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Abstract 

 

Digital Marketing has created a huge buzz in today’s world. It is very popular in the younger generations, but the middle and  the 

older generations are also not untouched by the wave of its scope. On domestic front it is used for interacting with friends and 

relatives and for the purpose of socializing. On professional front, it has been widely used for acquiring markets by new business 

ventures. Many established organizations are undergoing operational change in their traditional practices in order to adapt to this 

online environment for promoting their products and services globally. Social media has been the most recent and booming 

technological innovations. It offers a wide range of benefits. Interest and curiosity to gain more knowledge in the field of social 

media has been the main ground for selecting the topic of Social media for the research purpose. Advertisers are increasingly 

using digital and social media for mainline advertising campaigns rather than one of marketing exercises. Digital and social 

media are now becoming the new barometer to gauge the popularity of a campaign before it is released on mass media. To keep 

up with consumers' digital advances, retailers are becoming savvier, implementing strategies and programs via smart phones, 

tablets and other digital venues. Digital marketing can take the form of push messaging, in-store digital signage, location-based 

promotions, email messaging and much more. This paper tries in understanding various aspects of digital marketing while 

connecting with younger audience the research is also important to identify Market size, growth and Market Potential of Big 

Bazaar. The research shows future Scenario of Big Bazaar in current perspective. 
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_______________________________________________________________________________________________________ 

I. INTRODUCTION 

In recent years the online environment is viewed by users from a new perspective, in a commercial way. Its development and the 

emergence of online stores have turned users into consumers. Also the most important role of social media has changed the way 

of how consumers and marketers communicate. (Hennig-Thurau et al., 2004). The Internet allows different forms of media to 

converge. What once used to be multiple separate devices such as a telephone, television, or personal computers have now 

merged into single technological devices that are made commonly available in user-friendly formats. Convergence has an 

important impact on user habits, including those of children as well as affecting business advertising practices, revenues, content 

offerings and financing. 

Digital Marketing is crucial platform in brand development, brand promotion and brand management. This research evaluates 

how the digital media has helped in enhancing the concept of Brand Positioning, for different brands that exist and how it had an 

effect on the consumer behavioral patterns to create a positive image. In the process 

A powerful global digital marketing system—designed to deliver personalized interactive commercial messages wherever we 

are—is emerging as one of the principal features of the internet era. Advertisers and marketers around the world are 

collaborating to perfect what they are calling a 'media and marketing ecosystem.'1 Harnessing the interactive capabilities of 

social networks, broadband video channels, mobile services, video games, and virtual worlds, marketers are, not surprisingly, 

focusing much of their attention on children and adolescents. Products linked to the youth obesity epidemic are now regularly 

advertised through such digital advertising strategies, with food and beverage companies playing a major role developing this 

new marketing landscape. Beyond junk food, of course, consumers young and old will increasingly face a dizzying array of 

sophisticated pitches delivered to their personal computers, mobile devices, and digital TVs. Pharmaceuticals and other health 

care products, toys, autos, travel, and (if we can afford it) mortgages and loans, are already being marketed in the United 

Kingdom and elsewhere using cutting-edge online advertising strategies. 

II. LITERATURE REVIEW 

Informational society influences affects the consumer decision processes and product evaluations. Social media provides a new 

channel to acquire product information through peer communication, (Kozinets, 1999) Moreover, by using social media, 

consumers have the power to influence other buyers through reviews of products or services used. Consumers are also influenced 

by other psychosocial characteristics like: income, purchase motivation, company presentation, company or brand's presence on 
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social networks, demographic variable (age, sex, disposable income etc.), workplace method of payment, type of stores (online 

or physical), etc. In this paper we study the influence of social networks on the decision to purchase in the online users. The first 

section presents a brief introduction to the chosen theme, followed by relevant information on literature review, where are 

presented previous specialized studies. The second part describes the research methodology and data analysis. Finally, we 

present conclusions, research limitations and some directions for future research study 

The scope of this research is to identify the buying behavior of customers of Big Bazaar. This research is based on primary 

data and secondary data. It provides help to further the research for organized retail sector. It aims to understand the skill of the 

company in the area like technological advancement, competition in management. Mobile phone and social networking sites 

have been given special identity in terms of using DM.The present study helps researcher to put the theoretical concepts into 

practice this project helps the various campaigns to know the impact of Digital Marketing on Youths Buying Behavior Pattern 

with Special Reference to Big Bazaar, Udupi. 

The study is also to have an insight about customer general opinion about the Big Bazaar. Such a study will help the 

organization to assess the business opportunities in different segments, which in turn will help in knowing to what extent it needs 

to promote its business so that it can strategically position itself to the customer’s needs. This research study entitled towards the 

impact of Digital Marketing on Youths Buying Behavior Pattern with Special Reference to Big Bazaar, Udupi. 

 Statement of the Problem 

Impact of Digital Marketing on Youth Buying Behavior at Big Bazaar in Udupi 

 Objectives of the Study:  

1) To Study the opinion on Present Digital Marketing effort initiated by Big Bazaar. 

2) To understand the Impact of Digital Marketing for Promotional activities of the company. 

3) To know and understand the attributes attracting Customers to shop using Digital Marketing. 

4) To know the effectiveness of advertisement in Digital Marketing and their effects on some of the customers decision 

making in buying pattern. 

5) To analyze the purchase and usage pattern of products with help of Digital Marketing. 

 Sampling Plan 

1) Sample Unit; respondents in only Udupi 

2) Sample Size: 250.  

3) Sampling Selection: convenience sampling 

4) Sampling Techniques- Non-Probability 

5) Sampling Instrument- Structured Questionnaire 

6) Sampling statistical Tools- Weighted Mean score, percentage method 

 Limitations of the study 

 The study was done for short period which might not hold true long run. 

 It was assumed that all response given by respondents is true and unbiased. 

 Some respondent refused to participate in the survey and that affected the study   

 By busy schedule of the respondents it is difficult to extract more information from them. 

 Time is one of constraint to meet respondent. 

III. ANALYSIS AND INTERPRETATION OF DATA 

 Gender of respondents: 

Sl. No. Gender of respondents No. of respondents Percentage 

1 Male 176 70.4 

2 Female 74 29.6 

 Total 250 100 

Source: Survey Data 
 Analysis:  

It can be observed from the above table that about 70.4%(176) of the total respondents are male and 29.6% (74) are female 

 Age group of respondents: 

Sl. No. Age group of respondents No. of respondents Percentage 

1 16-20 86 34.4 

2 21-25 115 46 

3 25-30 37 14.8 

4 30-35 12 4.8 

 Total 250 100 

Source: Survey Data 
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 Analysis:  

The information presented in above table shows that 34.4% (86) of respondents belongs to age group of 16-20 years, 46% (115) 

of them from 21-25 years, 14.8%(37) are from 25-30 years and 4.8% (12) are from 30-35years. 

 Education of Respondents: 

Sl. No. Education of respondents No. of respondents Percentage 

1 SSLC 17 6.8 

2 PUC 77 30.8 

3 UG 68 27.2 

4 PG 49 19.6 

5 PhD 00 00 

6 Others 39 15.6 

 Total 250 100 

Source: Survey Data 

 Analysis:   

It can be observed from above table that about 6.8% (17)of the respondent  education is SSLC, 30.8%(77) of them have PUC, 

about 27.2%(68) are having UG, about 19.5% (49) are from PG & 15.6%(39) of them are in others.     

 Occupation of Respondents: 

Sl. No. Occupation of respondents No. of respondents Percentage 

1 Student 147 58.8 

2 Businessman 11 4.4 

3 Govt. employee 00 00 

4 Professional 37 14.8 

5 Others 55 22 

 Total 250 100 

Source: Survey Data 
 Analysis:  

It can be observed from the above table that 58.8% (147) of the total respondents are students, 4.4% (11) of them are 

businessman’s, 14.8% (37)are from professionals and 22%(55) are from other occupations. 

 Table showing Monthly Income of Respondents: 

Sl. No. Monthly Income of respondents No. of respondents Percentage 

1 Below Rs10,000 192 76.8 

2 Rs10,000- Rs20,000 26 10.4 

3 Rs20,000- Rs35,000 26 10.4 

4 Rs35,000 & Above 06 2.4 

 Total 250 100 

Source: Survey Data 

 Analysis:   

The above table shows the 76.8% (192)of respondents have their income level below 10,000, 10.4% (26)of their income is 

between 10,000-20,000, 10.4 % (26) of them having income between 20000-35,000 and about 2.4% (06)of them 35,000 and 

above income level. 

 Table showing Living Area of Respondents: 

Sl. No. Living Area of respondents No. of respondents Percentage 

1 City 121 48.4 

2 Sub urban 38 15.2 

3 Village 91 36.4 

 Total 250 100 

Source: Survey Data 
 Analysis:  

From the above table shows the 48.8% (121) respondents are living in city and   15.2% (38) are from sub urban & 36.4% (91) are 

from the village. 

 Do you use Internet 

Sl. No. Particulars No. of respondents Percentage 

1 Yes 245 98 

2 No 05 2 

 Total 250 100 

Source: Survey Data 
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 Analysis:  

According to above table it is clear that out of 250 consumers contacted, 98% (245)respondents are using the internet and 

2%(05) are the non-users of the internet. 

 How Frequently you use Internet 

Sl. No. Particulars No. of respondents Percentage 

1 Everyday 64 26.2 

2 Weekly 38 15.5 

3 Monthly 12 4.9 

4 When needed 131 53.4 

 Total 245 100 

Source: Survey Data 
 Analysis:   

From the above table, it shows that 26.2% of respondents like to use internet on daily basis, 15.5% of respondent’s uses online 

on weekly basis, 4.9% respondents uses monthly and remaining 53.4% respondents like to use Internet when need arise. 

 Where do you Browse 

Sl. No. Particulars No. of respondents Percentage 

1 Home 83 33.8 

2 Cyber café 93 37.9 

3 Office 19 7.9 

4 Any other 50 20.4 

 Total 245 100 

Source: Survey Data 
 Analysis:  

The above table are classified by the 33.8 % (83) respondent are normally using Internet in home, 37.9% (93) are using in Cyber 

cafe, 7.9% (19) are using internet in office  and 20.4% (50)are usingin any other places. 

 What you Normally use online for 

Sl. No. Particulars No. of respondents Percentage 

1 Mail 46 18.7 

2 Browsing 99 40.4 

3 Shop 13 5.4 

4 Social network 87 35.5 

 Total 245 100 

Source: Survey Data 
 Analysis:  

The above table are classified by the 18.7%(46) respondent are normally using  online for mail, 40.4% (99 )are using online for 

browsing, 5.4%(13) of them areusing online for shopping and 35.5% (87)are using online for Social Networking Sites. 

 Do you think  

 Having an impressive website is more important for attracting customers 
Sl. No. Particulars No. of respondents Percentage 

1 Yes 220 89.7 

2 No 25 10.3 

 Total 245 100 

Source: Survey Data 

 Analysis:  

Above table shows that most the respondents are 89.7% (220) agree that having an impressive website is more important for 

attracting customers and 10.3% (25) respondents disagree with the same. 

 Advertisement through others such as banners is more effective than the advertisement in social media 

Sl. No. Particulars No. of respondents Percentage 

1 Yes 181 73.8 

2 No 64 26.2 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 73.8% (181) respondents agree that Advertisement through other medias are more effective 

than ads in social media and 26.2% (64) respondents disagree with the same. 
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 How do you make your Purchase Decision? 

Sl. No. Particulars No. of respondents Percentage 

1 Watching Ads 91 37.2 

2 Reference 49 20 

3 Through salesperson 26 10.6 

4 As the need arise 79 32.2 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table shows the 37.2% (91) of respondents make their purchase decision by watching ads, 20% (49) of 

respondents decide through reference, 10.6% (26) through sales person and 32.2% (79) make when need arise. 

 Which media of Advertisement do you Prefer 

Sl. No. Particulars No. of respondents Percentage 

1 Digital Marketing 76 31 

2 Website 48 19.6 

3 SMS/Hoardings 16 6.6 

4 Exhibition & BTLS 19 7.8 

5 Radio 06 2.4 

6 News Papers 80 32.6 

 Total 245 100 

Source: Survey Data 

 Analysis:  

From the above table showing the 31% (76) of respondents prefer Digital Marketing, 19.6%(48) prefer Website, 6.6% (16) prefer 

SMS/Hoardings, 7.8% (19) prefer Exhibition & BTLS, 2.4% (06) prefer Radio and 32.6% (80) respondents prefer Newspaper.  

 Do you think 

Sl. 

no 
Reasons Particulars WMS Rank 

1 
Online promotion of company through digital marketing on the website has given 

more choices for the customers 

(100*5+125*4+9*3+4*2+7*1) 

245 
4.25 1 

2 
Effective advertisement in digital marketing is better than banners, paper or 

electronic media 

(80*5+123*4+28*3+12*2+2*1) 

245 
4.1 2 

Source: Survey Data 
 Analysis:  

From the above Calculated Weighted Mean Score, it is clear that Online Promotion through Digital media has given more choice 

for Customers (4.25) rated as 1& Effective Ads in Digital Marketing is better than Banners, Papers (4.1) rated as 2. 

 To achieve a competitive advantage through utilizing the advancement in information technology to support a firms 

product offering a web designer, developer should concentrate on, 

Sl. No. Particulars No. of respondents Percentage 

1 Provide valuable information to browser to make purchase decision 60 24.6 

2 To provide an enjoyable experience to customers 78 31.8 

3 To improve product experience that is more direct than simple text & image 38 15.5 

4 All the above 69 28.1 

 Total 245 100 

Source: Survey Data 
 Analysis:    

From the above table it shows that 31.8% (78) of the respondents want to have an enjoyable experience and 15.5% (38) of the 

total respondents like to have product experience than that of simple text and image while purchasing.  

 What do you need in a website while browsing in a Digital Marketing? 

Sl. No. Particulars No. of respondents Percentage 

1 Attractive Web Design and Features 51 20.8 

2 
More Advertisement & Offer 

Information 
88 35.9 

3 
Coupons, Discount offers & Price 

Detail 
80 32.7 

4 Product detail With Flash Image 26 10.6 

 Total 245 100 
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Source: Survey Data 
 Analysis:    

From the above table it shows that 35.9% (88) of the respondents want to have more advertisement and offer information and at 

same side 10.6% (26) of the total respondents prefer product detail with flash image. 

 What is your opinion regarding Promotional activities of Big Bazaar? 

Sl. No. Particulars No. of respondents Percentage 

1 Excellent 49 20 

2 Very Good 72 29.4 

3 Good 102 41.6 

4 Average 18 7.4 

5 Poor 04 1.6 

 Total 245 100 

Source: Survey Data 

 Analysis:  

The above table shows the 20% (49) respondent agree that promotion activity of Big Bazaar is Excellent, 29.4% (72) respondent 

agree as very good,41.6% (102) agree as good, 7.4% (18) agree as average and 1.6%(04) respondents opinion about promotions 

of big bazaar is poor. 

 How do you get to know about the products of Big Bazaar? 

Sl. No. Particulars No. of respondents Percentage 

1 Through Ads 83 33.9 

2 Through friends/relatives 65 26.6 

3 Through sales person 36 14.6 

4 Self-search 61 24.9 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table shows that 33.9% (83) of respondents came to know about product of  Big Bazaar through Ads, 26.6 % 

(65) through friends/family & 14.6 %(36) respondents get to know through Sales person and 24.9%(61) through Self-search. 

 In Case if we give our ads using Digital Channels, What makes you to Remember Particular ads 

Sl. No. Particulars No. of respondents Percentage 

1 Music in it 86 35.2 

2 Graphics in it 61 24.8 

3 Characters in it 49 20 

4 All the above 49 20 

 Total 245 100 

Source: Survey Data 
 Analysis:  

The above table shows the 35.2% (86) of respondent like to see music in a particular ads, 24.8% (61) prefer Graphics in a ads, 

20%(49) like to have characters in it and 20%(49) respondents prefer all the above option in a particular ads.  . 

 Do you agree that by companies leveraging Digital Marketing will Increase better service and helps to business grow 

Sl. No. Particulars No. of respondents Percentage 

1 Strongly Agree 55 22.5 

2 Agree 129 52.6 

3 Neither Agree nor Disagree 37 15.2 

4 Disagree 22 8.9 

5 Strongly Disagree 02 0.8 

 Total 245 100 

Source: Survey Data 
 Analysis:  

The above table shows that 22.5% (55) respondent are strongly agree, 52.6% (129) respondent are agree, 0.8% (02) respondent 

are Strongly Disagree are 8.9 (22) respondent are Disagree and 15.2% (37) respondent are Neither agree nor disagree that by 

companies leveraging Digital Marketing will Increase better service. 

 Does Big Bazaar have done any Promotional awareness about “Products & Offers” 

Sl. No. Particulars No. of respondents Percentage 

1 Yes 147 60 
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2 No 98 40 

 Total 245 100 

Source: Survey Data 

1) Analysis:  
From the above table it is clear that, 60% (147) respondents agree that Big Bazaar have done any Promotional awareness about 

product & offers and 26.2% (64) respondents disagree with the same. 

 If No, How would you like to get information? 
Sl. No. Particulars No. of respondents Percentage 

1 Tele calling 14 14.2 

2 Social networking 30 30.6 

3 Letter mail 14 14.2 

4 SMS/MMS 15 15.4 

5 Pamphlets 25 25.6 

 Total 98 100 

Source: Survey Data 
 Analysis:  

From the respondent contacted 14.4%(14) like to get information through Tele calling, 30.6%(30) say Social Media, 14.2%(14) 

like Letter Mail, 15.4%(15) says SMS/MMS and 25.6%(25) like to get information through Pamphlets. 

 Which of the following website do you think are the best terms of reaching Customers 

Sl. No. Particulars No. of respondents Percentage 

1 Company website 52 21.2 

2 Shopping portals 31 12.6 

3 Online auction sites 41 16.8 

4 Social media 121 49.4 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 21.2% (52) respondents think that Company website are best terms of reaching customers, 

12.6% (31) go for shopping portals, 16.8% (41) prefer Online auction sites and 49.4%(121) prefer Social media. 

 What do you think about Mobile advertising for promoting products/services is effective 
Sl. No. Particulars No. of respondents Percentage 

1 Yes 168 68.5 

2 No 77 31.5 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 68.5% (168) respondents say yes and 31.5(77) say No about Mobile Advertisement for 

promoting products/services is effective. 

1) If No, Please Specify the reason, how do you want to avail big bazaar service through 
Sl. No. Particulars No. of respondents Percentage 

1 Mobile phone 10 12.9 

2 Social network 13 16.9 

3 Website 13 16.9 

4 Digital banner 33 42.9 

5 None of the above 08 10.4 

 Total 77 100 

Source: Survey Data 
 Analysis:  

From the respondent contacted 12.9%(10) say Mobile phone, 16.9%(13) say Social network, 16.9%(13) say Website of 

company, 42.9%(33) prefer Digital banners and 10.4%(08) say none of the above for availing the service of Big Service.  

 Benefits of Using Digital Marketing 

Sl. No Reasons Particulars WMS Rank 

1 Ability to demonstrate  a Return on Investment 
(101*5+115*4+12*3+5*2+12*1) 

245 
4.17 1 

2 New Ad format can break through the culture & great attention 
(96*5+88*4+32*3+11*2+18*1) 

245 
3.95 2 

3 More Price targeting & Audiences 
(84*5+100*4+28*3+13*2+20*1) 

245 
3.87 4 
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4 Ability to complement & enhance the use of Traditional Media 
(83*5+104*4+27*3+14*2+17*1) 

245 
3.91 3 

Source: Survey Data 
 Analysis:  

From the above Calculated Weighted Mean Score, Benefits of using Digital Marketing brings Return on Investment 4.17, new ad 

format brings great attention 3.95, gives more Price Targeting 3.87 & Ability to enhance the use of Traditional Media 3.91. 

 Have you ever visited a company website for Purchasing Online 

Sl. No. Particulars No. of respondents Percentage 

1 Yes 102 41.6 

2 No 143 58.4 

 Total 245 100 

Source: Survey Data 

 Analysis:  

From the above table it is clear that, 41.6% (102) respondents have visited and 58.4%  (143) are not visited any website for 

Purchasing Online. 

1) If No, Why 
Sl. No. Particulars No. of respondents Percentage 

1 No idea 43 30.1 

2 Not interested 40 28 

3 Feel somewhat costly 32 22.4 

4 All the above 28 19.5 

 Total 143 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 30.1%(43) respondent don’t  have any idea for purchasing online in any Company website, 

28%(40) are not Interested, 22.4%(32) think that purchasing online is somewhat costly and 19.5%(28) think all the above. 

 How would you like to shop online in next few days 

Sl. No. Particulars No. of respondents Percentage 

1 Direct buying with a Retailer 125 51 

2 Direct Buying with a Dealer 61 24.9 

3 Online from an auction site 59 24.1 

4 Others 00 00 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the respondents contacted 51 % (125) prefer direct buying with a Retailer, 24.9% (61) wants to buy with any Dealer, 

24.1%(59) go for online purchase from an auction site and 00%(00) are for others in next coming days.  

1) In near days, how much Money can you spent on purchasing Online 
Sl. No. Particulars No. of respondents Percentage 

1 Below 1,000 115 46.9 

2 1,000-5,000 75 30.6 

3 6,000-10,000 38 15.6 

4 10,000 & Above 17 6.9 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 46.9% (115) respondents can spend below 1,000Rs for purchasing online, 30.6 % (75) can 

spend Rs1,000-5,000, 15.6%(38) can spend Rs6,000-10,000  and 6.9%(17) respondents can spend Rs10,000 & above. 

 Do you feel Technology changes the behavior of People Buying Pattern in days to come? 

Sl. No. Particulars No. of respondents Percentage 

1 Yes 213 86.9 

2 No 32 13.1 

 Total 245 100 

Source: Survey Data 
 Analysis:  

From the above table it is clear that, 86.9% (213) respondents agree and feel that Technology changes the behavior of people 

buying behavior pattern in days to come and 13.1%(32) of respondents disagree for the same . 

1) If Yes, Do you think Digital Marketing efforts of the Big Bazaar Company are more effective in reaching the Customers 
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Sl. No. Particulars No. of respondents Percentage 

1 Strongly Agree 68 32 

2 Agree 79 37.3 

3 Neither Agree nor Disagree 39 18.4 

4 Disagree 23 10.8 

5 Strongly Disagree 04 1.5 

 Total 213 100 

Source: Survey Data 
 Analysis:  

The above table shows that 32% (68) respondent will strongly agree that Digital Marketing efforts of Big Bazaar are not more 

effective in reaching the Customers, 37.3% (79) respondent will agree, 18.4% (39) respondent will Neither agree nor disagree, 

and 1.5% (04) respondent will Strongly Disagree for the same. 

IV. FINDINGS 

The overall project is mainly about how effectively Big Bazaar has done Promotional activity to attract customers and to know 

the effectiveness of Digital Marketing for promoting their company. In this project the major findings are as follows.    

 Big Bazaar is undoubtedly the number one retailer in India. It has built a very emotional and cordial relationship with its 

customers. It is also very intending to build long term relationship with all its stakeholders which are very essential for a 

successful business venture. 

 It is observed that there is a significant relationship between the buying behavior of the customer and promotional offers 

and 41.6% (102) respondent’s agree that the promotional activities done by Big Bazaar is Good. 

 Big Bazaar has definitely succeeded in keeping up its image of a value for money store, as its price has been rated 

positively.  

 The promotions are not hitting the target. Although Big Bazaar has been promoting their offers, most of the customers are 

introduced to these only at the store. 

 Today customers look beyond price, such as quality, employee behavior, store atmosphere etc. Big Bazaar has scope for 

improvement in these yields. 

 Out of 250 respondents, it is found that 40.4% (99) of the respondents are using the internet for browsing and 35.5% (87) 

are using Internet for Social networking sites such as Facebook, Twitter. 

 Among 250 respondents 89.7% (220) agree that having an impressive website is more important for attracting customers 

and 73.8% (181) agree that Advertisement through others such as banners, pamphlets are more effective than the 

Advertisement in social media. 

 Most of the respondents 68.5% (168) among 250 think about Mobile Advertisement for Promoting products/services are 

effective.  

 Print ads is the most successful medium of advertising offers and discounts for big bazaar, at the store displays also play an 

important role. 

 Most of the respondents 32.6% (80) prefer News Paper and 31% (76) prefer Digital Marketing as a media for 

advertisement.   

 While browsing in a Digital Marketing 35.9% (88) respondents want to see more Advertisement & Offer information and 

32.7% (80) want to have Coupons, Discount offers & Price Detail. 

 Out of 250 respondents 51% (125) agree that online promotion of company through digital marketing on the website has 

given more choices for the customers. 

 Among 250 respondents 50% (123) agreed that effective advertisement in Digital Marketing is better than banners, paper or 

Electronic Media. 

 To achieve a competitive advantage through utilizing the advancement in information technology to support a firm’s 

product offering a web designer, developer should concentrate on providing an enjoyable experience to customers. 

 It is found and clear that 52.5%(129) respondents agree that by companies leveraging Digital Marketing will increase better 

service and help to grow business.   

 When come to Websites, out of 250 respondents 49.4% (121) think that Social Medias and 21.2% (52) think that Company 

Websites are best terms of reaching Customers. 

 Out of 250 respondents, 46.9% (115) agree that by using Digital Marketing there will be ability to demonstrate a return on 

investment, 39.2% (96) strongly agree that new ad format can break through the culture & great attention, 40.8% (100) 

agree that there will be more price targeting & audiences and 42.4% (104) strongly agree that it will give ability to 

complement & enhance the use of Traditional Media. 

 86.9% (213) respondents feel that Technology changes the behavior of People Buying Pattern in days to come and want to 

see more ads of Big Bazaar in Digital Marketing. 
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V. SUGGESTIONS 

 Advertising is the basic and most prominent tool to increase the awareness of product. So, Big Bazaar should use this tool 

to increase their share in the market by utilizing the present Digital Marketing efforts initiated by them. 

 Retail business is successful only when they have a good customer services. Customer loyalty can only be gain by 

providing good or satisfied services to the customers and this can be possible by effectively utilizing promotional activities 

such as Advertisements that too in Digital Marketing area. 

 Big Bazaar has been successful in keeping up its promise of providing value for money goods, but today customers look 

beyond price, such as promotional activities, quality, employee behavior, store atmosphere etc. Big Bazaar has scope for 

improvement in these yields that too providing Advertisement in Digital Marketing. 

 Big Bazaar should also concentrate on increasing the frequency of showing Advertisement in Social Networking Sites such 

as Facebook, Google+ & Twitter etc. and also in search Engine sites such as Google, Yahoo, Babylon, Ask etc.  

 More hoardings could be placed in uncovered areas that could bring awareness to people and also promoting their brands 

with the help of Digital Banners. 

 Big Bazaar should keep offer in regular intervals such as Festival Offers, Seasonal Offers etc. so that there should not be a 

long term gap, because offer is the most influencing factor which is responsible for buying behavior pattern of customer and 

also should understand attribute attracting Customers to shop using Digital Marketing. 

 Big Bazaar should also concentrate on selling products from anonline auction site or Online Shopping Sitesby selling Food 

and Grocery items directly to the customers so that the customers can purchase these products through online website on a 

regular basis. 

VI. CONCLUSION 

In recent years the mall culture is increased in India because of its unique shopping experience. Today customer as a wide range 

of choice at one roof and only because of the hyper market and big bazaar is one among the leading hyper market in the country. 

Big bazaar concentrates on all level of the customers. The customer preferences and needs are increasing day-by-day because of 

increase in their purchasing power they need new and innovative products. The modern hyper market format has truly changed 

and taken up the expectation of Indian customer to a new level. n conclusion, we believe that we are at the threshold of this 

change; the result of all the trends outlined in the report foretells that great and existing things are yet to happen in Digital Media, 

as it is emerging as a biggest competitor to Traditional Media. The huge internet user and mobile subscriber base in India as well 

as the World is a boon to Brand Market for Brand Promotion.  
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