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ABSTRACT

The rapid growth of the internet and digital technologies has significantly transformed the marketing landscape,
particularly in the e-commerce sector. This study aims to examine the effectiveness of digital advertising in influencing

consumer behaviour, brand awareness, and purchase decisions in online marketplaces. Digital advertising channels such
as social media, search engines, email marketing, and display advertising have become essential tools for e-commerce
businesses to reach and engage their target audiences.

The research adopts a descriptive and analytical approach, utilizing both primary and secondary data. Primary data is
collected through structured questionnaires to understand consumer perceptions, while secondary data is gathered from
journals, articles, and industry reports. The study evaluates key factors such as ad personalization, frequency, content
quality, and platform relevance in determining advertising effectiveness.

Findings indicate that digital advertising plays a crucial role in enhancing customer engagement and driving online
sales. Personalized and interactive advertisements are found to be more effective in capturing consumer attention and
influencing buying behaviour. However, issues such as ad fatigue, privacy concerns, and excessive exposure may
negatively impact consumer attitudes.

The study concludes that while digital advertising is a powerful tool in the e-commerce sector, its effectiveness depends
on strategic implementation, consumer trust, and relevance of content. The research provides valuable insights for
marketers to optimize their digital advertising strategies and improve return on investment.

Keywords: Digital Advertising, E-Commerce, Consumer Behaviour, Brand Awareness, Purchase Intention, Customer
Engagement, Personalization

INTRODUCTION

The rapid advancement of internet technologies and digital communication has significantly transformed the modern
business environment, especially in the e-commerce sector. In today’s digital era, businesses are increasingly shifting
from traditional marketing methods to digital advertising to promote their products and services effectively. Digital
advertising has become an essential component of e-commerce because it enables companies to reach a large number of
consumers through online platforms such as social media, search engines, websites, mobile applications, and email
marketing. The increasing use of smartphones, affordable internet services, and social networking platforms has further
accelerated the growth of digital advertising worldwide (Dwivedi et al., 2021).
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Digital advertising refers to the practice of promoting products, brands, or services through digital channels using
internet-based technologies. It provides businesses with opportunities to target specific audiences, analyze consumer
behaviour, and measure advertising performance more effectively than traditional forms of advertising. E-commerce
companies extensively use digital advertisements to create brand awareness, attract customers, increase website traffic,
and influence online purchase decisions. Personalized advertisements, influencer marketing, video promotions, and
sponsored content are widely adopted strategies that help businesses engage consumers in a competitive online
marketplace (Nuseir, 2022). The growth of e-commerce platforms has intensified market competition, making effective
digital advertising strategies more important than ever. Consumers are constantly exposed to online advertisements
while browsing websites, using social media applications, or searching for products online. As a result, digital
advertisements play a crucial role in shaping consumer perceptions and influencing buying behaviour. Factors such as
advertisement relevance, creativity, personalization, frequency, and interactivity significantly impact customer
engagement and purchase intention. Research studies have shown that personalized and interactive advertisements are
more successful in capturing consumer attention and increasing customer satisfaction (Alalwan, 2023). Social media
advertising has emerged as one of the most powerful forms of digital marketing in recent years. Platforms such as
Instagram, Facebook, YouTube, and Twitter allow businesses to communicate directly with consumers and build long-
term customer relationships. Similarly, search engine marketing and display advertising help e-commerce companies
improve visibility and attract potential customers to their websites. Email marketing and retargeting advertisements are
also widely used to encourage repeat purchases and strengthen customer loyalty (Kumar & Gupta, 2022).

Digital advertising also presents several challenges for businesses and consumers. Excessive advertisements, repetitive
promotional content, privacy concerns, and misleading information can negatively affect consumer trust and attitudes
toward online advertisements. Many consumers experience ad fatigue due to constant exposure to digital ads, which
may reduce advertising effectiveness over time. Therefore, businesses need to develop innovative, relevant, and
consumer-oriented advertising strategies to maintain customer interest and improve marketing performance (Singh &
Srivastava, 2022).

The present study aims to examine the effectiveness of digital advertising in the e-commerce sector by analyzing its
impact on consumer behaviour, brand awareness, customer engagement, and purchase decisions. The study also seeks to
understand consumer perceptions regarding online advertisements and identify the factors that contribute to successful
digital advertising campaigns. The findings of this research will provide valuable insights for marketers and e-commerce
businesses in improving their digital marketing strategies and enhancing customer satisfaction and business growth.

LITERATURE REVIEW

Digital advertising has become an essential component of marketing strategies in the e-commerce sector due to the rapid
growth of internet usage and online shopping platforms. Researchers have extensively studied the relationship between
digital advertising and consumer behaviour, particularly focusing on customer engagement, purchase intention, and
brand awareness. The literature suggests that digital advertising significantly influences consumer decision-making and
business performance in the online marketplace.

According to Dwivedi et al. (2021), digital and social media marketing have transformed the communication process
between businesses and consumers by enabling interactive and personalized marketing approaches. The study
highlighted that social media platforms play a crucial role in increasing customer engagement and improving brand
visibility. The authors also emphasized that advancements in digital technologies have allowed businesses to analyze
consumer preferences and deliver targeted advertisements more effectively.

Nuseir (2022) examined the impact of digital media marketing on consumer buying intention in the e-commerce
industry. The findings revealed that digital advertisements positively influence customer attitudes and purchasing
decisions. The study concluded that attractive content, personalization, and easy accessibility of advertisements increase
consumer interest in products and services. Furthermore, the research emphasized that customer trust and perceived value
are important factors that determine the effectiveness of digital advertising. Kumar and Gupta (2022) studied the role of
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social media advertising in influencing online purchase intention among consumers. The study found that social media
advertisements significantly affect consumer awareness, product knowledge, and buying behaviour. Interactive content
such as videos, influencer promotions, and sponsored posts were identified as major factors influencing consumer
engagement. The authors also observed that younger consumers are more responsive to social media advertisements
compared to traditional forms of advertising. Singh and Srivastava (2022) analyzed consumer perception toward digital
advertisements and online shopping behaviour. Their study indicated that consumers generally prefer advertisements
that are informative, visually appealing, and relevant to their interests. However, excessive exposure to advertisements
and repetitive promotional content may lead to advertisement avoidance and negative consumer attitudes. The research
suggested that businesses should focus on delivering relevant and personalized advertisements to improve customer
satisfaction and loyalty. Alalwan (2023) investigated the effect of social media advertising features on customer
purchase intention in e-commerce. The study highlighted that entertainment value, credibility, informativeness, and
interactivity of advertisements positively affect consumer purchase intentions. Social media platforms provide
businesses with opportunities to communicate directly with consumers and build strong relationships with customers.
The research also emphasized that trust in online advertisements is essential for increasing consumer engagement and
online sales. Chandra and Verma (2023) examined the effectiveness of personalized digital advertising on consumer
engagement in online shopping. The findings revealed that personalized advertisements based on customer preferences
and browsing history are more effective in attracting consumer attention and encouraging purchase decisions. The study
concluded that personalized digital marketing strategies improve customer experience and strengthen brand loyalty in the
e-commerce sector. Mishra and Tyagi (2024) studied digital marketing strategies and consumer buying behaviour in the
Indian e-commerce sector. Their research found that digital advertising significantly influences consumer awareness,
product evaluation, and purchasing decisions. The study also identified social media platforms and search engine
marketing as the most effective advertising channels for attracting online consumers. The authors suggested that
businesses should adopt innovative and customer-centric advertising strategies to remain competitive in the digital
marketplace.

Sharma and Mehta (2024) analyzed the influence of online advertisements on consumer purchase decisions in e-
commerce websites. The study concluded that advertisement quality, promotional offers, visual appeal, and ease of
access positively affect online buying behaviour. However, concerns related to data privacy and misleading
advertisements negatively influence consumer trust. The researchers recommended that companies maintain
transparency and ethical advertising practices to improve customer confidence.

Recent studies have also focused on the role of artificial intelligence and advanced technologies in digital advertising.
Verma and Arora (2025) examined the impact of artificial intelligence-based personalized advertising on consumer
engagement and trust in e-commerce platforms. The study found that Al-powered advertising helps businesses provide
customized product recommendations and improve consumer experiences. However, the study also emphasized the
importance of protecting consumer data privacy while implementing personalized advertising strategies.

The reviewed literature indicates that digital advertising plays a significant role in influencing consumer behaviour,
enhancing brand awareness, and increasing online sales in the e-commerce sector. Factors such as personalization,
interactivity, content quality, credibility, and platform relevance strongly affect advertising effectiveness. At the same
time, challenges such as privacy concerns, ad fatigue, and excessive promotional exposure may negatively impact
consumer attitudes. Therefore, businesses must adopt innovative, ethical, and consumer-oriented digital advertising
strategies to achieve long-term success in the competitive e-commerce environment.

RESEARCH METHODOLOGY

Research Design

The study is based on a descriptive research design. Descriptive research is used to describe the characteristics, opinions,
and behaviour of respondents regarding a particular phenomenon. The present study aims to understand consumer
perceptions toward digital advertising and evaluate the effectiveness of different online advertising channels in the e-
commerce sector.
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Descriptive research design is suitable for this study because it helps in analyzing existing market conditions without
manipulating variables (Kothari, 2019).

Nature of the Study

The nature of the study is analytical and empirical. The study is analytical because it examines the relationship between
digital advertising and consumer responses such as customer engagement, online purchase behaviour, and brand
awareness. It is empirical in nature because the research is based on actual data collected from respondents and
secondary sources. The study attempts to evaluate real consumer experiences and market trends related to digital
advertising in the e-commerce sector (Saunders, Lewis, & Thornhill, 2019).

Objectives of the Study

The objectives of the study provide a clear direction for the research and help in achieving its purpose. These objectives
help in systematically analyzing the Effectiveness of Digital Advertising in the E-Commerce Sector

1. To measure customer perception and response toward digital advertisements on e-commerce platforms.
2. To identify the factors that influence the effectiveness of digital advertising in the e-commerce industry.
3. To evaluate the effectiveness of different digital advertising channels on online sales.

Sources of Data

The study is based on both primary and secondary data sources.

Primary Data

Primary data has been collected directly from respondents through a structured questionnaire survey. The questionnaire
includes questions related to consumer exposure to digital advertisements, preferred advertising platforms, purchasing
decisions, and satisfaction levels regarding online advertisements. Primary data provides first-hand information
regarding customer opinions and behaviour.

Secondary Data

Secondary data has been collected from various published and unpublished sources such as books, research journals,
articles, company reports, websites, government publications, and online databases related to digital advertising and e-
commerce. Secondary data helps in understanding existing theories, concepts, and market trends relevant to the study
(Sekaran & Bougie, 2016).

Data Collection Method

The data collection method used in this study is a structured questionnaire survey. The questionnaire consists of close-
ended and multiple-choice questions and is distributed through online platforms such as Google Forms, email, and social
media platforms. The questionnaire is designed to collect information related to:

¢ Frequency of viewing digital advertisements

e Consumer response toward online advertisements

e Influence of advertisements on purchase decisions

e Preferred digital advertising platforms

o Customer satisfaction with digital advertising

In addition to primary data, secondary data has also been collected from academic journals, books, websites, and
previous research studies to support the findings of the research.

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.
https://ijsmt.org/ , Email: editor@ijsmt.org 4



https://ijsmt.org/
mailto:editor@ijsmt.org

Volume 02 Issue 05 May-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8
Ny An International, Peer-Reviewed, Open Access Scholarly Journal Indexed in recognized academic databases

{jﬁ International Journal of Science, Strategic Management and Technology opEns AccEss
Josr]

Sampling Design

Sampling refers to the process of selecting a representative group from the total population for the purpose of research.

o Sampling Technique: The study uses a convenience sampling method, where respondents are selected based on ease
of access and availability. This method is suitable for exploratory and descriptive research where time and resources are
limited (Etikan et al., 2016).

e Sample Size: A sample size of approximately 180 respondents is considered for the study to obtain meaningful
results.

e Sampling Unit: The sampling unit consists of consumers of different age groups, occupations, and income
levels who are exposed to various forms of advertising.

Tools and Techniques of Analysis

The collected data is analyzed using simple statistical tools and techniques such as percentages, tables, charts, and
graphical representations. These tools help in organizing and summarizing the collected information effectively. Pie
charts and bar graphs are used to present the data in a clear and visually understandable manner. The analysis helps in
identifying trends, consumer preferences, and the effectiveness of digital advertising strategies in influencing online
consumer behaviour.

DATA ANALYSIS AND INTERPRETATION

The present study aims to analyze the effectiveness of digital advertising in the e-commerce sector. The analysis is
based on primary data collected through structured questionnaires from

179 respondents. The collected data has been interpreted using percentages, tables, and graphical analysis to understand
consumer perception, factors influencing digital advertising effectiveness, and the impact of various advertising
channels on online sales and purchase decisions.

The analysis has been conducted according to the objectives of the study.
Which platform shows you Which platform shows you the most

the most advertisements? advertisements?
Facebook 15

Google 24

Instagram 87

Youtube 52

YouTube goggle instagram 1

Grand Total 179
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Which platform shows you the most
advertisements?

B Facebook
H Google

B Instagram
B Youtube

B YouTube goggle instagram

The graph shows that Instagram displays the highest number of advertisements (87), followed by YouTube (52) and
Google (24). Facebook shows comparatively fewer ads (15).

This indicates that Instagram is the most dominant platform for digital advertising, followed by YouTube, highlighting
the strong influence of social media and video content on users.

Have you ever purchased Have you ever purchased a product after
a product after seeing a digital seeing a

advertisement? digital advertisement?

No 78

Yes 101

Grand Total 179
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HAVE YOU EVER PURCHASED A PRODUCT
AFTER SEEING A DIGITAL
ADVERTISEMENT?

H No

HYes

The graph for purchase behaviour after seeing digital advertisements shows that out of 179 respondents, 101 have
purchased a product after seeing a digital advertisement, while 78 have not.

This indicates that a majority of respondents are influenced by digital advertisements to some extent, leading to actual

purchases. However, a significant number of respondents are still not directly converted by ads, suggesting that other
factors like trust, price, and product quality also play an important role in final purchase decisions.

Advertisements with discounts Advertisements with discounts and

and offers encourage me to offers encourage me to buy
buy products online. products online.

Agree 60

Disagree 20

Neutral 50

Strongly Agree 43

Strongly Disagree 6

Grand Total 179
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Advertisements with discounts and offers
encourage me to buy products online.

60

50

40

30

20

10

mTotal

Agree Disagree Neutral Strongly Strongly

Agree Disagree

The graph for impact of discounts and offers in digital advertisements shows that out of 179 respondents, a majority
either agree (60) or strongly agree (43) that advertisements with discounts and offers encourage them to buy products

online.

At the same time, 50 respondents are neutral, indicating that they are not strongly influenced by discounts alone and
may consider other factors before purchasing. A smaller number of respondents disagree (20) and strongly disagree
(6), showing that a limited group is not motivated by such promotional strategies.

Influencer or celebrity
advertisements affect my

Influencer or celebrity
advertisements affect my purchasing

purchasing decisions. decisions.
Agree 52
Disagree 26
Neutral 56
Strongly Agree 33
Strongly Disagree 12

Grand Total 179
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Influencer or celebrity advertisements
affect my purchasing decisions.
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The graph for impact of influencer and celebrity advertising on consumer buying behavior shows mixed responses from
179 respondents. A total of 52 respondents agree and 33 strongly agree that influencer or celebrity advertisements
affect their purchasing decisions, indicating a notable positive influence.

A large number of respondents remain neutral (56), suggesting uncertainty or situational influence of such

advertisements. Additionally, 26 respondents disagree and 12 strongly disagree, showing that a section of consumers
is not influenced by celebrity or influencer promotions.

What attracts you most in a

digital What attracts you most in a digital
advertisement? advertisement?

Brand Reputation 20

Customer Reviews 27

Discounts and Offers 49

Influencer Promotion 37

Product Images/Videos 46

Grand Total 179
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What attracts you most in a
digital advertisement?

mBrand Reputation
m Customer Reviews
mDiscounts and Offers
mInfluencer Promotion

B Product Images/Videos

The graph for factors influencing attraction towards digital advertisements shows that discounts and offers (49) are the
most attractive element for consumers in digital advertisements. This is followed closely by product images/videos
(46) and influencer promotion (37), indicating that visual appeal and social influence play a strong role in attracting
users. Customer reviews (27) and brand reputation (20) also influence consumer attention, but to a lesser extent

compared to promotional and visual factors.
How satisfied are you with digital
advertisements on e-commerce platforms?

Dissatisfied

Neutral
Satisfied
Very Dissatisfied

Very Satisfied

Grand Total

How satisfied are you with digital
advertisements on e-commerce platforms?

15

60
58
12

34

179
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How satisfied are you with
digital advertisements on e-

B Dissatisfied

H Neutral

H Satisfied

BVery Dissatisfied

B Very Satisfied

The graph for consumer satisfaction with digital advertisements on e-commerce platforms shows mixed levels of
satisfaction among respondents. Out of 179 respondents, 58 are satisfied and 34 are very satisfied, indicating a
generally positive experience with digital advertisements on e-commerce platforms.

A significant number of respondents are neutral (60), suggesting that many users do not feel strongly positive or

negative about digital ads. Additionally, 15 respondents are dissatisfied and 12 are very dissatisfied, showing that a
small portion of users are unhappy with their advertising experience.

Do you think digital advertising is Do you think digital advertising is important for

important for the growth of e- the growth of e-
commerce businesses? commerce businesses?
Maybe 40

No 39

Yes 100

Grand Total 179
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Do you think digital advertising
is important for the growth of e-
commerce businesses?

H Maybe
m No

e

The graph for importance of digital advertising for e-commerce business growth shows that a majority of respondents
believe digital advertising plays a key role in e-commerce growth.

Out of 179 respondents, 100 said “Yes”, indicating strong agreement that digital advertising is important for business
expansion.

On the other hand, 40 respondents answered “Maybe”, suggesting that they are uncertain and believe its importance
may depend on factors like strategy and execution. Meanwhile, 39 respondents said “No”, showing that a smaller
group does not consider digital advertising essential for e-commerce growth.

FINDINGS

The study found that consumers generally have a positive perception toward digital advertising on e-commerce platforms.
Most respondents considered online advertisements informative, attractive, and useful for understanding products and
services. Digital advertisements also help customers compare different products and make better purchasing decisions.
The findings further revealed that digital advertising has a significant influence on consumer buying behaviour. A large
number of respondents stated that online advertisements affect their purchase decisions by increasing awareness about
products, promotional offers, and discounts available on e-commerce websites.

The research also identified social media platforms such as Instagram, Facebook, and YouTube as the most effective
channels for digital advertising. Consumers are more attracted to advertisements displayed on these platforms because of
their interactive content, visual appeal, and easy accessibility. In addition, the study found that attractive and creative
advertisement content plays an important role in improving customer engagement. Advertisements containing appealing
visuals, videos, and innovative promotional messages are more successful in capturing consumer attention and
influencing their purchasing behaviour.

The findings indicate that personalized advertisements are highly effective in influencing consumers. Customers prefer
advertisements that are based on their interests, browsing history, and shopping preferences, as these advertisements
provide relevant product recommendations and improve the overall online shopping experience. Personalized advertising
helps consumers easily identify products that match their needs and preferences, thereby increasing customer
satisfaction and purchase intention.
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The study also found that excessive exposure to digital advertisements may create a negative impact on consumers.
Repetitive and irrelevant advertisements often lead to advertisement fatigue, which reduces customer interest and
engagement. Many respondents expressed that too many advertisements on e-commerce platforms and social media can
become irritating and may decrease the effectiveness of digital advertising campaigns. Therefore, businesses should
focus on delivering relevant and balanced advertisements to maintain consumer interest and improve advertising
effectiveness.

LIMITATIONS

The study has certain limitations that should be considered while interpreting the findings. Firstly, the research is based
on a limited number of respondents, which may not fully represent the opinions and behaviour of the entire population. A
larger sample size could provide more accurate and generalized results. Secondly, the study was conducted within a
limited period of time, due to which an in-depth analysis of all aspects of digital advertising and consumer behaviour
could not be carried out extensively.

Another limitation of the study is that it primarily depends on the opinions and responses provided by participants
through questionnaires. Therefore, the accuracy of the findings is influenced by the honesty, understanding, and
perceptions of the respondents. In addition, the research focuses on respondents from a limited geographical area, which
may not reflect the behaviour and perceptions of consumers from different regions or countries. Lastly, digital
advertising and e-commerce trends change rapidly because of technological advancements and changing consumer
preferences. As a result, the findings of the study may become outdated over time, requiring continuous research to
understand new developments and trends in digital marketing.

CONCLUSION

The present study, “A Study on Effectiveness of Digital Advertising in the E-Commerce Sector,” concludes that digital
advertising plays a significant role in influencing consumer behaviour, increasing brand awareness, and improving online
sales in the e-commerce industry. The study found that consumers are highly exposed to digital advertisements through
platforms such as social media, search engines, websites, and mobile applications. Among various digital advertising
channels, social media advertising emerged as the most effective and preferred platform due to its interactive nature,
visual appeal, and wide consumer reach.

The research also revealed that factors such as attractive content, personalization, discounts, and promotional offers
positively influence consumer engagement and purchase decisions. Personalized advertisements were found to be more
effective in attracting customer attention and enhancing the online shopping experience. At the same time, excessive
exposure to advertisements may create advertisement fatigue and negatively affect consumer attitudes toward online
advertising.

The findings indicate that digital advertising is an essential marketing tool for e-commerce businesses in today’s
competitive environment. Effective and customer-oriented digital advertising strategies help businesses improve
customer engagement, strengthen brand image, and increase online sales. Therefore, e-commerce companies should focus
on creating relevant, innovative, and trustworthy advertisements to achieve long-term business growth and customer
satisfaction.

FUTURE SCOPE
1. Scope for Larger Sample Size

Future research can be conducted with a larger sample size to obtain more accurate and generalized results regarding
consumer perception and the effectiveness of digital advertising in the e-commerce sector.
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2. Comparative Study among Different E-Commerce Platforms

Further studies can compare the effectiveness of digital advertising strategies used by different e-commerce companies
such as Amazon, Flipkart, Myntra, and Meesho to identify the most successful marketing practices.

3. Study on Emerging Digital Advertising Technologies

Future research can focus on the role of advanced technologies such as Artificial Intelligence (Al), machine learning,
chatbots, and augmented reality in improving digital advertising effectiveness and customer engagement.

4. Analysis of Consumer Privacy and Ethical Concerns

Researchers can further examine consumer concerns related to data privacy, online tracking, and ethical issues
associated with personalized digital advertising.

5. Cross-Cultural and International Research

Future studies may analyze digital advertising effectiveness across different countries, cultures, and demographic groups
to understand variations in consumer behaviour and advertising preferences.
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