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Abstract 

India's digital transformation has fundamentally redefined the bond between companies and their customers. 

Driven by rapid internet access, smartphone proliferation, digital payments, and social media penetration, India's 

consumer market is increasingly connected. Marketing approaches in India are changing today due to the rapid 

Digital revolution and consumer needs. AI, Social media, and data analytics are new technologies, altering how 

marketers adapt to their digital customers. In India, consumer engagement is changing drastically as more 

attention is being paid to customer experience. With technological evolution, consumer expectations increase, 

obliging companies to reinvent themselves and enhance their digital engagement tactics to survive in the market. 

This paper studies how technology is reshaping the Indian marketing environment. An examination of these trends 

provides insight into how Indian marketing strategies are to change in the future. Organisations are understanding 

trends and their impact on consumer engagement and marketing effectiveness. 

Keywords: Digital Transformation; Consumer Engagement; Social Media Marketing; Data Analytics;Customer 

Experience; Personalisation. 

I. INTRODUCTION 

The changing marketing landscape in India has been 

digitalized by mobile internet and smartphone 

penetration. With a young, tech-savvy customer 

base, the business customer interactions are taking 

new turns. Businesses in India have started engaging 

consumers alongside the conventional promotional 

methods through digital media penetration strategies, 

which are driving the changes and innovations in 

marketing. The expansion of the market is 

increasingly influenced by technology-driven 

solutions and new consumption pattern strategies to 

stay ahead. This paper examines the emerging trends 

shaping marketing practices in the Indian context, 

with particular emphasis on the impact of 

technology, consumer behaviour, and the growing 

importance of data analytics in decision-making. 

India is one of the fastest-growing markets in the 

world, with a population of over 1.4 billion, and it 

offers many opportunities and challenges for 

marketers as the current scenario is transforming and 

influencing brands and communication campaigns. 

1. Digital Transformation: The move towards a 

Mobile-First Economy. India's digital landscape is 

changing at a remarkable speed, mainly due to 

increasing access to mobile internet and online 

platforms for shopping, communication, 

entertainment and social interaction. Mobile devices 

have increased particularly in rural areas and tier 2 

and tier 3 cities. India is predicted to cross one billion 

users by 2030. Smartphone sales have increased and 

are expected to be over 900 million mark by 2025 

(Statista, 2023), leading to marketing messages 

reaching more people more easily and, in turn, 

changing marketers' overall approach and driving 

mobile-first marketing strategies. 

In India, e-commerce value is estimated at around 

$200 billion in 2027 from $84 billion in 2022 (IBEF, 

2023). It is a strong indication of the digital economy 

in India. About 70% of online sales are conducted via 

m-commerce (KPMG, 2022). 

2. Personalization has now become an important 

factor in creating interactions with customers where 

the Brand utilizes the AI customer data to drive 

content & offers to compete. Data-driven marketing 

is likely to form more than 50% of total digital 
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marketing expenditure by 2025 (Statista, 2023). 

More than 80% of Indian marketers indicate that data 

analytics supports consumer preference, 

effectiveness and targeting efficiency (Deloitte, 

2022). The market for AI in marketing is increasing 

at a CAGR of 35% between 2020 and 2025 (Trends 

Market Research, 2023). The use of AI chatbots in 

customer interactions is expected to increase by more 

than 80% in India by 2025 (PwC, 2022). AI and data 

analytics help reach targeted consumers through 

personalised offers and dynamic pricing models for 

product efficiency. 

3. Social media marketing & Influencer 

Marketing. Social media marketing has been 

identified as a critical part of marketing for young 

Indian customers. Instagram & Facebook are the 

most used social media platforms, and Facebook has 

reached over 350 million customers, Instagram has 

reached over 250 million customers throughout the 

country (Datareportal, 2023). On average, customers 

spend approximately 2.5 hours on social media daily 

(Statista, 2023). The marketing sector has an 

exponential rate predicted at a CAGR of 25%, 2,800 

crore by 2025 (IBEF, 2023). Now, it has also come 

to light that micro-influencers (fewer than 100,000 

followers) play the most pivotal role, 65% of all 

influencer marketing campaigns in the country 

involve them (Campaign India, 2023). The act of 

purchasing is highly affected by social media 

platforms such as YouTube and Instagram. Brands 

are increasingly looking towards Influencers to 

engage their potential consumers. Micro-influencers 

are more engaging to customers and their followers. 

4. Sustainability and ethical marketing 

Consumers in India are becoming more conscious of 

sustainability, ethical responsibility and behaviour 

when making purchase decisions. Research shows 68 

% of Indian customers are willing to pay more to 

support sustainable goods (Nielsen, 2022). The 

market for sustainable goods in India will be at 2 lakh 

crore by 2025 (IBEF, 2023). Environmental 

consciousness is prevalent among the younger 

consumers. Over 50% of the millennials and Gen Z 

in India agree that ecological considerations 

influence their purchasing decisions (Statista, 2022). 

In view of sustainability becoming a deciding factor 

in consumer purchase behaviour in India, brands that 

can demonstrate ethical sourcing, production and 

sustainability through their product will be preferred. 

Marketers need to demonstrate their brand 

sustainability in communication with consumers 

who care about the competitive environment. 

5. Data analytics and marketing automation 

With data analytics and marketing automation tools, 

companies achieve efficiency and higher ROI. It is 

estimated that 90% of marketers in India agree that 

automation has improved the efficiency and 

performance of the marketing campaigns (HubSpot, 

2023). Predictive analytics is seen as playing an 

increasingly important role in the future. Over 50% 

of Indian brands would adopt predictive analytics 

into their marketing strategy by 2025 (Statista, 2023). 

These developments help organization predict 

consumer demands. 

II. LITERATURE REVIEW 

Digital advancement and evolving preference for 

online shopping are major changes in the marketing 

trends in India. One such new trend that could be the 

best example of the online marketing trend is the 

accelerating growth of online insurance. According 

to Nayak et. al. (2019), although online insurance 

still constitutes a small fraction of overall market 

sales, it has experienced an impressive growth in the 

last two years. This surge is driven by increased 

internet access, greater transparency, and 

convenience offered by online transactions (Singh, 

R., & Sharma, M. (2023). 

The proliferation of the internet and digital platforms 

across sectors, such as healthcare, finance, and retail, 

has significantly changed consumer behaviour. This 

transformation supports the view that digital 

transformation is redefining traditional marketing 

frameworks, requiring marketers to combine new 

technology with deeper customer insights to create 

meaningful engagement. Customer engagement 

continues to be a central focus in marketing research, 

with emphasis on delivering positive digital 

experiences throughout the customer journey 

(Kumar, A., & Soni, P. (2022). Social media 

platforms and other digital touchpoints have become 

critical in acquiring and retaining customers, 

enabling brands to build stronger relationships and 

foster long-term loyalty. Furthermore, the integration 
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of AI and relationship marketing strategies has been 

enhanced by facilitating more personalised, timely 

and responsive communication. As a result, customer 

relationships are evolving toward a more data-driven 

customer-centric model. In catering to diverse 

consumer preferences, organisations rely on multiple 

digital campaigns and market research insights to 

meet the expectations of informed consumers. 

Consequently, companies should invest in digital 

assets to understand consumer behaviour and meet 

the expectations of digitally informed consumers. 

RESEARCH METHODOLOGY 

1. Research Objectives 

To identify which online practices are currently 

emerging in India  

To assess how these practices are influencing 

consumer engagement and behaviour. 

To understand how digital transformation & 

marketing technologies are impacting consumer 

engagement 

2. Research Design 

A quantitative survey approach.  in-depth interviews 

and analysis of secondary data (industry reports, 

published studies, online behaviour data). 

3. Sampling Strategy 

The population is customers who owned 

smartphone/internet users across various 

demographics 

Sampling Method was a Purposive sampling, with a 

Sample size of 90 respondents, with statistical 

analysis (mean, cross-tabulations) 

4. Data Collection Instrument 

The questionnaire contained basic demographic 

questions, about media usage, about consumer 

behaviour, engagement, trust, preference, privacy 

concerns, willingness to respond to ads, etc.), and 

questions about perception of marketing practices. 

Secondary Data Sources: Industry reports, research 

articles, market research papers, reports etc. 

5. Data Analysis - Quantitative data, application of 

statistical software with the aid of different statistical 

methods, which include descriptive statistics, cross 

tabulations and inferential statistics (chi-square, t-

tests) to test significance differences. 

III. RESULTS 

TABLE:I:RESPONDENT PROFILE 

Age % of Respondents 

18-24  28% 

25-34 40% 

35-44 18% 

45+ 14% 

TABLE:II: INCOME LEVELS 

INCOME LEVELS % OF RESPONDENTS 

< ₹25K 20% 

₹25K-50K 33% 

₹50K-1L 27% 

₹1L 20% 

TABLE:III: UPI USAGE AND SOCIAL MEDIA CONSUMPTION 

UPI USAGE AND 

SOCIAL MEDIA 

CONSUMPTION 

% OF RESPONDENTS 

SOCIAL MEDIA 85% 

ENTERTAINMENT 73% 

ONLINE SHOPPING 68% 

PAYMENTS 82% 

EDUCATION/WORK 56% 
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TABLE:IV: PRODUCT DISCOVERY CHANNELS 

PRODUCT DISCOVERY 

CHANNELS 

% OF 

RESPONDENTS 

SOCIAL MEDIA 57% 

SEARCH ENGINES 22% 

OFFLINE STORES 11% 

INFLUENCERS 7% 

The above tables show the respondents' sample is 

dominated by young consumers who are highly 

digitally active. The study respondents are mainly in 

the lower to mid-income group, making it ideal for 

digital adoption analysis of usage and understanding 

patterns. The analysis indicates widespread 

familiarity with UPI in everyday transactions and 

high social media consumption. 

HYPOTHESIS  

H1: Time spent online is associated with increased reliance on social media for discovering products. 

TABLE:V: 

ONLINE 

TIME 

SOCIAL 

MEDIA YES 

NO TOTAL Χ² DF P-VALUE 

HIGH (>4 

HRS (N=58) 

42 16 58 10.84  1 0.001 

LOW(≤4 

HRS) (N=32) 

14 18 32 

Interpretation: The analysis reveals a Significant 

relationship between Consumers who spend more 

time online and their use of social media as a tool for 

product discovery. Respondents with high online 

engagement use social media platforms to explore 

and evaluate new products, highlighting the 

importance of digital media in purchase awareness 

and preferences. 

H2: Online Shopping Frequency Is Associated With UPI Payment Preference. 

SHOPPING 

FREQUENCY 

PREFER UPI NON-UPI TOTAL Χ² DF P-VALUE 

FREQUENT 

(N=61) 

48 13 61 9.02 1 0.0027 

RARE (N=29) 15 14 29 

Interpretation: The analysis indicates a Significant 

relationship between online shopping Frequency 

and UPI payment preference. Consumers who are 

Frequent online shoppers show a strong preference 

for UPI transactions, reflecting their comfort and 

familiarity with digital payments In contrast, 

consumers who are rare shoppers display more 

mixed preferences, suggesting lower confidence in 

digital payment options. 

H3: Perceived Digital Payment Safety Is Related To Brand Engagement Online . 

PAYMENT 

PERCEPTION 

HIGH 

ENGAGEMENT 

LOW 

ENGAGEMENT 

TOTAL Χ² DF P-VALUE 

SAFE (N=61) 48 13 61 14.36 1  0.00015 

NOT 

SAFE/UNSURE 

(N=29) 

11 18 29 
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Interpretation: The analysis indicates strong 

evidence that perception plays an important role in 

their online engagement. Consumers who believe 

digital payments are safe interact more with online 

platforms, indicating that trust enhances overall 

participation and engagement with online brands. 

H4: Personalisation influences online buying decisions. 

Personalization 

Opinion 

Frequent 

Shopper 

Rare 

Shopper 

Total χ² df p-value 

Improves 

Decision (n=49) 

36   13 49  4.93 1 0.026 

No Impact 

(n=14) 

5 9 14 

Interpretation: The analysis demonstrates a 

Moderate level of statistical significance, indicating 

that Personalisation has a measurable influence on 

consumers' online shopping frequency. Personalised 

recommendations and targeted content encourage 

more frequent visits and purchases. 

IV. FINDINGS 

1.A significant association was found between online 

time and social media usage for product discovery (χ² 

= 10.84, p = 0.001). 

2 .74% (43 out of 58) of high-time users (>4 

hours/day) used social media for discovering 

products. 

3. In contrast, only 41% (13 out of 32) of low-time 

users (≤4 hours/day) reported using social media for 

discovery. 

4. A significant association was found between 

shopping frequency and UPI payment preference (χ² 

= 9.02, p = 0.0027). 

5. Frequent shoppers: 79% (48/61) prefer UPI. 

6. Shoppers only 52% (15/29) prefer UPI, with a 

relatively high preference for non-UPI methods for 

safety. Very significantly associated (Chi-squared: 

14.36, P: 0.00015). 

7. Significantly associated (Chi-squared: 4.93, P: 

0.026). 73% (36/49) of participants who believe 

personalization helps their decision-making shop 

often. Participants who believe they have "no 

influence" shop less often. 

V. DISCUSSION 

The findings demonstrate a moderate level of  

significance, indicating that personalisation 

influences online shopping frequency, and internet 

users rely more. Additional visibility from Reels, 

Shorts, Posts, Ads, and Recommendations has been 

positively impacting user awareness and also 

inducing them to come back and purchase online. 

Users with less online activity prefer offline 

interactions more. Regular users opt for UPI, which 

is easy, convenient and the most widely used. This 

affirms that trust plays a dominant role in users' 

engagement with brands online.Consumers who like 

personalisation tend to engage and purchase more 

often. This may be due to reduced search effort, 

tailored product suggestions, higher perceived 

relevance, and improved user experience. Privacy-

concerned consumers view data sharing as a 

potential threat. Conversely, low-concern 

consumers are more open to data exchange when 

they receive value. This confirms that privacy is a 

critical determinant of consumers’ data-sharing 

behaviour. 

Implications of Consumer Engagement & 

Marketing in India 

1. Indian retailers can use customer frequency and 

activity patterns to anticipate payment preferences 

and shopping habits. Frequent online users respond 

best to targeted social media ads and influencer 

collaborations.  

2. With the continued increase in the use of digital 

payments and associated risks. Data security and 

consumer trust are necessary elements for a 

competitive advantage for brands. Brands can build 

this trust by informing customers about their safety 

through encrypted measures, two-factor 

authentication and adherence to RBI rules and 
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guidelines. 

This should be visible on all landing pages, customer 

journey touchpoints and even in campaign creatives. 

Moreover, measures to promote financial literacy 

can play a significant role in building confidence, 

thereby improving customer engagement and 

conversion rates. 

3. In the digital era, tools for smart 

recommendations, personalised email campaigns, 

and landing pages have become essential. However, 

effective personalisation requires sensitivity to user 

context awareness. For cautious consumers, online 

platforms' supportive suggestions are more effective 

than aggressive prompts, as recommendations help 

users with more information, along with 

convenience and transparency. 

4. With the implementation of the Digital Personal 

Data Protection Act (DPDP) in India, brands are 

expected to transition to a more transparent and 

respectful data approach. providing users with 

simple, customizable privacy control settings that 

empower them to manage information and reinforce 

trust.  

VI. CONCLUSION 

As India's consumer expectations rise for a digitised 

economy, innovative technology trends, etc. The 

entire marketing ecosystem of India is changing 

drastically. Brands focusing on data analytics, 

personalisation and new technologies can create a 

competitive edge by unlocking new possibilities in 

growth and innovation. India's digital consumer 

base is expanding rapidly. Companies will need to 

ensure sustainable and ethical practices are followed 

to keep up in a constantly evolving market. 

Businesses need to keep in mind the above trends 

and specificities of the Indian market to forge 

meaningful and lasting connections with consumers. 
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