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IMPACT OF DIGITIZATION ON CONSUMER BEH.{VIOUR TOWARDS
SHOPPING MALLS WITH SPECIAL REFERENCE TO GUJARAT
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ABSRACT:
Digitization is growing day by day in each and every crowing as lvell as Developed countries in
the world. Therefore, the main reason for this study is to answr:r that what is the role of
Digitization on consumer Behaviour towards Shopping Malls with Special Reference to Gujarat
State. For answering the Question. data was collected from 600 respoldents fiom the Mega cities
ol GLrj arat namely Ahmedabad. SLrrat. Baroda. Rajkot. Bhavnagar. Jarnnagar.. Junagadh and
Gandhinagar. Expansion of Technologl, act.oss the India and Guiarar State is Rapiditl, Increasing
which we consider as the positive response fo| the Digitization. Most of the stuclies discussed the
impact of Digitization on Consumer Behaviour only but in this Paper Researchcr is going to
study the Lrpact ol Digitization on Consumer- Behaviour tou,alcls Shopping Malls in GLrjar.at
State . Independent santple t-tcst. one-\\ ay n NOVA. t\\'o-\\iay ANOVA and sinrple rcgrcssi,.rn
technitlttes was used for thc calculrtions uith the help of SPSS soliu,arc. -l-he Ilvpothesis rest
proved that Digitization directly and indelicately afiects Clonsumer Behaviour towar.ds Shopping
Malls. Factors like Age, Gender and Qualifrcation etc directly aflect thc Relationship betlvcen
Digitization and consumer Behaviour tow,ards Shopping Malls. othlr demogr.aphic firctors that
mainly affect the Consumer Behaviour are Income and Educational level of the Respondents.
Every lactor dictates its own terms in its own brackets horv a consunler reacts to make a buying
decision when these factors are at play. -l-he 

study recomlnen$s thal while clesigning Digitizcd
advertisements and packages companies should focus on the Age. Genrler, eualification ctc
variables ol the consumer. In slrolt, we nced to keep in rnind thal there ale countless other
internal and external factors at play u"hich directlv and indirectly atl'ect the buying behavioLrr of
the consumer towards shopping malls. Some are clearly seen and sonre are hard to observe. 'fhe
study findings will make available valuable information to Practitioi)ers and Scholars and also
LimitationsandFutureI.econ]mendationSfbrResearchWork.

1. INTRODUCTION:

Many authors had discussed in their study the impofiancc of Digirization on consLrrrer
Behavior"rr. They draw attention that business enterprises need toiundcrstand and takc ;nto
consideration that how speedily this changes taking place all ovel the worltl ancl Marl<etilg
communication becomes the new tool of business media strategy. .lndia ranked 4rh in Digital
Lvolution Scorecard 2020 by DPI rDigiral Paymenr lndex). This t.learll shows that Intlia is
getting close to Digitization and'fechnologies are developing acro".i the Nation. on the other

I3Soham: An International Nlulridisciplinarv I,ccr-R(vir$ed Rcserr.ch Journal (SINlIt.l) I'.rgcl
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hand most oI tne stuurcs urrvurrlu vrriJ iv-"-- 
Lct of Digitization on Consumer

ililt;;; iui r,'.,. Researcher is going to studv the lmpa

Behaviour towards Shopping v'ri' "*iiii 'p"cial 
ieference to Guiarat itate The revolution of

Disitization in lndia is ttill g;;;i;g '; dsser studies have been conducted on Digitization'

colnsumer Behaviour'and thtl;"";#:t#;;;;ta' st'opping Malls ln this studv researcher is

trvinp. to studv how t""'";:1";';;;#;;- pu"*', lit" Ase' Gender' Income and

Qualification etc effect th' Disi;i";;;';;'i;;;';"' Behaviour t6wards Shopping Malls in

Abhi
beha

Guiarat State.
oisitizationistheprocessthatconvertsandchangestherecordeddataintoadigitalformat'This
,..]ults in preser"ving 

'na '"tu'in"g 
trtt;;;;;;F"t*ttion which can be a document or a sound'

imaqe or an obiect 
''t"v 

ut t"t"""J"! aigiti)"J i"r*"ation,can be stored safely and securely

indJfinitely. lt is usually d""" by;;';;;g * '""r* 
signal into digital signals which records

the information in binary "Ji";";;-;i;fi 
numbeis itt on"' *i '"'o"i' 

Thit process of

converting analog signals to 
"#i?'t""'' 

*i"J """utts 
is known as "Digital Convergence" or

"Disitization". This process ;:;il;'6 the information intact and there is no loss or

desiadation of dara which o':;e[";"till;ro'rnution A,sequence of digital integers can be

*o=aifi.a into an analog "lioll"tn'i l"'":'^-":: lf unique analog signal Such a

l,iyl:lflg;XlHliI;'#',-:T '1["],:?i?l[""H'1il:i*"uo' 
*i' 

:o q:"]-d^"1"-.,i'"'"

such an approximation ro the """'"t 
r',*"",1 iigitizaiion will be. Analog signals are contrnuous

eleclrical signals: digital 
'ig'ui'' ^"i"'--tontinu-ou' 

Analog sienals can 6e truntfot*ed to digital

sisnal via ADC. Nearlv ^ll 
,."';''il';;;';; h;;;;; dic'1Y* 

"a'bout 
t2% of the s'00'000+ films

liited on rhe inrerne.: urovt" dil;;r"';;jgrrir"a "" 
ovo. Tlre handling of an analog signal

becomes easy when jit i. digi;.,;;;"; ;o-if;. tir., the signal dieitized betbre rnodtrlation and

rrans lbrtn ation. DigitiTation "i:;;;#;';t;;;dia' 
such as- home"rnovies' slides and itnages is a

popula' approach ot prtst"i'ng";; ;;ti;; older repositories' Slides and photos may

aclditionally be scanned u''n* un'i*u*J 
""un 

nttlt''o*tutt lnovies are rnore difficult'

.i. TYPe of Consumer Behaviour:

. ComPlex'buYingbehaviour

. Dissonance-reducing buYing

behaviour

.i. Consumer BuYing Process:

o Problem Recognition

. Information Search

o Evaluation of Alternatives

o Purchase Deciston

. Post Purchase Behaviour

Soham: r\n Internationtl I\{ultidisciplinary Pecr-Revic'1ve'l Research Journal (SIIVIR I) Pagel 14 ioha
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i ,Lnnileet Praiap (2017) and Aditya Juyal (2013) discuss in their articles that how the consumer
I behaviour is affected by the demographical factors like age, Gender, etc. they further elaborate this

concept by saying that it may vary from person to per5on and can be based upon the gender such as
male and female and it is important to notice that variation is there regardless of gender. Other
demographic factors Lhat rnainly allect the consumer behaviour are income groups, qualification
and educational level ofthe respondents. This study is different in a way that it analyzes the impact
ofDigitization consumer behaviour towards shopping malls in Gujarat state.
There is a distinctive distinction that can been seen very easily that how the consumer's behaviour
is diffierent in every aspect of [he gende,. age. inconre and educational level. Each factor dictates its
own terms in its own brackets how a consumer reacts to make a buying decision when these factors
are at play. We can observe that a pqrson having lesser income prefers utility over quality or
quantity and his/her main aim is to fulfi'll the needs while the person who has higher income levels
d. not prefer utility and satisfies his/her wants ralher needs. Sayings this we should also keep in
mhd that there are countless other internal and external factors at play that directly or indirectly
influence the buying behaviour olthe cbnsumer as some can be seen clearly while others are hard
to observe such as the thinking process of a consumer. In this Iegald lets not forget that one of the
tnain factors inlluencing the buying decisions is age because with age the needs and wants change.
A child's needs are diffelent flom a young person while the needs of an older person are differ
from the adu lt.

* Impact of Digitization on Consumer Behaviour in Relation to Social Media:

Social rnedia, Visuals & Advertisements and E-Commerce directly Impacts the Consumer
Behaviour and rheir Experience towards Shopping Malls. Digitization becornes possible only
because of Digiral platforms like E-cdrnrnerce. E-malketing, Digital mode of Payment (Online
Transactions). Social Media platforms are not that much popular because organizations gives more
importance to the old forms of advertisements and marketing campaigns. Following are the social
networking websites (hat are used as inlluencing nrechanisrn to rnotivate and influence the Buying
Behavioul of any Potential Consumer. The most popular platforms that are used in India are as
bellow:

\- Facebook. Twitter. Instagram. YouTube and WharsApp
i'

These social media platforms play a vital role and its impofiance is taken into consideration in
business perspective. It has the potential to influence buying behavioul that no other mediunr can
have. Now a days video sharing, picture posting and tweeting is the way of life and it has the
business potential of n'illions ofdollars.

L

OBJECTIVES:

To study the impact of, Digitizaticin on the socio economic status of consumers towards
shopping malls with reference to Guiarat state.

2. To find out the level of awarenes,s and perception of consumers towards Digitization and
shopping malls.

Sohrm: /\n International Multidisciplinan Peer-Re\,ie$e(l Rescarch Journal (SIMRJ) Pagel l5
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4. To study the major factors influencing and affecting Digitization and consumer buying
behaviour.

5' To know how the social media platforms influence the buying behaviour of the consumers
towards Shopping Malls.

4. METHODOLOGY:

Quantitative Research approach was used in this research. The present study is dependent on
primary and secondary sources of information.
5. STUDYAREA:

This study is mainly confined to Ahmedabad, Surat, vadodara, Rajkot, Bhavnagar, ramnagar,
Junagadh and. Gandhinalar (! M,ega Cities) of Gujarat stare. Digitization and Siopping ma s
contribute to business more significantly than traditional market. Ii these g Mega cit'iJs we have
excellent potential opponunities for upcoming shopping malls and digitized markj.
6. SAMPLING DESIGN:

Data was conveniently colrected from 400 consumers from the g Mega cities of Gujarat state
through Self-adnrinistered euestionnaire. Moleover, the Respondents *.i" gru.unt."d tt,ui *," aut,
bcrnB coliecrcd is solely lor rhe purposc of thc study.

7. DATA SOURCE:

This study is based on both Primary data and Secondary data. Pr.imary data will be collected throughwell prepared Questionnaire from each individual and Secondary data will be collected from
Journals and other publishgd documents

8. SCOPEOFTHESTUDY:
| -'

This. research will help to' fill the gap of the required literature to study the implications of thedigitization as fewer such studies have been conducted in this regard. Better understanding of
consumer buying behaviour and its cultural and societal impact due to digitization will help to
understand.what further implications are needed to be done in this regard io fu,th., evaluate the
demoglaphics which this itudy tried to do. Remarkable gr.owth in the urban areas and access of
technology even to the older segment of the demog.aphics regardress ofage or quarification is a
sigh_ that cannot be ignored. It is the sigh of better urd"..turding of digitization unj ;t, inrfii.ution,
on the nrarket as a whole.
organizations and companies shourd focus on the demographic market segments than thegeographic market segments as demographic segments provide more insight intoihe direciion the
inarket is headed and whatlsegments are yet to be found out and their potenlial tapped. This blend of
demographics and digitization helps to understand the consumer psyche that what drives the buying
L€haviour of the consumers.

ISSN: 2350-0697
Factor
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3. To evaluate the level ofDigitized shopping experience ofconsumers towards shopping malls.

Soham: An lnternAtional Ntultidisciplinary peer-Reyierycd Rescarch Journal (SIMRJ)
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ing

Factor

Sr. No. Frequency Percentage Cumulative
Percentage

I Gender
Male 183 45.70 45.70
Female 217 54.30 100.00
Total 400 100.00

2 Age
l5-20 45 11.25 t1.25
20-30 167 41.75 53.00
60-40 t22 30.50 83.50
40-50 33 08.25 9r.75
50 Above rt

33 08.25 100.00
Total 400 100.00

J Qualification
High School 6t i5.25 15.25
College 50 12.50 27.75
Graduate 155 38.75 66.50
Masters 129 32.25 98.75
Doctorate/Ph.D. 05 01 .25 100.00
Total i00 100.00

4 Income (In INR)
15000-25000 50 12.50 12.50
25 000-3 5000 t6 04.00 t6.50
3 5000-45 000 t47 36.75 53.25
45000-5 5000 t23 30.75 84.00
55000 and above 64 16.00 1 00.00
Total 400 100.00

he
of
to
he

of

NS

The table above shows a total nulnber of 400 respondents that participated. Majority of the
respondents-were females comprising of 5 r.3 (n-2r7) out oftotal. Male respondents Jon""d"d ofu
.otal surr of 45.70lo (n:183), about 8.60% lesser than the ferrale respondents. r67 respondents were
between the age of 20-30 years foimed the majority wirh 4l .7 5yo (n=167). The seconds most

he
he

of

rnajority among the respondenrs was the age bracket of 30-40 years oli comprising of r22
respondents wirh 30.50% (n=l2z). Respondenrs of l5-20 yea., ofag" made l l.25o/o 1n:is; ortn"
total while 33 respondenrs each of 40-50 years g.25& (n:33) and 5d above 'g.25o/, 

1n=33y yeu.. of
age made it to the total of400 respondenrs. The majority of i55 respondents comprised oi jraduute
subjects. with*38.757o 1p:155r. r29 respondents had a masters with 32.25%o(n:r 29) of the tlotut +oo
respondents. Respondenrs which had an educational level high school comprised of 15.25% (n=61).
50 olthe respondenrs had gone ro corege making the 12.50;/. (n:50) ofthe totar. onry 5 nu;ber of
the respondents we'e or had the doctorate or ph.D. level ofqualification making the l-.25%o (n-5) of
the total. As demonstrated in the Jncome statistics majority of the respondents which accumulate to
147 fall intb the bracket of 35000-45000 INR incime per month respectively. They make up
majority percentage of 36.75& (n=ll7). The second most majority consists oi 30.7;% g=123)
respondents who has rhe incorne le\iel between 45000-55000 iNn. wlit. 64 of the rcsplndents

Sohaft: An lnternationxl Nlultidisciplinar"v peer-Rer'ie$,etl Rese:rrch Journal (SIMRJ) pagel U



Volunre 29, Issue I, July.'- Sep ISSN:2350-0697
Factor

which accumulated to 16.i,0% (n=64) had an income level ofabove 55000INR per month. 50 of
respondents making up of 1,5.50o/o (n=50) had an income level between 15000-25000 INR. The lt
number of respondents fell into the income bracket of 25000-35000 INR and accumulated 4.
(n=16)

The standard error of digitization in the table of coefficients is 0.045 and Beta value lies in
ma|ker o10.108. The T-value stands at L871 while the significance ofthe constant is 0.000 which
very significant and the significance value of digitization is 0.062, less than 0.5 therefore ve
significant too.
Disitization- ov

Sum of Different Sq uares Mean Square F Significance
Between Groups 5.239 4 t.3t0 2.563 .03 9
Within Cloups 1 50.7j8 295 .5tI-lirtal

I 55.997 299.

rl-l 
his table above shows that the level ot significance is at 0.39 rvhich is thr lower rhan 0.5 rvhichdd

cle.arly shows that age factol is qLiite close to changing consurrer buying behaviou. ura l, al,=.ttrrt
afl'ected by Digirization.

of
Value Label N

DCAT
.00
I .00

LOWD
HIGHD

149
l5l

Age (Yeals)

I 15-20 45
2 20-30 167
3 30-40 122
4 40-50 33
5 t5 and Above 33

Consumer Buying Behaviour
Source Type III sum

of Sq uares
DF' Mean Square F' sig.

Corrected Model 13.5 l4 9 1.502 5.356 .000
In qercept 1241 .699 I 1241 .699 4428.764 .000
DCAT .164 I .164 .5 85 .445
4g" 4.44) 4 r.lt0 3.961 .004

Soham: An lntern,rtional Nlulridisciplinary I'ccr-R$,icrycrl Research Journat (SIMRJ)
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Source Type III isum

of Squares
DF Mean Square F sig.

Corrected Model 1.216 3 .40s 1.282 .281
Intercept 1905.859 1905.859 6026.687 .000
DCAT .901 1 .901 2.850 .092
Gender .3i0 4 .31 0 .979 .323
DCAT * Gender .l5l 4 t5t .478 .490
f,rror 91.606 296 .31 6
Total 2039.020 300
Corrected Total 94.822 299

e
Source Type III sum

of Squares
DF Mean Square F Sig.

Corrected Model 2.592 9 .288 .906 .521
Intercept 1050.256 1050.256 3302.337 .000

l'his table shows us that the levcl of significance fbr gender is 0.490. lower that 0.5 ther.efor.e
denoting that digitization does harie an eff'ect on consumer buying behavior"rr anrong the gender ol
male and lern ale.

The table above depicts the significance level of qualification at 0.616 slightly higher that the par
value of 0.5. This shows us that qrialification levels do not necessarily affect tie buying behaviour
ofconsumers when it comes to digitization. The crux being that qualification levels haie lesser or
very marginal effect by digitization on the consumer buying behaviour.

Volume 29, Issue I. July. - Sep :2021 ISSN: 2350-0697
act Factor (II.IIF' :5.

DCAT * Age 7.804 4 I .951 6.959 .000
Error' 81.308 290 0.280
Total 2039.020 . 300
Corrected Total 94.822 299

The level of significance stands at 0.000 indicating that with age factor consumer buying behar
is directly impacted by digitization and F value stands at 6.959. this result pioves that
demographic has the significance and importance among the chosen demographic factors r
seeing the affect ofdigitization on consumer buying behaviour.
Test of between-suhiecf effects CRR2:-

f
Source Type III . sum

of Squares
DF' Mean Square F sig.

Corrected Model 5.244 8 .656 2.129 .033
Intercept 653.210 653.2 r0 2121.996 .000
DCAT .5 85 .s 85 1.899 .t69
Qualification 3.930 4 .982 3.192 .014
DCAT* Oualification .554 3 .r85 .600 .616
f,rror 89.578 29t .308
Total 2039.020 300
Corrected Total 94.822 299

Soham: An Internatioiral Il,Iultidisciplinarl l'eer-Revisycd Research Journil (SIMRJ) Pagel 19
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DCAT .753 I 0753 2.368 .125
Income INR .6t9 4 .l 55 .486 .746
DCAT*Income
INR

1.199 4 .300 .942 .440

Error 92.230 290 .318
Total 2039.020 300
Corrected Total 94.822 299

olul

IMT

The table above shows us that income has an effect by digitization on consumer buying behavioufhis I
The level of significance here is 0.440 which is less than 0.5. It shows us that income does affect thectol
buying behavioul ofthe consumers. vorl(
1o' cONCLUSIoN: nostl

The findings of study convey that the data was gathers shows that the selected sam.ples were rationFean
and were logical enough to draw a conclusion. It was further analyzedto create gineral conclusidlock
that demographics especially Age demographic and Gender demographic had an impact oPast

consumer buying behaviour regarding digitization. The results oi the research work give im
constructs about the relationship of digitization and CBB. Now in the developing country like I

behaviour due to digitization than the youth or younger generation or males. 'al'tsYi
The current study has provided a better understanding of the impacts of Digitization on consumeerul(
buying behavioul in legald'to the demographics tlrat wcre involved in this study. The results of thwe sq

researih work give irnportant constructs about the relationship of digitization and consumer bul,inBusiri
lrehaviour towarcis shopping rnalls lvith rcttrencc to Gujarat state.'l he descliptive statistics;lspenel
prove that consurner behaviour towards shopping rlalls is afl'ected by digitizaiion. Organ izationdYna!
should use social rnedia for better results and ino'eased customer base all around because consumefleeo!
are easily changing their behaviour due to it. This could lesult in India being at the forefi'ont dheYl
technological advancement arnong all the other South Asian nations. The study shows that there islnve9
positive impact of Digitization on Consumer behaviour towards Shopping Malls in Gujarat state. cor{
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