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Abstract 
 

 

The rise of Digitalization in India has taken a huge pace from last decade. And leads us to 

a much talked about transformation for the tech-savvy business world at large. The 

Purpose of this research is to invade the phenomenal rise of digitalization in India with 

specific reference to the youth consumer dynamic of India. This paper tries to analyse the 

impact of digitalization on consumer dynamics. This is a conceptual research paper based 

on secondary sources of literature. In which around 100 research articles were used 

related to this topic. All collected articles were analyzed with the help of R-software and 

results were presented in the form of word cloud and tree map.  Digitalization moves lead 

to vast growth and development to Indian industries and all it became due to the open-

handed acceptance of the different categories of consumer youth in India. This study has 

highlighted different aspects which were explored in previous studies. It is found that 

digitalization has significant impact on consumer dynamics in previous studies. The study 

cannot be generalized because it is entirely based on secondary sources and not tested 

empirically.  It will be useful for future studies because previous trends can be understood 

easily. Unexplored areas can be explored with the help of this study. This paper is an 

attempt to understand the nature of previous studies on this topic and with the help of this 

paper future course of action can be decided easily. It will help in understanding the 

existing gap in this area.  
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Introduction 

As economic growth is concerned, India is among the fastest growing economies in the 

world, with a significantly large percentage of young and internet-savvy consumers. As a 

result, it has become a target for global E-commerce businesses. The Indian economy is 

driven mainly by a young demographic market segment, with around 75% of internet users in 

the 15 to 34 years age group. Their presence online is substantially driven by peer pressure, 

rising education and aspirations, and growing interest in global fashion and lifestyle trends. 

Although internet penetration is lower by percentage in India, its absolute size is comparable 

to larger markets, such as the United States and those in Europe, and it is quickly catching up 

with the online market size of China. Additionally, favorable government policy, which 

allows 100% FDI in business to business (B2B) E-commerce, is expected to boom the E-

commerce market of India further in the coming years (IBEF Report 2017). The growth in the 



E-commerce sector in India is due to many contributory factors, including a rise in the 

number of internet users, adoption of modern technology and alternative payment methods 

offered by E-commerce sellers (Harish 2017). All of these factors, in conjunction with a rise 

in confidence in doing business in India, make the market very attractive for large foreign 

players and portfolio investors who are witnessing slower growth elsewhere.  

The growth of E-commerce business received an impetus globally with the advent and spread 

of industry 4.0, a term first used in 2011 by the Fraunhofer-Gesellschaft institute. The 

German Federal Government identify industry 4.0 as a synthesis of internet of things and 

cyber physical systems, interacting and cooperating with each other and with the humans 

within the system (Kagermann et al.; ´Slusarczyk 2018). Industry 4.0 is characterized by 

highly automated factories, warehouses, products and services, etc. (Stock and Seliger  

(2016). The newest form of industrial revolution is digitalizing each and every aspect of 

business, including logistics, purchases, supply chain and sales processes, which will result in 

E-commerce accruing 90% of the global commercial transactions in the near future 

(Geissbauer et al. 2016) 

Digital payments in India have been experiencing exponential growth and with growth of 

internet and mobile penetration, in coming years the country is ready to witness a huge rush 

in the adoption of digital payments. According to Ratan Watal, principal advisor Niti Aayog 

and former finance secretary, digital payments grew 55% by volume and 24.2% by value in 

2016-17 over the previous year. Data from the Reserve Bank of India (RBI) indicates that the 

rate of adoption of digital payments had accelerated following demonetization last year but 

has slowed in recent months of 2017. Total digital transactions in April 2017 of Rs109.58 

trillion are 26.78 lower from Rs149.58 trillion in March 2017. The volume of digital 

transaction has witnessed exponential growth in volume and value whether it is digital wallet, 

interbank transfer or transaction by debit or credit card. At merchant places the number of 

card transaction at point of sale (PoS) terminal have witnessed a huge serge which reflects 

that people have started making payment by debit card instead of withdrawing cash from 

ATM to make payment. In January 2017 the number of transaction of debit card increased to 

one billion from 817 million in previous year. It has been observed that ATM transaction are 

more or less same at 700 million, the transaction at PoS terminal has increased three times 

from 109million in January 2016 to 328 million in Jan 2017. 

Digital Marketing in India:  

E-marketing has universal applicability. It permeates all kinds of business namely, 

agricultural, industrial, medical tourism, governance, Education and so on. Some of the 

common applications of E-marketing are: Document automation, payment systems, content 

management, group buying, Online banking, shopping and order tracking, Teleconferencing, 

Electronic tickets which have become common with large and small businesses alike. The 

history of E marketing can be traced back to:  

1. 1971 or 1972: The ARPANET is used to arrange a sale between students at the Stanford 

Artificial Intelligence Laboratory and the Massachusetts Institute of Technology, the earliest 

example of e commerce. 

 2.1979: Michael Aldrich demonstrates the first online shopping system.  

3. 1981: Thomson Holidays UK is first business-to-business online shopping system to be 

installed.  



4. 1996: India MART B2B marketplace established in India.  

5. 2007: Flipkart was established in India.  

India has one of the fastest growing internet population in the world. With an online 

population of 500 million in 2017. A compound annual growth rate (CAGR) of 13 per cent 

will take the number of online users to 720 million, close to where China is currently. The 

CAGR of the Indian online user growth is nearly four times that of global rate. The Indian e-

commerce has seen a steady growth over the years from 2014 and is currently pegged at $53 

billion. With a growth of 25 per cent, the Indian e-commerce industry is expected to cross the 

$100 billion mark by 2020.  

Marketing using electronic media such as the web, email, interactive TV, IPTV and wireless 

media in conjunction with digital data about customers characteristics & behaviors. Chaffey, 

Chadwick, Mayer, Johnson (2009) 
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Pattnaik (2018) in his paper highlighted the role of Digitalization in Indian market scenario. 

The bequest of electronic commerce is gaining ground, achieving unprecedented growth and 

widespread popularity all across the globe and in India. Barring aside the initial jittery start 

that resulted primarily due to the lack of trust; consumers around the world and in India are 

more experienced and confident today, relying heavily on electronic trade and commerce 

over the traditional mediums. Even the senior denizens are opening up to digital mediums. 

Not only commerce, digitalization is also influencing social behaviour and Governance. In 

fact, there is a growing notion to the vision of digitalizing India with phenomenal progress in 

the areas of apps and portals development for the dissemination of information and delivery 

of high-value public services over the internet. India is home to the largest Public 

Distribution System in the world, and e-pads are a revolution in enhancing transparency and 

eliminating pilferages in the system.  

Singh & Sinha (2013) in their paper have highlighted the consumer buying behaviour 

towards e-commerce. India is considered to be in its third stage of E- evolution. After a 

widespread use of internet connectivity and internet savvies, India is ushering into the phase 

of on-line transaction. The number of internet users has been growing steadily and there is a 

tectonic shift in the demand curve of Indian consumers majorly due to the increased want for 

comfort, brand and luxury. This is plotting a framework for internet market and hence is 

attracting huge national and global investment. In this article an attempt is made to 

understand Indian B2C online market particularly in customers‟ perspective. 

Singh & Rana, (2017) in their paper has detailed that the last decade has seen tremendous 

growth in use of internet and mobile phone in India. Increasing use of internet, mobile 

penetration and government initiative such as Digital India are acting as catalyst which leads 

to exponential growth in use of digital payment. Electronics Consumer transaction made at 

point of sale (POS) for services and products either through internet banking or mobile 

banking using smart phone or card payment are called as digital payment. The consumer 

perception of digital payment has a significant and positive impact on adoption of digital 

https://www.business-standard.com/search?type=news&q=cagr
https://www.business-standard.com/search?type=news&q=indian+online
https://www.business-standard.com/search?type=news&q=indian+e+commerce
https://www.business-standard.com/search?type=news&q=indian+e+commerce
https://www.business-standard.com/search?type=news&q=indian+e+commerce


payment. ANOVA indicate that there is no significant variance in consumer perception based 

on the demographic factors such as gender, age, profession and annual income of the 

consumer. However, education was found to significant influence for adoption of digital 

medium.  

 

Mishra & Ayatham (2017) in their paper have develop an understanding of the different 

personality types and Facebook behaviour of the young Indian consumers in the context of e-

tailing. With the increased popularity of Facebook, consumers and e-trailers are using it as a 

platform to connect better with each other. This paper makes an attempt to study the motive s 

 

Zhang &   Gu (2015), in this paper they have study social interaction factors that affect 

consumer trust in the context of online group-buying in China. The results of this empirical 

study of online group-buying in both product and service contexts indicate that social 

interaction has significant informational and normative influences on consumer trust. 

However, informational influence affects consumer trust more in-service contexts, whereas 

normative influence affects trust more in product contexts. Moreover, the results of the study 

show that the valence of comments (i.e., positive or negative) does not significantly impact 

how informational influence and normative influence affect consumer trust in the online 

group-buying context. 

 

Shinde & Sharma (2016), This study examines how consumers perceive online shopping 

and which factors are perceived differently between consumers who prefer online shopping. 

The present study focuses on the perception of youth specially shoppers aged between 21-25 

are targeted in present study with sample size of 75. Findings reveals majority of respondents 

prefer to buy online products for low value products and hesitate to buy high value products 

online. 

Dhiman, Chand & Gupta (2018) the purpose of this article is to assess the consumer buying 

behaviour for apparels. The study makes substantial effort to recognize the variables which 

affect decision of apparel purchase among youth. The findings show that consumer buying 

behaviour in apparel such as purchase frequency, average spending, preferred store type and 

preferred brand mostly depends on various demographic variables. Hence, the study validates 

the significance of segmentation, targeting and positioning (STP) for marketers of apparel. 

The present article reveals that all types of domestic and worldwide brands are available in 

Indian market and are purchased by consumers as long as those are perceived to deliver value 

to consumers.  

 

Sarkar & Khare (2017), the purpose of the present study is to examine the impact of 

consumers‟ personality traits such as value consciousness and coupon proneness on attitude 

towards online shopping. The results indicate that perceived usefulness and perceived risk 

influenced attitude towards online shopping. Value consciousness and coupon proneness 

significantly moderate the impact of perceived usefulness and perceived risk on attitude 

towards online shopping. Consumers having high value consciousness and coupon proneness 

are likely to be influenced by perceived usefulness and risk towards online shopping. As 



these consumers are experienced in redeeming coupons and rebates, ease of use does not 

influence their attitude towards online shopping.  

 

Paina & Luca (2010) in this paper the aim was to emphasize, on a theoretical basis, the 

rising importance of the online consumer in the 21
st
 century, and point out its main hallmarks 

and consumer behaviour habits. With Generation Y, not only thriving in the digital era but 

also prevailing as the most active online shopper, the profile of the 21st century consumer is 

defined by a clearly new and enhanced perspective. 

Thamizhvanan & Xavier (2012) in their research it was established that impulse purchase 

orientation, prior online purchase experience and online trust have significant impact on the 

customer purchase intention. Males are found to have more intention to shop online than 

females. 

 

Ekpe &   Adubasim (2016) in their study the purpose of this study was to examine the effect 

of price, advertising and motivation on online purchase behaviours among youth academic 

entrepreneurs in Nigeria, with moderating influence of social groups.  One of the findings 

suggest that academic entrepreneurs in Nigeria perceived price reduction and after-sales 

service advertising as critical factors influencing their online purchase behaviour. 

  

Research Objectives: 

 To find out the word cloud of previous studies.  

 To find out word frequency map. 

 To find out correlation of consumer with other variables 

 To find out tree map of maximum used words in previous studies. 

 

Research Method 

Research methodology is the specific procedures or techniques used to identify, select, 

process, and analyse information about a topic. 

The research design of this study is exploratory in nature. The existing literature has been 

derived from various online sources such as Elsevier Products, Emerald E-Journals, Indian 

Journals, JSTOR, Sage Online Journals, Springer, Taylor & Francis Online, Wiley Online 

Library, Google scholar etc. The literature was searched with the help of various related key 

words like, digitalisation, online, e commerce and consumer dynamics.etc.  

Digitalisation in current market scenario is very much prevalent and used by internet savvy 

consumers. Most of the articles have derived from Google scholar and ProQuest databases 

related to youth behaviour and digitalisation. These papers were published in different 

journals of management. Here 35 research paper were included which one were found 

appropriate for this study. The qualitative analysis of existing literature is done with the help 



of R-software. The R-software which helps in word clouding, text search, data mining and 

helps in establishing correlation between text and terms.   

“R Studio” a software package that allows users to import, sort and analyse text 

documents, PDFs, audio files, video files, spread sheets, databases, documents, 

bibliographical data, web pages etc. The qualitative analysis of articles available in these 

formats has been done.  The results provided by R –software have been presented and 

concluded in the following section of the paper.  

 

Analysis and Interpretation 

Figure 1: Word Clouds 

 

(Source: Research Output) 

 

The result of word clouds from R- studio about 30 most frequent word in the previous studies 

shows that online, youth, social, consumer are the most frequent world. All the previous 

studies uses the concept of internet or online marketing with reference to youth but it was 

found that digitalization is not used as buzz word.   

Figure 2: Word Frequency Plot 



 

(Source: Research Output) 

 

The above figure highlights the words which have been used at least 1000 times in the 

previous studies related to digitalisation and consumer dynamics. The histogram of words 

shows the word digital is at the lower border and consumer is at upper bond in terms of its 

use in the study. As for as “Consumer Dynamics” word is concerned it was not used in the 

previous study simultaneously. 

 

Table: 1 Most Frequent Word 

Words Count Words Count 

Online 4910 Journal 1606 

Research 3013 Engagement 1567 

Youth 2937 Shopping 1500 

Consumer 2842 Marketing 1494 

Social 2726 Business 1435 

Facebook 2389 Internet 1393 

Consumers 2234 Media 1390 

Information 2213 Use 1375 

Study 1808 Development 1362 

New 1690 Companies 1349 

Also 1674 One 1343 

Data 1661   

(Source: Research Output) 



 

The above table highlights the exact number of times each word has appeared in the previous 

studies. There also words like online, youth and consumers are leading the table. 

 

Figure 3: Tree Map 

 

(Source: Research Output) 

The Above figure highlights that the words visible in the tree map has appeared at least 1400 

times in the previous studies.  

Table 2: Correlation value with the word “Consumer” 

Words Correlation Value Words Correlation Value 

entertained 0.94 researchers 0.89 

watched 0.94 reserved 0.89 

companies 0.92 stimulus 0.89 

confirming 0.92 one-dimensional 0.89 

entertaining 0.92 journalistic 0.88 

experiential 0.92 networking 0.88 

Indianapolis 0.92 psychologically 0.88 

loyalty 0.92 timely 0.88 

multidimensional 0.92 toward 0.88 

organism 0.92 transported 0.88 

satisfying 0.92 facebook 0.87 

marketing 0.91 heath 0.87 

e-loyalty 0.91 participants 0.87 



e-marketer 0.91 prompted 0.87 

engagement 0.91 amazing 0.86 

enjoyable 0.91 behavioral 0.86 

hobbies 0.91 operationalization 0.86 

holbrook 0.91 pictures 0.86 

illusion 0.91 psychometric 0.86 

immersed 0.91 committed 0.85 

intent 0.91 conceptually 0.85 

interactivity 0.91 computermediated 0.84 

longman 0.91 interaction 0.83 

mentally 0.91 appraisals 0.83 

participative 0.91 assemble 0.83 

covariance 0.9 associates 0.83 

emotional 0.9 dimensional 0.83 

emotionally 0.9 exchanged 0.83 

enjoyment 0.9 honesty 0.83 

exploratory 0.9 universal 0.83 

companies 0.89 versatility 0.83 

affiliated 0.89 emotion 0.82 

aligns 0.89 exponentially 0.82 

altered 0.89 psychology 0.82 

excitement 0.89 socialize 0.82 

expands 0.89 consumers 0.81 

facebooks 0.89 company 0.80 

hrs 0.89 originally 0.80 

interacting 0.89 rapport 0.80 

marketers 0.89 relational 0.80 

participant 0.89   

perceives 0.89   

(Source: Research Output) 

 

The above table shows the correlation of word consumer with other words like face book, e-

loyalty, e-marketing and all these correlation values are more than .80  

Findings 

 After critical examination and analysis of previous literature and studies it is evident 

that online, youth and consumers have been explored intensively. 

 Digitalization has been studies in the name of online marketing, Internet marketing, 

E-Marketer, E-loyalty etc.  

 It is evident from the previous literature that digitalization has positive impact on 

youth consumer online behaviour.  

 This phenomenon has been studied in the online consumer context mainly. 

 Digitalization has close association with youth entertainments and watching online 

videos.  



Limitations of the study 

Studies suffer from limitations and conducting study on the basis of secondary sources has 

many limitations these are as follows: 

 

 The data used for the purpose of the study may or may not be authentic or accurate. 

 The data can be vague which cannot be used to draw any conclusion. 

 It is not possible to decide that whether the sample used for the study purpose is 

appropriate or not. 

 Author of the paper has lack of control over data quality used for this study 

Implications for Academicians: 

The studies can be used to understand previous literature and reviews quantitatively. This will 

be helpful for future researcher and academician to understand all previous studies in the 

form of word cloud.  It gives an exact figure of key words which has been explored in 

studies.  

Conclusion and Discussion: 

Digitalization has brought markets closer to consumers. Through online it is possible to 

follow fashion in real-time all over the world and order the latest trends with just few clicks. 

This, on the other hand, has fostered competition among retailers. It is self-evident that 

digitalization has changed the way consumers think and act when forming their needs and 

wants, comparing alternatives and making the actual purchase decisions on products and 

services. It has also transformed the way consumers observe their surroundings and how they 

share opinions of fashion by introducing different digital solutions such as social media. In 

addition, the change continues grows. 
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