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The shift to digital innovations has reshaped the market environment 

by enabling businesses to engage with consumers by differentonline 

channels. The fast adoption of smartphones, low-cost internet 

services, and cashless payment methods has increasedthepresence of 

digital marketing beyond urban centers into rural communities in 

India. Such changeshave affected how rural consumers search for 

information and have helped them compare products, find 

alternatives, and make purchase decisions. This study analyses the 

role of electronic marketing in the purchase behavior of consumers in 

rural areas of Ayodhya District. It mainly investigates how online 

platforms such as social networking sites, e-commerce websites, 

digital advertisements, mobile applications, and online marketing 

campaigns influence consumers' awareness, attitudes, and purchase 

intentions.The research further explores the key determinants that 

influence the adoption of digital marketing among rural consumers, 

such as availability of the internet, trust in online purchasing, 

advertising incentives, product availability, and digital awareness. 
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1. INTRODUCTION  

The concept 'Digital Marketing' was first introduced in 1990. It refers to advertising goods 

and services to a specific audience via online channels. Today, it includes company online 

platforms, internet search tools, social media, electronic mail, smartphone applications, as 

well as other internet-based communication technologies. In 1990, the earliest search engine, 

'Archie,' was introduced, marking the beginning of online business marketing. The first 

interactive web ad appeared in 1993, followed by the first electronic commerce transaction in 

1994, establishing the online market. In 1995, India entered this space with public internet 

connectivity and mobile phones, and in 1996, IndiaMART, a business-to-business platform, 

came into existence  

It was all just the initial stage; the scene significantly changed with the launch of Yahoo 

followed by Google in 1998. Companies had started recognizing the potential of online 

selling and adopted marketing through digital platforms. The concept of smartphones had 

entered the market, leading to further innovations in marketing, and the earliest mobile based 

promotional campaign was introduced in 2001.Assessing a study's effectiveness using 

research remains quite simple, whereas examining the viability of an endeavor through 

conventional advertising and marketing becomes more difficult. In this online market, it’s 

simple to continuously update data based on goals and management. Web consumers can 

access information anytime, anywhere. Today, platforms like Myntra and other online 

shopping sites provide a wide range of brands, enabling customers to shop anytime, 

anywhere by downloading a single app. The 24/7 availability further boosts customer loyalty. 

Currently, most people depend on the internet to browse and purchase a variety of items—

from clothing and gadgets to household supplies. Digital marketing offers clients round-the-

clock access, allowing them to buy any product or service at their convenience(Tian, 2023). 

In conclusion, the present investigation seeks to examine the effects of digital marketing on 

the buying behavior patterns of buyers in rural areas of Uttar Pradesh. It investigates how 

internet-based advertisements, social media, e-commerce platforms, and other digital 

marketing methods influence the preferences and purchasing decisions of rural consumers. It 

emphasizes that social media has become an important tool for actively promoting and 

strengthening consumer relationships, as well as supporting ongoing connections and 

The Primary data were gathered from 100 respondents were living in 

selected rural areas of Ayodhya District by using a structured 

questionnaire. In the analysis part, Frequency Distribution, 

Percentage, and Cumulative Percentage have been used.The results 

showthat internet-based marketing has become an increasingly 

important source of product-related knowledge for rural consumers 

and positively influences their purchasing decisions. 
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activities (Hosain & Mamun, 2023). The outcomes of this study are anticipated to improve 

understanding ofrural consumers' needs and preferences. It also offers useful insights to 

researchers and decision-makers, encouraging digital awareness and the efficient use of 

online marketing in rural regions. 

2. LITERATURE REVIEW  

Sindakis and Showkat (2024) noted that despite existing challenges, rural digital marketing 

offers promising opportunities due to the growing adoption of digital technologies. The 

increasing availability of affordable smartphones and government efforts to enhance digital 

infrastructure are gradually reducing the digital gap. As more rural consumers go online, the 

role of online marketing on their buying decisions grows. 

Ravi, Saravanan & Rajan (2023) highlight the essential link between consumer trust, e-

commerce adoption, and the importance of digital marketing in rural communities. By 

employing transparent communication, social proof, and personalized strategies, brands can 

build trust among rural consumers, unlocking significant opportunities for e-commerce in 

underserved areas. As internet connectivity grows in these regions, this provides useful 

guidance for businesses looking to explore these emerging markets. 

Al Azzam et al. (2021), students' buying decisions are positively influenced by the four 

separate factors. Among the four major digital marketing approaches analyzed, audience 

targeting is the most influential component with respect to the independent features of student 

buying decisions. Additionally, the evaluation stage has the highest influence on students' 

preference, which depends on the platform used by buyers who explored about the product. 

Prior to making a buying decision, these consumers, who had earlier familiar with the 

product, looks for further information to evaluate its many attributes and options. 

Furthermore, among digital marketing channels, electronic mail marketing shows the lowest 

influence on  students' purchasing decisions. 

Shareef et al. (2019) acknowledge the continuous expansion of social media usage and the 

Internet's evolving social role. The system now sees customers first looking for information 

on social media, then turning to traditional methods. Weinberg noted that the move from 

traditional media to online social platforms has weakened client trust in conventional media, 

reducing its influence. 

Amira M. Omkar (2020) found that digital marketing channels (email marketing, mobile 

marketing) were beneficial to marketers. The research investigates the effect of various 

channels on customer buying choices in the Egyptian market. The findings show that mobile, 

as a digital marketing channel, has a detrimental impact on purchasers' purchasing decisions 

at all phases of the end user purchasing process. 
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Peppers and Rogers (2000) state that email marketing is increasingly influential because of its 

clear benefits, high engagement, and affordability. The discussion centers on acquisition 

email marketing, targeting new customer acquisition instead of retention. While email 

marketing serves both goals, its focus has transitioned from merely attracting new clients to 

building long-term customer loyalty. 

3. RESEARCH OBJECTIVE  

1. To examine the influence of digital marketing on consumer buying behavior. 

2. To analyze the key factors affecting digital marketing on the buying behavior of the 

consumer.  

4. RESEARCH METHODOLOGY  

4.1 Area of the study - This study was undertaken in selected rural regions of Ayodhya 

district, specifically in Masaudha and Amaniganj blocks. 

4.2 Sampling design -The sampling technique selected for the research is non-probability 

judgmental sampling. 

4.3 Sample size- The investigation is based on a total sample of 100 respondents selected 

from the rural regions of Uttar Pradesh. The respondents were selected using the convenience 

sampling method, ensuring that participants were residents of rural areas. 

4.4 Source of data -The required data were collected from primary sources using a 

structured, closed-ended questionnaire. 

4.5 Statistical tools- Frequency Distribution, Percentage, and Cumulative Percentage 

4.6 Study Limitations  

• The scope of the study is limited to Ayodhya district only. 

• Time and cost also affect this study. 

• Sample size too small. 

• Researcher and respondent bias. 

5. DATA ANALYSIS & ITS INTERPRETATIONS 

Table5.1 Gender 

 Frequency(F) Percent % Valid Percent Cumulative 

Percent 

 Female 52 52.0 52.0 52.0 

https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://portal.issn.org/resource/ISSN/2945-3135


  

      

 

 

                    
The work is licensed under a Creative Commons Attribution 

Non Commercia 4.0 International License 

 
 

266 

ISSN (ELECTRONIC): 2945-3135 

 
 

 Nimish Mishra (2025). A study of Digital Marketing on Consumer Buying Behavior in Rural Areas 

of Ayodhya District. International Journal of Multidisciplinary Research & Reviews. 4(1). 262-270. 

 

 

Valid 

Male 48 48.0 48.0 100.0 

Total 100 100.0 100.0  

Table 5. 1 reveals that, out of 100 respondents, 52 (52.0%) were female, and 48 (48.0%) were 

male. This distribution provides representation from both genders, examining the impact of 

digital marketing on consumer buying behavior in rural Uttar Pradesh. 

Table 5.2 Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

Valid 

Below 20 15 15.0 15.0 15.0 

21 – 35 42 42.0 42.0 57.0 

36 - 50 28 28.0 28.0 85.0 

51 - 60  15 15.0 15.0 100.0 

Total 100 100.0 100.0  

Table5. 2 indicates that out of 100 respondents, 15 (15.0%) were under 20 years of age, 42 

(42.0%) were in the 21-35 age group, 28 (28.0%) were in the 36-50 years age group, and 15 

(15.0%) were in the 51-60 age group. The analysis indicates that the majority of respondents 

were in the 21-35 years age group, signifying that younger individuals are more likely to be 

actively involved in digital marketing platforms.  

Table 5.3 Marital Status 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

Valid 

Married 59 59.0 59.0 59.0 

Single 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

Table5.3reveals that a maximum of 59.0% of the participants were married. 41.0% of the 

individuals surveyed are single. The observation resultshowed that married people 

consistently prefer online shopping. 

Table 5. 4 Family 

 Frequency Percent Valid Percent Cumulative 

Percent 

 Nuclear Family 28 28.0 28.0 28.0 
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Valid 

Joint Nuclear Family 24 24.0 24.0 52.0 

Joint Family 48 48.0 48.0 100.0 

Total 100 100.0 100.0  

Table 5.4 illustrates the distribution of participants by family type.Within the sample, 48% 

belong to joint families, 28% to nuclear families, and 24% to joint nuclear families. The 

observation shows that the large number of respondents are from joint families, indicating 

that joint families constitute the largest proportion of the sample. 

Table 5.5 Educational Qualification 

 Frequency Percent Valid 

Percent 

Cumulative Percent 

 

 

 

Valid 

Below 

Intermediate 

24 24.0 24.0 24.0 

Graduate 46 46.0 46.0 70.0 

Post Graduate 28 28.0 28.0 98.0 

Ph.D. 2 2.0 2.0 100.0 

Total 100 100.0 100.0  

Table 5.5 indicates that 46% of respondents are graduates, 28% are postgraduates, 24% have 

an education below intermediate, and 2% hold a Ph.D. The observations suggested that 

respondents with advanced educational qualifications are more likely to be aware of digital 

marketing and to use online platforms when making purchase decisions. 

Table 5.6 Monthly Income Distribution 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

 

Valid 

Below 20,000 26 26.0 26.0 26.0 

21,000– 40,000 30 30.0 30.0 56.0 

41,000 – 60,000 18 18.0 18.0 74.0 

61,000– 80,000 14 14.0 14.0 88.0 

Above 81,000 12 12.0 12.0 100.0 

Total 100 100.0 100.0  

Table 5. 6 shows that 30.0% of participants have a monthly income between Rs.21,000 and 

40,000. The findings show that the majority (56.0%) of individuals belong to the lower-

middle-income group. Consequently, they are more price-sensitive and tend to prefer 
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affordable online shopping platforms which offer low-priced products, discounts, and budget-

friendly deals.  

Table5.7 Respondents Occupation 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

Valid 

Students 22 22.0 22.0 22.0 

Farmers 34 34.0 34.0 56.0 

Service  18 18.0 18.0 74.0 

Business 

owner 

16 16.0 16.0 90.0 

Others 10 10.0 10.0 100.0 

Total 100 100.0 100.0  

Table5.7 clearly shows that 34.0% of the respondents were farmers, 27.0% of the participants 

are students, 18.0% service holders, 16.0% of businessmen, and only 10% belong to others. 

The result reveal that farmers constituted the largest occupational group in the sample, 

suggesting that it is influenced by agricultural income, seasonal earnings, price sensitivity, 

and availability of affordable products through digital marketing platforms.  

Table 5.8 Online Shopping 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

Valid 

Daily 8 8.0 8.0 8.0 

Weekly 24 24.0 24.0 32.0 

Monthly 28 28.0 28.0 60.0 

As Required 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

Table 5. 8 above: 40.0% of respondents purchase products online as required, 28.0% 

purchase monthly, 24.0% purchase weekly, and only 8.0% purchase daily. It has been 

confirmed that most respondents have purchased products online to meet their needs. 

Table 5.9 Most frequently purchased  

 Frequency Percent Valid Percent Cumulative 

Percent 
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Valid 

Electronics 23 23.0 23.0 23.0 

Clothing & Fashion 31 31.0 31.0 54.0 

Home Decoration 22 22.0 22.0 76.0 

Books 3 3.0 3.0 79.0 

Others 21 21.0 21.0 100.0 

Total 100 100.0 100.0  

Table 5.9 indicates that 31.0% of respondents bought electronic goods, 23.0% purchased 

clothing and fashion items, 22.0% bought home decorations, 21.0% acquired other products, 

and just 3.0% purchased books. This confirms that electronics are the most commonly bought 

items online among the respondents. 

CONCLUSION AND SUGGESTIONS 

Digital marketing has become an important determinant of consumer purchasing in rural 

Ayodhya. The research shows that increased access to smartphones and affordable internet 

has encouraged rural consumers to seek product information, compare prices, read online 

reviews, and make informed purchasing decisions. Social media, digital ads, and e-commerce 

platforms have greatly boosted awareness of products and brands among these customers. 

However, the effectiveness of digital marketing is also affected by variables including 

education, digital literacy, and income levels. Marketers should consider targeting male 

consumers and expanding their focus across all age groups, as well as exploring categories 

beyond electronics. Focusing on specific groups, like working professionals, could be 

advantageous. Ultimately, efforts should aim to increase daily purchasing activity. Younger, 

more educated consumers tend to be more receptive, while older consumers remain cautious 

online. Improving digital infrastructure and promoting digital information can 

saveconsumers’ time. Enhancing digital marketing in rural Ayodhya benefits both consumers 

and the growth of e-commerce. 

AUTHOR(S) CONTRIBUTION 

The writers affirm that they have no connections to, or engagement with, any group or body 

that provides financial or non-financial assistance for the topics or resources covered in this 

manuscript.  

CONFLICTS OF INTEREST  

The authors declared no potential conflicts of interest with respect to the research, authorship, 

and/or publication of this article. 

https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://portal.issn.org/resource/ISSN/2945-3135


  

      

 

 

                    
The work is licensed under a Creative Commons Attribution 

Non Commercia 4.0 International License 

 
 

270 

ISSN (ELECTRONIC): 2945-3135 

 
 

 Nimish Mishra (2025). A study of Digital Marketing on Consumer Buying Behavior in Rural Areas 

of Ayodhya District. International Journal of Multidisciplinary Research & Reviews. 4(1). 262-270. 

 

PLAGIARISM POLICY 

All authors declare that any kind of violation of plagiarism, copyright and ethical matters will 

take care by all authors. Journal and editors are not liable for aforesaid matters. 

SOURCES OF FUNDING 

The authors received no financial aid to support for the research. 

REFERENCES  

Al Azzam &et al. (2021). The Effect of Digital Marketing on Purchasing Decisions: A Case 

Study in Jordan, The Journal of Asian Finance, Economics and Business, volume-8 

issue-5, page 455-463/2021/2288-4637.  

Omar, A., &Atteya, N. (2020). The impact of digital marketing on consumer buying decision 

process in the Egyptian market. International Journal of Business and Management, 

15(7), 120–132. https://doi.org/10.5539/ijbm.v15n7p120  

Tian, C. (2023). Integrating College Vocal Music with Health Music Culture: A 

Metabolomics Approach. Journal of Commercial Biotechnology, 28(4). 

Peppers, D., & Rogers, M. (2000). Email marketing maximized. Peppers and Rodgers Group, 

Stamford, CA. 

Hosain, M. S., & Mamun, A. M. A. (2023). The nexus between social media advertising and 

customers’ purchase intention with the mediating role of customers’ brand 

consciousness: evidence from three South Asian countries. Business Analyst Journal, 

44(2), 84–105. https://doi.org/10.1108/BAJ-06-2023-0053  

Ravi, S.& Rajan, C.. (2023). A Perspective of Digital Marketing in Rural Areas: a Literature 

Review. International Journal of Professional Business Review. 8.  

Sindakis, S., Showkat, G. (2024). The digital revolution in India: bridging the gap in rural 

technology adoption. Journal of Innovation and Entrepreneurship, 13, 29.  

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2019). Social media 

marketing: Comparative effect of advertisement sources. Journal of Retailing and 

Consumer Services, 46, 58-69. https://doi.org/10.1016/j.jretconser.2017.11.00   

Jejen, L., & Sudarman, L. (2024). The effect of digital marketing and service quality on 

consumer purchase decision-making. Ekuilnomi: Journal of Development Economics, 

6(3). https://doi.org/10.36985/y5xhfq13  

 

https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://portal.issn.org/resource/ISSN/2945-3135
https://doi.org/10.5539/ijbm.v15n7p120
https://doi.org/10.1108/BAJ-06-2023-0053
https://doi.org/10.1016/j.jretconser.2017.11.00
https://doi.org/10.36985/y5xhfq13

