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ABSTRACT 

The evolution of digital media has significantly altered advertising paradigms, particularly influencing 

consumer buying behavior. This study investigates the comparative impact of social media advertisements 

and traditional online advertisements—such as banner ads, pop-ups, and email marketing—on the buying 

decisions of working women in the National Capital Region (NCR) of India. With increased internet 

penetration and mobile device usage, women professionals now encounter a variety of digital touchpoints. 

The study uses both qualitative and quantitative methods, surveying 300 working women across industries 

and conducting structured interviews to gather insight. Findings indicate a stronger influence of social 

media ads on impulse purchases, emotional engagement, and peer validation, whereas traditional online 

ads remain effective for rational decision-making and brand recall. The manuscript sheds light on 

demographic variables, purchasing categories, and ad features that significantly affect buying behavior. 

The study offers practical recommendations for marketers targeting this dynamic demographic segment. 
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Figure 1: Buying decisions of Working Women in NCR 

INTRODUCTION 

With the rapid proliferation of digital technologies, advertising strategies have undergone a fundamental 

transformation. In the Indian National Capital Region (NCR), a growing number of working women rely on the 

internet not just for communication and information, but also for shopping, banking, and lifestyle management. 

This shift has heightened the need to understand how different types of online advertisements—specifically social 

media ads and traditional online ads—affect their buying decisions. 
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Social media platforms like Instagram, Facebook, and LinkedIn have become dominant advertising spaces due to 

their personalized targeting, visual appeal, and interactive nature. On the other hand, traditional online ads, such 

as banners, pop-ups, and sponsored email campaigns, continue to be widely used by companies due to their 

measurable performance metrics and controlled placement. 

This study is crucial because working women in urban India represent a significant consumer segment with 

disposable income, brand awareness, and high internet engagement. Understanding their responsiveness to 

different ad formats can help marketers design more targeted, effective campaigns. 

The research aims to answer: 

• Which type of digital advertisement exerts a stronger influence on buying decisions? 

• What are the factors that make social media or traditional online ads more appealing? 

• Do demographic variables such as age, marital status, and income level moderate this influence? 

LITERATURE REVIEW 

2.1 Evolution of Digital Advertising 

Digital advertising has evolved from static banners to dynamic, algorithm-driven content. While traditional online 

ads served as the foundation of web marketing in the early 2000s, recent years have witnessed a shift toward 

social media-centric promotions that offer real-time user interaction and feedback loops (Kaplan & Haenlein, 

2010). 

2.2 Social Media Advertising 

Social media platforms allow brands to leverage influencers, hashtags, visual storytelling, and behavioral 

retargeting. According to Mangold and Faulds (2009), social media facilitates a hybrid marketing model 

combining traditional advertising with peer communication. Multiple studies (Duffett, 2017; Appel et al., 2020) 

affirm that engagement and community validation on social media can significantly affect buying behavior, 

especially among women. 

2.3 Traditional Online Advertising 
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Despite the rise of social platforms, traditional online advertising methods such as display banners, sponsored 

search results, and email marketing retain their utility. Chatterjee et al. (2003) found that static ads contribute to 

brand awareness, while email campaigns drive conversion through detailed offers and direct links. However, 

issues like banner blindness and ad fatigue may limit their effectiveness. 

 

Figure 2: Optimizing Ads for Working Women 

2.4 Gender and Digital Consumption 

Research suggests that gender-specific content and emotional appeal often have a larger impact on women 

consumers. According to Meyers-Levy and Loken (2015), women tend to process information in a comprehensive 

and relational way, making them more susceptible to storytelling techniques used in social media ads. 

2.5 Indian Context and NCR Demographic 

India’s working women, particularly in urban areas like NCR, are increasingly empowered in household and 

personal purchase decisions. A report by Deloitte (2021) noted that women in metros show higher digital literacy 
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and shopping frequency on online platforms. The NCR region—with its blend of corporate professionals, public 

sector employees, and entrepreneurs—offers a rich, varied sample for exploring advertising influence. 

2.6 Gap in Existing Research 

Most prior studies focus on advertising effectiveness across general populations or specific sectors such as fashion 

or electronics. There is limited research that directly compares social media and traditional online advertising 

impact on buying decisions, especially among working women in India. This study aims to fill this gap with a 

nuanced, region-specific analysis. 

METHODOLOGY 

3.1 Research Design 

The study adopts a mixed-methods approach, combining quantitative surveys with qualitative interviews to gain 

a comprehensive understanding. It is both descriptive and analytical in nature. 

3.2 Sample and Data Collection 

A purposive sampling technique was employed to select 300 working women aged between 25 and 45 across 

NCR cities such as Delhi, Noida, Gurgaon, Faridabad, and Ghaziabad. The inclusion criteria involved women 

employed full-time with regular exposure to digital media. 

Data was collected using: 

• Structured questionnaires (Likert scale-based) 

• In-depth interviews with 30 participants 

• Online observation of user interactions on ads (voluntary submissions) 

3.3 Variables 

Independent Variables: 

• Type of ad (Social media vs. traditional online) 

• Frequency of ad exposure 



Mona Mishra et al. [Subject: Social Science] [I.F. 5.761] International 
Journal of Research in Humanities & Soc. Sciences  

    Vol. 12, Issue 01, January: 2024 
ISSN(P) 2347-5404 ISSN(O)2320 771X 

 

34  Online & Print International, Peer reviewed, Referred & Indexed Monthly Journal                                          
 

 

• Ad format (video/image/text) 

Dependent Variable: 

• Buying decision (impulse purchase, considered purchase, delayed purchase, no action) 

Moderating Variables: 

• Age 

• Income level 

• Marital status 

• Industry type 

3.4 Data Analysis 

Quantitative data was analyzed using SPSS software. Descriptive statistics, chi-square tests, and regression 

analysis were performed. Qualitative responses were coded thematically using NVivo to identify patterns in 

emotional and rational triggers. 

3.5 Ethical Considerations 

Informed consent was obtained from all participants. Data confidentiality and voluntary participation were 

ensured. All sources were cited to maintain academic integrity. 

RESULTS 

4.1 Descriptive Statistics 

Out of the 300 respondents: 

• Age Distribution: 

o 25–30 years: 34% 

o 31–35 years: 42% 

o 36–45 years: 24% 

• Industry Sector: 



Mona Mishra et al. [Subject: Social Science] [I.F. 5.761] International 
Journal of Research in Humanities & Soc. Sciences  

    Vol. 12, Issue 01, January: 2024 
ISSN(P) 2347-5404 ISSN(O)2320 771X 

 

35  Online & Print International, Peer reviewed, Referred & Indexed Monthly Journal                                          
 

 

o IT/ITES: 38% 

o Education: 22% 

o Finance: 16% 

o Healthcare: 12% 

o Miscellaneous: 12% 

• Ad Recall & Influence: 

o Social Media Ads: 72% recognized and influenced 

o Traditional Online Ads: 53% recognized and influenced 

4.2 Frequency and Preference 

When asked about the frequency of interaction: 

• 78% reported interacting with social media ads at least 3–4 times a week. 

• Only 44% interacted with traditional ads (e.g., banners, emails) more than once per week. 

In terms of preference: 

• 64% found social media ads more appealing and engaging. 

• 36% preferred traditional ads for their straightforward and informative nature. 

4.3 Impact on Buying Decisions 

A cross-tabulation of ad type vs. buying behavior showed: 

Ad Type Impulse Purchase Considered Purchase No Action 

Social Media Ads 47% 33% 20% 

Traditional Online Ads 19% 44% 37% 
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Chart: Impact on Buying Decisions 

4.4 Regression Analysis 

The regression model examined the relationship between ad type (independent variable) and buying influence 

(dependent variable). 

Model Summary: 

• R-squared = 0.62 

• Significant Predictors: 

o Ad format (p < 0.01) 

o Frequency of exposure (p < 0.05) 

o Emotional appeal (social media) (p < 0.01) 

o Trust factor (traditional ads) (p < 0.05) 

4.5 Thematic Analysis (Qualitative) 

Key themes from interviews: 
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• Emotional Engagement: “I end up buying products through Instagram because they look relatable and 

are recommended by influencers.” 

• Skepticism of Pop-Ups: “I avoid clicking banner ads—they feel spammy.” 

• Personalization: “Social ads seem to understand what I need before I even search.” 

• Trust in Brands: “I check traditional ads on banking and insurance products because they’re more 

professional.” 

4.6 Summary Table: Comparative Impact 

Criteria Social Media Ads Traditional Online Ads 

Engagement Level High (interactive, visual) Moderate (static or limited formats) 

Trust Perception Medium (peer-driven) High (brand-established channels) 

Purchase Influence Strong in impulse categories Strong in rational categories 

Cost Sensitivity High discount responsiveness Low responsiveness 

Influence by Age Group 25–35 (very high) 36–45 (moderate) 

CONCLUSION 

This comparative study reveals that social media advertisements wield a more profound emotional and impulse-

driven influence on the buying decisions of working women in NCR, especially in the age group of 25–35. These 

ads thrive on personalization, interactivity, and social proof, often prompting immediate purchases or strong brand 

affinity. 

Conversely, traditional online ads, though perceived as more formal and trustworthy, have limited emotional 

engagement. They are more effective for rational, high-involvement purchases such as financial services or 

healthcare products. These ads remain relevant in structured campaigns but are losing ground in capturing 

attention in a saturated digital environment. 

The study underscores the need for marketers to segment their ad strategies based on product type, consumer age, 

and income level. Hybrid campaigns that combine trust-oriented content from traditional ads with the visual 

storytelling of social media can offer the best results. 
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