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ABSTRACT

The studies explore digital and traditional advertising, consumer behaviour, and digital transformation’s impact on
businesses. Print ads enhance memory, while digital marketing (social media, mobile ads) is effective among younger
consumers but faces fraud and privacy concerns. Digital marketing boosts online and offline sales, with internet
marketing, mobile commerce, and paid campaigns significantly increasing SME revenue.

Research examines consumer responses to mobile ads, digital campaign ROI, and platform effectiveness. Social media
fosters engagement but is hard to quantify. A study of 4,000 customers highlights how email, catalogues, and paid search
influence choices differently. Offline media yields higher contributions, but online channels are more cost-effective.
Small businesses rely on instinct rather than analytics, despite spending 70-90% of budgets on advertising.

A Kottayam study finds print ads’ amusement, in- formativeness, and credibility positively impact consumers.
Marketing Mix Model (MMM) research in "Emporia™ shows media channels drive sales more than seasonal promotions,
with TV ads having long-term influence. The findings stress integrated, data-driven advertising strategies to navigate
digital transformation.
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1. INTRODUCTION

The digital revolution has fundamentally reshaped the advertising and marketing landscape, compelling businesses to
adopt innovative strategies that integrate both traditional and digital channels. The rapid proliferation of the internet,
social media, and mobile commerce has transformed consumer behaviour, allowing brands to engage with their
audiences in real time while adapting to evolving market trends. While digital advertising continues to expand,
businesses must navigate challenges such as shifting algorithms, rising competition, and increasing consumer
expectations. Despite the dominance of digital marketing, traditional advertising methods like print and television
remain relevant, particularly in areas where memory retention, trust, and brand credibility play a crucial role. Research
highlights the effectiveness of digital advertising in driving consumer engagement and sales through targeted strategies
like search engine marketing, social media campaigns, and video-based promotions. Digital marketing has proven
particularly effective among younger audiences, who spend significant time on social media platforms; however, issues
such as fraudulent services, privacy concerns, and the diminishing returns of excessive ad spending pose ongoing
challenges. This paper examines the comparative impact of digital and traditional advertising by analysing their
efficiency, return on investment (ROI), and long-term sustainability. It explores how digital and print media influence
consumer memory, purchasing decisions, and overall marketing effectiveness, while also addressing the role of digital
transformation in e-commerce and its effect on small and medium-sized enterprises (SMEs). Additionally, the research
delves into the increasing influence of social media marketing and the integration of online and offline strategies,
highlighting the advantages of digital advertising in fostering direct consumer engagement, real-time interactions, and
personalized marketing approaches. Technological advancements have enabled businesses to leverage data-driven
insights and predictive analytics to refine advertising strategies, yet concerns about consumer privacy, public policy
implications, and the challenges of measuring social media’s direct impact on revenue persist. Furthermore, the study
examines multimedia advertising, market segmentation, and consumer behaviour, tracking customer responses across
multiple platforms, including email, catalogues, and paid search. Findings suggest that different advertising channels
influence brand perception and purchase decisions in varied ways, with Omni channel consumers displaying distinct
responsiveness to marketing efforts. While MMM remains the "gold standard" for assessing marketing outcomes, it has
limitations in capturing long-term effects, necessitating the use of advanced econometric models. Finally, this study
underscores the shifting dynamics of media consumption and the need for businesses to adopt integrated, data-driven
strategies that optimize advertising effectiveness across multiple platforms while addressing ethical concerns, regulatory
challenges, and the ever-evolving preferences of modern consumers.
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Objectives:
To Analyse the Impact of Digital Transformation on Advertising
To Compare Digital and Traditional Advertising Methods

To Identify Challenges in Digital Marketing

1
2
3. To Evaluate Consumer Response to Digital Marketing
4
2

REVIEW OF LITERATURE

Saunders, K. W. (2019). Through a comparative analysis, it examines the Court's decisions in key cases. Common Cause,
which have contributed to the expansion of money in politics and the manipulation of electoral districts. The paper
argues that these rulings have eroded democratic principles by enhancing the influence of wealthy donors and political
parties, thereby undermining the principle of equal representation. Blevins, K. (2019). This study explores how social
media has transformed traditional modes of political communication, breaking down barriers between elected officials
and the public. The paper also examines the challenges and risks associated with this shift, including issues of
misinformation, online harassment, and the potential for unequal access due to the digital divide. Venkatraman, V.
(2019). This research examines how consumers engage with and retain information from print ads versus digital ads,
investigating factors such as attention, encoding, and retrieval of advertising content. Through a series of experimental
studies, the paper assesses the role of visual and textual elements, as well as the sensory experiences associated with
each medium. Dickey, I. J., & Lewis, W. F. (2019). The paper examines the evolution of digital advertising, its key
components, and the strategic approaches companies use to engage with consumers.. Van Heerde, H. J., Dinner, 1. M.,
& Neslin, S. (2019). The research explores how digital advertising—such as social media ads, search engine marketing,
and display ads—affects immediate online sales, while traditional advertising channels like television, radio, and print
continue to influence offline purchases. Ghai, S., & Rahman, O. (2019). The paper evaluates the key metrics used to
measure the success of digital campaigns, including engagement rates, click-through rates, brand recall, and conversion
rates. It also explores the role of social influencers, viral marketing, and targeted advertisements in shaping youth
perceptions and behaviors. Helander, F. (2019). This paper presents an innovative approach by integrating mobile
advertising with digital signage, allowing advertisers to track consumer engagement, interactions, and conversions more
accurately.. Cantona, E., & Karim. (2019). This research explores how advertising expenditures on digital-video
platforms compare to those spent on television, considering factors such as reach, engagement, cost-efficiency, and
audience targeting capabilities. Nosrati, M., Karimi, R., Mohammadi, M., & Malekian, K. (2019). The paper outlines
the methods used in internet marketing, such as search engine optimization (SEO), pay-per-click advertising (PPC),
social media campaigns, influencer marketing, and email marketing, and discusses how these tools are employed to
reach a broad and targeted audience. Suciu, M. C., Nasulea, C., & Nasulea, D. F. (2019).The research also explores the
role of data analytics in optimizing advertising strategies to ensure continued success and profitability. Findings suggest
that while short-term advertising campaigns can drive quick sales, long-term success for SMEs is dependent on creating
sustainable customer relationships and leveraging targeted, data-driven strategies to maintain visibility and engagement
over time. Lakshmanan, D., & Basariya, S. R. (2019). The study examines various advertising strategies employed on
social media, including sponsored posts, influencer collaborations, video ads, and targeted campaigns, and assesses how
these methods influence consumer perceptions and behavior. Danaher, P. J., Danaher, T. S., & Loaiza-Maya, R. (2019).
The research examines how different media channels and formats influence consumer perceptions, engagement, and
purchasing behavior for multiple brands within a single retail context. Through a combination of quantitative and
qualitative methods, including consumer surveys, sales data analysis, and case studies. Gupta, S., & Kumar, V. (2019).
The study traces the historical progression of advertising, analyzing key milestones such as the rise of television as the
dominant advertising medium, the advent of the internet and online advertising, and the integration of artificial
intelligence (Al) and data analytics in modern marketing strategies.. Bilo§, A., Ruzi¢, 1., & Keli¢, 1. (2019). The paper
evaluates the effectiveness of online media, including social media, display ads, email marketing, and search engine
optimization (SEO), in generating awareness, engagement, and conversions, compared to traditional offline media such
as print advertisements, billboards, and radio. Evans, D. S. (2019). The study traces the evolution of the online
advertising industry from its early days with banner ads and search engine marketing to the current landscape of data-
driven, personalized campaigns powered by artificial intelligence (Al) and machine learning. Gardé, V. (2019). The
study discusses key performance indicators (KPIs) used in social media marketing, including engagement rates,
conversion rates, reach, impressions, and click-through rates (CTR). By leveraging web analytics tools like Google
Analytics, social media insights, and third-party analytics platforms, the research demonstrates how data can be used to
monitor and evaluate the impact of social campaigns in real time. Mamoon, Z. (2019). The study examines the key
factors that influence media selection, including the target audience, campaign objectives, budget constraints, and the
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nature of the product or service being promoted. Bhaskaran, A. B. (2019). The study uses a combination of surveys and
interviews to gather data on consumer attitudes, including factors such as trust, engagement, recall, and the perceived
effectiveness of print media ads. It also explores demographic variables such as age, income, education, and occupation
to determine how different consumer segments react to print advertisements. Slama, A. (2019). The paper presents a
case study of a retail chain that has been active in both traditional and digital marketing, analyzing data over a multi-
year period to evaluate key performance indicators (KPIs) such as sales growth, customer lifetime value, repeat purchase
rates, and brand awareness.

3. RESEARCH METHODOLOGY

Primary Data:

The research is conducted by questionnaires by observing and collecting data. The theory is
built on the basis of field visits and the results of the analysed data.

Secondary Data:

Secondary data such as magazines, journals, and books are used to construct theories.
Sample:

The sample size is determined as 50 respondent's opinions from the people that are around us.
Instrument:

To analyse the data percentage analysis method was applied.

Research Gap:

Studies on government officials’ social media use focus on legal aspects but ignore ethical concerns and cross-country
comparisons. Print vs. digital advertising research highlights memory encoding advantages but does not explore long-
term consumer purchasing behaviour. Digital marketing transformation studies emphasize business strategy but
overlook challenges faced by small businesses in adoption. Multichannel advertising research evaluates digital and
traditional ads but does not analyse industry-specific differences in effectiveness. Studies on digital-video advertising
show diminishing returns but fail to define saturation points or optimal budget allocation strategies.

4. DATA ANALYSIS AND INTERPRETATIONS

1. What is your 4
What 1= your sge 2 Your Gender

Fig 1 Interpretation:- From the above data most of the respondents were from the age group 18 — 24 years (56%) and
40% from the age 25 — 34 years, 4% from the age 35 — 44 years.

Fig 2 Interpretation:- From the above data most of the respondents were Male with 64% and 36% Female

4. 'What is the highest fevel of education you hive completed?

T resaraes
1 Your errpioyenent status

Fig 3 Interpretation:- From the above data most of the respondents were Students 40%, 30% of them were Self
Employed, 22% of them were Employed full- time, 6% of them were Freelancer and 2% were Employed part- time.
Fig 4 Interpretation:- From the above data most of the respondents have done their education with University Degree

44%, 36% in Bachelor’s degree and 18% in Master’s degree.
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Fig 5 Interpretation:- From the above data most of the respondent’s annual income was Less than 2Lakhs with 58%,
followed by 2Lakhs — 5Lakhs with 32%, 5Lakhs — 10Lakhs with 4%, 10Lakhs — 15Lakhs with 4%, More than
15Lakhs with 2%.

Fig 6 Interpretation:- From the above data most of the respondent’s agree with Strongly agree with 60%, followed by
Agree 20%, Neutral 12%, Strongly disagree 6%, and disagree 2%.

7 The advertisaments | see an social media are usually relevant 1o my inferests
53 1exaerses & | am mmore My %2 pay attentian (o advertisements in vides focmat than in image or texd format
U eagw v

® 1oy Segw

P : Lyorgy camgee
D
® Nesrwl .
4 ® Seare
Apes
v 02w
® svongy Agwe 0 vogy pow

Fig 7 Interpretation:- From the above data most of the respondents have opted for agree option with 36%, Strongly
agree 32%, Neutral 24%, Disagree 6% and strongly disagree 2%.

Fig 8Interpretation:- From the above data most of the respondents have selected most of them have opted out for
Neutral 34%, Agree 28%, Strongly agree 26%, Disagree 8%, and strongly disagree 4%.

O 1 et idvertinsmanrty mors wWhen they e promebed by isflusncers of colsdstiles | folow 10 Adwertinserwrits with discounts of specie offees make me mare ey (o consider perchasing »

91 rerpmrme.

Fig 9 Interpretation:- From the above data most of the respondents selected Neutral 34%, Strongly agree 28%, Agree
22%, Disagree 8%, Strongly disagree 8%.

Fig 10 Interpretation:- From the above data most of the respondents selected Agree 50%, Strongly agree 22%, Neutral
18%, Disagree 10%.

12 Aftar seeirg an adwertimamient, | usualy reseanch the prooust or Srand befe moking 3 purchase 11. | have purchased a product or service after seeing an advertisemnent oniine
deciaon ) rexprises

" rmeacoce

@ Srongy daagree
® Lrasgiem

0 Nouve

@ Agw

@ Svangy wyee

Fig 11 Interpretation:- From the above data most of the respondents have opted for Agree 50%, Strongly agree 28%,
Neutral 16%, and Disagree 6%.

Fig 12Interpretation:- From the above data most of the respondents have opted for Agree 52%, Strongly agree 30%,
Neutral 10%, Disagree 6%, and strongly disagree 2%.
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Fig 13 Interpretation:- From the above data most of the respondents have opted for Agree 44%, Neutral 32%, Strongly
agree 16%, Disagree 6%, and strongly disagree 2%.
Fig 14 Interpretation:- From the above data most of the respondents have opted for Agree 34%, Strongly agree 22%,
Neutral 20%, 14% Strongly disagree, and Disagree 10%.

15, | often skap or ignore online advertisements because they are repetitive of disruptve

S0 resoceses 18, Advertisements on scan medie platforme nuence my purctasing deaisione more than

troditioral ade {such as TV or bikosrds)

® Stungy daagree
9 Onegren

$0 1upares
S Na @ vy D
; - @ Nonpwe
Az @ hWacs
© Srorgly sy L L=
@ Dy Agwe

Fig 15 Interpretation:- From the above data most of the respondents have opted for Agree 44%, Strongly agree 28%,
Neutral 22%, Strongly disagree 4%, and Disagree 2%.
Fig 16Interpretation:- From the above data most of the respondents have opted for Agree 48%, Neutral 28%, 16%
Strongly agree, disagree 6%, and 2% Strongly disagree.

18 Seeing the same advertisermant muliple tmes makes me more Skely to remember the brand 17 Brinds Tul wcdesrtine Dugusly appsar more URTWworRy o me
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Fig 17 Interpretation:- From the above data most of the respondents have opted Agree 36%, Strongly agree 28%, 22%
Neutral, 10% Disagree, and 4% Strongly disagree.
Fig 18 Interpretation:- From the above data most of the respondents have opted Agree 42%, Strongly agree 30%,
Neutral 18%, and 10% Disagree.
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Fig 19 Interpretation:- From the above data most of the respondents have opted for Agree 48%, 26% Strongly agree,

Neutral 16%, Disagree 8%, and strongly disagree 2%.

Fig 20 Interpretation:- From the above data most of the respondents have opted for Strongly agree 50%, Agree 36%,

Neutral 12%, and Disagree 2%.
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5. FINDINGS

1. The majority of respondents (86%) agree that brands achieve good ROI by advertising to young consumers, with
50% strongly agreeing, 36% agreeing, 12% remaining neutral, and only 2% disagreeing, indicating an overall
positive perception.

2. The majority of respondents (74%) find personalized ads based on browsing history or interests relevant and useful,
with 48% agreeing and 26% strongly agreeing, while 16% remain neutral, 8% disagree, and only 2% strongly
disagree.

3. The majority of respondents (72%) believe that repeated exposure to the same advertisement enhances brand recall,
while 18% remain neutral and 10% disagree.

4. The majority of respondents (64%) perceive frequently advertised brands as more trustworthy, while 22% remain
neutral and 14% disagree.

5. The majority of respondents (64%) believe social media advertisements influence their purchasing decisions more
than traditional ads, while 28% remain neutral and 8% disagree.

6. The majority of respondents (72%) often skip or ignore online advertisements due to their repetitive or disruptive
nature, while 22% remain neutral and 6% disagree.

6. RECOMMENDATIONS

e Target young consumers for high ROI by increasing ad spending and using interactive formats.

e  Utilize personalized advertising with Al-driven targeting while ensuring data privacy.

e Enhance brand recall through repeated exposure with creative variety to avoid ad fatigue.

e Build brand trust with consistent and high-quality advertising on reputable platforms.

e  Prioritize social media ads over traditional media with influencer partnerships and user-generated content.
e Reduce ad disruption by using skippable, shorter, and native ads to minimize skipping behaviour.

7. CONCLUSION

The studies discussed above highlight crucial insights into political, social, and marketing landscapes, emphasizing the
evolving nature of democracy, governance, consumer behavior, and advertising strategies. The rapid digitalization of
political communication has led to an increasing reliance on personal social media accounts by government officials for
official discourse. While this fosters direct engagement with the public, it also raises critical legal and ethical concerns
regarding transparency, public access, free speech, and potential misuse of authority. Courts and policymakers must
establish clear guidelines to navigate these complexities, ensuring that public officials maintain accountability while
respecting constitutional rights and preventing the suppression of dissenting voices. The findings on advertising and
consumer engagement reinforce the continued relevance of both digital and traditional marketing methods. While print
advertisements demonstrate superior memory retention due to deeper cognitive processing, digital advertisements,
including video, display, and search ads, drive significant cross-channel effects, influencing both online and offline
sales. However, the diminishing returns observed in digital video advertising suggest that businesses must optimize their
spending strategies, preventing early saturation, diversifying content formats, and maximizing return on investment.
Additionally, integrating digital signage with mobile advertising presents an innovative and efficient method for
measuring ROI, as demonstrated by high engagement rates via SMS-based voucher campaigns, geo targeted promotions,
and interactive mobile ads. The research on youth consumer behavior toward digital marketing highlights both
opportunities and challenges. Young consumers perceive digital ads as informative and engaging, particularly when
they feature influencers, interactive elements, or exclusive offers. However, they remain highly vulnerable to fraudulent
services, misleading advertising, and privacy risks due to targeted ad tracking and data mining. This necessitates stricter
regulations, enhanced consumer protection measures, and increased digital literacy efforts to help consumers make
informed decisions. Additionally, brands must focus on ethical advertising, ensuring transparency in data usage, and
fostering trust through responsible marketing practices. Furthermore, the study on paid advertising for SMEs in the e-
commerce sector underscores the critical role of sustained investment in digital campaigns for long-term revenue
growth. In an era where search engines and social media platforms dominate online visibility, small businesses must
adopt an integrated marketing strategy that combines organic reach with paid promotions. However, businesses must
strike a balance between investment and returns, ensuring that ad spending aligns with measurable business outcomes
while adapting to changing consumer behaviours. Ultimately, these findings collectively emphasize the importance of
adapting to technological advancements, regulatory shifts, and evolving market dynamics in both governance and
business. Policymakers, businesses, and researchers must continuously assess these changes, integrating ethical
considerations, data-driven strategies, and empirical evidence to drive sustainable progress in democratic governance,
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marketing, and economic development. The ability to stay agile in this rapidly evolving landscape will determine long-
term success across industries and governance structures.
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