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Abstract 

Consumer Purchase Behavior is one of the most sought-after realms of study in Marketing analytics field in order to 
understand the buying patterns of the consumers, which will ultimately help in increasing the revenues of the firms and would provide 
an enhanced growth rate. In today’s world, Marketing is not just limited to simple tools and techniques for just promotional purposes, 
but it touches the realms of understanding the depth of their customers and accurately predicting their next move forward. The 
company which are able to predict with higher accuracies, they are the ones, who are leading the global market trends and in fact with 
a better understanding they are creating their own trends. E-marketing is one of the best places where we can easily identify the impact 
of these techniques. The study will dig deep into various tools & techniques used in e-marketing and will the assess the effects of 
consumer purchase behavior on them. The study is based on both primary & secondary data and tests like factor analysis, correlation 
etc. have been done to equate its accuracy. The pandemic situation has been taken into account and the uniqueness of the study lies in 
its suggestions contributed to improve business plans, especially addressed for micro, small & medium enterprises. So, in this context 
this paper serves the purpose of understanding the consumer behavior in the E-marketing field. 
 
Keywords: Consumer Behavior, E-Marketing, Impact of Covid, Consumer Decision-Making Process. 
 
I. INTRODUCTION 

After internet came into limelight in the 21st century, it gave birth to numerous other platforms, for distinguished purposes. 
As the globalization phenomenon started to take place, the economies of the world decided to transition themselves into the economies 
that are not just limited locally with their products to their own nation, but also who are focused about the selling and marketing of their 
products, at a global platform. If we take into account the marketing portfolio, it gave birth to the E-marketing platform, which could 
create and visualize integrally new experiences for both the sellers and the consumers regarding variation in dataset and the clusters of 
information, available over the internet. Moving ahead with the definition of E-marketing, it could be defined as the movement of 
various elements of marketing strategies and activities to a computerized, networked environment such as the Internet .We can clearly 
say now that the sellers and retailers can see e-marketing as the process of building and maintaining customer relationships through the 
usage of the Internet and how it could facilitate the exchange of ideas, products and services that could help them in satisfying their 
goals. By reviewing various literatures pertaining to this topic, we came out with one of the main impediments that till today 
marketers and researchers have an unclear definition about e-marketing (Electronic marketing), e-commerce (Electronic commerce), 
E-business (Electronic- business) and the internet marketing. In our research we found out that many researchers misinterpreted the 
meaning of these four and treated them as equals with different wordings, which is not correct. The standardized definition should be 
kept in mind and it should be noted that E- marketing has a wider scope whereas if we talk about internet marketing then it just refers 
to the internet applications, like the world wide web (www) and the electronic mail, while E-marketing includes all above plus tools 
like mobile phones, intranet, extranet, etc. On the other side, E-business and E-commerce have even broader scope as compared to E-
marketing. As per one of the reviews of literature, E-commerce can be referred to the process of buying & selling online whereas E-
business is the way how an entire business portfolio is being handled over the digital platforms. As per the study, there are several e-
marketing tools which are actively serving nowadays, especially after the pandemic, as part of their marketing strategies. Moreover, 
many firms have evolved themselves by adopting these techniques during this pandemic. Some of them are described as follows: 

 
Article Marketing: This technique relies on making quality content by providing relevant information to the targeted market by 
accessing the needs of what do people want, over the internet, to solve a particular problem. It is a consistent and continuous process 
of delivering quality content to the potential consumers. 
Affiliate Marketing: Affiliate marketing is the process of marketing specific products and earning commission on every sale. 
Video Marketing: The image is said to be worth a thousand words, and the video costs thousands of images. Through video 
marketing one can capture the attention and emotions of potential target market. Video marketing is most effective when it conveys the 
“right message to the right audience”. 
Email marketing: Email marketing is considered to be the most efficient and effective because one already has their target 
customer’s index. Now, sending emails to targeted market is not only cheap but also very effective. 
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Social Media marketing: social media is a great source of direct contact with customers to grow product awareness level and to 
maintain brand loyalty. It can be done on any or all social media channels such as LinkedIn, Face book, Instagram, Twitter, Google, and 
YouTube. The important aspects of social media are mentioned below: 
 Increasing brand awareness and reputation means more sales. 
 Direct communication with potential customers can increase product loyalty. 
 Businesses can increase the number of visits to their website and set it to the search level. 
 Directing direct audience will help businesses know more about customers' needs. 
 

Thus, we can predict that there are many pros related to the E-marketing and some of the advantages are discussed as below: 
1. It helps in gaining much better return on investment, than that of traditional marketing, as it helps in increasing sales revenue at 
minimum cost. 
2. Talking about cost, E-marketing means reduced marketing campaign cost, as the marketing is done through the internet and 
only paid ads can be treated as cost for the firms, apart from the salary of digital media employees. 
3. The most relevant benefit is the visible fast result of the campaigns as it helps to target the right customers. 
4. Easy monitoring through the web tracking capabilities helps make e-marketing highly efficient and effective tool to use in the 
present business scenario. 
5. Using e-marketing and focus on right motive can help in the creation of viral contents which could easily help in viral 
marketing. This forms an effective strategy and is one of the most important tools for integrated marketing communication. 
 

Moving ahead with the cons of e-marketing. They are described as follows:  
1. E-Marketing relies entirely on technology and the internet; a shortcut can put entire business at risk. 
2. Presence of a global competition is both an opportunity, as well as, a threat. 
3. Privacy and security issues are very high because data is available to everyone; therefore, one should be very careful about 
going online. 
4. When privacy and security issues are high, then businesses have to spend a lot of money to be secure. 
5. With the ever-changing technological environment, businesses have to constantly change at the speed of technology and 
maintenance costs can be high, with increase in the business size. 

 
Thus, we can say that even with the cons, e-marketing is a blessing in disguise because the benefits of advantages are out- 

marking the impact of the disadvantages. As per the study, the nations included in G7 and major world economies such as the United 
States of America, Japan, China, Germany, France, Britain and Italy are under the immense economical cost burdens, followed by the 
best developing nations, such as India. G7 countries are currently sharing 60% of the world’s supply and demand (GDP), 65% of the 
world’s manufacturing, and 41% of the world’s manufacturing exports. Talking about developing nations, India is the biggest market 
for the businesses globally and their downturn has led to a significant impact on the global economy situation. DR Naveen Prasadula 
(2021) has defined these as Corona economics, but the solution came out in the form of e-marketing platform because business revivals 
could help in revival of the economy, as well. The live proof of this could be how business- persons have evolved through this 
pandemic, just because of e-marketing and how it has helped them to survive in the market that was very volatile in this 2020 corona 
virus situation. E-marketing tools and modern-day marketing strategies (Patel, J., & Malpani, A., 2020) have to be given credit for it 
because at the end in the market survival with profit, is the key to become the leader and for this deep understanding of consumer 
behavior plays a vital role. 
 
II. REVIEW OF LITERATURE 

In context to consumer purchase behavior various research works have been conducted to understand the consumer decision- 
making process, but none of them gave the solutions in the form of real-word operating businesses mantras. Also, most of the 
researches were done pre-covid times but now from 2020, consumers buying patterns have drastically changed and so does the selling 
patterns should change. We have tried to study various papers to come up with the most effective and cost-friendly business solutions 
especially after covid-19 times when most of the operating businesses got impacted from a big-hit. So, let’s move ahead with the 
following: 
 
III. PROBLEM STATEMENT 

The extensive growth in the field of buying & selling has led the businesses to understand that what actually motivates the 
consumers to shop online. As the online shopping has become a customary medium, it has become important to perceive the 
consumers behavior in the field of E-Marketing. That’s why it is essential to analyze, identify and interpret the elements which could 
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clout consumers to shop online. Also, a detailed study about the e-marketing in the times of pandemic is required in order to promote 
businesses for their survival. 
 
IV. OBJECTIVES 
The various objectives of our research study are described below: 

a) To examine the impact of e-marketing on purchase decision of consumers 
b) To find out the relationship between e-marketing practices & consumer purchase intention 
c) To assess the impact of Covid-19 on e-marketing in context to consumer purchase pattern 

 
V. LIMITATIONS OF THE STUDY 

a) The study was conducted during corona virus pandemic times so instead of field survey, online questionnaire was preferred 
and also secondary datasets like pre-published research works were taken into account. 
b) The study emphasizes only on consumer behavior towards electronic marketing and geographical location was Confined to 
India only. 
c) The information collected might not be able to, generalize in the world, due to the location & the sample size taken. 

 
VI. SCOPE OF THE STUDY 

The study emphasizes on the consumer behavior towards e-marketing. At any given point of time, there are billions of people 
online and they’re the potential customers for a company providing online sale of products. Due to the rapid advancement in the 
Internet, a company interested in selling products from its website will constantly has to search for an edge in the competition. Since 
there are huge potential barriers, it is of the utmost importance to understand what the consumer wants & needs. 
 
VII. RESEARCH METHODOLGY 

This section deals with the design of the study, methodology, target population, sample size & sampling techniques. To test 
the proposed objectives, we adopted a descriptive study and Factor analysis test is performed to find the result. 
 
VIII. I. DESIGN OF THE STUDY 

The study was descriptive in nature as it involved an online survey (due to corona pandemic) where we approached 
consumers of products and asked them to fill up an online questionnaire in order to use them find out issues related to the problem 
under study. Apart from this, we took in-to account, the secondary dataset through the triangulation method. The study is descriptive 
because the characteristics of the phenomena are well known and we, as a researcher, have no control over the other variables. The 
descriptive study is also called an explanatory study as it presents data in a meaningful way that helps us to understand the 
characteristics of a group in a given situation, help make certain decisions, offer ideas for further probe and research. This research is 
mainly quantitative in nature, where we have to see which of the variable, has more impact on consumer’s awareness and perception. 
 
VIII.II. METHODOLOGY 

The research contained the detailed study of the primary and secondary dataset, related to various impacts of consumer 
behavior towards e-marketing. The primary dataset has direct opinions of consumers through online designed questionnaires, so as to 
understand their behavioral pattern. A well-defined structured questionnaire was administered to the people for the survey purpose. The 
sampling technique used in this study is probability and the sampling method was convenience sampling. We created a Google 
form for questionnaire and circulated it in 400 people out of which we got 250 responses, after screening the data we have taken was 
211 responses, as our sample for project. We analyzed the data on the basis of different parameters like simple percentage analysis, 
tabular and chart presentation. The secondary dataset took into account the triangulation method, i.e. a thorough study of different 
methodologies adopted by researchers to study the concept of e-marketing through studying the extensive reviews of literature. 
 
VIII. III. INSTRUMENTATION 
QUESTIONNAIRE DESIGN 

The questionnaire comprised of TWO sections. The first section gathered information on the demographic profiles & valued 
respondents as per their quantitative behaviour. Questions about gender, income details, educational level, etc. were asked & certain 
questions related to consumer awareness were asked. The second part of the questionnaire consisted of questions related to consumer 
perception identification. The questionnaire was developed using multi-item scale, five-point Likert scale, checkboxes, time zone box, 
etc. 
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SOURCES OF DATA. 
Data was collected through primary and secondary data sources. 

 
Primary Data- Primary data is collected with the help of online designed structured questionnaire. 
Secondary Data- Secondary data is collected with the help of published journals, websites. 
 
TARGET POPULATION 

In general, the study has no specified age limit, but the population represented the Residents of India. 
 
SAMPLING SIZE & TECHNIQUE 

A sampling technique is the identification of the specific process by which the entities of the sample have been selected. We 
took Sample size of 211 people. In this research we have used simple random probability sampling method for the easiness of data 
collection and respondents are selected from different descriptive profiles. 
 
ASSUMPTIONS 
The assumptions of this study are as follows: 

a) All the people who have responded they all use mobile phones 
b) All the respondents are effective enough to use & understand the e-marketing platform technicalities 
c) All the respondents understand the world of online advertising & e-marketing 
 

RESEARCH TOOLS TO BE USED 
Various statistical tools were taken into consideration to determine the causal-effect relationship between different variable 

and to understand their co-relation. Extensive data analysis and research formulated the core of this research segment. We analyzed 
the data on the basis of different parameters like simple percentage analysis, tabular and chart presentation. Google forms analytics, 
MS Excel & Tableau software was used to analyze the respondent’s answers. Then we have used descriptive statistic to provide 
summaries about the data & its measures. Thus, quantitative analysis of the data was done. Also, various tests like factor analysis, 
correlation and regression were performed. 
 
IX. DESCRIPTIVE DATA ANALYSIS 
X. Let’s look at various graphs and their analysis mentioned below: 
 Age 

Most of the respondents were from the age group of 21-50 years, followed by 32.2% of people from age category of 11-20 
years and a very small portion of population comprising of 0.5% from 50 plus age category. This could be because of the fact mostly 
generation X, Y and generation Z people know how to handle smart phones and a very small portion of Baby Boomers generation 
understand the normal functioning of smart phones. 
 
 
 

 
 
 
 
     
 
           Gender 
 
 
 
 

 
 

Figure 2.0 

Figure 1.0 
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Figure 3.0 

Figure 4.0 

IJRAR21A1281 International Journal of Re 

63.5% of our respondents were male followed by 36.5% of females. Even though, we have the Trans genders as an option, 
but it seems none of them took part in the survey. 

 
    What is the average time you spend on e-commerce websites? 

Approximately 78.1% of respondents said that they spent less than 2 hours on e-marketing platforms. Around 18.1% said that 
they do spend around 2-5 hours, followed by around 4% of people saying that they spent more than 5 hours of their time on e-
commerce platforms. 

      How often do you visit e-commerce websites? 

 

 

 

 

This was an interesting graph as the combo of above one and this one can give us useful insights. 39.3% population visited e-
commerce platforms rarely, 34.6% weekly, 17.1% daily & 9% fortnightly. If somehow, we are able to convert those rarely visits to 
weekly, revenue will increase, for sure. 

     Are you the earning member of your family? 
 
 

 

 

 

 
 

74.3% of the respondents were earnings and this is good for our study 
because now we can understand the mentality of the bread earners of their 
family 

 

Figure 5.0 
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Are you the primary decision maker in your household regarding purchase of products? 

 

 

 

 

This graph can help us to understand the mentality of those persons who are primary decision maker and this combined with 
bread-winners is an interesting site to watch. 42.1% of our respondents were primary decision maker. This would help us in targeting 
them because it’ll ultimately help in increase in the sales work. 

 
 How do you typically find out about brands in various product categories? 

 
This is an important piece of information for us and the in understanding the popular e-marketing of the present question was 

asked through checkboxes. It helped us world scenario. Social Media has taken the lead and is one of the most popular e-marketing 
platforms among the consumers, standing at the top with 59.5%, followed by surfing on the Internet with 54.8% and third is the 
Online commercials with 51.9%. So, this survey acts as the proof that E-marketing has become a giant in the Marketing & Sales field. 
              

What is your average spending per month on e-commerce websites? 
 

 

 

 

 

 
Around 88.9% of the respondents said that they spent less than Rs. 10,000 on e-commerce websites, followed by some 

who spent around Rs. 10,000-30,000 for a bit expensive product and at last around 3% people spent more than Rs. 30,000 on the 
luxurious items. This situation may differ in other countries but in India this is the actual reality. Most of the Indians don’t like to 
spent on luxurious items frequently but yes, a bit expensive is not a big problem. So, next time the sellers have to be really careful 
regarding the price range because if it crosses Indian’s comfort zone, they might not buy it. And yes, one of the possible reasons for 
spending just 3% on luxurious items through e-commerce websites is the cause of security. Indian people don’t try to buy luxurious 
items through online payment because they are a bit skeptical about it and they want to see & touch the product. Also, bigger 
payments are usually preferred in cash mode. 

Figure 6.0 

Figure 8.0 

Figure 7.0 
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 What is the probability that you will spend more time on website if their design is easy and convenient to understand? 

 
 

 
Most of the people were giving a green signal towards the topic that if the design of website is simple & convenient to 

understand & handle then they’ll spent more time on the website. This is one of the main reasons why e-commerce websites should 
have a simple design. Even though 5.8% of people would still fall in skeptical criteria but that could be because of security 
concerns in the Indian mindset. 

 
       While shopping online, I prefer to purchase from a website that provides safety and ease of navigation and order 

 

their time more on that website as it gives them a sense of security and happiness due to the smoothness in the process. 
 

              Do you trust Online Payment system while shopping Online? 
 

 
 

 

 

This direct question is of utmost importance because it’ll tell you the percentage of confidence Indians have on e-marketing 
platforms. 78.3% said that they trust online payment system while shopping online compared to 21.7% of people who are in distrust 
related to it. 

 
 
 
 
 
 
 

Figure 9.0 

Figure 10.0 

Figure 11.0 
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Figure 12.0 

Cash on Delivery VS Online payment gateway Interface. Which one would you prefer? 

 

 
This question is continuation of the last one checking the security concerns of the Indians. It states that 39% of people still 

trust cash on delivery mode as compared to online payment but there are around 51.4% of people who trusts both the modes. 
 
I think there is still a big trust issue among the Indian consumers regarding payment mode and if somehow this gap 

could be decreased it’d help in crossing a big-bar and would help in increase in the sales drastically. 
 

 

 
 What is your no. 1 choice for Online Shopping? (You may choose more than one) 

As we can see Amazon, Flipkart & Myntra are the giants of e-commerce platforms and they enjoy this luxury among Indian 
marketers. Rest is still trying to establish themselves. Even though from graph we could say amazon is the king but in reality, Flipkart 
is the king because Myntra as a brand belongs to Flipkart only. (Note: The question was taken through checkboxes) 

 
Do you prefer to shop on websites having your mother tongue as a language mode or you are comfortable  

        with English? 

 

 

 

 

 

 
Ok, so this is a positive news for the sellers that Indians have no problem with English, as a mode of language, but they’d 

Figure 13.0 

Figure 14.0 
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IJRAR21A1281 International Journal of Rese 

Figure 16.0 

Figure 17.0 

prefer to have both their mother tongue & English, as an option for the mode of language with websites, while shopping online. 
 

 The website layout helps me in searching and selecting the right product while shopping online 

 

 
 I prefer to buy from website that provides me with quality of information 

 

 

 

 

 

Here, 1 was strongly agree & 5 was strongly disagree. Majority of the population agreed with the fact that they get 
good recommendations for the products while shopping online. But we need to keep in mind that the majority of Yes is for the three 
big firms, i.e., Flipkart, Amazon & Myntra. Rest of them still has a bigger scope to improve themselves. 
 

Ok, so here it’s of no doubt that the e-marketing platforms which provide quality content will be the leaders of the market. 
 

       I get on-time delivery by shopping on-line. Do you agree with this statement? 

 
Here, 1 is strongly agree & 5 is strongly disagree. So, majority said that they get an on-time delivery of products but still 

around 30% of people don’t agree with it, which provides a huge margin for improvement in this dimension. 

Figure 15.0 
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Figure 18.0 

Figure 35.0 

Figure 34.0 

 What is your preferred time of shopping? 

Majority have agreed that while shopping Online they prefer to purchase from a website that provides safety & ease of navigation 
and order. While shopping in this pattern, they feel safe & secure. Thus, we can say that the ease of navigation & order on a website 
provides a sense of safety to the consumers. 

 
 Did the pandemic affect your buying behavior VS Did you spent more or less during pandemic? 

Majority have accepted that pandemic has affected their buying behavior. Also, Majority of the population have stated that they 
have spent less during the pandemic. Thus, pandemic had a crucial effect on the buying pattern of people. That’s why effective 
strategies are required to be formulated while selling Online. we have come to the conclusion that average spending per month on e-
commerce websites do get affected by the consumer buying behavior & as per the convenience of their choices. In some cases, it’ll be 
a positive correlation and in some negative. 

 
XI. FINDINGS OF THE STUDY 

We did a thorough analysis for finding out some useful patterns in the consumer buying behavior. Our research has 
stated that there is a relationship between consumer purchase behavior and their monthly spending. There are many factors like 
society, family, lifestyle, social media, etc. which may or may not effect buying behavior independently but when they all come 
together, with a very strong force, they do affect the buying behavior of consumers. The study finds out that the E-commerce platform 
has become a big giant and the Online mode of selling the products can be an effective and low-cost strategy for the sellers. Also, 
during and after the pandemic, this strategy would prove to be the one which would reap maximum benefit for the sellers with 
Social Media being the most preferrable one. Sellers who wants to sell their product in India they need to keep in mind that the 
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monthly spending of majority over an Online platform is mainly in the range of “Less than Rs. 10000”. So, Indian market is a price 
skeptic market. People give a lot of importance to the ease of navigation and smooth functioning of payment platforms in order to feel 
secure over the online platforms giving a lot of focus to the design of the website and quality of information provided. Website should 
be visually appearing, easy to use and should mention the detailed information related to the product. English is an accepted language 
while shopping Online but many people have said that they want a website which could use both English as well as their Mother 
tongue. Also, Indian shoppers are increasingly getting familiar and comfortable with the Online payment mode in 2020 but Cash-on-
delivery still stand out as the most preferrable mode of payment while shopping Online. Speed of delivery still plays a crucial role for 
maintaining brand loyalty. Talking about brands, any company which wants to stand out as the e-commerce giants they need to 
understand about the cases of Amazon India, Flipkart and Myntra because they are the kings & queens of the e-commerce Indian 
market. The study has also revealed 8 crucial hotspots in time slabs which are the most crucial time for shopping. Thus, these hotspots 
could be analyzed and used effectively while applying Online ads and this would reduce cost too. Nowadays, Indian marketers believe 
that online shopping is a value-for-money option and they are quite satisfied with the variations in the option they are getting on the 
Internet. The study is a proof that social media creates trend and thus affects the buying pattern. Indian marketers are very much 
interested in buying clothes, accessories, electronic gadgets, food, books, etc. through Online but buying of vouchers is still not in 
trend here in India as compared to the western society. People take into account social media trends, their age, their financial 
condition, their family view, sometimes culture, their personality, etc. while shopping Online. So, this acts as a proof that consumer 
purchase behavior affects e-marketing. Along with this, the sense of safety & security on Indian marketers is associated with their 
understanding of how conveniently to change the products if they had a bad experience in the past. In short, those consumers who are 
aware about the technicalities associated with the platform they will feel a sense of safety while using the platform. Moving ahead 
with the pandemic issues, the Indian consumers have accepted that they have spent less in the pandemic and it has affected their 
buying behavior. Thus, the findings assessed highlight the impacts of consumer behavior on e-marketing. 
 
XII. CONCLUSION 

In our findings it was very clear that there is a relationship between consumer purchase behavior and e-marketing. If the 
online platform is used in a strategic way, keeping in mind all the important parameters, it would bring the maximum revenue for the 
firm. As an increase in the revenue serves as the ultimate goal of a firm, therefore this strategy is of clear importance while branding 
and marketing the products. If tools like Google analytics, Google Adsense, Web analytics, social media promotions, twilio etc. are 
used in a planned way it would bring in good profits and would lower the cost of advertising, sales and promotion in the balance sheet. 
This would also affect the purchase decision of the consumers and would create a big impact. These marketing practices are very 
much prevalent in the industry nowadays. If we assess the impact of pandemic, then it has impacted consumer’s life, country’s 
economy and even their behaviour. The sellers and the consumers are adjusting to this new normal life. Thus, a new opportunity came 
in the form of electronic marketing during this crucial time. The brands were maintaining a positive brand image and brand value 
through social media channels. Continuous ads were served to maintain the interests of the consumers in their brand. The Search 
Engine Optimization, pay-per-click, pay-per-view, email marketing, various social media channels act as special techniques. All the 
organic and in-organic searches are needed to be explored properly and thus this would give e- marketing a stage to prove to be an 
effective way of managing this global crisis. All the micro, small and medium enterprises looking for a platform could use this study 
and form suitable techniques to boost up their sales. With the promotion of digital India platform, these enterprises could go Online 
and compete in the global markets. The pay-per click and pay-per view techniques should be applied as per the trend. The Search 
Engine Optimization technique should be optimized in such a way that it gains the maximum impact in the market. The cost of traffic 
and the cost of products should be applied keeping in mind the psychology of the Indian consumers. As the spending has decreased in 
the Indian market, due to global pandemic, the product should be of the cost that it shouldn’t feel like that it’s too costly. The right 
amount of information and right kind of design could help in attaining the customers. Also, if Micro, Small & Medium enterprises are 
taken into account the web design, speed of delivery and quality of products, would help them in having good brand loyalty. There are 
basically 3 different industries where Indians spent the most, i.e., foods, apparels and electronic gadgets so all the enterprises related to 
these should definitely go for an online option. These products can be considered as the essentials in the market nowadays, so with 
proper Adsense planning through analytics, they would give good number of profits. In this way the impact of covid-19 on businesses 
could be minimized. Influencer techniques could be used for brand promotion and good social campaigns should be launched 
digitally. Due to its low-maintenance cost and good returns the e-commerce techniques are the most suitable techniques in the current 
market scenario. Also, this study addresses the common misconception that language is a barrier in India, but the study proves that 
Indians are comfortable in English, as the mode of communication in ads, but yes like any other nation they would like to see their 
mother tongue as an option for communication being part of any promotional tool pertaining to their sentiments part. 
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XIII. IMPLICATIONS OF THE STUDY 
This study is detailed & descriptive in nature and would pave the way for the future studies pertaining to this topic. This 

study could help the sellers in understanding the Indian market and the mindset of the Indian consumers. The Indian buying behavior 
is different from the world and that’s why a detailed and versatile study covering various aspects of buying & selling was required. 
This study is unique because it took into account the global pandemic situation of 2020. The pandemic has largely affected the Indian 
market but due to its growth aspects it could give good returns in the near future. India is a highly promising market and needs to be 
analyzed properly before entering into the fierce competition going on. This paper is suitable for any startup or multi- national 
corporations seeking to enter the Indian markets. The sellers and business analysts could use it to strategize their business and would 
be able to form insights on their own, as well. The study has made an attempt to understand the demand-supply chain of the Indian 
market & its consumers which is a complex one because of the diversity in the cultural aspects present in this unique nation. Also, the 
difference in opinions between different generation categories like Generation X (1960s-1979), Generation Y(1980s-1994) and 
Generation Z (1995-2010), could be felt, who were the subjects of the study. So, this paper would prove to be a strong background 
source for understanding the complex but highly profitable Indian market. Also, if e-marketing techniques are used properly they 
could boost up the revenues be it any large, micro, small or medium enterprises. Indian government in 2021 is trying numerous 
financial strategies to push the economy in order to increase the purchasing power of its citizens and this gives an opportunity to the 
sellers all over the world to analyze & understand the impact of consumer behavior on e-marketing in Indian marketing aspect. Apart 
from all this, talking about the authenticity of this study then various sampling tests were done on the collected data to validate the 
accuracy of the samples. Tools like Google analytics, SPSS, Tableau & MS Excel were used to validate the data. This proves that this 
study is designed precisely and the facts that are presented they could be trusted and used for the future aspects. This study would 
help in decisions related to Sales promotions, implementing marketing concepts, rapid introduction of new products, penetrating the 
Indian market, setting up of price policies, selecting the target markets, designing campaigns and advertisements, deciding mode of 
communication, etc. Along with all this, the study will give a glimpse about how the South Asian consumers, particularly of India, 
think & behave. Thus, this paper is of high importance and should be analyzed thoroughly to get the best of benefits served to the 
global community for a highly authentic purpose. Moving ahead with limitations, this study was conducted during pandemic times so 
the results obtained may vary a bit if this situation didn’t exist but the effect of corona virus is a long-term process so the study is 
feasible for a prolonged duration of time and would remain vital in a versatile aspect. Also, it should mainly be used considering India 
as a geographic location and its citizens as the core of this study. 
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