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Abstract – Over the past few years, online media platforms such as Face book, YouTube, Google and 
Twitter have been growing, allowing consumers to play a more competitive position as business leaders 
and go (and get there) almost anywhere. This digital media undermine action plans and corporate 
technology, which have long been developed, but which provide ample growth opportunities by digital, 
flexible approaches. This article presents a further method of online content effects on consumer 
relationships and discusses essential modern technology wonders that companies can take into 
consideration when coping with their associations with consumers in the new media universe. 
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INTRODUCTION 

In order to grasp how companies react to their 
clients, brand managers have to discuss dynamic 
cross-functional, cross-border and multidisciplinary 
problems. There are especially challenging problems 
as the organisation considers the long-term effects of 
marketing practices on the consumer base. What is 
the effect of a new advertisement strategy or service 
quality enhancement for the good of a consumer 
base?? Personnel preparation or infrastructure 
investment? What effect does the components of a 
coordinated communication campaign have on the 
procurement behaviour, and how can this impact the 
sales of the company? What are the varying impacts 
on consumer sales, retention and cross-purchases of 
shifts in price structures? Why do aspects of 
marketing and industry connect to raise or decrease 
the benefit of customers? 

The word client value can be vague, as it is 
described by at least two separate approaches in 
marketing literature. This article conceptualizes 
consumer value as "the benefit the consumer 
delivers to the consumer" rather than the "benefit the 
consumer suppliers to the client." The above stems 
from the conventional microeconomics principle 
which is analogous to the differentiation between the 
price of reserve by buyers and the real retail price 
(i.e. the highest value at which the buyers are able to 
pay for the product). The consumer value literature 
conceptualizes the customer value-perceived model, 
namely the expectations of consumers regarding 

rewards from a business in comparison to the 
monetary and non-monetary costs they give up. 

In comparison, we concentrate on the importance 
of the business from the perspective of a 
corporation, i.e. the overall benefit of the consumer 
to the corporation. The consumer value 
construction therefore reflects the customer's asset 
valuation in this report. The consumer's worth to 
the business is that of the client's discounted net 
contribution earnings over time, that is to say, the 
company's sales minus expenses associated with 
the management of customer relationships. That is 
to say, the client is a body (organization, household 
or private consumer) which provides the business 
with an income (and costs) stream and hence 
becomes an integrated part of the table for the 
overall net value of the company. Based on this 
consumer benefit characterization, the consumer 
may be deemed an advantage for the business. 

The corporation can not completely determine 
exactly how much the consumer would add to its 
net worth, although on the basis of customer 
attributes and expected marketing behaviour, it 
may measure the estimated amount of cash flows 
associated with the particular customer. There are 
ideas from climate control into marketing to the 
theory that the marketing approach will impact the 
benefit of a company's consumer base. Although 
conventional marketing philosophy renders the 
business adaptable to the climate, environmental 
management 'argues that marketing techniques 



 

 

Veena V.1* Dr. Rajesh Sharma2 

w
w

w
.i
g

n
it

e
d

.i
n

 

1651 
 

 Effects of Online Marketing on Consumer Behaviour: With Reference to Bangalore City 

should be applied to shift the organizational 
meaning.' A constructive outlook that reflects on 
gaining new successful clients and on sustaining and 
improving the partnership with customers. 

LITERATURE REVIEW 

Market conduct studies mechanisms through which 
people or organisations pick, acquire, use or dispose 
of goods, resources, suggestions or perceptions 
through order to fulfil desires and wishes, according 
to Michael R. Solomon, & Nancy J.Rabolt, (2004). 

The model for consumer decision making was 
created by Sproles and Kendall (1986) with eight 
psychological guidance for consumers, namely, 
perfectionism, brand perception, news & modes, 
impulsive and reckless consumers, the customer 
puzzled by market preference, customary and brand 
loyal user, recreational and hederic shopping, and 

Kim et. al. (2003) analysed Fishbein 's model of 
behavioural intentions of online apparel shopping, 
and the findings indicate that Fishbein 's behavioural 
intentions model is not an isolated collection of 
behavioural intentions and that the outcome shows 
positive connexions between attitude and subjective 
norms that The results of this analysis indicate that 
while the impact of behaviours and subjective 
expectations on the behavioural goals are not equal, 
both are significant predictors of the purchasing 
conduct of customers in a specific sense of online 
apparel purchase. 

K. Balanaga Gurunathanand M. Krishnakumar 
(2013) analysed Indian consumers ' shopping 
behaviour in five dimensions. Market specifications, 
benchmarks, characteristics of company, marketing 
and product characteristics. The findings 
demonstrate that the advertising and comparison 
categories of the store characteristics reflect 
essential aspects of the shopping behaviour. 

The determinants of customer behaviour and its 
effect on purchasing intentions towards mode 
clothing in the Indian context were examined by 
Rajagopal (2010). The findings concluded that socio-
cultural and attitude factors reassure buyers of 
purchasing intentions. 

In their research P. Vikkraman and N. Sumathi 
(2010) looked at buying success in the Indian clothes 
sector and found that variables primarily self-
conception, a desire for authenticity affect the 
interest in garments explicitly and the intention to buy 
in foreign and local brands indirectly. The other 
important predictors of purchasing intent are 
perceived efficiency and emotional worth. 

Jin and Kang (2010), utilising four antecedents, 
examined purchasing intentions for international 
designer jeans. The findings were found to have 

significant influence on buying intention as the 
product on saving, mood, perceived regulation of 
conduct, and subjective expectations, while 
individual laws did not have a significant impact on 
purchasing intención. 

In its research effect on clothing shopping and the 
purchase of urges, Park, J.H and Lennon, S.J (2004) 
analysed and noticed that there is a significant 
connexion between the attention to rewards and the 
TV programme on clothing shopping. 

In his research 'Consumer Purchasing Conduct: An 
analytical analysis in Apparel Retail' Krishna C. V 
(2011) concluded that the key factors influencing 
consumer expectations for private labels are 
brand name, advertising incentives, style and 
storage environment. The analysis further 
concluded that demographic factors such as 
customer and social work do not affect consumer 
purchase behaviour in selecting private label 
products. In addition, this research concluded that 

The research showed that, as a major influence 
on customer purchase behaviour, consistency, 
price, confidence, alternate packaging supply, 
advertisement regular discounts, imitations, 
supply, brand photos, reputation, freshness and 
preferences are the core factors on Dolekoglu et. 
al. (2008) In their analysis. 

CONSUMER BUYING BEHAVIOR 

Customers' buying behavior consists of an 
analysis of individuals and processes for 
selecting, securing, utilizing and disposing of 
goods, resources, interactions or thoughts to meet 
criteria and their impacts on the customer and 
community. Progressive market behavior is a 
proactive preparation component of every sector's 
potential transformation and development. The 
fashion sector may be analytical or empirical in 
order to evaluate the persuasion of company 
brands or explicitly to suggest the clothing 
business is not extraordinary. Not only do 
department stores market the goods but often play 
an essential part in persuading consumers ' 
choices. Sales or the seller's offerings may be 
calculated by the entire site or by the graphical 
attractiveness of the retail outlet. In addition, 
customers can choose such goods / brands not 
only for providing the predicted features or 
success paybacks, but also for voicing customer 
identities, social standing or partnerships or for 
fulfilling internal psychological needs including 
need for improvement or refreshment. The 
cognitive and behavioral mechanism and the 
measurable actions of consumers in the product 
seeking, buying and post-consumption of a good 
or a service are indicated in consumer behavior. 
Market behavior involves an analysis of how 
consumers purchase, purchase, buy and 
consume. It integrates the psychological, social, 
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sociological, anthropological and economic 
elements. 

Factors Affecting Consumer Buying Behavior 

James F., Kollat, David T, according to Angel and 
Blackwell, Roger D. (1968) customers' buying 
behavior has three key causes: 

A. Social Factors 

B. Psychological Factors 

C. Personal Factors. 

A. Social Factors 

External factors include pressures exerted by other 
citizens that influence the purchasing behavior of 
customers. Community or sub-culture, 
responsibilities and family, social background and 
comparison classes. Involve these social factors. 

B. Psychological Factors 

These are internal to an individual and create 
characteristics inside his / her purchasing behavior. 
Motivation, awareness, awareness, actions and 
attitude are the main powers. 

C. Personal Factors 

Those things are special to a consumer and have an 
effect on purchasing behavior. These considerations 
are socioeconomic, lifestyle and situational. 

EFFECTIVENESS OF E- MARKETING ON 
CONSUMER BEHAVIOR 

E-marketing has been the cornerstone and pioneer 
in the area of industry, marketing and IT over the 
past 10 years and is also focused on the Internet. 
Online retailers like Amazon, Flip Kart and Snap are 
spending a lot of capital in the season to reach their 
objectives by delivering competitive deals. The social 
networking apps on mobile devices allow e-
commerce simple and available. The Internet is a 
strong tool of exposure that arises more quickly in 
modern times. The digital media is known as the safe 
field of the advertiser, with the amount of Internet 
users growing. "Online marketing is the means to 
advertise the company online." Buyers and sellers 
connect through electronic media on a main forum. It 
has steadily improved customer decision-making by 
analyzing endorsing, implementing policy and 
modifying various services and goods carefully. 

Consumer Behavior 

'Consumer comportment is the analysis of people, 
associations or organizations and of the mechanisms 
through which the people choose, protect and 
dispose of goods, resources, interactions or ideas 

that fulfill the desires and the effects of those 
mechanisms for the consumer and the community. 
"We don't know how to alter our hearts, or though we 
shift our mindset. And after shifting their minds, most 
people rebuild their former views they assume that 
they have often known it. "As described above, 
customer behavior in decision making has trouble 
identifying and is a volatile mechanism of quick cuts 
and law. Decision breaks differ from one person to 
the next and rely on customers' previous experience; 
by putting successful goods and services into the 
market, we will forecast potential patterns. The 
popularity of social technology such as the World 
Wide Web is emerging in this new world at a fast 
speed each day. In terms of promotion, the two key 
factors found by WWW are constantly recognized: 

1) Most companies do their business online 
and view their goods and services on their 
website. 

2) Quick rise in use categories as production 
and output grow, like online shopping. 

IMPACT OF ADVERTISING 

Advertisement has been seen to be an driver of 
growth in each region, a transformative contributor 
to economic development and essential social 
help. Advertising is a complex and genuinely 
difficult business. It can evolve as economies shift, 
personal styles evolve, marketing processes shift 
and user preferences change. Advertisement is a 
social and economic facility which is important. In 
reality, notoriety is multidimensional and their views 
are implicated in various sectors of society. The 
advertisement industry is a social organisation 
which has been developed to meet all human 
needs and give details on commodity, brand and 
service availability. For company, advertisement 
performs two tasks. One is the competitive role of 
clarifying customers. And the vital role of 
generating customers is equally critical. The 
consequence is that we first have a different 
offering. In addition, it is an artistic art, a 
technology, a business, a social and an economic 
organisation. Late in the day, the impression that 
advertisement is a means of marketing designed to 
deceive customers also has been prevalent. In 
addition, they are also suspected as typically profit-
oriented and industry firms are brands that 
exchange ads and establish a strategy for 
perfecting consumers by false advertising. 

INDIAN BUYING BEHAVIOR 

The purchasing behaviour of Indian customers has 
increased tremendously in recent years. The fast 
growth in the middle class in the country may be 
linked to this. Increased demand for the luxury and 
personal care goods in the medium class has 
resulted. Many foreign businesses and 
businesspeople observed the rise in demand for 
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products and increased market production of such 
products. Since trade liberalisation, several 
international firms have entered into the Indian 
sector, and the work prospects and profits have risen 
considerably and the demand for products and 
services is strong. The development of industries in 
the 1990s following exchange, liberalisation, 
contributed to most cosmetic firms joining India with 
local alliances gaining grounds. Since then, 
customers have been growing their appetite for these 
cosmetic companies ' products. In this steady 
growth, ASSOCHAM (2013) valued the Indian 
cosmetic market at $50 billion, the Affiliate Chambers 
of Commerce and Industry in India. The high 
demand for cosmetic goods was large for companies 
and the Indian industry often gained from the items 
supplied by these companies. ASSOCHAM has also 
noticed that in India, purchase behaviour, particularly 
about personal care items, is growing among young 
people. They related the rise in women's 
expenditures on cosmetics to an improvement in the 
employability in women and people in their 
households. They also find that men spend more on 
cosmetic products on average than women, and 
males spend on cosmetic products monthly on 
average about rs.1000 – rs.5000. This was because 
men wanted good hair care, deodorants and 
raspberry knives. As young people in India are aware 
of their bodies and are searching for cosmetics to 
enhance their physical attractiveness, the high 
enhance in spend on cosmetic items is attributed to 
them. The increased degree of literacy and media 
influence has had a stronger effect on men 's 
expenditure in particular This significant rise in the 
market for cosmetic products suggests that study 
into this field is worthwhile understanding the 
reasons behind consumers' purchases and their 
purchasing factors. 

CONCLUSION 

The growing use of the online is making online 
shopping more and more common every day. The 
purchases have been a daunting challenge for 
advertisers to consider consumer expectations and 
preferences for online shopping. In specific, 
recognizing the perceptions of customers towards 
online shopping, strengthened factors affecting 
customers when shopping online and focusing on 
factors affecting consumers when shopping online 
allows sellers to achieve the comparative edge over 
others. 
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