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Results and Discussions

I Reliability Test of the Considered Variables 

the considered variables.

Reliability Analysis

Case Processing Summary

N
Cases Valid 100.0

a 0 .0
100.0

Reliability Statistics

45

consistent in measuring the same underlying construct. a 

items are reasonably consistent in measuring the intended construct.

the study area.
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Percent
4 4.9

51
32.1

100.0

Percent
25 30.9

100.0

Education* Percent
3 3.7

19 23.5
37 45.7

2 2.5
7

Student 13
100.0

Place of residence* Percent
Panchayath 41

23
13

Coastal Area 4 4.9
100.0

Area of Specialisation* Percent
Arts 7.4
Science 12
Commerce
Others 7

100.0
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Occupation* Percent
2 2.5

2 2.5
Student 75.3

100.0

Hours Spend on Smart Phones/ Laptops Percent

1 1.2
19 23.5
41

5 and above 5 hours 20 24.7
100.0

III Preference of the Respondents towards Digital Marketing 
Communication Channels 
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Preference of the Respondents towards Digital Marketing 
Communication Channels

Digital Marketing 
Channels

Mean 
Rank

Rank
Chi-

Square
Signi- Test 

Result
4.71 XII

327.030 0.000

II
Instagram III

4.70 XIII
5.94 VIII

XII
Pinterest 5.39 X

I
IX
VII

9.59 IV
7.02 VI

Search Engine 7.17 V

4

, 2022
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on the Behaviour of the Respondents: 

analyse the data.
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Table 5

I

Channels in the Respondents 
Behaviour

Mean 
Rank

Chi-
square

Signi- Test 
Result

traditional advertisements.

14.09

0.000

12.11

digital channels
11.77

I listen to more health and beauty 14.14

discounts

11.23

7.71

I am addicted to online games 14.51

I trust on the recommender system 9.57

10.13

more accurate.
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Channels in the Respondents 
Behaviour

Mean 
Rank

Chi-
square

Signi- Test 
Result

10.40

14.95

gains some incentives.

methods.

I usually recommend online 11.01

14.31

Communication:

Table 6

Factors Mean Rank Rank
I

Entertainment values IV
3.95 VI

Relevance 3.47 III
Easy Navigation 3.93 V

3.44 II
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channels.

Findings of the Study

graduate.

channels.

online channels. 

Conclusion
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