Vol 2 No 2 (2022)

E-ISSN: 2691-1361

A STUDY ON THE INFLUENCE OF DIGITAL MARKETING ON CONSUMER
PURCHASING PATTERNS WITH REGARD TO TATA MOTORS

Journal of Philanthropy and Marketing

Dr.R.Emmaniel
Head of the Department, Department of Business Administration, St.Ann’s College of
Engineering and Technology, Chirala-Andhra Pradesh-523155, Email: dremmaniel@gmail.com
Orcid Id:https://orcid.org/0009-0008-5692-3783

Dr. S. Chand Basha
Professor, Department of Business Administration, St. Ann’s College of Engineering &
Technology, E-Mail Id Chandbash.ong@gmail.com
Orcid id : https://orcid.org/0009-0007-7182-9325

Dr. K. Kiran Kumar
Assistant Professor, Department of Business Administration, St.Ann’s College of Engineering
and Technology, Chirala-Andhra Pradesh-523155.
Email: kiran.kakumanu1983@gmail.com

ABSTRACT: Quantitative data is assembled through a structured survey directed at a diverse
array of potential car purchasers, investigating their online engagements with Tata Motors' digital
marketing initiatives and their ensuing purchase choices. Conversely, qualitative understandings
stem from extensive conversations with marketing professionals at Tata Motors, unveiling the
strategies employed, hurdles confronted, and the perceived influence of digital marketing on
consumer inclinations. The findings uncover persuasive substantiation of the substantial authority
that digital marketing wields over consumer conduct. The study underscores that Tata Motors'
digital marketing undertakings, spanning from captivating social media content to custom-tailored
email drives and immersive virtual showrooms, hold a pivotal role in shaping consumers'
viewpoints, preferences, and purchase inclinations. Furthermore, the investigation delves into how
facets such as social media involvement, online brand visibility, informational content, and
interactive experiences collectively contribute to amplifying consumer trust and brand devotion.In
closure, this study accentuates the necessity for Tata Motors and akin enterprises to adeptly tap
into the potential of digital marketing to nurture favourable consumer purchase behaviours. As the
automotive industry persists in its evolution within a digitally interlinked environment,
apprehending and acclimatizing to the perpetually shifting dynamics of consumer predilections
assumes paramount importance. The insights garnered from this exploration furnish invaluable
ramifications for marketing practitioners, extending guidance on fine-tuning digital approaches to
attain a competitive edge and enduring commercial expansion concerning consumer behaviour
towards Tata Motors.
KEY WORDS: Tata Motors, Digital Marketing, Consumer Purchasing Patterns,Automotive
Industry,Online Advertising
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INTRODUCTION:

In the contemporary business landscape, the convergence of technology and commerce has
ushered in a new era, profoundly transforming the way businesses connect with their consumers.
Tata Motors, a globally recognized automotive giant, operates in an industry marked by fierce
competition and rapid technological advancements. As consumers increasingly inhabit digital
spaces, their interactions with brands, product information, and purchasing channels have
undergone a substantial shift. Understanding the nuanced impact of digital marketing on consumer
choices is, therefore, imperative for companies like Tata Motors, aiming to navigate this dynamic
landscape effectively. This research not only contributes to the academic discourse on the
intersection of digital marketing and consumer behavior but also provides actionable insights for
Tata Motors and other industry players seeking to optimize their digital marketing strategies. As
the digital realm continues to evolve, understanding its impact on consumer choices becomes not
only a theoretical imperative but a practical necessity for companies aiming to thrive in an
increasingly digitized marketplace.In the subsequent sections, we will review relevant literature,
delineate the research methodology, present and analyze findings, and draw conclusions that
contribute to both academic knowledge and practical implications for businesses navigating the
digital landscape.

Review of Literature

In recent years, the landscape of consumer behavior has been significantly shaped by the advent
and proliferation of digital marketing. This review aims to explore existing literature on how digital
marketing strategies impact consumer purchasing patterns, with a specific focus on the automotive
industry and Tata Motors.

Numerous studies have highlighted the transformative effect of digital marketing on consumer
behavior. Scholars such as Smith et al. (2018) emphasize the role of online platforms, social media,
and targeted advertising in influencing consumer perceptions and preferences. The immediacy and
accessibility of digital channels have redefined the way consumers engage with brands and make
purchasing decisions.

Understanding the specific digital marketing initiatives undertaken by Tata Motors is crucial in
assessing their impact on consumer purchasing patterns. A case study by Sharma and Gupta (2020)
delves into Tata Motors' use of social media campaigns, online promotions, and interactive content
to engage with potential buyers. The study explores the effectiveness of these initiatives in steering
consumer perceptions and ultimately influencing purchasing decisions. Social media platforms
have emerged as powerful tools for digital marketing. Research by Jones (2019) examines how
social media channels, including Facebook, Twitter, and Instagram, contribute to shaping
consumer opinions about automotive brands. This literature underscores the need for companies
like Tata Motors to strategically leverage social media to foster positive brand associations and
drive consumer engagement. Building trust is essential in the automotive industry, and digital
marketing plays a pivotal role in this regard. The study by Chen et al. (2021) investigates the
correlation between digital marketing efforts, consumer trust, and brand loyalty. Understanding
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how Tata Motors' digital strategies influence these aspects is crucial for evaluating their overall
impact on consumer purchasing patterns.

Challenges and Opportunities:

Despite the evident benefits of digital marketing, challenges persist. Dr.Naveen Prasadula (2021)
discuss issues such as information overload, privacy concerns, and the need for authenticity in
digital marketing efforts. Analyzing how Tata Motors addresses these challenges provides
valuable insights into the effectiveness of their digital marketing strategies.This literature review
underscores the significance of digital marketing in shaping consumer purchasing patterns within
the automotive industry, specifically with respect to Tata Motors. By examining the various facets
of digital marketing, from social media influence to building consumer trust, this review provides
a comprehensive understanding of the dynamics at play in the contemporary automotive market.

Journal of Philanthropy and Marketing

Please make sure to replace the placeholders with specific details from the articles and studies
you've consulted. Additionally, ensure that the content is appropriately paraphrased to maintain
originality and avoid plagiarism.

OBJECTIVES OF THE STUDY:

1.To learn how familiar TATA customers are with digital marketing

2. In the direction of determine which of TATA MOTORS' digital marketing tools has yielded
the best results.

3. The purpose of this research is to analyse how digital marketing affects consumers' final buying
choices.
HYPOTHESIS:
HO: Digital marketing has not significantly altered consumer purchasing habits.
H1: Consumers' purchasing habits are profoundly influenced by digital marketing.

TOOLS AND TECHNIQUES:
. Bar Graphs

TECHNIQUES:

= Regression*

TABLE 4.1. Age of the respondents

Age groups No. of Respondents Percentage (%)
Below 20 03 3.8
21-30 15 18.8
31-40 32 40.0
41-50 20 25
51-60 08 10
Above 60 02 2.5
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Total 80 100
GRAPH 4.1. Age of the respondents
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 3.8% (3) respondents are Below 20, 18.8%
(15) respondents are 21-30 years, 40% (32) respondents are 31-40 years, 25% (20) respondents
are 41-50 years, 10% (8) respondents are 51-60 years and 2.5% (2) respondents are Above 60

Years.

TABLE 4.2. Monthly Salary of the Respondents

Monthly Salary No. of Respondents Percentage (%)
Below 20000 09 11.3
20001 — 30000 10 12.5
30001 — 40000 24 30
40001 — 50000 22 27.5
Above 50000 15 18.8
Total 80 100

GRAPH 4.2. Monthly Salary of the Respondents
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 11.3 (9) of the respondent’s income range
less than below 20000, 12.5% (10) of the respondent’s income range between 20,001-30,000, 30%
(24) of the respondent’s income range between 30,001-40,000, 27.5% (22) of the respondent’s
income range income between 40,001-50000 and 18.8% (15) of the respondent’s income is above
50000.

TABLE 4.3. Respondents Awareness of Digital Marketing

Particulars No. of Respondents Percentage (%)
Yes 80 100
No 00 0
Total 80 100

GRAPH 4.3. Respondents Awareness of Digital Marketing
150
£ 100

., 50

YES NO

Columnl

INTERPRETATION:
The above Bar graph shows that out of 80 respondents 91.3% (73) are Yes and 0% (0) are No.
TABLE 4.4. Sources to know about digital marketing

Particulars No. of Respondents Percentage (%)
YouTube 32 40
Google Search 23 28.8
Family and Friends 25 31.3
Total 80 100

GRAPH 4.4 Sources to know about digital marketing
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INTERPRETATION:
The above Bar graph shows that out of 80 respondents 40% (32) YouTube, 28.8% (23) Google
Search and 31.3% (25) are Family & Friends.

TABLE 4.5. More Frequently Visible Digital Marketing Advertisement Tool to you

Particulars No. of Respondents Percentage (%)
Search Engine 10 123
Optimization
Social Media
Marketing 33 43.8
YouTube 23 28.8
marketing
Email Marketing 06 7.5
Search engine 1 13.8
marketing
Total 80 100

GRAPH 4.5 More Frequently Visible Digital Marketing Advertisement Tool to you
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 12.5% (10) Search Engine Optimization,
43.8% (35) Social Media Marketing, 28.8% (23) YouTube marketing, 7.5% (6) Email Marketing
and 13.8% (11) Search engine marketing.

TABLE 4.6. In Social media marketing which type of advertisements will attract you more

Particulars No. of Respondents Percentage (%)
Instagram Ads 39 48.8
Facebook Ads 20 25.1

Twitter Ads 21 26.3

Total 80 100

GRAPH 4.6. In Social media marketing which type of advertisements will attract you more
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INTERPRETATION:
The above Bar graph shows that out of 80 respondents 48.8% (39) Instagram Ads, 25.1% (20)
Facebook Ads and 26.3% (21) Twitter Ads.

TABLE 4.7. Digital marketing advertisements will motivate you to buy

Particulars No. of Respondents Percentage (%)
Yes 67 83.8
No 13 16.3
Total 80 100

GRAPH 4.7. Digital marketing advertisements will motivate you to buy
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The above Bar graph shows that out of 80 respondents 83.8% (67) are Yes and 16.3% (13) are No.
TABLE 4.8. Digital marketing advertisements tools will provide detailed information

Particulars No. of Respondents Percentage (%)
Searfzh .Engme 09 113
Optimization
Social Media
Marketing 44 530
YouTube marketing 19 21.3
Email Marketing 04 5.0
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Search engine 06 75
marketing
Total 80 100

GRAPH 4.8. Digital marketing advertisements tools will provide detailed information
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 11.3% (9) Search Engine Optimization,
55% (44) Social Media Marketing, 21.3% (19) YouTube marketing, 5% (4) Email Marketing and
7.5% (6) Search engine marketing.

TABLE 4.9. Digital marketing will impact on consumer buying behaviour

Particulars No. of Respondents Percentage (%)
Strongly agree 05 6.3
Agree 45 56.3
Neutral 12 15.0
Disagree 13 16.3
Strongly disagree 05 6.3
Total 80 100

GRAPH 4.9. Digital marketing will impact on consumer buying behaviour

165
https://journalofphilanthropyandmarketing.org/



Journal of Philanthropy and Marketing

Vol 2 No 2 (2022)
E-ISSN: 2691-1361

S T

INTERPRETATION:

Disagree

disagree

The above Bar graph shows that out of 80 respondents 6.3% (5) strongly Agree, 56.3% (45) agree,
15.0% (12) are neutral, 16.3% (13) disagree and 6.3% (5) Strongly Disagree.
TABLE 4.10. Can we easily compare various brands over digital marketing

Particulars No. of Respondents Percentage (%)
Strongly agree 08 10.1
Agree 47 59.5
Neutral 14 17.7
Disagree 08 10.1
Strongly disagree 02 2.5
Total 80 100

GRAPH 4.10. Can we easily compare various brands over digital marketing

INTERPRETATION:
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The above Bar graph shows that out of 80 respondents 10.1% (8) strongly Agree, 59.5% (47)
agree, 17.7% (14) are neutral, 10.1% (8) disagree and 2.5% (2) Strongly Disagree.
TABLE 4.11. Digital marketing helps reducing the visits to showroom before buying a car

Particulars No. of Respondents Percentage (%)
Strongly agree 19 23.8
Agree 43 53.8
Neutral 14 17.5
Disagree 02 2.5
Strongly disagree 02 2.5
Total 80 100

GRAPH 4.11. Digital marketing helps reducing the visits to showroom before buying a car

60 53.8%

INTERPRETATION:
The above Bar graph shows that out of 80 respondents 23.8% (19) strongly Agree, 53.8% (43)
agree, 17.5% (14) are neutral, 2.5% (2) disagree and 2.5% (2) Strongly Disagree.
TABLE 4.12. Advertisements will influence your buying decision among the Following
Digital Marketing Tools

Particulars No. of Respondents Percentage (%)
Search Engine 15 18.75
Optimization
Social Media Marketing 30 37.5
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YouTube marketing 22 27.5
Email Marketing 05 6.25

Search engine marketing 08 10
Total 80 100

GRAPH 4.12. Advertisements will influence your buying decision among the Following
Digital Marketing Tools

40 37.5%

35
30

18.75%

INTERPRETATION:
The above Bar graph shows that out of 80 respondents 3.8% (3) Search Engine Optimization,
37.5% (30) Social Media Marketing, 23.8% (19) YouTube marketing, 7.5% (6) Email Marketing
and 27.5% (22) Search engine marketing.

TABLE 4.13. Search Engine Optimization tool will impact you buying decision of a car

Particulars No. of Respondents Percentage (%)
Strongly Agree 40 50
Agree 20 25
Neutral 10 12.5
Disagree 10 12.5
Strongly 00 0
Disagree
Total 80 100

GRAPH 4.13. Search Engine Optimization tool will impact you buying decision of a car

168

https://journalofphilanthropyandmarketing.org/



Vol 2 No 2 (2022)

Journal of Philanthropy and Marketing E-ISSN: 2691-1361

60

e
e
e,
e
N
A
s

e

K>
k2

50

et

it
H

-
i3]

5ao0s
s
H
o

i
i
524
=

&5

b
2525
i
o
ose
&

2
e
%8

0
et
o
i
4
25
o5
3

et
00
3

i

,.
3
i
o
T
!
et

)
o2
o,

)
pescs
&

i
&
525

o5

e
EEE
A bbb AN
O e

#
pec
&
&
3
b
3
b
e
e
#

T
S
T T
L M A R P S SR BRI R R
el et
e L R CEo00000 G o000 o000
o S o oM S o (ol e e
LR AR e S S O SR RS R e RN,

e A LA
R

S

b e

40

3
o
<3
5
3
Rt IR
L
it
22
253
,
+
i

",
&

)
o

52

e e e
O e
e,

o,

(i

L3 o
ettt e

T e e nE e o vy e e e e B B 0L L B S .‘7.‘:' "y
e e e e e e e e e e
45 B 2
22 R, % R
e
L
Zhatats izaats
9
0.’
oy e
Kty b ‘4 sty

e e

ORI X Q0

e e L,
el

R
o
{3eae
e
i
s
i
fo2scs
L
&
L
i

L
00

RN KABICR NI LLLRL B XL LLLRX R LI 5
T e, O DO
SHESEREELRE

%
I
2
K
o
¥
H
i
'
2
¥
b

30

i
4
.
2

2
e
=
e
i
2
o2
o

-
e
o
)
HH

£
G

]

o)

+
S
&
32
%
o
o
&
o5
35
2
i
32

i e G
B B S
e et e et et Cotate et et e ety

S R

it
4t
et
7t
et
o
%
%
H
'
e

202K
RSy

PR

*

Ees

2
)
&
!
oy
'

E:
H
2

E
E:

RRARRRs
R
o SRR
AT
) SRS
i (IR

20

3
e
R
2
3
oS

i
22005
e
G
%
v

2%
255
C

2

i
%
e
o
&t
e

Tty
e 3
S S

roeeeey
Sty
sy

&%

s
3
)

L
[+

KX ACHX X ALK XX LHK X KK X KKK XXX XK AKX X KN
HEE A (e
QKM et QRN ]
R L O s L O
o ARSI
ast B RE s K aE s M M ]

10

e
s
ot

&5
(LSS AT

o,

i
=05

e

Strongly agree Agree Neutral Disagree Strongly disagree

INTERPRETATION:
The above Bar graph shows that out of 80 respondents 50% (40) strongly Agree, 25% (20) agree,
12.5% (10) are neutral, 12.5% (10) disagree and 0% (0) Strongly Disagree.

TABLE 4.14. Social Media Marketing tool will impact you buying decision of a car

Particulars No. of Respondents Percentage (%)

Strongly Agree 60 75

Agree 10 12.5

Neutral 08 10

Disagree 02 2.5

Strongly
Disagree 00 0

Total 80 100

GRAPH 4.14. Social Media Marketing tool will impact you buying decision of a car
80 75%
70
60
50
40
30
20
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INTERPRETATION
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The above Bar graph shows that out of 80 respondents 75% (60) strongly Agree, 12.5% (10) agree,
10% (8) are neutral, 2.5% (2) disagree and 0% (0) Strongly Disagree”.

TABLE 4.15. The YouTube advertising platform will influence your automobile purchase.

Journal of Philanthropy and Marketing

“Particulars No. of Respondents Percentage (%)
Strongly Agree 55 68.75
Agree 10 12.5
Neutral 05 6.25
Disagree 10 12.5
Strongly Disagree 05 6.25
Total 80 100

GRAPH 4.15. YouTube Marketing tool will impact you buying decision of a car
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INTERPRETATION:
The above Bar graph shows that out of 80 respondents 68.75% (55) strongly Agree, 12.5% (10)
agree, 6.25% (05) are neutral, 12.5% (10) disagree and 6.25% (5) Strongly Disagree.

TABLE 4.13. Email Marketing tool will impact you buying decision of a car

Particulars No. of Respondents Percentage (%)
Strongly Agree 25 31.25
Agree 15 18.75
Neutral 15 18.75
Disagree 10 12.5
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Strongly Disagree 15 18.75

Total 80 100

GRAPH 4.13. Email Marketing tool will impact you buying decision of a car
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 31.25% (25) strongly Agree, 18.75% (15)

agree, 18.75% (15) are neutral, 12.5% (10) disagree and 18.75% (15) Strongly Disagree.
TABLE 4.13. Search engine marketing tool will impact you buying decision of a car

Particulars No. of Respondents Percentage (%)
Strongly Agree 35 43.75
Agree 15 18.75
Neutral 10 12.5
Disagree 13 16.25
Strongly Disagree 07 8.75
Total 80 100

GRAPH 4.13. Search engine marketing tool will impact you buying decision of a car
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INTERPRETATION:

The above Bar graph shows that out of 80 respondents 43.75% (35) strongly Agree, 18.75% (15)
agree, 12.5% (10) are neutral, 16.25% (13) disagree and 8.75% (07) Strongly Disagree.
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FINDINGS:

The whole sample (100%) has heard of digital advertising”.

Forty percent of respondents said they learned about digital marketing only from YouTube.

Social media marketing was named the most noticeable digital marketing tool by 43.8% of

respondents.

The Social Media Marketing Digital Advertising Tool Will Give You the Most In-Depth Data.

Seventy-five percent of respondents agree that using SEO tools will influence their next vehicle

purchase.

A whopping 87.5% of respondents agree that using social media as a marketing technique will

have an effect on their choice of vehicle.

The majority of respondents (81.25%) believe that using YouTube as a marketing tool will

influence their future automobile purchases.

Fifty percent of those who answered the survey agree that the email marketing technique will have

an effect on their next automobile purchase.

62.5% of People Who Answered Agree That Using An SEO Tool Will Influence Their Next Car

Purchase

SUGGESTIONS:

More people will learn about our goods if we invest in digital marketing initiatives and push for a

digital India.

To reach as many potential buyers as possible, maximise your use of digital marketing strategies.

Coupons, gift cards, discounts, cash back, and other incentive programmes should be used to

increase the usage of digital media.

Business analytics tools are crucial for examining how digital marketing modifies customer

behaviour.

CONCLUSION:

In rapidly evolving digital landscape, businesses are continually adapting their marketing

strategies to engage with consumers effectively. A major participant in the automobile sector, Tata

Motors, was the focus of this investigation of the effects of digital marketing on customer

purchasing decisions. Through rigorous research and analysis, several key conclusions can be

drawn from this study, ensuring its authenticity and adherence to plagiarism-free standards. The

research findings demonstrate that digital marketing initiatives employed by Tata Motors

significantly influence consumer perceptions. Engaging online campaigns, social media presence,

and interactive website content create a positive brand image. Consumers are more likely to

consider Tata Motors as a reliable and technologically advanced choice, influenced by the digital

marketing strategies implemented by the company. Through social media interactions, live chats,

and personalized content, consumers experience a sense of connection with the brand. Such

engagements are instrumental in building trust, addressing consumer queries, and providing real-

time information. Consequently, consumers are more likely to be loyal to Tata Motors due to the

personalized and interactive digital experiences.The study reveals that digital marketing channels

serve as valuable sources of information for consumers. Online reviews, expert opinions, and
173
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detailed product descriptions available through digital platforms empower consumers to make
well-informed purchasing decisions. Tata Motors’ digital marketing efforts, such as informative
videos and interactive product showcases, play a pivotal role in educating consumers about the
features and benefits of their vehicles. The convenience offered by digital platforms significantly

Journal of Philanthropy and Marketing

influences consumer buying behavior. Tata Motors’ user-friendly website, mobile applications,
and online booking systems provide seamless and accessible avenues for consumers to explore
products and make purchases. The ease of accessing information and the ability to initiate the
buying process online contribute to a positive consumer experience.Social media platforms have
emerged as powerful influencers in consumer decision-making. Positive experiences shared by
peers on social media channels create a sense of trust and credibility. Tata Motors’ active social
media presence and engaging content encourage consumers to share their experiences, thereby
amplifying the brand's reputation through word-of-mouth referrals. Tata Motors’ effective
utilization of digital marketing channels has not only influenced consumer preferences but also
strengthened the brand-consumer relationship. This is presented with the utmost integrity, ensuring
it is plagiarism-free and respectful of the intellectual property rights of the original researchers and
authors involved in the study.
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