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Abstract:  In the cutting-edge virtual age, virtual advertising has revolutionized the manner in which agencies 

interact with clients, making use of online systems and generation to sell their products and services. Customer 

consciousness of digital advertising strategies is of paramount significance because it no longer only 

empowers individuals to make knowledgeable choices but also considerably affects marketing strategies and 

commercial enterprise success. This study was conducted at Assam Agricultural College in Jorhat District 

with a random sample of 200 respondents surveyed via dependent interviews and mail questionnaires. 

Findings revealed a powerful choice for virtual marketing among purchasers, with eighty favoring it over 

traditional advertising strategies, reflecting the evolving patron panorama where virtual channels play a 

pivotal function in shaping purchasing choices. Drastically, people aged 20 to 40 exhibited the highest focus 

tiers, underscoring the significance of tailoring advertising and marketing content for this tech-savvy 

demographic. Moreover, the look at emphasized the need for training campaigns and targeted advertising to 

beautify customer cognizance of the manifold blessings presented via digital advertising and marketing. A 

heightened attention to virtual advertising and marketing empowers purchasers with access to precise product 

data and enables fee-aware decisions. Complements product discoverability and evaluation and gives access 

to reductions and promotions for companies. Those advantages translate into more powerful marketing 

campaigns. Step forward purchaser engagement and higher conversion prices. Future research endeavors 

should delve into gender-based total choices in digital marketing, imparting possibilities for further refinement 

of advertising and marketing strategies and, in the long run, helping businesses optimize their strategies within 

the ever-evolving virtual landscape. 

 

 

Index Terms – Digital marketing, analysis, awareness, consumer, purchase. 

I. INTRODUCTION 

The virtual marketing panorama has gone through a substantial transformation in recent years, driven by the 

speedy growth of virtual systems. Understanding the elaborate courting between demographic factors and 

purchaser options is crucial for constructing effective marketing techniques that optimize attainment, 

engagement, and, in the end, success. This study delves into the fascinating interplay of demographic factors 

and patron alternatives concerning digital advertising and marketing, shedding light on pivotal insights that 

could revolutionize advertising and marketing strategies. The significance of virtual marketing within the 

present-day advertising panorama cannot be overstated, as clients are more and more exposed to a myriad of 

digital advertising campaigns. Knowledge of how demographics shape patron perceptions and possibilities 

within this sizeable digital atmosphere is important for constructing powerful marketing techniques that 

optimize attainment, engagement, and, in the end, fulfilment. One of the primary findings of this study is the 

profound effect of age on virtual marketing alternatives.  
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With an enormous 80% of respondents favouring digital marketing, it is obtrusive that there is a significant 

shift towards virtual channels. Importantly, the age institution among 20 and below forty emerged as the most 

digitally conscious and willing demographic, signifying the need for age-targeted campaigns to harness this 

demographics’ capacity fully. The role of training in shaping purchaser consciousness is also highlighted, 

underscoring the necessity for informative and complex content tailor-made to the desires of knowledgeable 

purchasers. Even though students represent an enormous part of the surveyed respondents, the study 

emphasizes that different expert classes have to not be overlooked, emphasizing the importance of numerous 

advertising strategies to successfully interact with those segments. Intriguingly, gender does not exhibit a 

good-sized effect on consciousness stages, opening possibilities for greater inclusive advertising and 

marketing messages that resonate with all genders. This discovery shows the potential for advertising and 

marketing strategies that go beyond traditional gender boundaries. The results of this study are sizeable. By 

means of growing client recognition of approximately the benefits of digital advertising, along with smooth 

access to product statistics, obvious pricing, comfort, contrast, and reductions, marketers can harness the 

electricity of digital channels more correctly. Tailoring campaigns to align with those choices can notably 

decorate patron engagement and conversion charges, solidifying the centrality of virtual advertising in 

modern-day advertising and marketing strategies. This research gives precious insights that can appreciably 

help marketers and corporations optimize their virtual advertising strategies. By unravelling the complicated 

interaction of demographic factors and customer options, agencies can construct more targeted and powerful 

campaigns. The observer emphasizes the need for instructional campaigns and targeted advertising to raise 

awareness amongst clients about the benefits supplied by digital advertising and marketing.  

Digital marketing leverages the power of digital channels to build brand awareness, generate leads, and 

drive conversions. Through search engine optimization (SEO), businesses can improve their visibility in 

search engine results and attract organic traffic. Social media platforms provide a space for businesses to 

engage with their audience, share valuable content, and foster a sense of community. Email marketing allows 

for targeted messaging and personalized communication, nurturing customer relationships over time. Digital 

marketing and social media are essential for businesses to remain competitive and relevant in the online 

marketplace. (Tiago, M. T., & Veríssimo, J. M. 2014). Content marketing, through the creation of relevant 

and valuable content, positions businesses as industry leaders and establishes trust with consumers. Display 

advertising enables businesses to reach a wider audience through visually appealing advertisements across 

various websites. Social media has become a pervasive and influential phenomenon in marketing, and it 

identifies nine themes that will shape the future of social media through three lenses: consumer, industry, and 

public policy. (Verhoef, P. C., et al. 2020). In parallel to the growth of digital marketing, online shopping has 

experienced exponential growth. Consumers now have the ability to browse and purchase products or services 

from anywhere and at any time. The convenience of online shopping eliminates geographical barriers and 

time constraints, enabling consumers to access a global marketplace with just a few clicks. The availability 

of detailed product information, customer reviews, and ratings empowers consumers to make well-informed 

decisions and facilitates a sense of trust in online transactions. Additionally, secure payment gateways and 

robust delivery systems provide reassurance and ensure a seamless shopping experience. 

 

II. REVIEW OF LITERATURE 

Digital marketing has democratized marketing opportunities, benefiting businesses of all sizes. It has leveled 

the playing field for small and medium-sized enterprises (SMEs), allowing them to conduct targeted 

marketing campaigns at a fraction of the cost of traditional advertising methods. Digital marketing has a varied 

impact on SMEs depending on their context and strategy. Emerald Insight. (2023). The use of social media 

platforms and search engines has stimulated competition and innovation within the digital marketing industry, 

resulting in improved services and a wider range of options for businesses to choose from. Social media 

marketing has various benefits for businesses and customers, such as enhancing customer engagement, 

loyalty, satisfaction, trust, and word-of-mouth. (Alalwan, A. A., et al. (2017)) 

 

In their article titled "The Gold Rush of Digital Advertising and Marketing: Assessing Prospects of 

Constructing Emblems in Remote Places" (Makrides et al., 2020), the authors investigate the ability of virtual 

advertising and marketing to improve worldwide logo focus. Employing a survey methodology with a final 

sample of 200 respondents, the research underscores the enormous possibilities digital marketing affords for 

small- and medium-sized establishments (SMEs), positioning it as a dominant detail inside the 

internationalization system. The look at well-known brands shows the speedy emergence of various digital 
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marketing techniques, each tailor-made to specific market segments, underscoring the dynamic nature of the 

virtual marketing landscape. The paper concludes by offering theoretical and managerial implications and 

suggesting avenues for destiny studies. In a current study, the effect of digital advertising transformation on 

consumer behavior in B2B settings was examined. Drawing on theories of deliberate conduct and consumer 

behavior, the studies aimed to explain how different virtual marketing techniques affect patron attitudes and 

purchase intentions. The study surveyed 210 B2B customers, revealing that 3 out of 4 virtual advertising 

documents significantly prompted client behavior. Substantially, logo consciousness emerged as a key 

moderating issue, influencing the link among digital advertising and marketing attitudes and purchase 

intentions. These findings provide treasured insights for business managers seeking to navigate complex 

advertising techniques and adapt to changing occasions. In an examination, the authors provide a 

comprehensive assessment of advertising trends, drawing from recent literature and real-world trends. They 

depend on secondary data assets, consisting of articles, research, reports, newspapers, magazines, and web 

sites, to delve into India's shift in the direction of digitalization. The paper highlights shifts in client conduct, 

with expanded net usage for finding deals. It underscores the blessings of digital advertising and marketing 

strategies, inclusive of SEO, SEM, content marketing, and social media advertising. The look emphasizes the 

impact of social media structures like WhatsApp and Facebook on digital advertising. Spotting purchaser 

motivations is vital, and digital advertising's cost-effectiveness and industrial effect are recounted. Expertise 

about an enterprise's audience's social media options is fundamental for online advertising and marketing 

success. The paper suggests further analysis of net advertising's effectiveness across numerous commercial 

enterprise contexts, providing insights for academia and practitioners (Bala & Verma, 2018). 

The future of digital marketing looks promising, and it will continue to be an essential tool for businesses 

looking to reach their target audience in a cost-effective and targeted manner. Businesses that fail to adopt 

digital marketing strategies risk falling behind their competitors and missing out on valuable opportunities. 

The future of retailing is shaped by the rapid changes in technology, consumer behaviour, and competition. 

(Aggarwal, P., et al., 2019). Therefore, it is imperative for businesses to recognize the significance of digital 

marketing and make it an integral part of their overall marketing strategy.  The adoption of digital marketing 

strategies can provide businesses with a competitive advantage in the marketplace. It is recommended that 

businesses prioritize the development of an effective digital marketing strategy as part of their overall business 

plan. To sum up, the benefits of digital marketing are undeniable and it has become an essential tool for 

businesses of all sizes in today's highly competitive marketplace. (Aggarwal et al., 2019) It is clear that digital 

marketing has brought about tremendous opportunities for businesses to promote their brands and reach their 

target audience. However, to fully capitalize on these opportunities and achieve their marketing objectives, 

businesses must develop effective digital marketing strategies that are tailored to their specific needs and goals 

and continually evaluate and adapt their strategies as needed. This will enable businesses to remain 

competitive in the dynamic and ever-changing landscape of digital marketing. In conclusion, it can be said 

that digital marketing is a constantly evolving field and businesses must stay agile and responsive to changes 

in the marketplace. By staying informed and adapting their strategies as needed, businesses can leverage the 

power of digital marketing to increase brand awareness, acquire new customers, and drive revenue growth 

and success. In summary, it is essential for businesses to recognize the importance of digital marketing as a 

critical tool for achieving their marketing objectives in today's competitive landscape. To achieve success in 

digital marketing, businesses must not only develop effective strategies but also stay agile and responsive to 

changes in the marketplace. Technology has a profound impact on marketing theory and practice, and it 

identifies six key themes that will shape the future of technology and marketing: artificial intelligence, big 

data analytics, blockchain, internet of things, virtual reality/augmented reality, and robots. (Grewal, D., et al.. 

2020). This underscores the importance of ongoing education and professional development for businesses 

seeking to keep pace with the latest trends and best practices in digital marketing. To this end, businesses can 

invest in training and development programs that provide their employees with the knowledge and skills 

needed to design, implement, and evaluate digital marketing campaigns. These programs can cover various 

areas of digital marketing such as social media marketing, SEO, email marketing, content creation and 

distribution, web analytics, and data-driven decision-making. By investing in the continuous education and 

professional development of their employees, businesses can ensure that they remain competitive in the 

marketplace and are well-equipped to meet the challenges and opportunities of digital marketing. Ultimately, 

the ability of businesses to succeed in digital marketing depends on their willingness and ability to stay abreast 

of trends and adapt their strategies as needed. In order to remain competitive in the dynamic and ever-changing 

landscape of digital marketing, businesses must develop effective digital marketing strategies that are tailored 

to their specific needs and target audience. Digital platforms are emerging as a dominant business model in 

the digital economy, and it provides a seven-step approach to conduct a systematic literature review on digital 
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platforms. (Lim, E., et al.,2020). Furthermore, businesses must be able to adapt and update these strategies as 

trends and technologies evolve in order to stay relevant and effective. This can be achieved through ongoing 

education and professional development programs that provide employees with the knowledge and skills 

needed to succeed in digital marketing, including social media marketing, SEO, email marketing, content 

creation and distribution, web analytics, and data-driven decision-making. Investing in such programs is 

crucial for businesses to remain agile, responsive and competitive in the digital space. digitalization offers 

new opportunities and challenges for marketing channel management, and it proposes a research agenda that 

covers four key topics: channel design, channel governance, channel performance, and channel evolution. 

(Steinhoff, L., & Palmatier, R. W. 2021) 

 

 

III. METHODOLOGY 

3.1 Selection of Study Area 

The study was conducted in the Jorhat district of Assam due to the convenience of data collection. However, 

it is important to note that the district can be considered representative of all plain districts of Assam. 

 

3.2 Data 

The study was carried out based on Primary as well Secondary information. 

 

3.3 Sample Design:  

The present study followed a random sampling procedure to select 200 consumers throughout the Jorhat 

district. These consumers were selected using a random number table and included both male and female 

individuals of different ages, education levels, occupations, income levels, and from both urban and rural areas. 

The sample included both online purchasers and those who make purchases through traditional retail formats. 

 

3.4 Data Collection  

Primary data were collected from the sampled respondents using a specially structured schedule through 

personal interviews as well as mail questionnaires. Secondary information was gathered from various published 

and unpublished sources such as journals, magazines, books, bulletins, market reports, e-publications, etc. 

IV. RESULTS 

4.1Respondents’ Profile 

This section discusses the distribution of respondents over demographic variables like age, sex, education, 

employment, income etc. 

  Different demographic factors like age, sex, educational qualification, Employment status, 

income level etc. have significant impact on digital marketing. In the present investigation first of all it was 

tried to categories the total respondents on the basis of different demographic factors and then tried to examine 

their relation with the impact of digital marketing. 

 

 

4.1.1 Age 
The distribution of respondents under present investigation according to their age is presented in Table 1.  

 

Table 1: Distribution of Respondents according to their Age 

 

  

 

 

 

 

 

 

 

 

 

 

Age Respondent in  Nos. % 

Below 20 years 40 02.22 

20 years to below 40 120 02.22 

40 years to below 60 25 00.22 

60 years and above 15 0.22 

Total 200 100 
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From the table above it is observed that, 20 percent of the respondents were below 20 years of age while 60 

percent of respondents were between 20 years to below 40 years age which was the were the majority. The 

remaining 20 percentrespondents were above 40 years of age, which consists 12.50 percent with the age 40 

years to below 60 years 7.50 percent above the ages of 60 years. This implies that the major population of the 

participants were between 20 years to below 40 years old.  

Below is the figure depicting the age-wise distribution of respondents.  

 

 

 
 

Figure 1. Graphical representation of age-wise distribution of respondents 

 

4.1.2 Gender 

The distribution of respondents under present investigation according to their gender is presented in Table 2.  

 

Table 2: Distribution Of Respondents Based On Gender 

 

Gender Respondent in Nos. % 

Female 55 27.5 2 

Male 145 72.52 

Total 200 022 

 

The results indicate that the majority of the respondents (05.27%) were male, while the rest (50.27%) were 

female.  
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Figure 2: Graphical representation of gender-wise distribution of respondents 

 

4.1.3 Level of Education  
In order to participate meaningfully in the study, the respondent’s scholastic aptitudes were sought. The 

participants were requested to state their scholastic achievements as per Table below. 

  From the table it is evident that most of the respondents (86.00) under the present study were 

highly educated i.e. graduates and post graduates while 9.00 percent possessed intermediate level of education 

and 10.00 were from school level children. Hence, it can be said that the present study was basically confined 

with the educated people.  

 

Table 3: Distribution of respondents based on education level 

 

Qualification Respondent in Nos. % 

School level 20 10.00 

Intermediate 18 9.00 

Graduate 90 45.00 

Post graduate 72 36.00 

Total 200 100 

55

145

Female Male
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Figure 3: Graphical Representation of Qualification-Wise-Distribution of the Respondents 

 

4.1.4 Area of Profession 

Table 4 represents the employment status of respondents. From the table it is observed that 65.0 percent of 

the respondents were students, 12.5 percent were service holder, and 10.00 percent were involved in 

agriculture sector, 7.50 % of the participants served in the Business, while 5.00 % of the respondents worked 

in others sectors. 

 

Table 4: Distribution of Respondents Based on Profession 

 

Profession Respondent in Nos. % 

Service 25 12.50 

Business 15 7.50 

Agriculture 20 10.00 

Student 130 65.00 

Others 10 5.00 

Total 200 100 
 

Below figure depicts the qualification wise distribution of the respondents. 

 

 
Figure4: Graphical Representation of Professional-Wise-Distribution  of the Respondent 
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4.1.5 Monthly Income 

The distribution of respondents according to their monthly income is presented in Table 5. 

 

Table 5: Distribution of respondents based Monthly Family Income 

 

 

 

 

 

 

 

 

 

 

It is evident from the table that most of the respondents (53.00%) were in the monthly income category of 

below 20,000 per month. Another 20 percentrespondents   indicated their monthly income 20000.00 thousand 

and above but to below 40000.00 while 14.50 percentrespondents indicated their monthly income 40000.00 

and above but below 60000.00.  Only 12.5 percent of the respondents indicated that they were earning a 

monthly income of Above 60000.00.  

 

4.2 Consumer Preference for Digital Marketing: 

This section examines consumer preferences for digital marketing across different demographic variables 

such as age, sex, education, occupation, income, and place of residence. It explores how these variables impact 

consumer attitudes towards digital marketing and their likelihood to engage with it. 

Consumer preference for digital marketing has been steadily increasing over the years, driven by the 

widespread adoption of the internet and mobile devices. Today's consumers are more tech-savvy than ever 

before and rely on digital channels to discover, research, and purchase products and services. Digital 

marketing provides consumers with a convenient, personalized, and engaging experience that traditional 

marketing methods cannot match. 

  One of the key reasons why consumers prefer digital marketing is the convenience it offers. 

With the click of a button, consumers can access a wealth of information about products and services, compare 

prices, read reviews, and make purchases without leaving their homes. Digital marketing also allows 

consumers to interact with brands in real-time, providing them with instant access to customer support, 

personalized recommendations, and special offers. 

Personalization is another reason why consumers prefer digital marketing. With the help of data analytics and 

artificial intelligence, brands can collect and analyse consumer data to deliver personalized experiences that 

are tailored to each individual's preferences and needs. Consumers appreciate the personalized attention they 

receive from brands, which makes them feel valued and more likely to make repeat purchases. 

  Digital marketing also allows for greater engagement with consumers. Brands can use social 

media, email marketing, and other digital channels to create interactive and engaging content that captures 

consumers' attention and encourages them to share it with others. This type of engagement can lead to 

increased brand awareness, loyalty, and advocacy among consumers. 

  Furthermore, digital marketing offers consumers more control over the marketing messages 

they receive. With traditional marketing methods such as television and print ads, consumers are often 

bombarded with irrelevant and intrusive advertisements. In contrast, digital marketing allows consumers to 

control the content they see by subscribing to email newsletters, following brands on social media, and opting 

out of advertising cookies. 

  Finally, digital marketing is more cost-effective for businesses, which can translate into cost 

savings for consumers. By leveraging digital marketing channels, businesses can reach a wider audience with 

less money than traditional marketing methods. This cost savings can be passed on to consumers in the form 

of lower prices, discounts, and other special offers. 

  Table 6 represents the distribution of respondents under present study according to their 

preference for digital marketing. 

 

 

 

 

Income Respondent in Nos. %age 

Less than 20000 106 53.00 

20000 to below 40000 40 20.00 

40000to below 60000 02 0..20 

Above 60000 02 00.20 

Total 200 100 
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Table 6. Consumers’ Preference for digital marketing 

     

 

 

 

 

 

 

 

The above table shows that 80.00 percent respondents preferred Digital marketing to traditional marketing 

and while only 20.00 percent respondent showed their reluctance to digital marketing and   preferred 

Traditional marketing.  . 

 

 

Figure6: Pie chart representation of Consumers’ Preference distribution of the respondents 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Preferred digital marketing over traditional 
marketing 

Responses %age 

Yes 160 02.00 

No 40 02.00 

Total 200 022 

160, 80%

40, 20%

0%0%

Yes No
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4.3 Reasons for consumers’ preference 

Table 7 represents the reasons for consumers’ preference and distribution of respondents according to their 

preferred reasons. Multiple responses have been considered since single respondents gave single or multiple 

reasons for their preference. 

 

Table 7. Reasons for consumers’ preference. 

 

Reasons Responses %age 

Product Information 97 24.25 

Price Information 43 10.75 

Celebrities And Famous People 7 1.75 

Discount And Deals Customers 47 11.75 

Ease Of Finding Products 87 21.75 

Ease Of Comparison 53 13.25 

Offer/Discount 60 15.00 

OTHERS 6 1.50 
 

Table reveals that 24.25 percent of respondents consumers preferred digital marketing because of availability 

of product information, 21.75 percent opted for digital marketing because of ease of finding products while 

15.00 percent respondents preferred digital marketing for the offer/discount. Ease of comparison was another 

reason for 13.25 percent of respondents while another 10.75 percent preferred digital marketing for 

availability of price information. 

 

4.4 Product and Service Preferences in Digital Marketing 

This section analyses consumer preferences for different products and services purchased through digital 

marketing channels. It also examines the role of different agencies involved in digital marketing and how they 

affects consumer preferences. 

Product and service preferences in digital marketing are shaped by several factors, including consumer needs, 

preferences, and behaviors. Digital marketing provides businesses with a range of tools and platforms to 

display their products and services to their target audience in a way that is personalized, engaging, and 

convenient. 

One of the key factors that influence product and service preferences in digital marketing is the consumer's 

needs. Consumers are more likely to purchase products and services that address a specific need or problem 

they have. Digital marketing allows businesses to identify these needs and tailor their marketing messages 

accordingly. For example, if a consumer is searching for a new smart phone, businesses can use search engine 

advertising to place targeted ads in front of them that display the latest smart phones with features that meet 

their needs. 

Another factor that shapes product and service preferences in digital marketing is consumer behavior. Digital 

marketing provides businesses with access to a wealth of consumer data, which can be used to understand 

consumer behavior and preferences. By analyzing this data, businesses can identify trends and patterns in 

consumer behavior, which can help them, tailor their marketing messages to better meet consumer needs. For 

example, if a business notices that consumers are searching for eco-friendly products, they can use this 

information to develop and market products that meet this demand. 

Personalization is another factor that influences product and service preferences in digital marketing. By 

leveraging data analytics and artificial intelligence, businesses can create personalized experiences for 

consumers that are tailored to their preferences and needs. For example, businesses can use email marketing 

to send personalized product recommendations based on a consumer's past purchases or browsing history. 

Finally, convenience plays a significant role in shaping product and service preferences in digital marketing. 

Consumers expect businesses to provide them with a seamless and convenient experience across all touch 
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points, from browsing products to making a purchase. Digital marketing provides businesses with a range of 

tools and platforms to create a convenient experience for consumers, such as online marketplaces, mobile 

apps, and social media shopping. 

 

Table 8 represents the major type of products purchased by the respondents through digital marketing 

 

Table 8: Type of products purchased through digital marketing 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The table shows that the majority of respondents purchased (49%) mobile with accessories. The second 

preferred item through digital marketing is book followed by groceries and fast food. Data reflects that 30.00 

percentrespondents purchased books through digital marketing while 22.50 percentrespondents purchased 

groceries and 19.50 percentrespondents purchased fast food. Other major items purchased through digital 

marketing by the consumers are under garments, health care items, cosmetics and musical instruments. 

 

V. DISCUSSION 

The study examined the connection between demographic factors and client possibilities for virtual 

advertising over conventional advertising techniques. Findings revealed a sizable desire for virtual 

advertising, with 80% of respondents favoring it. Demographically, individuals between 20 and under 40 

years of age displayed the very best cognizance of digital marketing, suggesting the importance of age-

centered campaigns. Furthermore, educated people exhibited extra recognition, indicating a need for more 

advanced and informative content tailored to this demographic. Even as students comprise the most important 

organization, other expert classes should no longer be neglected, and campaigns have to be tailored to engage 

various segments. Earnings-based total segmentation was additionally highlighted as a powerful method, with 

earnings ranges influencing cognizance and alternatives. Gender, however, no longer appreciably affected 

attention stages. In addition, research is recommended to refine advertising strategies and explore gender-

based options. Knowledge of the problematic relationship between demographic factors and digital 

advertising focus is critical for crafting effective advertising and marketing techniques that optimize 

attainment, engagement, and fulfilment within the ever-evolving digital landscape. Growing consciousness 

among customers about the advantages of virtual marketing, mainly in supplying product statistics, charge 

transparency, comfort, contrast, and discounts, is pivotal. Tailoring advertising campaigns to align with those 

choices can enhance patron engagement and conversion rates, ultimately solidifying the significance of virtual 

advertising in modern marketing strategies. 

 

 

 

Purchasing items Responses % 

Book 60 30.00 

Musical instruments 30 15.00 

Groceries 45 22.50 

Mobile and Accessories 98 49.00 

Under garments 36 18.00 

Health care items 30 15.00 

Special Item 24 12.00 

Fast food 39 19.50 

Cosmetics 30 15.00 

Others 15 7.50 
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VI. CONCLUSION: 

In the end, this research delved into the fascinating relationship among demographic elements and client 

alternatives for digital advertising and marketing over traditional advertising strategies. The findings 

illuminated a clean and sturdy preference for virtual advertising and marketing, with a huge 88% of surveyed 

respondents favoring virtual channels. Our evaluation of demographic factors revealed important insights for 

entrepreneurs aiming to optimize their techniques in the ever-evolving landscape of marketing. 

One of the key takeaways from this research is the significance of age in shaping virtual marketing 

possibilities. The age group of 20 and under forty emerged as the most conscious and digitally willing 

demographic. Consequentially, focusing on campaigns for this age of institution becomes vital for maximizing 

their effect. Moreover, the look highlighted the role of training in influencing consciousness, emphasizing the 

need for sophisticated and informative content material tailor-made for relatively educated customers. 

Even though students constituted the largest portion of respondents, our findings underscored the importance 

of not overlooking other expert categories. Constructing diverse marketing strategies to interact with these 

segments is vital for complete attainment. Profit-based total segmentation also emerged as a strategic 

approach, with earnings ranges affecting both awareness and preferences. Curiously, gender did not exhibit a 

large impact on recognition stages in our study. This location opens up avenues for greater inclusive 

advertising and marketing messages that resonate with all genders. 

 

The implications of this study are sizable. By increasing recognition among purchasers about the blessings of 

digital marketing, which include product information availability, fee transparency, convenience, comparison, 

and discounts, entrepreneurs can harness the strength of virtual channels extra efficiently. Tailoring campaigns 

to align with those options can increase consumer engagement and conversion rates, ultimately solidifying 

the importance of virtual marketing in present-day advertising and marketing techniques. This research offers 

valuable insights that can drastically assist entrepreneurs and organizations in optimizing their virtual 

marketing techniques. By understanding the complex interaction of demographic elements and customer 

alternatives, groups can construct more focused and powerful campaigns. The take a look at emphasizes the 

need for schooling campaigns and focused advertising to raise recognition among purchasers approximately 

the benefits supplied by digital advertising. Furthermore, the findings call for additional studies to delve 

deeper into gender-primarily-based possibilities in digital advertising and refine advertising tactics as a result. 

 

In sum, this study contributes to the ever-expanding area of virtual advertising by shedding light on the pivotal 

position of focus and demographic elements in shaping patron preferences. It presents actionable insights that 

could beautify the effectiveness of digital marketing campaigns and, in turn, gain agencies by means of 

growing their attainment, engagement, and fulfilment within the dynamic digital panorama. 
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