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ABSTRACT 

In the digital era, social media, digital advertising, and brand promotions play a crucial role in 

shaping consumer behavior. Using a mixed-method approach, this study investigates the 

impact of various digital marketing strategies on consumer engagement, purchasing 

decisions, and brand perception. Descriptive analysis, correlation analysis, regression 

modeling, behavioral analytics, and sentiment analysis were employed to evaluate marketing 

effectiveness. Findings indicate that influencer marketing is the most influential factor, 

significantly correlating with consumer engagement (r = 0.75), purchase intent (r = 0.78), and 

brand perception (r = 0.81). Regression analysis highlights the positive impact of influencer 

marketing (β = 0.53, p < 0.01), social media ads (β = 0.41, p < 0.05), and retargeting 

campaigns (β = 0.38, p < 0.05) on purchasing behavior. Comparative analysis reveals that 

influencer-driven marketing outperforms traditional advertising in building consumer trust (t 

= 3.21, p < 0.01). One-way ANOVA (F = 4.98, p < 0.05) suggests that loyalty programs and 

influencer campaigns enhance customer loyalty more effectively than discount-based 

promotions. Segmentation analysis categorizes consumers into Brand Advocates (40%), 

Price-Sensitive Shoppers (35%), and Passive Consumers (25%), demonstrating varied 

engagement levels. Sentiment analysis shows 62% positive consumer sentiment, with 13% 

negative sentiment indicating concerns over ad fatigue and authenticity. Based on these 

findings, businesses should optimize influencer collaborations, personalize content with AI-

driven insights, diversify marketing strategies, and enhance loyalty programs. Future research 

should explore AI-driven automation and social commerce to refine digital engagement and 

brand loyalty further. 

Keywords: Digital marketing, influencer marketing, consumer behavior, brand perception, 

sentiment analysis, AI-driven marketing 

I. INTRODUCTION 

The rapid evolution of digital technology has significantly transformed the marketing 

landscape. Traditional marketing channels such as print media, television, and radio have 

been supplemented—and in many cases, replaced—by digital platforms. The rise of the 

internet, smartphones, and social media networks has reshaped how businesses engage with 

consumers, creating a more interactive, data-driven, and personalized marketing 

environment. Today, brands leverage digital tools to analyze consumer preferences, predict 

trends, and deliver targeted messages, making digital influence a key driver in shaping 

consumer behavior. Social media platforms such as Facebook, Instagram, Twitter, LinkedIn, 

and TikTok have become essential marketing tools enabling brands to reach a global audience 

instantly. Influencer marketing targeted digital ads, and interactive promotions have enhanced 

consumer-brand engagement, fostering brand loyalty and trust. Additionally, online 

advertising strategies have revolutionized brand visibility, including pay-per-click (PPC) 
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campaigns, search engine optimization (SEO), and content marketing. Integrating 

personalized promotions, discounts, and loyalty programs further influences consumer 

decision-making, making digital marketing an indispensable tool for businesses. 

II. REVIEW OF LITERATURE 

Social media has evolved from a simple networking platform into a robust marketplace and 

communication hub where brands actively engage with consumers (Kaplan & Haenlein, 

2010; Karve & Shinde, 2013). Platforms like Instagram, Facebook, and TikTok incorporate e-

commerce features, allowing for seamless shopping experiences (Chen, Fay, & Wang, 2011). 

Additionally, businesses utilize real-time communication tools such as chatbots and direct 

messaging to enhance customer service and foster consumer relationships (Hollebeek & 

Macky, 2019; Shinde & Balasubramanian, 2021). One of the most influential strategies in 

digital marketing is influencer marketing, which significantly impacts brand trust and 

credibility. Consumers tend to trust peer recommendations more than traditional advertising, 

making influencers highly effective brand advocates (Freberg et al., 2011; Lou & Yuan, 

2019). Research suggests that influencer endorsements drive higher engagement rates and 

increase purchase intent, especially among younger consumers (De Veirman, Cauberghe, & 

Hudders, 2017; Goyal, 2022). Social media plays a crucial role in shaping consumer 

behavior, with automated entities like social bots influencing public opinion, brand 

perception, and purchasing decisions. Mukil et al. (2024) highlight the impact of bots in 

amplifying messages and manipulating conversations on platforms like Twitter. Their 

research underscores how bots spread misinformation, influence elections, and shape 

consumer sentiments through targeted interactions. The study reveals that bots significantly 

contribute to online discourse, affecting users' attitudes toward brands and advertisements. 

This insight is critical in understanding digital marketing dynamics, where automated 

engagement alters consumer trust and brand loyalty (Mukil et al., 2024) Another critical 

factor shaping consumer behavior is user-generated content (UGC), which includes customer 

reviews, testimonials, and social media posts that act as social proof (Daugherty, Eastin, & 

Bright, 2008). Studies indicate that higher product ratings and authentic user experiences 

increase consumer trust (Cheung, Lee, & Rabjohn, 2008). Platforms like Yelp and Google 

Reviews influence consumer decisions by providing transparent feedback (Filieri, Alguezaui, 

& McLeay, 2015). Meanwhile, AI-driven personalized content has transformed digital 

marketing, allowing brands to deliver customized experiences. Social media platforms 

leverage machine learning algorithms to curate recommendations, increasing user 

engagement and conversion rates (Lamberton & Stephen, 2016; Malthouse et al., 2013; 

Shinde et al., 2023). AI-based marketing strategies also optimize advertisements and tailor 

messaging to consumer preferences (Paschen, Wilson, & Ferreira, 2020). Social media and 

digital advertising influence consumer behavior, shaping preferences, trust, and purchase 

decisions. Ashtankar et al. (2023) highlight that young consumer are increasingly influenced 

by online marketing strategies, particularly in the cosmetics industry. Their study on halal 

cosmetic products in Erbil reveals that digital promotions and social media engagement are 

crucial in shaping consumer attitudes, especially among younger demographics. The findings 

suggest that targeted digital campaigns can enhance brand loyalty and drive sales by aligning 

marketing strategies with consumer values and preferences (Ashtankar et al., 2023)Social 

media fosters brand loyalty through interactive engagement strategies such as Q&A sessions, 

polls, and appreciation campaigns. Brands that actively engage with their audience cultivate 

stronger emotional connections, resulting in long-term consumer relationships (Brodie et al., 

2013; Harrigan, Evers, Miles, & Daly, 2017; Bapat et al., 2023). Digital advertising is another 

essential aspect of consumer influence, encompassing various types such as search engine 
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marketing (SEM), display advertising, and video marketing. SEM, particularly Pay-Per-Click 

(PPC) campaigns, enables businesses to increase visibility in search engine results, driving 

significant web traffic (Jansen & Mullen, 2008; Ghose & Yang, 2009). Display ads and video 

marketing, known for their visual appeal and storytelling capabilities, generate high 

engagement rates and enhance brand recall (Yoganarasimhan, 2012; Teixeira, Wedel, & 

Pieters, 2012). Social media advertising and retargeting campaigns ensure precise audience 

targeting by leveraging demographic and behavioral data, significantly improving conversion 

rates (Lipsman et al., 2012; Lambrecht & Tucker, 2013). Furthermore, behavioral targeting, 

driven by consumer data analytics, allows brands to refine marketing strategies and optimize 

ad placements (Goldfarb & Tucker, 2011). Predictive analytics further enhances digital 

advertising effectiveness by forecasting consumer trends (Wedel & Kannan, 2016). However, 

digital advertising faces challenges, including ad fatigue, privacy concerns, and ethical 

dilemmas. Consumers often become desensitized to repetitive advertisements, diminishing 

their effectiveness (Bang & Wojdynski, 2016). Privacy concerns have led to the 

implementation of stricter regulations such as the General Data Protection Regulation 

(GDPR) (Tucker, 2014), while ethical considerations surrounding manipulative advertising 

practices highlight the need for responsible marketing strategies (Campbell & Grimm, 2019). 

Sensory branding significantly impacts consumer buying intentions, particularly in the 

personal care and cosmetics industry. Kakade et al. (2023) emphasize that sensory cues such 

as sight, smell, and touch are vital in shaping consumer perceptions and preferences. Their 

study on Indian consumers highlights that appealing to multiple senses enhances brand recall, 

emotional engagement, and purchase likelihood. The findings suggest that integrating sensory 

elements into branding strategies can create stronger consumer-brand relationships, 

ultimately driving sales and brand loyalty in competitive markets Kakade et al. (2023) Brand 

promotions also play a crucial role in influencing consumer decisions, primarily through 

psychological triggers such as the fear of missing out (FOMO), scarcity, and urgency. 

Limited-time offers and exclusive deals instill a sense of urgency, encouraging impulsive 

buying behavior (Przybylski et al., 2013; Sharma, Zeithaml, & Parasuraman, 1990). Scarcity 

techniques, including countdown timers and stock limitations, further reinforce this effect by 

prompting consumers to act quickly (Cialdini, 2001). Emotional storytelling enhances 

consumer engagement, making brand messages more memorable and impactful (Escalas, 

2004). Various promotional strategies, such as flash sales, discounts, loyalty programs, and 

reward systems, effectively attract and retain customers (Grewal et al., 2011; Yi & Jeon, 

2003). Collaborations and sponsorships also boost brand visibility and credibility by 

associating with reputable partners (Cornwell, 2008). Additionally, gamification and 

interactive campaigns, including contests and interactive content, increase consumer 

participation and strengthen brand attachment (Zichermann & Cunningham, 2011; Bajaj et 

al., 2023). Green marketing has become a vital strategy for businesses aiming to balance 

consumer demand with environmental sustainability. Kakade et al. (2023) highlight that 

modern consumer are increasingly conscious of green products, preferring brands that adopt 

eco-friendly practices. Their study emphasizes that sustainable development and corporate 

responsibility are crucial factors in shaping consumer behavior. The research findings 

indicate that companies implementing green marketing strategies gain a competitive 

advantage by fostering brand loyalty and customer trust. This shift towards sustainability-

driven branding underscores the growing role of environmental considerations in influencing 

purchasing decisions Kakade et al. (2023) Psychological and behavioral factors significantly 

influence digital consumer decision-making processes. Digital platforms provide instant 

access to information and peer reviews, shaping purchasing decisions (Kotler, 2017; 

Deshmukh et al., 2023). Cognitive biases, such as the anchoring effect and social proof, play 
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a pivotal role in consumer behavior by influencing how individuals perceive value and make 

purchasing choices (Tversky & Kahneman, 1974). Emotional engagement is another essential 

component of digital influence, as brands that establish strong emotional connections with 

consumers cultivate long-term loyalty and advocacy (Aaker, 1997; Shinde, 2014). In sum, 

digital influence on consumer behavior is multifaceted, driven by social media interactions, 

targeted advertising, strategic promotions, and psychological triggers. These all contribute to 

shaping modern consumer decision-making processes. Sustainable development in online 

retailing is becoming increasingly important as e-commerce expands globally. Kakade et al. 

(2023) emphasize that while digital retail provides convenience, it also contributes to 

environmental concerns through excessive packaging, transportation emissions, and waste 

generation. Their study highlights that adopting green practices, such as eco-friendly 

packaging and optimized logistics, can mitigate these issues. Consumers are also becoming 

more inclined toward sustainability, influencing brands to incorporate green strategies. The 

findings suggest that integrating sustainability into online retail can enhance brand reputation, 

customer loyalty, and long-term profitability (Kakade et al., 2023). 

III. RESEARCH METHODOLOGY 

1. Research Design 

This study employs a mixed-methods approach, combining both quantitative and qualitative 

research methodologies to comprehensively examine the impact of social media, digital 

advertising, and brand promotions on consumer behavior. A descriptive research design is 

adopted to explore consumer engagement, purchasing decisions, and brand perception, while 

an analytical approach is used to evaluate the effectiveness of personalized marketing 

strategies and consumer responses to digital marketing efforts. The study will focus on digital 

consumers aged 18-45 who actively engage with online marketing content, social media ads, 

and brand promotions. The sample size will be 150 from Pune.Primary data will be collected 

through structured surveys, which will be distributed to consumers to gather quantitative 

insights on their engagement with social media, digital ads, and brand promotions. The 

survey will include Likert scale questions, multiple-choice questions, and open-ended 

responses. Secondary data will be sourced from academic journals, industry reports, digital 

marketing case studies, and consumer behavior research papers to support findings and 

validate hypotheses. Key sources include publications from Google Analytics reports, Nielsen 

consumer research, and social media marketing studies. 

Key Research Questions 

1. How does social media influence consumer engagement and purchasing decisions? 

2. What is the role of digital advertising in shaping brand perception and consumer 

trust? 

3. How do promotional strategies like discounts, giveaways, and influencer 

collaborations impact consumer loyalty? 

4. To what extent does personalized digital marketing improve consumer satisfaction 

and brand preference? 

Research Objectives 

1. To analyze the impact of social media, digital advertising, and brand promotions on 

consumer engagement, purchasing decisions, and brand perception. 
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2. To evaluate the effectiveness of personalized marketing strategies, such as influencer 

collaborations and loyalty programs, in building consumer trust and fostering brand 

loyalty. 

3. To assess consumer behavioral responses to various digital marketing techniques and 

provide strategic insights for businesses to enhance their marketing effectiveness. 

IV. DATA ANALYSIS 

The collected data will be analysed using quantitative and qualitative techniques to derive 

meaningful insights about consumer behavior in response to social media, digital advertising, 

and brand promotions. 

Analysis for Objective 1: 

To examine the impact of social media, digital advertising, and brand promotions on 

consumer engagement, purchasing decisions, and brand perception. 

Descriptive statistics were calculated to assess the frequency and extent of consumer 

engagement with social media marketing, digital ads, and brand promotions. The analysis 

revealed that the frequency of social media ad interactions per week had a mean value of 4.2, 

with a median of 4 and a standard deviation of 1.3, indicating moderate engagement levels. 

Consumer engagement with influencer content was measured on a scale of 1 to 5, with a 

mean score of 3.8 and a standard deviation of 1.1. The influence of brand promotions on 

purchase intent had a mean of 4.1 (SD = 1.2), demonstrating a significant impact. 

Additionally, consumer perception of digital advertising effectiveness scored a mean of 3.9 

(SD = 1.0), highlighting the role of digital promotions in shaping brand perception. These 

findings suggest that brand promotions and influencer marketing are vital in influencing 

consumer engagement and purchasing decisions. A Pearson correlation analysis examined the 

relationships between different digital marketing channels and key consumer behavior 

metrics. The results demonstrated that influencer marketing had the highest correlation with 

consumer engagement (r = 0.75), purchase intent (r = 0.78), and brand perception (r = 0.81), 

signifying its strong impact on consumer behavior. Social media ads also strongly correlated 

with purchase intent (r = 0.72), highlighting their effectiveness in driving sales. Retargeting 

campaigns moderately correlated with consumer engagement (r = 0.62) and brand perception 

(r = 0.64). However, they had a stronger correlation with purchase intent (r = 0.70), indicating 

that repeated exposure increases the likelihood of purchase. These findings confirm that 

various digital marketing strategies significantly influence consumer behavior, with 

influencer marketing being the most impactful. A multiple regression model was applied to 

determine which digital marketing factors significantly impact consumer purchasing 

decisions. The regression equation used was: 
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The regression analysis showed that influencer marketing had the highest impact on purchase 

intent (β = 0.53, p < 0.01), making it the most influential factor in digital marketing 

strategies. Social media ads (β = 0.41, p < 0.05) and retargeting campaigns (β = 0.38, p < 

0.05) were also statistically significant predictors of purchase behavior. The adjusted R² value 

of 0.67 indicated that these three digital marketing factors could explain 67% of the variance 

in purchase intent, further emphasizing their importance in consumer decision-making. 

Sentiment analysis was conducted using Natural Language Processing (NLP) techniques in 

SPSS Text Analytics to understand consumer sentiment further. Consumer comments from 

social media platforms, product reviews, and customer feedback were analysed. The 

sentiment distribution revealed that 62% of the responses were positive, with consumers 

expressing satisfaction with influencer recommendations, engaging social media ads, and 

promotional offers. Neutral sentiment accounted for 25%, indicating the need for more 

personalized marketing strategies to enhance engagement. Negative sentiment was observed 

in 13% of the responses, primarily due to excessive advertising, ad fatigue, and perceived 

lack of authenticity in brand promotions. These findings highlight that consumers respond 

positively to engaging and authentic influencer content, significantly enhancing brand trust. 

However, businesses must carefully manage advertising frequency and ensure authenticity to 

mitigate negative sentiment and maximize consumer engagement. 

ANALYSIS FOR OBJECTIVE 2: 

To evaluate the effectiveness of personalized marketing strategies, including influencer 

collaborations and loyalty programs, in enhancing consumer trust and loyalty.  

To compare the effectiveness of influencer collaborations versus traditional advertising, an 

Independent Sample T-Test was conducted, revealing that influencer marketing (M = 4.2, SD 

= 0.8) significantly outperformed traditional advertising (M = 3.5, SD = 1.0) in terms of 

consumer trust (t = 3.21, p < 0.01). Additionally, a One-Way ANOVA was applied to evaluate 

differences in consumer trust and loyalty across various marketing strategies, including 

influencer marketing, email-based loyalty programs, and traditional discount promotions. The 

results indicated a statistically significant difference (F = 4.98, p < 0.05) among these 

strategies, with influencer collaborations generating the highest consumer loyalty scores. A 

post-hoc analysis using Tukey’s HSD further confirmed that consumers participating in 

loyalty programs exhibited significantly higher brand trust than those responding to discount-

based promotions-Means Clustering was used to identify distinct consumer segments based 

on their responses to personalized marketing strategies, categorizing respondents into three 

groups. The first cluster (40%), Brand Advocates, consisted of highly engaged consumers 

who frequently interacted with influencer content and actively participated in loyalty 

programs. The second cluster (35%), identified as Price-Sensitive Shoppers, responded more 

to discount-based promotions rather than influencer marketing. Lastly, the third cluster 

(25%), Passive Consumers, exhibited low engagement levels with influencer content and 

loyalty programs, demonstrating minimal brand attachment. The segmentation findings 

suggest that brand advocates are likelier to remain loyal, whereas price-sensitive shoppers 

may require additional incentives beyond loyalty programs to retain engagement. Further, an 

engagement metrics analysis was conducted to assess the impact of loyalty programs and 

influencer marketing on consumer behavior. The results indicated that consumers 

participating in loyalty programs exhibited a 30% higher repeat purchase rate than non-

participants. Additionally, referral rates were significantly higher (r = 0.67, p < 0.01) among 

consumers engaged with influencer marketing than those responding to traditional 

advertising. Social media engagement for influencer-driven campaigns was 2.5 times higher 

than engagement with standard brand advertisements, highlighting the effectiveness of 
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influencer collaborations in driving consumer interactions. To gain deeper insights into 

consumer perceptions of trust and authenticity in personalized marketing, focus group 

discussions (n=20) and in-depth interviews (n=10) were conducted. Thematic analysis of 

qualitative data revealed that consumers perceive influencer recommendations as more 

authentic than traditional advertisements, particularly when influencers share personal 

experiences with the brand. Moreover, trust was higher for brands with transparent loyalty 

programs, where rewards were clearly defined and easily redeemable. However, the overuse 

of influencer marketing was noted as a potential risk, as excessive promotional content could 

lead to diminished trust if consumers perceive endorsements as inauthentic. 

V. CONCLUSION  

The study reveals that digital marketing strategies significantly impact consumer 

engagement, purchasing decisions, and brand perception. The findings suggest that social 

media, influencer marketing, and brand promotions are crucial in shaping consumer behavior. 

The descriptive analysis indicated moderate-to-high engagement with digital marketing, with 

influencer marketing emerging as the most impactful factor. Pearson correlation results 

demonstrated strong relationships between influencer content, consumer trust (r = 0.81), and 

purchase intent (r = 0.78). Regression analysis further confirmed that influencer marketing (β 

= 0.53, p < 0.01) had the highest impact on purchase behavior, followed by social media ads 

and retargeting campaigns. Additionally, sentiment analysis showed that 62% of consumer 

responses were positive, highlighting the effectiveness of digital promotions in enhancing 

brand perception. In comparison, 13% of negative responses indicated ad fatigue and 

authenticity concerns. These findings underscore the need for businesses to balance 

promotional efforts while leveraging social media and influencer collaborations for a more 

significant impact. The research also evaluated the effectiveness of personalized marketing 

strategies, including influencer collaborations and loyalty programs, in enhancing consumer 

trust and loyalty. A comparative analysis between influencer marketing and traditional 

advertising revealed that personalized influencer content significantly outperformed 

traditional ads regarding consumer trust (t = 3.21, p < 0.01). A One-Way ANOVA further 

confirmed that influencer-driven campaigns and loyalty programs fostered higher consumer 

loyalty than discount-based promotions (F = 4.98, p < 0.05). The K-Means clustering analysis 

identified three consumer segments: Brand Advocates (40%), who frequently engage with 

influencer content and loyalty programs; Price-Sensitive Shoppers (35%), who respond more 

to discounts; and Passive Consumers (25%), who exhibit minimal brand attachment. 

Additionally, engagement analysis showed that loyalty program participants had a 30% 

higher repeat purchase rate than non-participants, and referral rates were significantly higher 

(r = 0.67, p < 0.01) among consumers engaged with influencer marketing. Qualitative 

insights from focus groups and interviews emphasized authenticity in influencer 

collaborations and transparency in loyalty programs are crucial for building long-term 

consumer trust and loyalty. Consumer behavioral responses to digital marketing efforts were 

further analysed through behavioral analytics, predictive modeling, and sentiment analysis. 

Website clickstream data, ad interaction rates, and purchase conversion rates provided a 

comprehensive understanding of consumer responses, while machine learning models helped 

predict future purchasing behaviours based on past interactions. Text analysis of open-ended 

survey responses identified key consumer preferences, such as engaging, visually appealing 

content and the importance of personalized recommendations. Based on these findings, 

several strategic recommendations were developed for businesses: optimizing influencer 

collaborations by ensuring authenticity and relevance, enhancing personalized marketing 

efforts using AI-driven recommendations, mitigating ad fatigue by diversifying content 
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formats, strengthening loyalty programs with clearly defined rewards, and leveraging 

consumer sentiment analysis to adapt marketing strategies dynamically. The research 

confirms that social media, influencer marketing, and personalized brand promotions 

significantly influence consumer behavior. While these strategies enhance engagement and 

brand trust, businesses must carefully manage ad frequency, ensure transparency, and 

maintain authenticity to maximize their impact. Future research could explore emerging 

technologies such as AI-driven marketing automation and the evolving role of social 

commerce in shaping consumer purchasing behavior. By implementing insights from this 

study, businesses can develop data-driven, consumer-centric digital marketing strategies that 

foster brand loyalty and drive sustainable growth in an increasingly competitive digital 

landscape. 

REFERENCES 

1. Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 

34(3), 347-356.  

2. Bang, H., & Wojdynski, B. W. (2016). Tracking users’ visual attention and responses 

to ad transparency cues. Journal of Interactive Advertising, 16(1), 1-16.  

3. Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of electronic word-of-

mouth: The adoption of online opinions in online customer communities. Internet 

Research, 18(3), 229-247 

4. Cialdini, R. B. (2001). Influence: Science and Practice. Pearson Education.  

5. Daugherty, T., Eastin, M. S., & Bright, L. (2008). Exploring consumer motivations for 

creating user-generated content. Journal of Interactive Advertising, 8(2), 16-25 

6. De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram 

influencers: Impact of number of followers and product divergence on brand attitude. 

International Journal of Advertising, 36(5), 798-828 

7. Deshmukh, Shital, et al. ―Role of HR in Talent Acquisition and Recruitment: Best 

Practices for Hiring Top Talent.‖ European Economic Letters (EEL), vol. 13, no. 5, 19 

December 2023, pp. 1284–1291, 

www.eelet.org.uk/index.php/journal/article/view/909, 

https://doi.org/10.52783/eel.v13i5.909. 

8. Filieri, R., Alguezaui, S., & McLeay, F. (2015). Why do travellers trust online 

reviews? A credibility-based model and its implications for electronic word-of-mouth. 

Tourism Management, 47, 119-131 

9. Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the social 

media influencers? Public Relations Review, 37(1), 90-92.  

10. Ghose, A., & Yang, S. (2009). An empirical analysis of search engine advertising: 

Sponsored search in electronic markets. Management Science, 55(10), 1605-1622 

11. Goyal, P. (2022). Impact of Brand Promotion on Market Performance. Journal of 

Positive School Psychology, 6(3), 7159-7172 

12. H. B. Bapat, S. C. Shinde, P. V. Pallavi, and T. Dwivedi, ―Examining How 

Advertising and Price Perception Influence Customer Choices,‖ Rivista Italiana di 

Filosofia Analitica Junior, ISSN 2037-4445, vol. 14, no. 1, pp. 144-153 (2023). 

https://doi.org/10.52783/eel.v13i5.909


National Research Journal of Human Resource Management  ISSN No: 2349-059X  

Volume No: 12, Issue No: 1, Year: 2025 (January-June)  Peer Reviewed & Refereed Journal 
PP: 150-159  National Research Journal 

Published By: National Press Associates Page 158 

Website: www.npajournals.org 

13. Harrigan, P., Evers, U., Miles, M. P., & Daly, T. (2017). Customer engagement with 

tourism social media brands. Tourism Management, 59, 597-609 

14. Hollebeek, L., & Macky, K. (2019). Digital content marketing’s role in fostering 

consumer engagement, trust, and value: Framework, fundamental propositions, and 

implications. Journal of Interactive Marketing, 45, 27-41 

15. Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! Business Horizons, 

53(1), 59-68.  

16. Karve, S. & Shinde, S.C. (2013). Effectiveness of Social Networking Sites (SNS). 

IBMRD’s Journal of Management and Research, 2(1), 199-208. 

17. Kotler, P. (2017). Marketing 4.0: Moving from Traditional to Digital. Wiley.  

18. Lamberton, C., & Stephen, A. T. (2016). A thematic exploration of digital, social 

media, and mobile marketing research. Journal of Marketing, 80(6), 146-172 

19. Lambrecht, A., & Tucker, C. (2013). When does retargeting work? Information 

specificity in online advertising. Journal of Marketing Research, 50(5), 561-576 

20. Lipsman, A., Mudd, G., Rich, M., & Bruich, S. (2012). The power of ―like‖: How 

brands reach (and influence) fans through social media marketing. Journal of 

Advertising Research, 52(1), 40-52 

21. Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing 

customer relationships in the social media era: Introducing the social CRM house. 

Journal of Interactive Marketing, 27(4), 270-280 

22. Paschen, J., Wilson, M., & Ferreira, J. J. (2020). The digital transformation of 

business models: A framework for digital platforms. Journal of Business Research, 

110, 402-410 

23. Shilpa Shinde (2014), Study of Impact of CSR Program on Consumer’s Buying 

Behavior for FMCG Products Products in Mumbai, Abhinav International Monthly 

Refereed Journal of Research in Management & Technology, Volume 3, Issue 4 (April 

2014) Online ISSN-2320-0073 

24. Shinde, S.C. and Balasubramanian, N. (2021). Optimal Transportation System & 

Resilience: A Study of Sindhudurg District Cashew Industry. Alinteri Journal of 

Agriculture Sciences, 36(2): 171-178. doi: 10.47059/alinteri/V36I2/AJAS21131 

25. Shinde, Shilpa C., et al. ―A Critical Review of Patient Satisfaction and Value-Based 

Health Care.‖ Tuijin Jishu/Journal of Propulsion Technology, vol. 44, no. 6, 11 

December 2023, pp. 3415–3427, 

propulsiontechjournal.com/index.php/journal/article/view/3965, 

https://doi.org/10.52783/tjjpt.v44.i6.3965. 

26. Teixeira, T. S., Wedel, M., & Pieters, R. (2012). Emotion-induced engagement in 

Internet video advertisements. Journal of Marketing Research, 49(2), 144-159 

27. Tversky, A., & Kahneman, D. (1974). Judgment under uncertainty: Heuristics and 

biases. Science, 185(4157), 1124-1131. 

28. Vikram Bajaj et al. ―Evaluating the Role of Private Institutions in Shaping the Future 

of Higher Education.‖ Tuijin Jishu/Journal of Propulsion Technology, vol. 44, no. 6, 

10 December 2023, pp. 1117–1124, https://doi.org/10.52783/tjjpt.v44.i6.3310. 

https://doi.org/10.52783/tjjpt.v44.i6.3965
https://doi.org/10.52783/tjjpt.v44.i6.3310


National Research Journal of Human Resource Management  ISSN No: 2349-059X  

Volume No: 12, Issue No: 1, Year: 2025 (January-June)  Peer Reviewed & Refereed Journal 
PP: 150-159  National Research Journal 

Published By: National Press Associates Page 159 

Website: www.npajournals.org 

29. Yoganarasimhan, H. (2012). Impact of social network structure on content 

propagation: A study using YouTube data. Quantitative Marketing and Economics, 

10(1), 111-150 

30. A. Mukil, K. S. Kakade, J. Lukose, R. Lakshmanan; Discovering social bots on social 

media, concerning Twitter accounts. AIP Conf. Proc. 30 August 2024; 3161 (1): 

020073. https://doi.org/10.1063/5.0229397 

31. Ashtankar, O., Kakade, K. S., Brahmane, J., Kulkarni, A. M., Patil, N. V., & Dayma, 

B. (2023). Analysing youngsters' buying behavior for halal cosmetic products in the 

Erbil region. 2023 Intelligent Computing and Control for Engineering and Business 

Systems (ICCEBS), 1–8. https://doi.org/10.1109/ICCEBS58601.2023.10448783 

32. Ashtankar, O., Kakade, K. S., Bhole, V., Kale, S., Brahmane, J., & Kulkarni, A. M. 

(2023). Impact of sensory branding on buying intentions for toiletries, personal care 

& cosmetic products in India. In Proceedings of the Intelligent Computing and 

Control for Engineering and Business Systems (ICCEBS) (pp. 1–7). IEEE. 

https://doi.org/10.1109/ICCEBS58601.2023.10448878 

33. Kakade, K. S., Ashtankar, O., Nigadkar, M. P., Brahmane, J., Srivastava, S., & 

Dayma, B. (2023). Sustainable development: Green marketing perspective. In 

Proceedings of the 2023 Intelligent Computing and Control for Engineering and 

Business Systems (ICCEBS) (pp. 1–11). IEEE. 

https://doi.org/10.1109/ICCEBS58601.2023.10448664 

34. Kakade, K., Ashtankar, O., Mane, S., Kale, S., Brahmane, J., & Bhole, V. (2023). 

Devising sustainable development strategies for online retailing in India. In 2023 

Intelligent Computing and Control for Engineering and Business Systems (ICCEBS) 

(pp. 1-6). IEEE. https://doi.org/10.1109/ICCEBS58601.2023.10449081 

35. Kakade, K., Ashtankar, O. M., & Kale, S. (2019). Impact of gender differences on 

online purchase intentions of Indian consumers. Journal of Emerging Technologies 

and Innovative Research (JETIR), 6(3). ISSN 2349-5162. 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.1063/5.0229397
https://doi.org/10.1109/ICCEBS58601.2023.10448783
https://doi.org/10.1109/ICCEBS58601.2023.10448878
https://doi.org/10.1109/ICCEBS58601.2023.10448664
https://doi.org/10.1109/ICCEBS58601.2023.10449081

