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Abstract:  This study examines customer perceptions and participation with digital marketing tactics in Pune, India. The study 
looks at how consumers view the efficacy, trustworthiness, and relevance of several digital marketing channels, such as social 
media, email marketing, search engine ads, and influencer advertising. Structured surveys were delivered to 200 customers from 
various demographic backgrounds in Pune. The findings show that social media marketing and influencer endorsements have 
the highest engagement rates, while worries about privacy and information overload remain significant hurdles to trust. Content 
customisation, brand transparency, and interactive communication all have a significant impact on customer perception. In 
order to build lasting relationships, the study highlights the necessity for companies to implement consumer-centric digital 
marketing strategies that prioritize user interaction, authenticity, and data protection. There is also discussion on the 
implications for marketers and suggestions for further study. 
Keywords: Consumer Perception, Consumer Engagement, Social Media Marketing, Influencer Marketing, Digital Advertising, 
Brand Transparency. 
 

I. INTRODUCTION 
The rapid pace that digital technologies have developed in recent years has drastically changed how companies interact with their 
customers. A potent tool for connecting with target audiences is digital marketing, which includes tactics like content marketing, 
email marketing, social media marketing, search engine optimization (SEO), and online ads. In contrast to conventional marketing 
techniques, digital marketing enables companies to monitor success in real time, reach a larger and more focused audience, and 
swiftly modify their plans in response to data insights. In the context of Indian urban markets, where a population that is becoming 
more tech-savvy shows a rising dependence on digital platforms for information and purchase decisions, this shift is especially 
noteworthy. The Marketing strategies have changed dramatically in the digital era, moving from conventional techniques to more 
dynamic, data-driven approaches. Consumer behavior and brand engagement are significantly influenced by digital marketing, 
which includes influencer promotions, email marketing, social media platforms, and search engine ads. Pune City, one of India's 
most important centers of industry and education, has witnessed a sharp increase in the use of digital media by its citizens, making it 
a thriving area for digital marketing initiatives. One important city where digital marketing has experienced significant growth is 
Pune, which is well-known as Maharashtra's center for education and IT. Pune is home to a sizable student body, young 
professionals, and IT entrepreneurs, creating a thriving business environment where companies actively use digital marketing 
techniques to draw in customers. Furthermore, a significant shift in consumer behavior toward online interactions has been brought 
about by the extensive usage of social media platforms like Facebook, Instagram, LinkedIn, and YouTube, the broad penetration of 
smartphones, and the availability of reasonably priced internet services. Pune is therefore a perfect case study to investigate how 
customers view and interact with digital marketing initiatives. 
The Businesses frequently struggle to comprehend the efficacy of their digital efforts from a consumer's point of view, despite the 
rising significance of digital marketing. Customers' involvement and buying decisions are greatly influenced by their perceptions. 
While unfavorable encounters might result in brand aversion and decreased digital involvement, positive views can increase brand 
trust and promote repeat engagement. Therefore, for organizations looking to improve their tactics and create deep relationships 
with their audience, it is crucial to comprehend the consumer's perspective on the relevance, legitimacy, and attraction of digital 
marketing methods. 
The consumers in Pune City are being exposed to a wider range of digital marketing information, but academics and marketers are 
still very interested in how they perceive these tactics and how involved they are. While engagement propels interactions like likes, 
shares, comments, and direct purchases, perception affects customer trust, purchase intentions, and brand loyalty. Consumer 
perceptions of these marketing tactics are frequently impacted by issues including information overload, privacy concerns, and the 
veracity of digital content. 
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The technical facets of digital marketing or commercial performance indicators like ROI and website traffic have been the main 
focus of earlier research. Nonetheless, there is a clear lack of research that explores in-depth Indian market-specific consumer views 
and engagement patterns, particularly in the context of a growing metropolitan setting like Pune. Consumer involvement may be 
greatly impacted by elements including cultural quirks, differing degrees of digital literacy, confidence in online advertising, and a 
preference for particular digital media. Furthermore, the necessity to comprehend shifting consumer attitudes in the post-pandemic 
age has increased due to the COVID-19 pandemic's acceleration of the move towards digital platforms. 
This study attempts to close that gap by investigating important questions: What impression do Pune customers have of companies' 
use of digital marketing? What motivates them to interact with digital information or not? Do demographic characteristics like age, 
gender, or educational attainment have a big impact on how customers feel about digital marketing? The study uses a mixed-method 
approach to address these problems, integrating qualitative interviews with Pune residents who regularly utilize digital platforms 
with quantitative surveys. The research's conclusions will provide marketers with insightful information that will help them create 
consumer-focused digital campaigns that draw in and hold on to customers. 
There is substantial scholarly and practical value in researching Pune City's consumers' perceptions of and interactions with digital 
marketing. In addition to adding to the expanding corpus of research on digital marketing in developing nations, it offers practical 
suggestions for companies looking to improve their online visibility. Understanding the voice of the customer is still essential to 
attaining long-term company success in an increasingly digital environment as digital marketing develops. 
 
A. Research Review 
Digital marketing has completely changed how companies communicate with their customers. Customers are being exposed to more 
digital material through a variety of channels, including social media, search engines, email marketing, and online ads, as a result of 
the extensive usage of mobile devices and the internet. Marketers may improve their digital strategy by learning about customer 
perception and engagement in a local environment, such as Pune City, a fast expanding metropolis with a thriving startup and 
company ecosystem. 
 

II. LITERATURE REVIEW 
A. The Development of Consumer Behavior and Digital Marketing 
Digital marketing, according to Chaffey and Ellis-Chadwick (2019), is the promotion of goods and services using digital 
technology, mostly the internet but also mobile devices, display ads, and other digital media. According to research by Tiago and 
Veríssimo (2014), digital marketing changes traditional consumer decision-making processes by enabling direct and real-time 
engagement with customers. 

 
B. How Do Consumers View Digital Marketing? 
According to Hajli (2015), trust, personalization, interaction, and content relevancy all affect consumer impression. A research by 
Kumar et al. (2016) found that social media use increases customer trust and brand recognition. Additionally, tailored advertising 
and personalized content are often well received by customers (Bleier & Eisenbeiss, 2015).  
Given the widespread use of smartphones and internet connectivity in India, digital marketing is particularly important (IAMAI 
Report, 2021). 
 
C.  Digital Marketing and Consumer Engagement 
A customer's emotional or behavioral involvement in digital marketing material is reflected in their level of engagement (Brodie et 
al., 2011). Likes, shares, comments, and time spent on content are all examples of engagement, according to Vivek et al. (2012). 
Jena (2020) discovered in a research tailored to Indian customers that elements like interactive features, trustworthiness, simplicity 
of navigation, and content relevancy are critical in promoting engagement. 
 
D. Challenges in Digital Marketing 
Ad-blockers, content saturation, and privacy issues have become major obstacles (Goldfarb & Tucker, 2011). Although digital 
marketing is becoming more popular in emerging markets like India, consumer awareness of data privacy and ad intrusiveness is 
still expanding (Rathi & Rastogi, 2019). 
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E. The Perspective of the Pune Market 
The customer base of Pune, a city well-known for its IT and educational institutions, is becoming more tech-savvy and involved in 
digital ecosystems. According to research on consumer behavior in Pune by Ghadge et al. (2018), local customers are open to 
promotions and digital word-of-mouth and favor educational information, particularly on social media. 

 
F. Research Gaps 
Few studies particularly address the Pune City market, where cultural, socioeconomic, and educational characteristics may cause 
differences in consumer behavior, despite the fact that global research has covered consumer perception and interaction with digital 
marketing in great detail. Research on the effects of demographic factors including age, employment, and educational attainment on 
digital marketing engagement in this area is scarce. 
 

III. METHODOLOGY 
A. Research Design 
In order to comprehend Pune City consumers' perceptions and interactions with digital marketing tactics, this study uses a 
descriptive research approach. To collect quantitative data from a broad sample of customers, a structured questionnaire was 
created, guaranteeing a wide representation across age, gender, occupation, and internet usage patterns. 
 
B. Sampling Method 
The respondents who are frequent internet users and have come across digital marketing content in the last six months were chosen 
using a non-probability purposive sampling approach.  The survey included 200 respondents from Pune City, guaranteeing a balance 
of homemakers, working professionals, and students. 
 
C. Data Collection Tool 
A systematic questionnaire that was disseminated online via Google Forms and disseminated via social media groups, and local 
Pune community forums was used to gather the primary data.  
There were four main sections to the questionnaire: 
1) Demographics: Age, sex, profession, and educational attainment.  
2) Patterns of Digital Media Usage: How often do you use the internet and which platforms do you favor, such Facebook, 

Instagram, and YouTube?  
3) Perception Metrics: Likert-scale questions that gauge how consumers feel about digital marketing's relevance, privacy, 

customisation, and legitimacy.  
4) Engagement Metrics: How frequently users like, share, comment on advertisements, and make direct purchases as a result of 

digital marketing. 
 

IV. DATA ANALYSIS 
The statistical methods were used in Microsoft Excel and SPSS software to examine the collected data. Demographic and 
consumption trends were summarized using descriptive statistics (mean, standard deviation, and percentage distribution). To find 
connections between customer perception elements and engagement behavior, correlation analysis was done. Cross-tabulation was 
also used to look at differences in involvement and perception among different demographic groups. 
 
A. Ethical Deliberations 
Before starting data collection, respondents' agreement was sought and they were made aware of the study's objectives. They were 
kept completely anonymous and discreet. No identifying information was gathered. 
 
B. Data Analysis and Discussion  
Demographic Profile of Respondents 
Out of the 200 respondents surveyed: 
 Age Distribution: 

• 18–25 years – 45%   
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• 26–35 years – 35%   
• 36–50 years – 15%   
• Above 50 years – 5%   

 Gender: 
• Male – 52%   
• Female – 48%   

 Occupation: 
• Students – 40%   
• Working Professionals – 45%   
• Homemakers – 10%   
• Others – 5%   

 
1) Digital Media Usage by Platform 
The percentage of respondents who use different digital platforms to consume digital marketing content is displayed in a bar chart. 

 Instagram: 75% 
 Facebook: 68% 
 YouTube: 60% 
 Twitter: 30% 
 LinkedIn: 25% 

 
Digital Media Usage Patterns 

 The most frequently used platforms were Instagram (75%), Facebook (68%), and YouTube (60%). 
 Approximately 80% of respondents reported encountering digital marketing content daily. 

Consumer Perception 
 Credibility of Digital Marketing: 

            While 35% of respondents voiced caution regarding deceptive advertisements, 45% of respondents thought that internet ads 
are typically reputable. 

 Personalization: 
             While 25% thought targeted advertising were intrusive, 60% said they were relevant. 

 Brand Transparency: 
 Just 40% of respondents said that firms' digital ads included clear information. 

 Privacy Concerns: 
             With 55% of participants expressing uneasiness about data usage for tailored adverts,                        privacy surfaced as a 
prominent worry. 
Consumer Engagement 
 
2) Consumer Engagement Behavior 
The distribution of engagement kinds in a pie chart: 

 Like/Share: 50% 
 Comment: 20% 
 Direct Purchase: 35% 
 No Engagement: 40% 
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(Note: Because a user may participate in more than one method, percentages may overlap.) 
 

 
 Like/Share Behavior:  Promotional information that matched their interests was frequently liked or shared by 34.5% of 

respondents. 
 Comments and Interactions:  Just 13.8% of people actively participated in online debates or left comments on 

advertisements. 
 Direct Purchases via Digital Ads:       In the previous three months, almost 24.1% had made direct product purchases via 

links from digital ads. 
Correlation Findings 
Perceived content relevance and engagement levels (likes, shares, and purchases) were shown to be positively correlated (r = 0.62). 
Consumer confidence in digital advertisements and privacy concerns were shown to be negatively correlated (r = -0.55). 

 
3) Key Barriers to Trust in Digital Marketing 
A bar chart showing key consumer perception barriers: 

 Privacy Concerns: 55% 
 Lack of Brand Transparency: 45% 
 Perceived Misleading Ads: 35% 
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V. DISCUSSION 
The findings verify that social media platforms in Pune are the primary means by which consumers are exposed to digital marketing. 
Facebook and Instagram have the highest user engagement rates, perhaps as a result of their interactive and visual features. 
Personalized advertisements emphasize a crucial balancing act for marketers by increasing relevance while simultaneously raising 
privacy concerns. 
Although the data indicates that many customers are still dubious of marketing promises, brand openness is crucial for fostering 
consumer confidence. This disparity points to a chance for businesses to increase communications clarity and boost customer trust. 
When marketing information is seen as reliable and relevant, customer engagement is often much greater. Low commenting 
involvement, however, suggests a more passive kind of interaction, maybe as a result of disinterest or fear of unfavorable publicity. 
 

VI. CONCLUSION AND RECOMMENDATIONS 
A. Conclusion 
With an emphasis on how various demographic groups react to different digital marketing methods, this research looked at customer 
perception and engagement with digital marketing in Pune City. The results show that the most popular routes for customer 
involvement with digital marketing material are social media sites, particularly Facebook and Instagram.  
When appropriate, consumers often like tailored information; nevertheless, privacy issues and a lack of brand transparency 
undermine consumer confidence in digital ads. Perceived content relevance and engagement behaviors like likes, shares, and direct 
purchases were found to be positively correlated. Nonetheless, there is still little active participation (such as commenting), 
suggesting a passive user base. 
Overall, the study shows that although digital marketing successfully engages Pune customers, its full potential is constrained by a 
number of important obstacles, most notably privacy issues and skepticism about the genuineness of the brand. 

 
B. Recommendations 
The following suggestions are put up for companies and digital marketers in light of the findings: 
1) Enhance Brand Transparency: The goal of data collecting and the way in which personal data is utilized for ad targeting should 

be made explicit by brands. Building customer trust will be facilitated by transparent privacy policies and transparency reports.   
2) Emphasis on Customization without Being Overbearing: Delivering pertinent material without being unduly intrusive is the 

goal of personalized marketing. Privacy problems can be reduced by using permission-based data acquisition methods. 
3) Increase Interactive Content: Promote customer interaction beyond likes and shares by utilizing polls, competitions, interactive 

videos, and question-and-answer forms. 
4) Enhance Privacy Protections: Put in place stringent data privacy procedures and provide customers the option to consent or 

object to the use of their data for marketing 
5) Effectively Reach Younger Demographics: The Younger customers (18–35 years old) make up the greatest segment of the 

market, thus companies should concentrate their digital marketing efforts on sites like YouTube and Instagram, where visual 
material is most effective. 

 
VII. FUTURE RESEARCH  

To evaluate how views change over time, future research should examine patterns in longitudinal consumer behavior. Furthermore, 
qualitative research methods like in-depth interviews may offer more profound understandings of the reasons and worries that 
underlie customer interaction with digital marketing. 
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