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Abstract—Marketing has become increasingly digital in
recent times. Technology has evolved and people have
become increasingly aware of the use of technology due
to the availability of smartphones. They can easily get
information from the internet when they need. Hence,
marketers used the internet medium for spreading
information regarding their products, services, and
ideas. It is called Digital Marketing. The main aim of
digital marketing is to attract people and give them the
information regarding the business through digital
media. The purpose of this article is to find the various
methods that exist in digital marketing promotions, as
well as its attractiveness and effectiveness for college
students. A random sample of 70 students was chosen to
understand the rising popularity and effectiveness of
digital marketing in comparison with traditional
marketing techniques.

Index Terms—Digital
Effectiveness, Problems.

Marketing, Awareness,

[. INTRODUCTION

Telemarketing refers to the direct marketing of goods
or services to prospective customers over the
telephone, encompassing both outbound calling
(where a company initiates contact) and inbound
calling (where the consumer initiates contact). Despite
being one of the oldest forms of direct marketing,
telemarketing remains a core sales channel for several
major industries, particularly financial services,
insurance, telecommunications, and real estate.

In Madurai district, as in much of urban and semi-
urban India, mobile phone penetration is near-
universal among the working-age population, making
telemarketing a channel that reaches a very wide cross-
section of consumers. At the same time, the growth of
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digital communication and messaging apps has
changed how consumers prefer to be contacted,
creating a shifting landscape that this study seeks to
understand from the consumer's perspective.
Telemarketing carries a distinctive reputational
challenge: unsolicited calls are frequently experienced
as intrusive, leading to regulatory intervention such as
India's Do Not Disturb (DND) framework and
declining response rates industry-wide. This tension
between telemarketing's continued commercial utility
and its consumer-facing reputational cost forms the
central problem this study investigates, using primary
survey data collected specifically from respondents in
Madurai district.

INDUSTRY OVERVIEW

1.1. The Indian Telemarketing and BPO Landscape
India is among the world's largest hubs for voice-based
customer engagement services.
telemarketing activity is concentrated heavily in
banking and financial services (credit card sales,
personal loans, insurance solicitation), telecom (plan
upgrades, retention calling), and increasingly, e-
commerce and ed-tech (lead follow-up and sales
conversion calling).

Domestic

1.2. Regulatory Environment

The Telecom Regulatory Authority of India (TRAI)
administers the Do Not Disturb (DND) framework,
allowing consumers to register their numbers to block
unsolicited commercial
Telemarketers are required to register with telecom
operators and adhere to permitted calling hours. Non-
compliance can result in blocking of telemarketer
numbers and financial penalties.

communication.
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1.3. The Growing Problem of Fraudulent Calls
Alongside registered, legitimate telemarketing,
consumers increasingly report a parallel stream of
scam or fraudulent calls impersonating banks,
government agencies, or service providers.

As this study's own survey data shows, this category
of call is now nearly as commonly reported as
legitimate banking calls, representing a significant
complicating factor for both consumers and legitimate
telemarketers, whose calls may be mistrusted as a
result of this broader environment.

II. REVIEW OF LITERATURE

A review of existing literature helps situate this study
within the broader body of marketing research on
direct and telephone-based marketing.

2.1. The Concept and Evolution of Telemarketing
Telemarketing is generally classified within the
broader category of direct marketing, distinguished
from mass-media advertising by its one-to-one,
interactive nature.

More recent literature increasingly frames effective
telemarketing as a targeted, data-informed practice
integrated with broader customer relationship
management systems.

2.2. Inbound Versus Outbound Telemarketing

A foundational distinction in telemarketing literature
is between inbound calling, where the consumer
initiates contact, and outbound calling, where the
company initiates contact. Inbound calls are
consistently associated with substantially higher
conversion rates and more favourable consumer
attitudes.

2.3. Consumer Attitudes Toward Unsolicited
Marketing Communication

A substantial body of consumer behaviour literature
examines negative reactions to unsolicited marketing
communication, often framed through the lens of
perceived intrusiveness.

Unsolicited telemarketing calls, particularly those
perceived as poorly targeted, are frequently cited as a
leading source of consumer irritation, contributing to
the widespread adoption of do-not-call regulatory
regimes, including in India.
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III. OBJECTIVES OF THE STUDY

e To understand the concept, process, and types of
telemarketing as a marketing tool.

¢ To measure consumer exposure to and frequency of
telemarketing calls among respondents in Madurai
district.

e To examine consumer attitudes toward
telemarketing and the factors that shape those
attitudes.

e To assess the relationship between specific call
characteristics (relevance, courtesy, timing) and
self-reported conversion behaviour.

¢ To analyse the strengths, weaknesses, opportunities,
and threats associated with telemarketing as a
marketing channel.

e To recommend strategies for improving
telemarketing  effectiveness and  consumer
acceptance.

IV. RESEARCH METHODOLOGY

This study adopts a descriptive research design,
combining secondary research on the telemarketing
and BPO industry with a structured primary survey of
consumer attitudes and behaviour in Madurai district.

A convenience sampling method (non-probability
sampling) was used to select respondents, given the
academic scope and time constraints of the project.
Respondents were reached through an online Google
Forms questionnaire shared via WhatsApp, email, and
social media within Madurai district.

A total of 70 valid responses were collected and used
for analysis.
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(Remove incomplete /
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Proceed to Data Analysis
(Frequency, percentage &
cross-tabulation)

Parameter Detail
Population Mobile-phone-owning

consumers in Madurai district

Sampling Method | Convenience Sampling (Non-
Probability)

70 respondents

Madurai district

Data  Collection | Structured Google Forms
Tool questionnaire

Sample Size

Sampling Area

Data  Collection | Approximately 3 weeks
Period

4.1. CONCEPTUAL FRAMEWORK
A conceptual framework maps out the expected
relationships between the key variables in a study,
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showing which factors are believed to influence which
outcomes. For this study, the framework links specific
telemarketing call characteristics (independent
variables) to consumer attitude (the mediating
variable), which in turn shapes several behavioural and
brand-related outcomes (dependent variables).

INDEPENDENT VARIABLES
(Telemarketing Call Characteristics)

DEPENDENT VARIABLES
MEDIATING VARIABLE (Outcomes)

Call Relevance P
(Offer matches consumer need)’
Purchase Intent /
Conversion

S —

—_—
Caller Courtesy

, tone,

Consumer Attitude Willingness to Continue

toward the {_— Engagement
(G 1 Telemarketing Call €
T (Positive / Neutral / Negative)
(Time of day, frequency)
—
- DND Registration /

Complaint (Opt-out)

Existing Brand Relationship
(Prior customer or not)
——

N Overall Brand
Perception

Perceived Caller Legitimacy

)
(Trust / fraud concern)

4.2. Independent Variables

e Call Relevance whether the offer matches the
consumer's actual needs or interests.

e Caller Courtesy the politeness, tone, and
professionalism of the calling agent.

e Call Timing the time of day and frequency at which
calls are received.

o Existing Brand Relationship whether the consumer
is already a customer of the calling company.

e Perceived Caller Legitimacy the consumer's trust
that the call is genuine and not fraudulent.

4.3. Mediating Variable

Consumer Attitude toward the Telemarketing Call
(positive, neutral, or negative) sits between the call
characteristics and the outcomes. The framework
proposes that the independent variables do not affect
outcomes directly, but rather shape this underlying
attitude, which then drives behaviour.

4.4. Dependent Variables (Outcomes)

e Purchase Intent / Conversion the likelihood of
buying the product or service being offered.

e Willingness to Continue Engagement whether the
consumer stays on the call or engages further.

e DND Registration / Complaint (Opt-out) negative
behavioural responses driven by poor attitude.

e Overall Brand Perception the lasting impression the
call leaves on the consumer's view of the company.
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4.5. How This Framework Guides the Study

This framework directly informs the study's
hypotheses: it predicts that calls rated high on
relevance, courtesy, timing, existing relationship, and
legitimacy will produce a more positive consumer
attitude, which will in turn be associated with higher
purchase intent and lower likelihood of complaint or
DND registration. The primary survey and cross-
tabulation analysis in Chapter 5 are designed
specifically to test these proposed relationships.

V. RESEARCH GAP

While there is substantial international literature on
telemarketing effectiveness, district-specific Indian
research incorporating both the regulatory framework
and local consumer attitudes is limited. This study
aims to contribute to that gap through a primary survey
specifically examining Madurai district consumers'
attitudes and behavioural responses to telemarketing.

VI. FINDINGS OF THE STUDY

e The sample is heavily weighted toward the 18-25
age group (81.4%) and students (60.0%), consistent
with the study's intended demographic focus.

e A majority of respondents (54.3%) receive
telemarketing calls at least a few times a week,
confirming telemarketing remains a high-frequency
channel in Madurai district.

e Banking/credit card offers (36 mentions) and
suspected scam/fraudulent calls (35 mentions) are
the two most common call categories scam-type
calls are now nearly as common as legitimate
banking calls, a striking finding with implications
for both consumers and legitimate telemarketers.

e Only 31.4% of respondents are both aware of and
registered with the DND registry, despite 71.4%
being at least aware it exists revealing a clear
awareness-to-action gap.

e General attitude toward telemarketing is more
positive than expected: 62.9% report a positive or
very positive attitude, while only 7.1% report a
negative or very negative attitude.

e Relevance of offer (40.0%) is the leading factor
influencing willingness to continue a call, ahead of
caller's courtesy (35.7%), timing, and existing
relationship  directly supporting the study's
conceptual framework.
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e 41.4% of respondents report having purchased a
product/service directly due to a telemarketing call,
confirming the channel's continued commercial
effectiveness.

e Call quality is perceived as improving: 65.7% report
quality has improved over the past few years, a more
optimistic finding than much of the existing
literature suggests.

e Despite generally positive attitudes, willingness to
register for DND after a bad experience remains
high (42.9% likely or very likely), showing
individual negative experiences still carry
meaningful long-term risk.

e Evening (38.6%) and Afternoon (27.1%) are the
most preferred time windows for receiving calls,
offering a practical guideline for telemarketing
operations.

o For future contact, phone calls (41.4%) remain the
top preferred channel, followed closely by
SMS/WhatsApp (32.9%), suggesting telecalling has
not yet been displaced by messaging-based
alternatives in this district.

e A combined 82.9% of respondents report that
telemarketing calls have influenced their buying
decisions to at least some extent (significantly,
somewhat, or slightly), underscoring the channel's
broad persuasive reach even when it does not lead to
an immediate purchase.

VII. SWOT ANALYSIS OF TELEMARKETING AS
A MARKETING TOOL

7.1 Strengths

o Enables real-time, two-way conversation, allowing
objections to be addressed and trust built in ways
passive advertising cannot.

e Highly effective for high-consideration financial
products, as confirmed by the survey's 41.4%
purchase-conversion finding.

e Remains the most-preferred channel for future
contact (41.4%) even amid the rise of messaging
alternatives.

e General consumer attitude is more positive than
negative (62.9% vs 7.1%), indicating a foundation
of goodwill to build on.

7.2 Weaknesses
e A large awareness-to-action gap on DND
registration (71.4% aware, only 31.4% registered)
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reflects low friction-tolerance for formal opt-out,
but latent dissatisfaction remains.

e High incidence of suspected scam/fraudulent calls
(35 mentions, nearly matching legitimate banking
calls) undermines trust in the entire channel.

e A meaningful share of respondents (27.1%) rate
telemarketing as an ineffective marketing method
overall.

7.3 Opportunities

e Prioritising call relevance and courtesy the two
most-cited positive factors offers a clear, low-cost
path to improved consumer response.

o Calling within preferred time windows (evening and
afternoon) can reduce perceived intrusiveness at
minimal operational cost.

e Blended strategies combining phone calls with
SMS/WhatsApp follow-up could capture both the
persuasive power of live conversation and the
convenience consumers increasingly expect.

7.4 Threats

e Continued growth of scam and fraudulent calls
could further erode consumer trust in the
telemarketing channel as a whole, even for
compliant, legitimate telemarketers.

e Regulatory tightening in response to consumer
complaints could progressively shrink the
addressable base for outbound calling.

Rising consumer preference for messaging-based

channels represents a long-term structural shift that

could gradually erode telemarketing's current channel
advantage.

VIII. CONCLUSION

This study set out to examine the effectiveness of
telemarketing as a sales and marketing tool, with
particular attention to consumer attitudes and
behavioural responses among 70 respondents in
Madurai district. The findings confirm that
telemarketing, despite its declining prominence
relative to digital marketing, remains commercially
significant: 41.4% of respondents report having made
a purchase directly as a result of a telemarketing call,
and the channel continues to be heavily used across
banking and insurance categories.
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At the same time, the study clearly demonstrates that
telemarketing's effectiveness is highly conditional.
Call relevance emerged as the single strongest
predictor of positive consumer response, followed
closely by caller courtesy and timing. A particularly
notable finding from this district-specific study is the
near-parity between legitimate banking calls and
suspected scam or fraudulent calls, suggesting that
consumer trust challenges in this market are shaped as
much by the broader fraud environment as by
legitimate telemarketing practice itself.

The SWOT analysis suggests that the industry's most
viable path forward in Madurai district lies in
combining disciplined, courteous, well-timed calling
with visible anti-fraud measures that help legitimate
telemarketers  rebuild  consumer  trust.  For
practitioners, the central takeaway is that
telemarketing's long-term viability rests on treating
consumer time and attention as a scarce, valuable
resource an approach that, this study's findings
suggest, ultimately benefits both consumer experience
and commercial conversion outcomes simultaneously.
Future research could usefully extend this study with
a larger, more geographically diverse sample across
Tamil Nadu, or examine the specific impact of anti-
fraud measures on consumer trust and conversion in
the telemarketing channel.

IX. RECOMMENDATIONS

e Prioritise data-driven targeting so that offers are
genuinely relevant to the consumer being called,
since relevance is the single strongest driver of
positive response in this study's data.

e Invest in caller courtesy training, given its strong
association with willingness to continue a call and
positive company perception.

e Concentrate outbound calling within the evening
and afternoon windows identified as most preferred
by respondents in Madurai district.

e Support and publicise consumer-facing anti-fraud
measures (e.g., verified caller ID, clear company
identification) to help legitimate telemarketers
differentiate themselves from the high volume of
suspected scam calls reported in this study.

o Offer a choice of follow-up channel (phone call plus
SMS/WhatsApp) rather than defaulting exclusively
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to voice calls, reflecting the near-even split in
channel preference found in the data.

o Simplify and promote the DND registration process,
or provide company-level opt-out options, to close
the awareness-to-action gap identified in this study.

e Monitor complaints and DND-registration
likelihood as a core performance metric alongside
conversion rate, since this study shows a direct link
between poor call experience and long-term channel
attrition.
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