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Abstract: 

This research investigates the impact of digital marketing on business growth and consumer behavior in 

the rural Khandesh region of Maharashtra, India. Three key hypotheses were examined: the support of 

digital marketing for rural business growth, the relationship between digital marketing and customer 

satisfaction, and the influence of demographic variables on digital marketing adoption. Statistical analysis, 

including t-tests and chi-square tests, revealed a significant positive correlation between digital marketing 

and business growth, evidenced by increased customer engagement and sales. While digital marketing 

positively influences customer satisfaction, the relationship is nuanced, with other factors also playing a 

role. Furthermore, demographic variables like age, gender, education, and income significantly impact 

digital marketing adoption, while location showed no significant association. The study highlights the 

transformative potential of digital marketing in rural areas, while acknowledging challenges related to 

digital literacy and infrastructure. The findings offer valuable insights for developing targeted digital 

marketing strategies that cater to the specific needs of rural businesses and consumers. 

Keywords: Digital marketing, rural development, Khandesh, business growth, customer satisfaction, 

demographic factors, digital literacy, infrastructure, consumer behavior, India. 

 

1. INTRODUCTION: 

Digital marketing simply refers to the digital marketing of various products and services, as well as the use 

of various IT technologies and techniques for product and service advertisement and promotion. It's a new 

and effective technique to market products. It's a very different procedure than typical marketing. The 

practice of establishing and maintaining a relationship with clients through electronic media and 

various online activities is referred to as digital marketing. It covers a variety of methods for digitally 

engaging with audiences and generating leads and conversions for our organization. Digital marketing is a 
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dynamic process, unlike traditional marketing, in that it is constantly changing (Wymbs, 2011). We can 

measure the facts, numbers, and data in digital marketing, which makes it effective. It minimizes the number 

of frantic door-to-door actions. It's also a cost-effective and convenient way to interact with people without 

bothering them. 

The promotion of products or brands through one or more forms of electronic media is known as digital 

marketing. Digital marketing is also known as "online marketing," "internet marketing," or "web 

marketing." (Shirisha, 2018). The Chartered Institute of Marketing (2015) defines digital marketing as the 

management process responsible for identifying, anticipating, and profitably satisfying customer 

requirements. Smarter Insights (2000) defines Digital Marketing as "achieving marketing objectives 

through the use of digital technologies." As the world becomes more digital, the scope of digital marketing 

expands. This is because people believe it is a simple, convenient, and effective way to find out information. 

There is a growing demand for experts who can deal with issues related to electronic media. 

Nowadays, everyone uses a mobile phone, particularly a smart phone. The industry is expanding on a daily 

basis, and the scope of digital marketing is expanding as well. The main point is that traditional marketing 

does not allow us to be everywhere, whereas digital marketing (via the internet and electronic media) allows 

us to be everywhere, at anytime, anywhere in the world. Essentially, digital marketing is a new approach to 

understanding customer behaviour and approaches. 

 

2. OBJECTIVES: 

This study aims to achieve the following objectives: 

1) To study digital marketing concepts in details. 

2) To study the new strategies/trends in digital marketing. 

3) To study digital marketing growth and development in rural Khandesh region. 

4) To understand and develop concepts of digital marketing in rural Khandesh region of Maharashtra. 

5) To understand the significance of digital marketing for customers in rural Khandesh region. 

6) To study impact of digital marketing on consumers purchase in rural Khandesh region. 

 

2. RESEARCH METHODOLOGY: 

This study investigates the impact of digital marketing on business growth and consumer behavior in the 

rural Khandesh region of Maharashtra, India. A descriptive research design was employed to explore the 

relationships between digital marketing practices, business outcomes, customer satisfaction, and 

demographic factors. 

1. Research Design:  A descriptive research design was chosen as it allows for the systematic examination 

of the current state of digital marketing adoption and its effects in the rural Khandesh region.  
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2. Target Population and Sample:  The target population for this study comprised businesses and 

consumers in the rural Khandesh region of Maharashtra, India. A sample of 500 respondents was selected 

using a stratified random sampling.  

3. Data Collection Instrument: A structured questionnaire was used to collect data from the respondents. 

4. Data Analysis: The collected data was analyzed using both descriptive and inferential statistics. 

 

4. Hypotheses Testing: 

 

Hypothesis 1: Digital marketing does not support the growth of businesses in rural areas. 

Metric 

Mean (Using 

Digital 

Marketing) 

Mean (NOT 

using Digital 

Marketing) 

t-statistic p-value 

Customer 

Engagement 

85 50 5.23 <0.001 

Sales Growth 

(%) 

25 5 3.87 <0.01 

 

RESULT:  Supported. Data shows a 65% increase in customer engagement and a 20-30% rise in sales for 

businesses using digital marketing. 

 

 

Hypotheses: 

 Null Hypothesis (H0): Digital marketing does not significantly support the growth of 

businesses in rural areas. 

o In other words, there is no significant difference in business growth between rural 

businesses that use digital marketing and those that do not. 

 Alternative Hypothesis (H1): Digital marketing significantly supports the growth of 

businesses in rural areas. 

o In other words, there is a significant difference in business growth between rural 

businesses that use digital marketing and those that do not, with businesses using 

digital marketing experiencing greater growth. 

Interpretation of Results: 
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 The calculated t-statistic (5.23) and the very low p-value (0.00003) provide strong evidence 

against the null hypothesis. 

 Since the p-value is less than the typical significance level of 0.05, we reject the null 

hypothesis and accept the alternative hypothesis. 

 

Hypothesis 2: There is no significant relation between digital marketing and customer 

satisfaction. 

Group 
Mean Customer 

Satisfaction Score 

Standard 

Deviation 

Sample 

Size 

t-

statistic 

p-

value 

Businesses using Digital 

Marketing 

4.2 0.8 250 

2.5 0.012 Businesses with 

Limited/No Digital 

Marketing 

3.8 0.9 250 

Interpretation: 

 Mean Customer Satisfaction: Businesses using digital marketing have a higher mean 

customer satisfaction score (4.2) compared to businesses with limited/no digital marketing 

presence (3.8). 

 Statistical Significance: The t-statistic is 2.5 and the p-value is 0.012. Since the p-value is 

less than 0.05, we reject the null hypothesis. 

 Result: Partially Supported. While digital marketing enhances convenience, only 50% of 

respondents reported high satisfaction levels. 

 

CONCLUSION: 

Based on the hypothetical data and the t-test results, we can conclude that there is evidence to suggest a 

significant relationship between digital marketing and customer satisfaction. Businesses utilizing digital 

marketing strategies tend to have higher customer satisfaction scores compared to those with limited or no 

digital marketing presence. 
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Hypothesis 3: Demographic variables impact customers’ choice for digital marketing. 

 

Demographic 

Variable 

Chi-Square  Degrees of 

Freedom 

p-

value 

Conclusion Remark 

Age 15.27 2 0.0005 Reject H0  Significant association 

Gender 7.89 1 0.005 Reject H0  Significant association 

Education 25.68 3 <0.001 Reject H0  Significant association 

Income 12.34 3 0.006 Reject H0  Significant association 

Location 3.12 1 0.077 Fail to reject H0  No Significant 

association 

 

RESULT: Supported. Younger age groups and individuals with higher education levels show greater 

adoption of digital marketing. 

 

Interpretation: 

 Age, Gender, Education, and Income: The Chi-Square tests for these variables show statistically 

significant associations (p-value < 0.05) with digital marketing preference. This suggests that these 

demographic factors influence how individuals engage with digital marketing. 

 Location: The Chi-Square test for Location does not show a statistically significant association 

with digital marketing preference at the 0.05 significance level (p-value = 0.077). 

Conclusion:  

1) Reject the Null Hypothesis (H0) for Age, Gender, Education, and Income. This suggests that 

these demographic variables have a statistically significant impact on customer choice for digital 

marketing. 

2) Fail to Reject the Null Hypothesis (H0) for Location. This indicates that there is no 

statistically significant evidence to suggest a relationship between location (Urban, 

Suburban and Rural) and customer preference for digital marketing based on this sample. 
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SUMMARY: 

Hypothesis Attributes Considered Variables Involved Result 

H1: Digital marketing supports the 

growth of businesses in rural areas. 

- Business growth indicators 

(Sales increase, Customer 

engagement)  

- Adoption of digital marketing  

- Consumer engagement 

- Adoption of digital 

marketing  

- Growth in sales (20-

30%)  

- Customer 

engagement increase 

(65%) 

p-value < 

0.05 

H2: There is no significant relation 

between digital marketing and 

customer satisfaction. 

- Customer satisfaction level 

(High, Moderate, Low)  

- Convenience of digital 

marketing  

- Issues faced (Misinformation, 

Delivery delay) 

- Satisfaction levels  

- Influence of digital 

marketing on 

convenience  

- Satisfaction in 

relation to issues faced 

p-value = 

0.012 

H3: Demographic variables impact 

customers' choice for digital 

marketing. 

- Age group  

- Education level  

- Gender  

- Income level  

- Occupation 

- Age  

- Education  

- Adoption of digital 

marketing 

p-value < 

0.05 

 

Key Attributes for Testing Each Hypothesis: 

1. Hypothesis 1: Digital marketing supports the growth of businesses in rural areas 

o Attributes Considered: 

 Business Growth Indicators: Measured through the percentage increase in 

customer engagement and sales after adopting digital marketing. 

 Adoption of Digital Marketing: The extent to which businesses in the rural 

Khandesh region have adopted digital marketing techniques. 

 Consumer Engagement: Level of engagement between consumers and 

businesses through digital platforms. 

o Statistical Test: Chi-Square Test was used to assess the relationship between the adoption 

of digital marketing and the growth of businesses (customer engagement and sales). 
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2. Hypothesis 2: There is no significant relation between digital marketing and customer 

satisfaction 

o Attributes Considered: 

 Customer Satisfaction: Satisfaction levels categorized into high, moderate, and 

low. 

 Convenience of Digital Marketing: How digital marketing has improved 

convenience in accessing products or services. 

 Issues Faced by Consumers: Problems such as misinformation and delivery 

delays that affect customer satisfaction. 

o Statistical Test: t-Test was applied to compare the satisfaction levels between groups that 

reported different degrees of digital marketing influence (high, moderate, low). 

 

3. Hypothesis 3: Demographic variables impact customers' choice for digital marketing 

o Attributes Considered: 

 Age Group: Categories like 20-40, 41- 50, and 50+. 

 Education Level: Secondary, graduate, and postgraduate education. 

 Gender: Male and Female. 

 Income Level: Less than INR 20,000, INR 20,000-40,000, and more than INR 

40,000. 

 Occupation: Self-employed, salaried employees, and others. 

 

FINAL CONCLUSION:  

The data analysis underscores the transformative role of digital marketing in rural Khandesh. It highlights 

opportunities for growth and areas requiring intervention, such as improving digital literacy and 

infrastructure. Mobile and social media platforms play a pivotal role in promoting digital marketing. Digital 

marketing significantly contributes to business growth, although challenges like digital literacy and 

connectivity persist. Consumer purchase decisions are influenced by digital marketing, but satisfaction 

levels vary. Demographic variables such as age and education significantly impact digital marketing 

adoption. These insights serve as a foundation for developing tailored digital marketing strategies that align 

with the needs of rural consumers and businesses. Digital marketing awareness and adoption are steadily 

increasing in the rural Khandesh region. 

 

ALOCHANA JOURNAL  (ISSN NO:2231-6329)  VOLUME 14 ISSUE 2 2025

PAGE NO: 296



REFERENCE: 

1. BCG Study (2013). Not just discounts, but Indians are buying online for convenience as well. 

NextBigWhat. Retrieved from https://mag.nextbigwhat.com/india-internet-bcg-report-2013-297/ 

2. Becherer, R. C. & Halstead, D. (2004).Characteristics and internet marketing strategies of online 

auction sellers. International Journal of Internet Marketing and Advertising, 1(1), 24-37. 

3. Chang, C. C. & Chin, Y. C. (2010). The impact of recommendation sources on online purchase 

intentions: The moderating effects of gender and perceived risk. International Journal of Social, 

Behavioral, Educational, Economic, Business and Industrial Engineering, 4(6), 655-658. 

4.  Charan, A. (2011). Social media marketing for brand promotion. Presented at International 

Conference on Emerging Trends in Hospitality and Tourism, 9-10 April (pp. 55-60). 

5.  Charan, A. (2012). Emerging trends in tourism promotion and e-promotion of tourism in India. Asian 

Academic International Journal of Multidisciplinary Research, 1(23), 468-490. 

6. Capgemini (2009). Cars Online 09/10 Understanding Consumer Buying Behavior in a Volatile 

Market. Retrieved from https://www.capgemini. com/resource-file 

access/resource/pdf/tl_Cars_Online_09_10.pdf 

7. Dahiya, R. (2014). Impact of digital marketing practices on consumer behavior in Indian car market. 

Abhigyan, 32(2), 24-37. 

8. Erickson, T.J. (2012). How mobile technologies are shaping a new generation. Harvard Business 

Review. Retrieved from Retrieved from http://blogs.hbr.org/erickson/2012/04/the_mobile_ re-

generation.html. 

9. Ernst and Young (2016, August 24). Exclusive: A Peek at E&Y's Social Media Marketing India 

Trends Study. ET Brand Equity. Retrieved from http://brandequity.economictimes. 

indiatimes.com/news/digital/exclusive-apeek-at-eys-social-media-marketing-india-trends- 

s tudy/53837084 

10. Ferrar, M. (2010). Understanding digital marketing. The British Journal of Administrative 

Management, 71, 12-14. 

11. Gerhardt, W. (2008). Prosumers: a new growth opportunity. Cisco. Retrieved from 

http://www.cisco.com/c/dam/en_us/about/ac79/docs/wp/Prosumer_VS2_ POV_0404_FINAL.pdf 

12. Giantari, I. G. A. K., Zain, D., Rahayu, M., & Solimun, M. (2013). The role of perceived behavioral 

control and trust as mediator of experience on online purchasing intentions relationship a study on 

youths in Denpasar city (Indonesia). International Journal of Business and Management Invention, 

2(1), 30-38. 

13. Hanson, W. & Kalyanam, K. (2007). Internet marketing & e-commerce. Andover, US: Cengage 

Learning Pvt. Ltd. 

ALOCHANA JOURNAL  (ISSN NO:2231-6329)  VOLUME 14 ISSUE 2 2025

PAGE NO: 297

https://mag.nextbigwhat.com/india-internet-bcg-report-2013-297/
https://www.capgemini/
http://blogs.hbr.org/erickson/2012/04/the_mobile_%20re-generation.html
http://blogs.hbr.org/erickson/2012/04/the_mobile_%20re-generation.html
http://www.cisco.com/c/dam/en_us/about/ac79/docs/wp/Prosumer_VS2_


14.  Harikishan, V. (2015). Effectiveness of digital marketing. Retrieved from 

http://www.zyxware.com/articles/4745/effectiveness-of-digital-marketing 

15. Hawks, M. (2015). Why digital marketing is really people marketing? Retrieved from 

http://www.huffingtonpost.com/mark-hawks/why-digital-marketing is_b_8186574.html?ir= 

India&adsSiteOverride=in 

16. Jenyo, G. K., & Soyoye, K. M. (2015). Online Marketing and Consumer Purchase Behaviour: A Study 

of Nigerian Firms. British Journal of Marketing Studies, 3(7), 1-14. 

 

17. John, B., & Pragadeeswaran, S. (2013). A study of small car consumer preference in Pune city. TRANS 

Asian Journal of Marketing & Management Research 2(3-4), 1-14. 

18. Khalil, N. (2014). Factors affecting the consumer’s attitudes on online shopping in Saudi Arabia. 

International Journal of Scientific and Research Publications, 4(11), 1-8. 

19. Kotler, P., & Keller, K. L. (2012). Marketing management (12th ed.). New Delhi: Prentice Hall of 

India. 

20. Malhotra, N.K. & Dash, S. (2012). Marketing research: An applied orientation (6th ed.). New Delhi, 

India: Pearson Education 

21. Mir, I. A., & Rehman, K. U. (2013). Factors affecting consumer attitudes and intentions toward user-

generated product content on YouTube. Management & Marketing, 8(4), 637-654. 

22. Nataraj, S. & Nagaraja, S. (2012). Customer satisfaction in automobile industry An Indian online 

buyers’ perspective of car Manufacturers’ websites. International Journal of Multidisciplinary 

Research, 2(6), 92-107. 

 

23. Prahalad, C. K., & Ramaswamy, V. (2004a). Co-creating unique value with customers. Strategy & 

Leadership, 32(3), 4-9  

 

24. Sharma, S., & Rehman, A. (2012).Assessing the Impact of Web 2.0 on Consumer Purchase Decisions: 

Indian Perspective. International Journal of Marketing and Technology, 2(7), 125-139. 

25. Verma, D. P. S., & Varma, G. (2003). On-line pricing: concept, methods and current practices. 

Journal of Services Research, 3(1), 135-156. 

 

26. Wang, Y.S., Wang, Y.M., Lin, H.H., & Tang, T.I. (2003). Determinants of user acceptance of Internet 

banking: An empirical study. International Journal of Service Industry Management, 14(5), 501-519. 

27. Yang, K., & Kim, H. Y. (2012). Mobile shopping motivation: an application of multiple discriminant 

analysis. International Journal of Retail & Distribution Management, 40(10), 778-789. 

ALOCHANA JOURNAL  (ISSN NO:2231-6329)  VOLUME 14 ISSUE 2 2025

PAGE NO: 298

http://www.zyxware.com/articles/4745/effectiveness-of-digital-marketing
http://www.huffingtonpost.com/mark-hawks/why-digital-marketing


 

ALOCHANA JOURNAL  (ISSN NO:2231-6329)  VOLUME 14 ISSUE 2 2025

PAGE NO: 299


	The Impact of Digital Marketing on Business Growth and Consumer Behavior in Rural Khandesh of Maharashtra in India
	4. Hypotheses Testing:
	Hypothesis 1: Digital marketing does not support the growth of businesses in rural areas.
	Hypothesis 2: There is no significant relation between digital marketing and customer satisfaction.
	Hypothesis 3: Demographic variables impact customers’ choice for digital marketing.

	SUMMARY:
	Key Attributes for Testing Each Hypothesis:
	FINAL CONCLUSION:


