
Volume-3-Issue-6-June,2025 International Journal of Modern Science and Research Technology 

ISSN NO-2584-2706 

IJMSRT25JUN019                               www.ijmsrt.com 

DOI: https://doi.org/10.5281/zenodo.15610290  

119 

 

 

Effect of Digital Marketing on Consumer Behaviour 

in Tier 2 and Tier 3 Cities of India 

Adeep Ahmed; Nandini Gowardipe; Darshan Khirekar 

Master in Computer Application, Nagpur University, India 
 

 

Abstract 

Digital marketing is changing the way 

people in India's smaller cities shop and 

interact with brands. More affordable 

internet and smartphones have made this 

shift possible. This study looks at how 

online ads, social media, and e-commerce 

influence buying decisions. It highlights the 

role of local content, influencers, and 

digital payments in shaping consumer 

habits. The study also discusses challenges 

and suggests ways to improve digital 

marketing in these cities. 
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1. Introduction 

The digital revolution has transformed the 

way consumers engage with brands, access 

information, and make purchasing 

decisions. While digital marketing initially 

focused on metropolitan areas, Tier 2 and 

Tier 3 cities in India have witnessed 

significant adoption due to increased 

internet penetration, affordable 

smartphones, and evolving consumer 

preferences. Platforms such as Facebook, 

Instagram, YouTube, and WhatsApp 

Business have become vital channels for 

marketing, allowing brands to connect 

directly with consumers in smaller cities. 

One of the key drivers of this 

transformation is the accessibility of 

regional language content, which has made 

digital platforms more inclusive and 

engaging for non-English speakers. 

Consumers in these cities rely heavily on 

ocalizedcontent,influencerrecommendati 

ons, and peer reviews when making 

online purchase decisions. Additionally, 

the rise of digital payment methods, 

such as UPI and mobile wallets, has 

facilitated    seamless    transactions, 

increasing  consumer confidence  in 

online  shopping.  With   increasing 

disposable incomes, online shopping 

adoption is on the rise. However, brands 

must tailor    their digital  marketing 

strategies to address language barriers, 

cultural nuances, and varying levels of 

digital literacy. While urban marketing 

approaches focus on brand prestige and 

exclusivity,  marketing   strategies in 

smaller   cities need  to  emphasize 

affordability, trust, and ease of use. 

This research aims to analyse how 

digital marketing strategies influence 

consumer behaviour in these growing 

markets. By exploring key factors such 

as social media impact, regional content 

engagement, influencer marketing, and 

digital payment preferences, this study 

provides insights into how businesses 

can optimize their marketing strategies 

for Tier 2 and Tier 3 cities in India 

(Batra & Chaudhary, 2023). 

 

2. Literature Review 

Existing studies predominantly focus on 

metropolitan cities, leaving smaller 

cities understudied. This paper 

investigates how localized content, 

social media, influencer marketing, and 

digital payments influence consumer 

trust and spending patterns. Research 

suggests that region- specific marketing 

is more effective than generic 

campaigns (Sharma, 2022). A key gap 

in 
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current literature is the lack of data on 

consumer behaviour in non-metro 

areas. This study fills that void by 

presenting updated findings and 

analysis (Singh & Patel, 2023). 

 

3. Research Methodology 

 Surveys: Conducted with 500 

respondents to analyse digital 

marketing engagement and buying 

behaviour. 

 

 Interviews: Insights from business 
owners, marketers, and consumers. 

 

 Data Tools: Questionnaires, focus 

groups, and reports from marketing 

agencies and government sources 

(Mehta & Rao, 2023). 

 Analysis: Statistical tools, 

including trend forecasting, were 

used to measure digital marketing’s 

impact. 

 

Fig 1: Active Users on Social 

Media 

 

3. Findings and Analysis 

3.1. Social Media Influence 

 Facebook, Instagram, and 

YouTube drive brand discovery, 

with targeted ads influencing 

purchases (Dwivedi, 2023). 

 Local influencers enhance 
consumer trust and engagement. 

 

 Short-form videos are shaping 

brand perception (Verma & Joshi, 

2023). 

3.2. Regional Language Content 

 Ads in native languages see higher 

engagement and conversion rates 

(Pandey & Sharma, 2022). 

 

 AI-driven personalization enhances 

region- specific content delivery. 

 

 Preference for vernacular content over 
English is evident (Choudhury & Singh, 

2023). 

 

 

3.3.E-commerce & Digital Payments 

 The pandemic accelerated online 
shopping on Amazon, Flipkart, and 

Meesho (Malhotra, 2023). 

 

 UPI transactions and digital 

walletslike Phone Pay and Google 

Pay gained consumer confidence 

(Reddy & Nair, 2023). 

 Pay-on-delivery remains common 

due to trust concerns. 

 

 

3.4.Consumer Buying Behaviour 

 Discounts and cashback offer 

significantly influence shopping 

decisions (Mishra & Kapoor, 2023). 

 

 Word-of-mouth remains a powerful 
factor, especially in rural areas. 

 

 Consumers prefer brands with 

activesocial media engagement and 

positive reviews (Jain & Saxena, 

2023). 
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Fig 2: Consumer Engagement 

 

3.5.Challenges 

 Older consumers struggle with 
digital adoption. 

 

 Trust issues regarding fraud, fake 

products, and return policies 
slow online shopping. 

 

 Poor internet infrastructure 

hinders digital transactions. 

 

4. Discussion 

1. Digital marketing has enhanced brand 

awareness and trust in smaller cities. 

Businesses leveraging localized strategies, 

regional content, and influencer marketing 

achieve better results. However, 

cybersecurity risks, weak infrastructure, 

and digital literacy gaps remain challenges. 

AI-driven personalization and chatbot- 

based customer service are emerging trends 

(Banerjee & Das, 2023). 

 

2. Brands should prioritize long-term 

engagement over quick sales through 

loyalty programs and interactive marketing 

(Sen & Kumar, 2023). 
 

Fig 3: Shopping Behaviour and 

Preference 

 

5. Conclusion and Recommendations 

 Localized content and targeted ads 
enhance consumer reach.

 

 Digital literacy programs can help 
consumers shop online safely.

 

 Strengthening cybersecurity with 
multi- factor authentication builds 

trust.

 

 Businesses should invest in mobile- 
friendly websites and AI-powered 

chatbots (Patel & Mishra, 2023).

 

 Future trends include AI-driven 

personalization, voice search, and 

hybrid online-offline retail models.

 

 Local influencers can strengthen 
consumer connections.

 

 

 Government investment in digital 

infrastructure can accelerate digital 

marketing growth (Agarwal & 

Bose, 2023).

 Financial support for small 

businesses can encourage digital 

adoption.

 

5.Future Scope of Research 

Further studies should explore: 

 

 AR/VR applications for enhanced 

online shopping experiences.

 

 Effectiveness of AI-driven 

marketing for small businesses.

 

 Consumer behaviour comparison 

between Tier 2 and Tier 3 cities.

 

 Blockchain solutions for secure 

digital payments (Shukla & Nair, 

2023).
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