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Abstract— Digital marketing has become a cornerstone 

in the modern era for Entrepreneurs and businesses to 

connect with targeted audiences. This study examines 

consumer preferences across various digital marketing 

channels, offering practical insights for entrepreneurs 

and businesses to refine their strategies. Digital 

marketing, encompassing platforms such as social 

media, search engine, email and influence marketing 

plays a critical role in promoting brands and engaging 

audiences. However, businesses often face challenges in 

identifying the most effective channels. Based on survey 

data and analytical methods this research highlights 

social media as the most preferred platform for 

discovering products and engaging with brands. Results 

show that quality content and personalized 

communication significantly enhance consumer 

perceptions and engagement. This paper emphasizes the 

importance of aligning marketing strategies with 

consumer preferences and addresses key barriers, such 

as lack of trust and awareness. It also recommends 

businesses to focus on the platforms where the consumers 

are mostly active, improve content strategies and address 

privacy concerns. By understanding and adopting to 

consumers preferences and behaviors businesses can 

build stronger connections and achieve better marketing 

outcomes..  

 

Index Terms— Digital Marketing Strategies, Privacy 

Concerns, Trust in Marketing, Targeted Audience, 

Brand Engagement  

 

I. INTRODUCTION OF THE STUDY 

 

In today's Digital Environment, where individuals are 

exposed to more than 100ads daily, business face the 

challenge of establishing connections with their 

customers. This study defines "Digital Marketing 

channels" such as social media marketing, Email 

marketing, search engines and so on, where businesses 

engage with their customers. Although digital 

marketing offers vast opportunities, companies often 

find it difficult to determine the most effective ways to 

engage consumers meaningfully.   

This research explores the factors that influence 

consumer preferences across various digital platforms. 

By gaining insight into these preferences, businesses 

can develop more targeted strategies to enhance 

customer engagement, boost sales, and increase 

profits. As digital marketing continues to change, 

understanding the factors that shape consumer 

behavior and decisions becomes increasingly 

important 

 

1.1 Statement of the Problem  

 Despite various extensive range in digital Marketing 

channels business face increasing difficulties in 

identifying the most effective channels to engage 

consumers efficiently. The challenges lies not only in 

determining which digital platforms are preferred by 

different customers but also in understanding why 

these preferences exist.   

Also the unpredictable nature of consumer behavior, 

due to technological advancements and increasing 

access to information, has added complication to the 

task of designing effective marketing strategies. This 

Study seeks to address these gaps by exploring the 

specific factors influencing consumer preferences 

across various digital platforms and examine how 

businesses can adapt their Strategies. 

 

1.2 Objectives of the Study  

• To Analyze consumer preferences across 

different digital platforms (e.g., social media, 

email, and search engines) and their impact on 

purchasing decisions.  

• To Provide actionable recommendations for 

businesses to optimize their digital marketing 

efforts, enhance consumer engagement, and 

improve conversion rates.  
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1.3 Scope of the Study  

The focus of this study is to examine the factors that 

influence consumer preferences across various digital 

Marketing channels. It aims to identify the most 

effective digital platforms for engaging consumers. 

Based on these, the study will provide 

recommendations for businesses to optimize their 

digital marketing strategies, enhance consumer 

engagement 
 

1.4 Review of Literature  

• Research by Kotler & Keller (2016) emphasizes 

that personalized content increases engagement 

and conversion rates. Personalized experiences 

across digital platforms, such as targeted ads, 

recommendations, and customized emails, meet 

consumer expectations for relevance.  

• Zhang & Wedel, (2009) Consumers are more 

likely to respond positively to brands that offer 

personalized communications based on their 

browsing history and preferences 

• Chevalier &Mayzlin (2006) revealed that social 

proof, such as online reviews and social 

endorsements, directly impacts purchasing 

behavior.  

• Research by Li et al. (2019) highlights that 

consumers prefer e-commerce platforms that 

offer competitive pricing, personalized 

recommendations, and a wide range of product 

selections. Platforms like Amazon, JD, Taobao, 

and Pinduoduo attract consumers with their 

ability to combine ease of use, variety, and social 

engagement (Zhang & Ma, 2021).  

 

1.5 Tools of Analysis  

• Here Henry Garrett Ranking Method is used to 

analysis the Familiarity and Most Influencing 

Perception of a brand through Digital Marketing.  

• One Sample Test is used to analyse Ever made 

Purchase based on a Digital Marketing Campaign 

or Ad?  

• Chi-Square method is used to find out the main 

reason not engage with certain digital Marketing 

Methods  

 

1.6 Data Collection  

 Data for this research was collected through an online 

survey targeting consumer engagement with digital 

marketing channels. Both primary and secondary data 

is used.  The primary data is collected from the online.  

The secondary data is collected from internet, article, 

reviews and publications  
 

1.7 Sample Size 

The Sample size consisted of 166 members. The 

required data is collected through online 

questionnaires 

 

1.8 Garrett’s Ranking Technique  

 With the help of Garrett’s table the percent 

position estimated is converted into scores. Then for 

each factor, the scores of each individual is added then 

the total value each scores and mean values of score is 

calculated. The factors having highest mean value is 

considered to be more important factor 
 

1.9 Limitations Of The Study  

• The majority of participants fall within the age 

group of 21-30, while those under 18 and above 

50 are underrepresented, their preferences are not 

captured adequately 

• The findings may quickly become outdated as 

new technologies and trends emerge 

 

 

II. DEMOGRAPHICAL FACTORS 

 

Factor Options No. of Respondents Percentage 

Gender Male 62 37 

Female 104 63 

Age Group Under18 8 5 

18-20 years 63 38 

21-30 years 76 46 
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31-40 years 9 5 

41-50 years 7 4 

Above 50 3 2 

Geographical Region Urban 112 67 

Rural 54 33 

Qualification UG 64 37 

PG 39 23 

Diploma 1 1 

Ph.D 1 1 

other 61 38 

Occupation Student 122 74 

Employee 29 18 

NonEmployee 15 8 

 

Interpretation 

• The study reveals that 63% of respondents were 

female and remaining 37% males.   

• The age group 21-30 has majority participants of 

46%, followed by the age group 18-20 with 38%, 

the younger and elder age group of Below 18 and 

above 50 were 5% and 2% and age Group of 31-

40 and 41-50 have 5% and 4%.  

• Geographically, responses from urban areas were 

67% and rural areas were 33%.  

• In terms of educational background Ug were 37% 

Pg were 23%, Ph.D were 1%, diploma 1%. 

Additionally 38% were from 'other' category.  

• Occupationally, 74% responses were students, 

18% were employed, and 8% were nonemployed. 

 

 

2.1 Garrett Ranking 

Familiarity In Digital Marketing 

JOB FACTOR MEAN SCORE RANK PRESENTIAL 

POSITION 

SCORE 

SCALE (100) PR’S 

Social media      

Advertising 56.28 1 8.33 77 91.47 

Email      

Marketing 55.45 2 25 63 75 

Content      

Marketing 54.42 3 41.67 54 58.33 

Search Engine      

Marketing 46.81 4 58.33 46 41.67 

Influencer      

Marketing 42.28 5 75 37 25 

Others 38.79 6 91.47 23 8.33 

 

Interpretation 

The survey assessed six key variables related to the 

familiarity in Digital Marketing and ranked them 

accordingly. 'Social Media Advertising' emerged as 

the top factor, achieving the highest mean. Score of 

56.28. It was closely followed by 'Email Marketing' 

with a mean score of 55.45. 'Content Marketing' 

ranked third with a mean score of 54.42. 'Search 

Engine Marketing' and 'Influencer Marketing' were 

ranked fourth and fifth, scoring 46.81 and 42.28, 

respectively. The category 'Others' was ranked sixth 

with the lowest mean score of 38.79. The study reveals 
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that Social Media Advertising is the most crucial 

factor in Digital Marketing, as it scored highest in 

mean score and percentile rank, Emphasizing its 

familiarity in Digital Marketing channels 

 

2.2 Most Influenced Perception of a Brand Through 

Digital Marketing 

JOB FACTOR MEAN 

SCORE 

RANK PRESENTIAL 

POSITION 

SCORE 

SCALE 

(100) 

PR’S 

Quality and Relevance of      

content marketing 55.45 1 8.33 77 91.47 

Visual and design      

elements 55.25 2 25 63 75 

Engagement with      

customer feedback 54.01 3 41.67 54 58.33 

Frequency and consistency of      

communication 48.97 4 58.33 46 41.67 

Transparency and honesty 43.93 5 75 37 25 

Other 36.11 6 91.47 23 8.33 

Interpretation 

The survey assessed six key variables related to 

influencing the perception of a brand through digital 

Marketing and ranked them accordingly. 'Quality and 

relevance of content' emerged as the top factor, 

achieving the highest mean score of 55.45. It was 

closely followed by 'Visual and design elements' with 

a mean score of 55.25. 'Engagement with customer 

feedback' ranked third with a score of 54.01. 

'Frequency and consistency of communication' and 

'Transparency and honesty' were ranked fourth and 

fifth, scoring 48.95 and 43.93, respectively. The 

category 'Others' was ranked sixth with the lowest 

mean score of 36.11. the study reveals that quality and 

relevance of content is the most crucial factor in digital 

marketing, as it scored the highest in both mean score 

and percentile rank, emphasizing its importance in 

capturing and retaining consumer attention. 

 

2.3 One Sample Test 

Ever Made a Purchase Based on A Digital Marketing Campaign 

 t  df  Sig.(2tailed) Mean 

Difference 

95% confidence interval of the 

difference 

Lower Upper 

2  36.57  166 .000 1.48503 1.4049 1.5652 

Source: Primary Data 

 

Interpretation  

The Calculated t value (36.57) is below the critical t value. There is no significant difference between the sample and 

the population.  
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2.4 Chi-Square 

Main Reason Why Doesn’t Engaged with Other 

Digital Marketing Channels 

 
Source: Primary data 

 

Interpretation  

The chi-square value is 8.518 is lesser than the Chi-

square value, then the Null hypothesis rejected.  

 

III. CONCLUSION 

 

As businesses increasingly rely on digital platforms to 

engage consumers, understanding which channels are 

most effective is critical for optimizing marketing 

strategies. Based on the complete analysis of the study 

on Consumer Preferences in digital marketing 

channels, the conclusion are as follows: Social Media 

Advertising is the most recognized and favored 

platform reflecting the widespread usage among the 

consumers. By understanding where and how 

consumers prefer to interact, business can effectively 

allocate resources to the customer reducing spending 

on ineffective channels. To efficiently and effectively 

reach their target audience, improve customer 

satisfaction knowing about the preferences of 

consumers is necessary.  

 

3.1 Findings  

• Social Media Marketing is most familiar among 

other different digital marketing channels 

• Most of the consumers strongly believe that 

digital Marketing influence the purchasing 

decisions  

• Around 1/3rd of the surveyed consumers prefers 

brands to communicate through direct messages 

such as through apps or social media  

• Quality and relevance of the content most 

influence the perception of a brand through digital 

Marketing  

• Social media is the digital channel they trust the 

most when it comes to making purchasing 

decisions  

• Distrust of the source and lack of awareness are 

the main reason they don't engage with certain 

other digital marketing channels 

 

3.2 Suggestions 

Tailor the strategies based on these to engage the 

audience effectively. 

• Lack of awareness and distrust of digital 

Marketing channels are major drawback. 

Therefore, businesses should focus on building 

trust and increase awareness of digital marketing 

channels to Market more effectively. 

• Identifying the preferred platforms of the 

consumers and focusing on the platform where 

they are most active helps in efficient marketing. 

• Understanding the preferences and behavior of 

the consumers is key to successful marketing. 
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