
Research Proposal on Digital Marketing

1. Title of the Study

The Impact of Digital Marketing Strategies on Consumer Buying Behaviour – A Study with
Reference to [Your Chosen Company or Sector]
2. Introduction

Digital marketing has transformed the way businesses reach and engage customers. With
the rapid growth of social media, search engines, and e-commerce, companies are shifting
from traditional marketing to digital platforms. This study aims to analyze how various
digital marketing tools such as social media marketing, email marketing, influencer
marketing, and search engine optimization (SEO) affect consumer behavior and purchase
decisions.
3. Statement of the Problem

Even though companies invest heavily in digital marketing, not all achieve the desired
results. There is still a lack of understanding about which digital marketing strategies are
most effective in influencing consumers’ purchasing intentions. Hence, it is important to
study the impact of digital marketing on consumer buying behavior.
4. Objectives of the Study

1. To study various digital marketing strategies adopted by companies.
2. To analyze consumer awareness and perception toward digital marketing.
3. To examine the relationship between digital marketing activities and consumer buying
behavior.
4. To suggest measures for improving digital marketing effectiveness.
5. Research Questions

1. What are the most commonly used digital marketing strategies?
2. How do consumers respond to online promotions and advertisements?
3. Does digital marketing have a measurable impact on consumer purchase decisions?
6. Hypothesis

H■ (Null Hypothesis): There is no significant relationship between digital marketing
strategies and consumer buying behavior.
H■ (Alternative Hypothesis): There is a significant relationship between digital marketing
strategies and consumer buying behavior.
7. Scope of the Study

The study focuses on consumers who actively engage with online platforms such as social
media, e-commerce websites, and digital advertisements. The research is limited to
[specific area, e.g., Chennai city / FMCG sector / students and young professionals].
8. Research Methodology

Type of Research: Descriptive and analytical
Data Collection:
- Primary Data: Questionnaire survey among consumers
- Secondary Data: Journals, websites, and company reports



Sample Size: 100 respondents (or suitable size)
Sampling Method: Random sampling
Data Analysis Tools: Percentage analysis, Chi-square test, Correlation analysis
9. Expected Outcomes

Insights into consumer responses to various digital marketing strategies. Identification of
the most effective online marketing tools. Recommendations for improving the digital
marketing performance of companies.
10. Conclusion

This study will help businesses understand consumer preferences in the digital age and
design more effective marketing strategies. It will also contribute to academic knowledge
by highlighting the relationship between digital marketing efforts and consumer behavior.
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