. 

The contribution quantifies the level of influence by some specific digital marketing factors of 

social media, online reviews and search engine advertising on the consumer purchasing behaviour 

through regression analysis. Trend analysis helps to understand the significant factors of digital 

marketing strategies adopted by retailers in Chennai. 
Findings 

Results suggest that digital marketing has a significant impact on consumer purchasing behaviour 

particularly social media marketing and online reviews were seen the most influential factors. 

Meanwhile, struggling merchants have moved to adopt omnichannel and tailor their marketing to a 

blend of in-store and online experiences. Yet, there are several challenges: digital literacy 

discrepancies, privacy issues, and a digital divide—those in the semi-urban and rural parts of 

Chennai don't have stable internet." 

Originality/Value 

This research is an attempt to add to the extant literature on the digital marketing amongst the retail 

industry by paying a special attention to the local factors in Chennai. It provides useful implications 

for retailers to foster consumers’ engagement in the digital age and the value of designing targeted 

strategies due to various regional markets. The paper also draws attention to the importance of 
more research revealing the obstacles in the way of the smaller retailer in their uptake of digital 

marketing strategies. 

 

I.INTRODUCTION  

Digital marketing is a disruptive force in every industry, changing the way consumer shop and business approach the market 

on a global scale. When applied to the retail industry, digital marketing involves leveraging online strategies and tactics like 

social media, search engines, email, and mobile apps to connect with consumers. The speed at which retailers are embracing 

digital marketing strategies is changing the way they engage customers, increase sales and build brand visibility. In the city of 

Chennai, digital technologies combined with offline retail has proven to be a game changer, forcing traditional retailers to 

revisit their strategies and adjust to the new ways of doing business in a digital world. 

India’s economic and cultural powerhouse Chennai is leading this digital shift. The city has a population of over 7 million and 

has experienced rapid spread of Internet access and mobile access, and both present opportunities and challenges for retailers. 

According to the India, Internet in India Report 2023 by the Internet and Mobile Association of India (IAMAI) there are more 

than 600 million internet users in India, and its urban cities like Chennai are leading the charge on digital infrastructure adoption 
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(IAMAI, 2023). This spike in online activity has had the knock-on effect of shifting consumer habits, with more users engaging 

through digital channels to shop, discover products and make decisions. 

The Shift in Consumer Behaviour 

Perhaps the biggest impact digital marketing has had is on consumer behaviour. Old school approaches to consumer decision-

making, which were mostly shaped at the store level by interactions with sales people, have been replaced with a more 

complex, web-informed buying cycle. As per the studies of Verma et al. (2022), 68 per cent of buyers in Chennai utilize 

online community to compare products, read reviews, and solicit advice before buying. This transition aligns with the global 

trend where digital touchpoints, including social media, e-commerce sites and online ads, are increasingly leveraged in 

consumer decision-making pat terns (Kannan, 2021). 

The growing dependence on digital touch points has brought in al line an educated consumer base. Today’s shoppers are 

empowered with the ability to pull up user reviews and check price points at a moment’s notice. Which means the message 

around a brand increasingly “is owned by the consumer,” not just the companies who make and sell them. This trend is what 

makes digital marketing so effective in helping to build trust and to boost sales. Today, merchants engage with consumers 

more personally and meaningfully through targeted advertising, personalized content and influencer marketing. 

Along with that, the rise of social media via Instagram, Facebook, Twitter, and more, has transformed the way that consumers 

engage with brands. Social media has become an essential part of consumers‟ engagement with brands, empowering retailers 

to have direct contact with consumers, form communities and to create word-of-mouth publicly (Lipsman et al., 2021). Social 

commerce, which is making purchases and sales directly within social media platforms, has also seen a rise in popularity. 

According to Kumar et al. (2022), more than 50% of the consumers in Chennai have said that they come across new products 

in social media, indicating the influence of Social Media on purchase decisions. 

The effect of Digital Marketing on Retail strategies 

The evolution of digital marketing has driven retailers in Chennai out of a purely traditional approach, and compelled them to 

reduce the gap between offline and online. Retailers are able to reach more customers and provide a more personalized 

shopping experience thanks to digital marketing tools. Omnichannel retailing in particular has been earmarked as a strategic 

approach for retailers to integrate digital and physical retail channels that provide the most valuable retail experience to the 

consumer. Omnichannel retailing enables consumers to engage with brands through multiple touchpoints, such as websites, 

mobile apps, social media platforms, and brick-and-mortar stores. This combined strategy assists retailers with seamless 

customer satisfaction, building consumers loyalty (Brynjolfsson & Smith, 2020). 

Chennai retailers increasingly use data analytics to know consumer orders and launch customised campaigns. Given the advent 

of sophisticated data tools, retailers are now able to see how consumers behave at various channels and they can take advantage 

of that information to hone their marketing. When retailers can segment their customers better by understanding things like 

browsing history, purchase behaviour, or even social media interaction, they’re better able to serve up recommendations and 

offers that are personalised. (g) 55% of retailers in Chennai employ data analytics tools to improve the digital marketing 

business, and see how data-driven thinking makes an impact in retail and others in a study conducted by Nadar et al., 2023. 

In addition, search engine optimization (SEO) and search engine marketing (SEM) have become important means for leading 

traffic into retail websites. As more and more consumers use Google and other search engines to look for products — Google 

said people searched 34 percent more from the Black Friday through Cyber Monday period this year compared with last — 

stores must make sure their websites appear in those searches. Optimizing for SEO and SEM allows businesses to be closer to 

the top of search results for their products or services. This confluence of digital tools with offline retail methods is helping 

businesses connect the physical and digital dimensions. 

Challenges Faced by Retailers in Chennai 

Though digital marketing can be advantageous for a local business in Chennai, it does comes with it its challenges. One of the 

main obstacles is the existing digital divide with a substantial portion of semi-urban and rural India still not having access to 

high-speed internet and smart digital devices. According to a Digital India Program (2023) report, rural India continues to have 

significantly lower internet penetration when compared to urban hubs, restricting the use of digital marketing channels for 

retailers attempting to access consumers located in non-metropolitan areas. 

Second, the gap in digital literacy among small retailers, especially in the case of traditional markets, constitutes an issue. A 

lot of small retailers in Chennai are not aware of the digital marketing tools or else they couldn’t afford them. Thus, they often 

cannot compete with larger retailers that have the more specialized competence and financial resources to run extensive digital 

marketing initiatives. The disparity in technological capabilities is compounded by fear of the costs of advertising online – 

which can be out of the reach of many small businesses. 

In addition, data privacy issues and ethical considerations in digital marketing have also brought a number of retail questions 

to the surface. On the other hand, as customers become more aware of the data that is being gathered about them, retailers need 

to be always transparent with how their data is being gathered and ensure to be in-line with regulations like the Personal Data 

Protection Bill in India. Targeted advertising is an effective technique, but it has raised ethical questions about the collection 

of personal information and consumer consent. 

Literature Review 



International Journal of Multidisciplinary Science Research Review| Volume: 2 | Issue: 2| Year: 2025 

 

Page | 19  
 

1. The Effects of Digital Marketing on Consumer Behaviour 

Digital marketing has a profound effect on shaping consumer decisions. The impacts of social media and online 

reviews have a significant impact in determining consumer decision (Smith & Johnson, 2023). 

2. Regression Analysis in Consumer Behaviour Research 

In consumer behaviour research, one of the techniques commonly employed to measure the effect of several 

independent variables is regression analysis. Recent research has demonstrated that factors such as internet 

adverting and users’ involvement in social media, significantly predict purchase intention (Sundar et al., 2021). 

3. The Role of Omnichannel Strategies in Retail 

Omnichannel retailing integrate of online and offline two experience and improved customer satisfaction & sales 

(Sharma & Verma, 2022). 

4. Social Media Marketing Effectiveness in Chennai 

Retailers in Chennai are on Twitter, and they’re using the microblogging site to communicate with a new 

generation of tech-savvy consumers. Manens et al., 2015)." The success of this approach is supported by these 

evidences (Sundar et al., 2021). 

5. Factor Analysis in Retail Strategy Research 

Factor analysis is frequently applied to extract latent constructs from large complex datasets. In retail marketing 

research, it has been used to identify the essential factors affecting the adoption of digital marketing strategies 

(Keller et al., 2022). 

6. Influencer Marketing in Chennai’s Retail Sector 

Collaborations with influencers have emerged as an indispensable digital marketing tool, particularly in fashion and 

lifestyle (Reddy et al., 2022). 

7. Challenges in Digital Marketing Adoption 

Academic studies have pointed out serious inhibitions to the implementation of digital marketing, with technology 

skills, budget limitations, and data privacy issues as main concerns (Wang & Lee, 2023). 

8. Consumer Trust and Online Reviews 

The importance of online reviews has been shown to affect consumer trust and purchase decision (Lee et al., 2021). 

9. The Digital Divide in Chennai 

The underlying digital divide is sheer even in the backdrop of mushrooming digital scenario, especially in the rural 

side of Chennai which puts retailing with consumers in quandary (Raj & Gupta, 2021). 

10. Personalization in Digital Marketing 

Personalisation is driven by recommendation systems to enhance consumer engagement that positively influences 

conversion rates (Dinesh et al., 2022). 

Research Gap 

Although the literature related to digital marketing in retail and consumer behaviour is growing, there seems to be a clear gap 

in this context particularly in the developing market environment like Chennai, India. While there have been numerous studies 

on the influence of digital marketing on consumer behaviour around the world, there is less related work that explores its role 

in Chennai. There are studies that generalize other cities or regions, so it is important to consider the local context in which 

internet penetration, socio-economic elements and retail scenarios may not necessarily mirror those of highly urbanized 

regions. 

One of the major gaps can be found in the form of: No in-depth qualitative attempts have so far been made to explore the 

impact of Digital Marketing on Consumer Behaviour and Retail strategies in the context of Chennai. A majority of extant 

research used a quantitative research design and only few studies offered insights about the consumers' and retailers' 

perceptions and experiences in digital engagement at the granularity of our exploration. For instance, Rajagopalan et al. (2021) 

gives the trends of digital adoption of retailers in metropolitan cities and do not cover the issues faced by petty retailers in 

Chennai in specific, in terms of digital knowledge, and resources. Similarly, Kumar et al. (2023) demonstrate the potential for 

digital advertising in India, however the interplay between online and offline advertising in the local retail markets of Chennai 

is not investigated. 

Furthermore, although considerable importance has been given to the effect of social media on consumer behaviour, limited 

studies have focused on its impact on the retail strategy, particularly in the context of omnichannel retail in Chennai (Sharma 

& Singh, 2022). Existing research fails to consider retailers’ utilization of an amalgam of digital tools (i.e., social media, SEO, 

and email marketing) within a comprehensive approach that is adapted to the local consumer needs. This gap invites new 

research examining the various strategies adopted by Chennai’s retailers to serve the digital-first consumers. 

Thirdly, there is validated necessity to research consumer trust and brand loyalty in Chennai with reference to influences of 

digital marketing. Researchers have addressed consumer trust towards digital marketing (Singh et al., 2020) but the impact of 
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the local, cultural, and socio – economic background on consumer trust, in the evolving digital market in the city of Chennai 

has not been studied. 

Objectives 

1. To determine the impact of digital marketing on consumer purchasing decisions in Chennai. 

2. To uncover the key factors that define retailers’ digital marketing strategies through. 

3. To identify challenges faced by both consumers and retailers in leveraging digital marketing effectively. 

4. To assess the effectiveness of social media, online reviews, and influencer marketing on consumer behaviour. 

Methodology 

Research Design: A mixed-method study was done which integrates regression analysis and factor analysis simultaneously to 

thoroughly analyse the data. 

Participants: 

Consumers: (n = 150) Of age 18-45, varied dimensions of income, purchasing behaviour. 

Retail Managers: 50 retail manage monitored in Chennai. 

Method of Sampling: Stratified random sampling, balanced in consumers and retailers. 

Data Collection: 

Quantitative Data: A survey questionnaire related to consumer behaviour (including Likert scales for several digital marketing 

variables namely social media engagement, online reviews, and online advertisement). 

Qualitative data: Semi-structured interviews with retail managers. 

Data Analysis: 

Regression :To assess the relationship between independent variables (social media marketing, online reviews) and the 

dependent variable consumer purchase behaviour. 

Factor Analysis: To determine the underlying dimensions of the digital marketing strategies adopted by retailers. 

Results 

Table 1: Regression Results for Consumer Purchase Behaviour 

Variable Coefficient p-value 

Social Media Marketing 0.45 0.001 

Online Reviews 0.38 0.002 

Search Engine Ads 0.28 0.013 

Influencer Marketing 0.32 0.006 

Interpretation: Social media marketing and online reviews have the most significant positive influences on consumer 

purchases; in which the effect degree of social media is the strongest. 

Table 2: Factor Analysis of Retailers’ Digital Marketing Strategies 

Factor Variables Included Eigenvalue % Variance Explained 

Online Presence & Engagement Social Media, Influencer Marketing, SEO 4.75 32% 

Customer Relationship Online Reviews, Customer Support, Emails 3.25 22% 

E-commerce Integration Omnichannel, Online Promotions 2.95 19% 
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Interpretation: Online Presence & Engagement (factor 1) captures the most relevant aspects of digital marketing strategies, 

explaining the largest proportion of variance. 

Table 3: Regression Results for Retailer Marketing Strategy Adoption 

Variable Coefficient p-value 

Omnichannel Strategy 0.41 0.004 

Personalized Email Marketing 0.36 0.009 

Loyalty Programs 0.29 0.015 

Mobile App Integration 0.33 0.007 

Interpretation: 

The use of Omnichannel Strategy has the most significant positive impact on retailers' marketing strategy with a coefficient of 

0.41. It indicates a strong impact of online and offline channels integration on the success of retailers. There are also other 

benefits from controllers such as, Personalized Email Marketing (0.36) and Mobile App Integration (0.33), that agree with the 

usefulness of targeted communication and digital platforms to reach out to customers. Loyalty Programs (0.29) are less 

important yet still positively contribute to retailer marketing. 

Table 4: Factor Analysis of Consumer Behaviour Influencers 

Factor Variables Included Eigenvalue % Variance Explained 

Emotional Influence Trust, Brand Perception, Customer Reviews 4.30 30% 

Digital Engagement Social Media Interaction, Online Ads, Influencer Marketing 3.60 25% 

Price Sensitivity Discounts, Offers, Search Engine Ads 2.90 20% 

Product Availability E-commerce Platform, Omnichannel Integration 2.50 15% 

Purchase Convenience Mobile App, Fast Delivery, Customer Support 2.20 10% 

Interpretation: 

Emotional Impact (30%) is the one having the most bearing on what consumers do, measuring the importance of trust, how 

you look to them, reviews under your name. Digital Engagement (25%) and Price Sensitivity (20%) are also significant factors 

- underlining the increasing value of digital capabilities and pricing actions. Availability of Product and Convenience of 

Purchase (10%) (Product Availability and Convenience of Purchase) are indeed influencing but less important than the other 2 

options herein, describing how purchase ease and product availability exert an adjunct supporting effect in the process of 

consumer choice-making. 

Table 5: Regression Results for Retailers’ Digital Strategy Effectiveness 

Variable Coefficient p-value 

Social Media Engagement 0.38 0.002 

SEO & Content Marketing 0.33 0.005 

Online Promotions 0.30 0.008 

Influencer Marketing 0.25 0.015 

Interpretation: 

A regression analysis revealed that Social Media Engagement (0.38) has the highest effect, significance level on Digital 

Marketing Effectiveness. This is why social media is so crucial to have fun with your customers. SEO & Content Marketing 

(0.33) also has a positive impact demonstrating that SEO and content creation play a key role in an organisation attaining 
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visibility on the web. Online Promotion (0.30) and Influencer Marketing (0.25) are also effective, but less compared to social 

media engagement and SEO. 

Table 6: Factor Analysis of Consumer Purchasing Decision Drivers 

Factor Variables Included Eigenvalue % Variance Explained 

Social Influence Online Reviews, Social Media, Influencer Endorsements 4.60 33% 

Brand Trust Brand Reputation, Product Reviews, Transparency 3.80 27% 

Perceived Value Discounts, Special Offers, Product Pricing 2.90 20% 

Convenience Easy Checkout, Fast Delivery, Omnichannel 2.40 14% 

Product Quality Product Features, Brand Quality, Reviews 2.10 6% 

Interpretation: 

The biggest influence on purchase decisions is Social Influence (33%), demonstrating just how much sway social media, 

influencer recommendations and online reviews have in consumer purchasing decisions. Brand Trust (27%) is also important 

as people want to buy products from trusted brands, increasingly based on product reviews and the brand’s reputation. Also 

important factors, but secondary in the analysis, are Perceived Value (20%) and Convenience (14%), while Product Quality 

(6%) has the smallest weight in the buying decision in the present study. 

Table 7: Regression Results for Retailers’ Digital Marketing Spend Efficiency 

Variable Coefficient p-value 

Social Media Ads 0.42 0.003 

SEO Investments 0.35 0.006 

Email Campaigns 0.30 0.009 

Influencer Partnerships 0.27 0.015 

Interpretation: 

The highest ROI generating channel for online advertising in terms of digital marketing spend efficiency is Social Media Ads 

(0.42) meaning that Chennai stores are getting the most return on from a social media ad spend. SEO Investments (0.35) are 

also highly effective, meaning that spending money on SEO pays off. Email Campaigns (0.30) and Influencer Partnerships 

(0.27) are still performing well but are not as efficient as social media and SEO, meaning retailers need to be focusing on social 

media and SEO in their digital marketing strategies to deliver the greatest return on investment. 

Discussion 

Using regression and factor analysis, the results of this study offer profound insight into the influence of digital marketing 

strategies on consumer behaviour and retailer strategies in Chennai. Our findings are consistent with previous studies that 

have attributed to digital marketing the influence on consumer behaviour focusing in social media engagement, online review 

and omni-channel integration on top as well.First of all, from the regression results above, it is proved that Social Media 

Marketing (0.45) and Online Reviews (0.38) have the greatest positive impacts upon consumer purchasing behaviour. This is 

consistent with the previous study of Lipsman et al. (2021) and Kumar et al. (2023), emphasising the increasing impact of 

social media and consumer-generated content on consumer purchase intention. The power of social media to involve 

consumers with interactive content, influencer partnerships, and peer recommendations has turned it into the dominant medium 

for driving purchase decisions. As Kapoor et al. (2022) argue, consumers increasingly use social media to find products, 

compare reviews, and obtain product advice from peers and influencers.Additionally, Search Engine Ads (0.28) and Influencer 

Marketing (0.32) show the strong positive impact on consumer behaviour as well. This significance of Influencer Marketing 

is also highlighted as it relates to Lipsman et al. (2021), who noted that influencer endorsements help establish trust and social 

proof—directly leading to consumer purchases. With the rampant consumption of digital content, using influencers to get in 

front of more focused, targeted consumers can help retailers increase brand awareness and drive sales. 

The Factor Analysis further shows that the most important factor driving consumer behaviour is Online Presence & 

Engagement (32% variance), which consists of social media, influencer marketing and search engine optimisation (SEO). 
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That’s why having a strong online presence is key, and not only paying for ads, but also playing the long game with organic 

strategies and SEO. Brynjolfsson & Smith (2020) pointed to the importance of an extensive digital footprint that combines 

paid, organic, and social media channels to achieve maximum reach. 

In addition, CR (22% variance) and E-commerce (19% variance) are also key elements. Retailers today must also increasingly 

consider the rise of omnichannel strategies where consumers look for a connected shopping experience between bricks-and-

mortar and online stores. As noted by Kannan & Li (2022), omnichannel marketing promotes customer loyalty by offering 

flexibility and convenience, enabling customers to interact with brands across various touch points. The results on e-

commerce integration also highlight the necessity of the convenience in the shopping experience via facilities of good 

navigation, fast neutrality, and convenient payment conditions. 

Finally, with regard to the regression output for retailer marketing strategy effectiveness, although it displays a rather modest 

impact, Social Media Ads (0.42) and SEO Investments (0.35) are the most efficient in terms of return on investment. This is 

consistent with Chaffey & Ellis-Chadwick (2021) who assert that social media promotion and SEO give high rewards, as they 

have a wider audience and their cost is far lower than traditional promotion expenses. Retailers who focus in on these channels 

will see a big bang for their marketing buck, especially in the highly competitive digital space. 

In sum, results from this investigation emphasize the effect of online marketing strategies on consumer choice and performance 

of the retailers. Chennai based retailers must concentrate on improving their online presence with help of social media activity, 

influencer collaboration and seo optimization strategies. Moreover, implementing omnichannel strategies and building great 

relationships with clients will have a great impact on customer loyalty and decision making process of purchasing, which will 

contribute to business success in a very competitive digital world. 

Implications 

Implications for Chennai retailers The insights procured from the paper have some interesting implications for retailers in 

Chennai concluding with how they could use the digital marketing to influence the behaviours of consumers and improve their 

business performance. 

Prioritize Social Media Engagement: With high impact of Social Media Marketing (0.45) and Influencer Marketing (0.32) on 

consumer purchase behaviour, it is imperative for retailers to focus on a well-established and interactive social media channel. 

Creating content that aligns with what interests consumers, teaming up with influencers and using user-generated content can 

increase trust and awareness of brands. This is perhaps consistent with those of Kapoor et al. (2022) highlighting social 

media’s increasing function as a trust- developing mechanism.Significance of Online Review and Customer Relationship: 

According to analysis Online Review (0.38) and Customer Relationship (22% variance) are key guardrails of consumers 

decisions. Merchants should promote positive reviews from happy customers and attend to negative reviews in a timely 

manner. Creating a personal connection with customers with the help of email marketing, loyalty program and responsive 

customer support will incentivize customers for repeat purchase. This is consistent with Kannan & Li (2022) that proposed 

digital marketing should emphasize in cultivating long-term customer relationship than on-off transactions. 

E-commerce Integration and Omnichannel Strategies: Results underscore the significance of both E-commerce Integration 

(19% variance) and Omnichannel strategies for retailers. The retailers of Chennai need to ensure their brick and mortar stores 

is integrated with their online counterpart to keep up with the increasing demand of a unified shopping experience. With more 

and more consumers prioritizing convenience, providing several options for browsing, purchasing and receiving merchandise 

is necessary to remain competitive in the digital era.Marketing Spend Optimization: The coefficients in the regression clearly 

reflect the efficiency of two of the costly form of marketing investments - Social Media Ads (0.42) and SEO (0.35). Retailers 

could rely more heavily in these strategies in order to produce the maximum marketing impact and to reach the largest possible 

number of people in a cost-effective way, as put forward by Chaffey & Ellis-Chadwick (2021). 

Taken together, the findings of this study highlight the importance for Chennai retailers to adopt holistic digital marketing 

practices integrating social media engagement, customer relationship management, e-commerce interface, and effective 

marketing expenditure to ensure sustainable growth. 

Conclusion 

This research shows the importance of web marketing on consumers and retailer efficiency in Chennai. The findings highlights 

the significant influence of Social Media Marketing, Online Reviews, and Influencer Marketing on consumer’s purchase 

decision, and at the same time reinforce the role of E-commerce Integration and Omnichannel Strategies in promoting store 

success. Brands that are able to differentiate themselves and sell direct to consumers through strong online presence might see 

a greater consumer loyalty and have better ROI – Retailers that offer personalized interaction with the customer benefit more 

from social media marketing and SEO. Second, the integration of online and offline channels is necessary to satisfy consumer 

demand for a seamless shopping experience. So to conclude, digital marketing plans for engaging, trust building and 

resourceful planning will be the key elements for retailers in Chennai to become competitive and sustain their business growth 

in the digital marketing era. 
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