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ABSTRACT 

Marketers have been able to provide superior value in creative ways that 

go beyond product specifications. Today’s shoppers shopping behavior has changed 

significantly or somewhat as a result of the economic environment. Shifts in 

shopping behavior emerging due to globalization, shoppers will take a more 

thoughtful approach to buying, leaning toward more pragmatic and practical 

purchase.  Before buying a product, every consumer wants to make sure that the 

product is the best in its class, and offers good value for money. This is where digital 

marketing plays an important part in defining consumer behavior. People who have 

already used the product describe their experience this requires adaptability by the 

marketers to the changed behaviors and patterns of buyers to win in changed 

marketplace.   And that is where it gets really interesting. Digital marketing  puts 

consumers back  to  the  center  of  the  business world and present  marketers  a  

new  set  of  tools to interact with consumers and  to integrate them into the brands 

through novel ways. On the whole, marketers have to value how the virtual 

marketing is picking up as it is influencing consumer buying behavior. As customer 

considers enhancement of cultural values, health conscious, environmental 

concerned, prefers superior quality within the price limits, varied merchandise and 

so on as important attributes they take into consideration while making purchase and 

it provides virtual experience and persuade target customers to go for shopping 

online.  This paper attempts to understand the impact of digital marketing on buyer 

behavior and the strategies adopted by marketers to fit in the shifting behavior of 

shoppers/buyers from off line to virtual platforms. 
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Introduction 

Today's consumers are being flooded with more digital content than ever 

before, with a huge number of brands available at their fingertips via their device of 

choice. In 2016 customer expectations will also be higher than ever. Online shopping 

behavior (also called online buying behavior and Internet shopping/buying behavior) 

refers to the process of purchasing products or services via the Internet. The process 

consists of five steps similar to those associated with traditional shopping behavior 

(Liang and Lai, 2000).Consumers are becoming accustomed to immediate 

accessibility and will expect their brand experiences to be personalized and easy to 

navigate. With so many options just a click away, customers won't wait around if the 

brand experience is not a positive one. Even our research found that four out of five 

customers won't come back after a bad customer experience. Consumers are looking 

for a new deal on how marketers use their data. 
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Businesses can no longer afford to force screen. Instead, brands need to rely 

on sophisticated technologies to personally engage with today's customers. Tools like 

customer analytics, social intelligence, and machine translation are all central 

components intended to aid brands in the deliverance of the understanding that 

customers really want, through messages that vibrate across the right languages, 

markets, and touch points. The factors affecting on online shopping behavior of 

consumers that might be one of the most important issues of e-commerce and 

marketing field however, there is very limited knowledge about online consumer 

behavior because it is a complicated socio-technical phenomenon and involves too 

many factors.  

 

Objectives of the study 

 To study the present scenario of digital marketing in India 

 To examine the factors that influence on online shopping behavior. 

 

Research methodology 

 Type of Study: Descriptive 

 Data source:  Only secondary data has been sourced for the study 

 

Review of Literature 

Hoffman and Novak (1996) indicated that interactivity is the key distinguishing 

feature between marketing communication on the Internet and traditional mass media. 

Today online consumers have more control and bargaining power than consumers of 

physical stores because the Internet offers more interactivities between consumers 

and product/service providers as well as greater availability of information about 

products and services.  

 

Geissler and Zinkhan (1998) claimed that the Internet shifted the balance of power 

in favor of consumers as it became very easy for them to make shopping comparisons 

and evaluate alternatives without being pressured by salespeople. Online stores 

reduce transaction costs and have advantage for both consumers and vendors. 

 

Peterson et al., (1997) The different types of risks are referred to as perceived or 

anticipated risks. Research suggests that consumers generally prefer to use electronic 

commerce for purchasing products that do not require physical inspection  

 

Jahng, Jain, and Ramamurthy, (2001) consumer attitudes are affected by intention. 

When this intention is applied to online shopping behavior, the research can examine 

the outcome of the purchase transaction. Attitude is a multi-dimensional construct. 

One such dimension is the acceptance of the Internet as a shopping channel.  
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Source: Brinker’s chart 

Discussions on factors influencing online shopping behavior 

 

 Brands will stop making their customers fit their specific mold and instead 

learn their preferences to communicate offerings and deals specific to each 

individual's needs. This will drive meaningful interactions and conversions 

rather than a meaningless onslaught of content. 

 The biggest change in customer behavior is that customers expect a consistent 

and personalized experience— despite their increased engagement with 

brands across various channels. 

 There are ever-increasing touch points where customers expect to be served 

and delighted. In-store, online, mobile, social, smart watches, smart 

televisions, connected devices, in the car, in the air, and many more are 

already available or coming quickly.  

 Brinker points to similarities between the evolution of marketing in the 

organization and the evolution of IT. We have watched as IT has slowly 

evolved, somewhat kicking and screaming, from a centralized, authoritative 

department on all things technology, to one that empowers departments and 

teams to select and work with their technology as IT guides them. 

 The comparison of IT and Marketing is a good one. So here are a couple of 

examples I’ve seen of how IT evolved in a company I worked for, and how 

you could apply those approaches to Marketing. 

 Marketing could have a team of marketing technology users who could 

support customer-facing activities from other departments that leverage that 

technology. This would allow a centralization of customer data from across 

the organization that everyone could take advantage of. 
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Conclusions 

1. Marketers need to start capturing customer intent data so that marketing and 

experience can become contextually relevant to individual consumers, 

perhaps for the first time. 

 

2. Brands must not only keep the variety of channels and the expectation for 

individualized experiences in mind, but also the truth that customers are 

progressively more global; they don't only concentrate on off-line—they're 

across geographic borders, talking various languages with exceptional 

cultural nuances. 

 

3. Marketers to look for solutions that enhance their understanding of their 

marketing's true impact across all channels and devices, as well as how to 

best allocate their spending by device to meet their goals. By reduplicating 

unique users who are exposed to marketing touch points across multiple 

devices, these solutions will provide marketers with a more holistic view of 

their consumers' paths to conversion, and the ability to more effectively 

allocate their budget by device type. 

 

4. Perceived lack of secured transaction retailers should introduce a system that 

would progress safety and privacy to stimulate people to buy online.  

 

5. Marketers must first identify where their customers are, both physically and 

digitally, and then look at ways to connect the experiences in a way that 

allows for seamless customer flow. When a new platform, such as the 

Amazon Echo, comes along, jump on it quickly. 

 

6. Digital marketing is used in many different scenarios supporting the entire 

lifecycle of the customer. Marketing can’t own that all – it needs to 

collaborate and work with everyone. It may be able to lead experience, but it 

may need to let go of some things to do that successfully. 

 

Scope for further study 

An empirical study in the relevant areas such as the impact of, infrastructural 

variables and return policy on attitude toward online shopping behavior and 

subjective norms, perceived behavioral control, domain specific innovativeness and 

attitude on online shopping behavior can be considered in India as digital transaction 

are at boom during after and  demonetization. 
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