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Abstract 

Although offline advertising techniques are frequently used, they are also up against severe 

competition against online advertising, which offers countless options and vast opportunities. It 

seems essential to run a company now that there are so many more people using the Internet and 

there is an increasing popularity of online advertising. 

This is because "purchasing in stores" gives way to "purchasing online." Businesses are using 

Different Internet advertising methods to draw in potential customers. Various strategies and 

instruments influence customers' purchase choices. In this case, examination of online 

advertising, investigation using questionnaires and analysis of the data collected from those 

surveyed is still in its infancy. It will seek to discover the effectiveness of resources and 

methods—online chat support, email email commercials—causing judgment/choice shifts for 

potential customers. 

Marketers must maintain their most devoted clients while developing fresh ways to attract new 

clients. 

Keywords: Review; effectiveness; online marketing; strategies; economic platforms, 

1. Introduction 

The amount of online transactions worldwide is growing every day. Online marketing is eroding 

the importance of conventional advertising and replacing it. Internet marketing encompasses a 

wide range of activities, including promotions, advertising, trading, display ads, emails, search 

engine optimization, website marketing, article promotion, customer information management, 

relationships with clients, customer service, social networking sites, chat forums, alerts, and 

afterwards services, among others. 



IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES 

ISSN PRINT 2319 1775 Online 2320 7876 

Research paper © 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Volume 11, Iss 11, 2022 

 
 

                                                                                                                                                   4218 
 

 

Hurdles, difficulties with new markets/products, and positioning for products. Internet 

advertising has created new avenues and procedures to reach clients quickly. Imagination in the 

arena can be utilized to connect with various client types who have multiple likes and are not 

limited by geography, consequently affecting biodiversity.  

As per Schwarzl and Grabowska (2014), the "consumer journey" explains the "tour" a customer 

takes to arrange or purchase an article from a particular manufacturer. It illustrates the many 

kinds of contact points that a probable consumer utilizes to locate the organization's website. 

This journey may last a few days or several days. Clients' opinions of a product cannot be altered 

immediately, so companies should make serious efforts to motivate probable clients utilizing 

different internet marketing techniques to compete and endure in a highly spirited marketplace. 

The perks of digital commerce have made it possible for Internet marketing to replace various 

classes. 

Modern business can only function with digital marketing (DM) (Sugihartati & Susilo, 2019; 

Saputra et Al., 2021; Rahardja, 2022). The amount of time customers spend online is increasing. 

Therefore, businesses must discover ways to connect with and engage their intended audience 

using digital platforms (Tewari et al., 2020; Youn, 2019; Tolstoy et Al., 2022). Organizations, 

executives, owners, buyers, and anybody in charge of a business must comprehend how effective 

digital advertising is and how it affects customer behaviour. Because it will aid businesses in 

understanding how the internet market functions and the most beneficial DM tactics for 

connecting with buyers, this research on how well they work with DM tactics and their effects on 

how customers act is essential. 

The research project will assist businesses in determining how their online advertising strategies 

affect consumer behaviour, including buying choices, brand loyalty, and participation. 

Additionally, it will assist businesses in creating efficient Internet marketing plans that will 

impact consumer decisions and enhance their overall advertising effectiveness. 

As more customers use the Internet and their mobile devices, businesses rely on a growing 

number of digital advertising strategies to reach the people they want. However, there is still a 
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paucity of concrete evidence demonstrating how successful online marketing tactics could 

influence customer behaviour (Miyatake, 2013; Alghamdi & Bogari, 2020; Akbar et al., 2021). 

2. The requirement for the study 

The lack of trustworthy real-world evidence motivates investigation that aims to gather 

information on the efficacy of internet advertising. The web economy's fast expansion, the value 

of online channels for customer communication and purchase, and the accessibility of new 

technology that assists companies in concentrating on and following their customers are some of 

the root reasons for this problem. Studying the efficacy of online marketing and how it affects 

customer behaviour can help firms allocate resources more effectively and design strategies that 

will enhance their return on investment. Companies must concentrate on determining how 

efficiently digital marketing influences consumer behaviour because so many buyers count on 

online channels for data and transactions. 

3. Research Review 

Ghose and Han (2022) define Internet advertising as selling services or products via online 

channels such as social networks, search engines, email, and others while engaging with target 

markets. Through digital platforms, DM focuses on raising the brand's visibility, enhancing 

customer engagement, enhancing consumer loyalty, and increasing sales (Bhatia & Ahuja, 

2022). Relative to standard advertising tactics, electronic advertising enables firms to target 

audiences better and connect with customers regardless of how they spend their online time. 

Organizations can use Internet advertising to evaluate the effectiveness of their efforts and 

develop strategies that use current information. 

The business community has started to take notice of digital marketing. Online advertising 

continues to gain ground among the tried-and-true marketing strategies. The efficacy of DM 

techniques significantly affects customer behaviour, claim Ghose and Han (2022). Strategies for 

Internet marketing aim to engage customers, raise brand consciousness, and ultimately increase 

sales using digital platforms. 

According to multiple groups of goods and customer segments, specific DM methods are more 

or less effective in changing how customers act (Liu et al., 2020). For exciting items, feelings are 
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less effective in changing customer behaviour than rational appeals, which are more dependable 

for forthcoming commodities (Arora et al., 2021; Bhalla & Bansal, 2014; Bansal et al., 2020). 

Strategies for digital advertising that take advantage of client opinions and behaviours are more 

successful in engaging customers in particular categories, especially environmentally concerned 

customers, claim Krishna & Vidhya (2019). 

The distinction between online and digital advertising is not entirely evident because both are 

relatively new. Online advertising, advertising on search engines, and effective business are 

general terms used to describe online marketing. The aforementioned branding words, however, 

are distinct, claim Constantinides (2002) and Lammenett (2014). Naik and Raman (2003) assert 

that "target-oriented use of web technologies like https:/, www, or email, etc. is online 

marketing, and the key component is an internet page, whereas online marketing implies 

packages of measures, that lead intent users onto a particular site to purchase or request items or 

services; thus, webpage existence is necessary." 

Lammenett (2014) continued, "Online promotion also includes structures without the realm of 

the web, such as an advertising banner on a plan that displays a uniform resource locator (URL), 

and word of mouth that prompts consumers to search for a website." Internet marketing, 

according to Naik and Raman (2003), is the act of placing one's flag on a site of a different 

organization. Performance marketing, in the words of Springer G. V. (2013), "consists of 

measures where object has to get a measurable reaction of users." "Search engine marketing is a 

part of online advertising which includes every effort to reach customers based on browsing 

tools," said Kozinets in 2002. With the company's search results, search engine marketing has 

multiplied. 

This work tries to fill this gap by using an extracting theory. Our main hypothesis is if a 

persistent gender gap still exists at higher and technical stages of learning, just as it does at the 

beginning of school. We use expenditure on education at various levels for both male and female 

students to test our presumption (Bansal et al., 2022; Fiske, 2010; Ghozali, 2016).  

"The greater the interaction between people on mass media, the higher chance that they share 

information to cause opinion change resulting in change in society," asserted Chaffee in 1986. It 

implies that consumers can more effectively entice potential customers than indirect marketing 
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techniques. Huh and Reid (2004), who says that "Direct customer advertising can be negatively 

impacted by consumers' perception of it, which is influenced by media honesty", provide 

additional evidence for the validity of this concept. Due to public desire and choice, the Apple 

Newton, a discarded product, received the chance to come back into existence. 

Teenagers Studying Overseas reports that over 85 per cent of adults use online resources and 

engage in online conversations. 

According to Grace along with Jerry (2006), providing value for clients not only involves 

delighting consumers by meeting their desires but also relates to their homes their firsthand 

knowledge of using a product against their respective positions' experiences using the product of 

a rival afterwards these pieces of details online, on social blogs or relevant communities. Hence, 

it allows organizations with a more decisive edge to meet the challenges." Dellarocas (2003) 

discussed the value of user review platforms for contributing opinions on various products and 

their connection to peer review sites. 

Issue Comment to research how different tools affect what potential purchasers decide to 

purchase. 

The hypothesis 

H1: How email email marketing affects potential customers' purchasing decisions. 

H2: The decision-making power of the chat window segment 

H3: The importance of reputation when affecting potential purchasers' decisions 

4. Research Techniques 

In order to conduct this study, trained management students collected the initial information in 

December 2019 using a widely disseminated questionnaire. One hundred people spanning a 

variety of places in Gurugram, Haryana, namely consumers, jobs, and retail outlets, make up the 

sample number. 

Only 95 responders, though, completed the entire survey. A 5-point Likert scale using multiple 

answers on a closed-end poll was employed. Unrestricted, non-probability sampling was used in 
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the sample technique and method. Using a sample t-test, the reliance on Hypothesis 1 was 

compared. 

5. Results 

To analyze different tools and techniques used in online marketing on collected data, one 

sample t-test has been used, and the details are tabulated in Tables 1 and 2. 

Table 1. One-sample Statistics. 

Q. Is the survival of a Product 
crucial on Social Media? 

    Standar
d 
Deviation 

Standard 
Error of the Mean 

No Mean 

I strongly agree that the Chat 
section 

39 2.29 0.69
2 

0.132 

EmailEmail advertising 39 2.11 0.78
5 

0.141 

Word of mouth 39 4.42 0.89
8 

0.147 

Agree Chat section 41 2.43 0.79
6 

0.143 

EmailEmail advertising 41 2.1 0.81
7 

0.139 

Word of mouth 41 4.58 0.87
8 

0.149 

Neutral Chat section 15 2.18 0.78
4 

0.219 

EmailEmail advertising 15 2.17 0.67
1 

0.218 

Word of mouth 15 4.19 0.86
9 

0.241 

 

Table 3. Summary of Hypothesis. 

  Representatio
n 

Hypothesis Result 

1 H1 Effect of an email 
advertisement 

Rejected 

2 H2 Effect of online chat 
section 

Rejected 

3 H3 Effect of word of 
mouth 

Accepted 

Source: As tabulated and analyzed by the author. 

In the present research, the elements affecting customer purchasing choices were found to be 

word of referral, chat sections, and electronic advertisements. The research study's findings were 

unequivocal and uniform across all possibilities. The gathered, completed values were tallied. 
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The test value used in the one-sample t-test calculation was 4, where four stood for strongly 

agree, 3 for agree, 2 for neutral, and 1 for disagree. The findings demonstrate that consumers 

concur that referrals significantly influence decisions made by final consumers. Still, email, 

email advertisements and chat sections have less influence on the choices made by potential 

customers to purchase a particular product. This claim is supported by the average referral scores 

throughout each of the three groups, which have been determined that customers accept referrals. 

Since the mean values for the three categories were opposite and less than 3 for the chat feature 

and email advertisement, it may be inferred that the final consumers disapprove of these forms of 

advertising. Two-tailed referral values were noteworthy and beneficial, while those for email 

advertisements and the conversation were adversely substantial, suggesting that customers were 

not in accord. 

Spanning every category, which was discovered to be either equal to or surpassing the mean 

importance of 4, suggests that customers trust the word of reference. Since the mean values for 

each of the three categories were opposite and lower than 3 for the chat and email advertisement 

component, it may be inferred that the final consumers disapprove of these forms of advertising. 

Two-tailed values for word-of-mouth were noteworthy and optimistic. At the same time, those 

for email email advertisements and the conversation part were statistically significant, suggesting 

that customers were not in agreement. 

6. Discussion and Relevance 

According to the research done and the survey outcome filled out by 95 participants, people 

believe that advertising via word-of-mouth is an invaluable tool or approach that offers firsthand 

knowledge and advice. In today's dynamic consumers, potential customers can choose from a 

wide range of products, possibilities, risks, and difficulties. The constituents of internet 

marketing—email advertising, discussion boards, and tittle-tattle—have undergone evaluation in 

the current investigation. The nearly all victorious technique for convincing the choices of 

possible consumers has been demonstrated to be news of mouth. Furthermore, it is cost-efficient 

in contrast to the results of digital advertising. Marketing managers should give word-of-mouth 

marketing adequate consideration when developing ways to improve marketing on the Internet. 
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To reach your objectives, use the message board section, send email  advertisements, and various 

other marketing methods according to customers' tastes. With the massive rise in web users 

around every continent and the rising popularity of online promotional activities, it appears 

impossible to maintain a business activity without a web presence because "online consuming" is 

replacing "consuming local establishments" (Schwrzl & Grabowska, 2015). In order to continue 

to have a web incidence and depict budding clients, companies need to have a committed online 

division. It is more helpful when clients feel the worth, durability, and concern are real... 

The results of this research are consistent with notions which claim that advertising via gossip is 

the most efficient form of advertising there is. This may be true because individuals tend to trust 

personal sources more. 

In dissimilarity with digital marketing and chat segments, this examination proposes that internet 

promotion by word-of-mouth proposals has been established as the best method for changing and 

seeing how customers make their purchases. It has been renowned that probable clients mainly 

depend on clients' feedback and professional verdicts. If faith and impression in a particular 

brand are established, they cannot be immediately modified.  

7. Conclusion 

Businesses have a wide range of chances thanks to digital marketing. However, to remain 

competitive, it is crucial to constantly develop new tactics to deal with reoccurring issues and 

threats. One of the most essential elements in that process is to comprehend why customers 

choose a particular brand over the wide variety of products available. Implementing a successful 

marketing strategy requires understanding potential customers' behaviours and the measures a 

company takes to meet customer expectations. Although the psychology of Internet advertising 

is complicated, there are tools for web management that can support many types of 

examinations. The outcome "has a tremendous potential concerning choice and prioritization," 

claims Bockhorni (2014). Riz'V (2013) provides additional proof of this. Therefore, marketing 

through word of mouth is a successful strategy. 

8. Further Study 
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Further study on the community's entrée to wireless Internet in rustic and urban areas should be 

done to harmonize the existing findings. Twitter, Facebook, and other social media platforms are 

a further point of investigation for online marketing because they have the broadest audience. 

The ease of use of secondary and primary information allows for analysing the shifting habits of 

urban and rural shoppers. 

9. Recommendations 

The findings of the research led to several subsequent recommendations. 

1. Reaction to an Online Marketing Service Failure: What happens from marketers to 

service failures is one of the key factors influencing the success of online marketing. 

Delivery and navigational issues are among the primary reasons marketing services fail. 

2. Therefore, if they wish the effectiveness of their campaigns, marketers should avoid both 

of these issues. In addition, they must develop effective logistical plans that will improve 

relationships among customer support representatives and their digital clients. Customers 

may be more committed and trusting thanks to the customized communication and 

recovery. 

3. Constantly Key to Net Promotions The efficacy of This study shows that online 

advertising is beneficial. However, there remains a need for ongoing improvement of web 

marketing efficacy. Marketing is asked to create an operation framework that aims to 

follow the demands of the current environment. Firms are recommended to develop 

advertising techniques to improve how they perform consistently. 
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