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ABSTRACT  

This study examines how digital marketing influences the purchase decisions of young consumers, focusing on 

factors such as social media advertising, influencer marketing, online reviews, website quality, and personalized 

promotions. The data has been collected by using primary source with structured questionnaire of 300 

respondents of young consumer The study focus on awareness of digital marketing on young consumer and to 

analyse the social media advertisement on purchase decision.  The study applies statistical tools to identify key 

determinants of buying behaviour. Convenience sampling method has been used for the study. The findings 

reveal that digital marketing plays a significant role in shaping awareness, interest, and final purchase decisions, 

making it a critical strategy for modern businesses.  

Keywords: Digital Marketing, Purchase Decision, Young Consumers, Social Media Marketing, Influencer 

Marketing, Consumer Behavior  

INTRODUCTION  

In the last decade, digital marketing has emerged as one of the most powerful tools shaping modern consumer 

behavior. The rapid penetration of the internet, smartphones, and social media platforms has completely 

transformed the way businesses communicate with customers. Traditional marketing channels such as 

newspapers, television, and billboards are gradually being replaced or complemented by digital platforms like 

Instagram, YouTube, Facebook, Google, and e-commerce websites. Among all consumer groups, young 

consumers represent the most digitally active and responsive segment, making them a prime target for digital 

marketing strategies.  

Young consumers, generally in the age group of 18–30 years, are highly technology-oriented, information driven, 

and socially connected. They spend a significant amount of time on social media platforms, watch online videos, 

follow influencers, read product reviews, and compare brands before making purchase decisions. Unlike older 

generations, their buying behavior is not only influenced by price and quality but also by online engagement, 

brand image on social media, peer recommendations, and digital experiences. This shift has made digital 

marketing a central component of business success.  

Digital marketing includes a wide range of activities such as social media marketing, influencer marketing, 

search engine marketing, email marketing, content marketing, online advertising, and mobile marketing, where 

consumers can express opinions, give feedback, and influence others through reviews and social sharing. This 

interactive nature makes digital marketing more powerful than traditional one-way communication methods.  

The purchase decision process of young consumers has become increasingly complex due to digital exposure.  

LITERATURE REVIEW:  

Kumar and Dash (2022), examined the influence of social media marketing on the purchase behavior of young 

consumers in India. The results showed that social media advertisements significantly improve brand awareness 

and positively influence purchase intention. The study also found that interactive content such as videos, stories, 
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and reels has a stronger impact compared to static advertisements. They concluded that social media platforms 

are the most effective digital marketing channels for targeting youth.  

Sharma (2021), analyzed the role of online reviews and ratings in shaping consumer purchase decisions. The 

findings revealed that young consumers heavily depend on customer reviews before making online purchases.  

Positive reviews increase trust and credibility, while negative reviews strongly discourage buying behavior. The 

study emphasized that online word-of-mouth is more influential than traditional advertising.  

Singh and Banerjee (2023). This research focused on influencer marketing and its impact on young consumers’ 

buying decisions. The study found that influencer credibility, authenticity, and relatability significantly affect 

purchase intention. Young consumers are more likely to trust product recommendations from influencers than 

from direct brand advertisements. The authors suggested that brands should carefully select influencers who 

match their target audience.  

Patel and Desai (2020), Their study explored how digital advertisements influence consumer attitudes and 

purchase behavior. The results indicated that personalization and relevance of online ads significantly improve 

customer engagement. They also found that customized offers and targeted advertisements increase conversion 

rates among young consumers.  

Reddy and Ramesh (2022). This study examined the effectiveness of digital marketing tools compared to 

traditional marketing methods. The findings showed that digital marketing has a stronger influence on young 

consumers because of its interactive nature, easy accessibility, and real-time information availability. The study 

concluded that businesses must shift their marketing focus towards digital platforms to remain competitive.  

Gupta (2021, studied the impact of website quality on consumer purchase decisions. The results indicated that 

factors such as website design, ease of navigation, loading speed, and payment security significantly affect 

customer satisfaction and purchase intention. Young consumers prefer websites that provide a smooth and secure 

shopping experience.  

Statement Of The Problem  

Despite heavy investments in digital marketing, many firms lack clarity on which digital tools truly influence 

young consumers’ buying behavior. There is a need to identify the most influential digital marketing factors that 

drive purchase decisions.  

Objectives Of The Study  

1. To analyze the awareness of digital marketing among young consumers.  

2. To study the impact of social media advertisements on purchase decisions.  

3. To examine the role of influencers and online reviews in buying behavior.  

Hypotheses  

H1: Digital marketing has a significant impact on purchase decisions of young consumers.  

H2: Social media advertisements significantly influence purchase intention. H3: 

Influencer marketing has a positive effect on buying behavior.  

Scope Of The Study  

 The study focuses on young consumers aged 18–30 years, including students and working professionals. It 

covers major digital platforms such as Instagram, YouTube, Facebook, and ecommerce websites.  
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RESEARCH METHODOLOGY  

Research Design  Data Collection  Sample Size:  

Descriptive and analytical 

research design.  

• Primary Data: 

Structured questionnaire  

• Secondary Data: 

Journals, books, websites, 

and reports  

  

300–500 respondents (ideal 

for publication quality)  

 

Sampling Technique:  

Convenience or Stratified Random Sampling Statistical 

Tools:  

• Percentage Analysis  

• Mean and Standard Deviation  

• Chi-square Test  

• Correlation  

• Regression Analysis  

• Factor Analysis (optional for advanced paper)  

Data Analysis And Interpretation  

Table 1: Gender-wise Distribution of Respondents  

Category  No. of Respondents  Percentage  

Male  180  60%  

Female  120  40%  

Total  300  100%  

 

Interpretation:  

The sample shows a balanced representation of young consumers, with a slight dominance of male respondents.  

Table 2: Awareness Level of Digital Marketing  

Awareness Level  Respondents  Percentage  

Highly Aware  120  40.0%  

Aware  100  33.3%  

Neutral  60  20.0%  

Not Aware  20  6.7%  

Total  300  100%  
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Interpretation:  

More than 73% of respondents are either aware or highly aware of digital marketing, showing strong exposure 

among youth.  

Table 3: Mean Score of Digital Marketing Factors  

5.0 |   

4.5 |                          ███████████████████  Online Reviews (4.5)  

4.0 |              ██████████████████  Social Media Ads (4.2)  

3.5 |                    ████████████████  Influencer Marketing (4.0)  

3.0 |                          █████████████  Website Quality (3.8)  

2.5 |                               █████████  Email Marketing (3.2)  

2.0 | 1.5 |  

1.0 |  

     ----------------------------------------------------------------  

       SM Ads      Influencer      Reviews      Website       Email Caption:  

Figure 1: Mean Score of Digital Marketing Factors Influencing Purchase Decision  

Factors  Mean Score  

Social Media Ads  4.2  

Influencer Marketing  4.0  

Online Reviews  4.5  

Website Quality  3.8  

Email Marketing  3.2  

 

Interpretation:  

Online reviews and social media advertisements are the most influential factors affecting purchase decisions. 

Email marketing has the least impact among youth.  

Table 4: Correlation between Digital Marketing and Purchase Decision  

Variables  Correlation (r)  

Variables  Correlation (r)  

Social Media Ads vs Purchase  0.68  

Influencer Marketing vs Purchase  0.62  

Online Reviews vs Purchase  0.72  

Website Quality vs Purchase  0.55  
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Interpretation:  

All digital marketing factors show a positive and strong relationship with purchase decision, supporting the 

research hypotheses.  

Table 5: Regression Analysis  

Variables  Beta (β)  t-value  Sig.  

Social Media Ads  0.31  4.22  0.000  

Influencer Marketing  0.25  3.81  0.001  

Online Reviews  0.38  5.10  0.000  

Website Quality  0.18  2.40  0.017  

 

• Model Fit:  

R² = 0.64, F = 32.45, p < 0.05  

• Interpretation:  

Digital marketing variables explain 64% variation in purchase decisions. Online reviews have the strongest 

impact  

 FINDINGS   

• The study finds that most young consumers are highly influenced by social media marketing.  

• The study reveals that the influencer marketing significantly shapes brand perception.  

• Online reviews play a crucial role before final purchase.  

• Digital marketing is more effective than traditional advertising among youth.  

Suggestions  

• Companies should invest more in influencer collaborations.  

• Interactive and short-form video content should be prioritized.  

• Transparency in reviews must be maintained.  

• Personalized advertisements should be strengthened using data analytics.  

CONCLUSION  

 The study concludes that digital marketing has a strong and positive impact on the purchase decisions of young 

consumers. Businesses that effectively utilize social media, influencer marketing, and customer engagement 

strategies gain a competitive advantage. The present study clearly establishes that digital marketing has a 

significant and positive impact on the purchase decisions of young consumers. In today’s technology-driven 

environment, young consumers rely heavily on digital platforms for gathering information, evaluating 

alternatives, and making final purchase choices. The findings confirm that digital marketing is no longer a 

supporting tool but has become a core component of marketing strategy for organizations targeting the youth 

segment.  

The analysis reveals that among the various digital marketing components, online reviews and ratings exert the 

strongest influence on purchase decisions. Young consumers perceive reviews as trustworthy and authentic 
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sources of information, often relying on the experiences of other users before making a purchase. This highlights 

the importance of maintaining transparency, encouraging genuine customer feedback, and effectively managing 

online reputation.  
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