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Abstract 
 

Nepal, digital marketing has had a significant impact on consumer behaviour 

and changed how companies communicate with their clientele. The impact of 

important digital marketing techniques on Nepalese consumers' purchase 

decisions is examined in this study. These tactics include influencer marketing, 

content marketing, social media marketing, search engine optimisation (SEO), 

and personalised advertising. The study used a mixed-method technique to 

gather data from Nepali firms and customers through surveys and interviews. 

The results show that the best ways to raise brand recognition and encourage 

purchase intent are through influencer endorsements and social media 

marketing. The study also outlines obstacles that prevent digital marketing in 

Nepal from reaching its full potential, including gaps in digital literacy, trust 

issues, and internet accessibility problems. In order to improve consumer 

engagement and overcome these obstacles for more successful market 

penetration, the report ends with actionable suggestions for companies looking 

to improve their digital marketing strategy. 

Keywords: Digital Marketing, Consumer Behavior, Nepal, Social Media 

Marketing, SEO, Influencer Marketing, Online Advertising   
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INTRODUCTION 

Digital marketing has revolutionised consumer behaviour worldwide, including in Nepal, 

and has become an essential component of contemporary corporate tactics. Nepali 

businesses have shifted from traditional marketing strategies to digital platforms due to the 

widespread influence of social media, the growth of smartphones, and improved internet 

accessibility (Nepal Telecommunications Authority [NTA], 2023).  This change reflects 

worldwide patterns where digital interaction is becoming more and more important for 

company performance (Kannan & Li, 2017). This shift is best illustrated by the success of 

e-commerce businesses like Daraz, SastoDeal, and HamroBazar, which are mostly 

attributable to targeted digital marketing tactics, especially through social media and 

influencer marketing. This is consistent with studies showing social media marketing works 

well in developing nations (Tsimonis & Dimitriadis, 2014). Nevertheless, many Nepali 

businesses still struggle to use digital marketing effectively in spite of these advancements. 

Factors such a lack of experience, infrastructure issues, and consumer mistrust of online 

transactions limit their capacity to fully utilise the promise of digital platforms. Businesses 

in poor nations face a great deal of difficulty as a result of the digital divide (Avgerou, 

2008). Additionally, companies face a continuous challenge as a result of the quick 

development of digital technologies, which necessitates frequent strategy adaptation 

(Bharadwaj et al., 2013).  

The purpose of this study is to investigate how digital marketing affects customer 

behaviour in Nepal, with an emphasis on determining the best practices and the challenges 

that companies face when putting these tactics into practice. The beneficial impacts of 

digital marketing on consumer behaviour have been widely reported on a global scale 

(Chaffey & Ellis-Chadwick, 2019). Numerous studies show that digital marketing strategies 

increase brand awareness, foster customer engagement, and improve sales conversions. 

Additionally, tailored advertising and personalised experiences are made possible by digital 

marketing, which boosts client loyalty and happiness (Kotler & Armstrong, 2018). 

Although further study is needed to determine the precise effects of digital marketing in 

Nepal, current data points to an increasing trend among consumers—especially younger 

ones—to shop online and interact with digital ads (Adhikari & Shrestha, 2021). This is 

consistent with worldwide patterns that indicate younger generations are more open to 

online marketing and have greater digital literacy (Smith, 2019). 
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In Nepal's digital marketing ecosystem, social media is essential. Because of their 

effectiveness in reaching and interacting with large audiences, platforms such as Facebook, 

Instagram, and TikTok are essential to firms' marketing initiatives (NTA, 2023). 

Additionally, Nepali influencers have a great deal of power over consumer preferences and 

purchase decisions, which has led to a huge increase in the use of influencer marketing 

(Thapa, 2022). This is consistent with influencer marketing's increasing significance on a 

global scale, especially in the fashion and lifestyle sectors (Audrezet et al., 2020). Nepali 

customers continue to have concerns over online fraud, product authenticity, and a general 

lack of confidence in digital transactions despite the many benefits of digital marketing 

(Sharma & K.C., 2021). The expansion of e-commerce in developing nations depends on 

establishing trust in online platforms (Gefen et al., 2003). This study expands on earlier 

research by providing empirical insights into how digital marketing methods especially 

impact customer behaviour in Nepal. It also clarifies the potential and difficulties faced by 

firms navigating this digital terrain.  

 

METHODS 

Research Design 

Using a mixed-method approach, this study examines how digital marketing affects 

consumer behaviour in Nepal by combining quantitative and qualitative research 

techniques. While the qualitative component comprises in-depth interviews that offer 

deeper insights into industry viewpoints and difficulties, the quantitative component 

consists of surveys that gather statistical data on consumer interaction with digital 

marketing techniques. Combining these techniques guarantees a thorough grasp of how 

digital marketing affects consumer trust and purchase decisions in Nepal's changing digital 

environment. 

Data Collection  

A mixed-method approach was used in the study to collect detailed information on the 

effects of digital marketing in Nepal. 400 respondents nationwide were given access to an 

online questionnaire used for the survey. To ensure pertinent insights into consumer 

behaviour, the survey especially targeted people who have participated in digital marketing 

campaigns or made purchases online. In addition to the poll, 15 entrepreneurs and 

marketing specialists from a range of sectors, including as retail, e-commerce, and hotel, 
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participated in in-depth interviews. These interviews offered insightful qualitative 

information about the viewpoints, difficulties, and tactics of the Nepali digital marketing 

sector. The report provides a comprehensive overview of the changing digital ecosystem by 

integrating survey data with professional insights. 

Data Analysis 

To guarantee thorough insights, the gathered data was methodically examined using both 

statistical and qualitative techniques. In order to process survey results, perform descriptive 

and inferential analyses, and find important trends and correlations in the data, statistical 

tools like SPSS were used for the study's quantitative component. This method aided in 

measuring the effects of different digital marketing tactics and tracking trends in customer 

behaviour. Conversely, open-ended survey questions and qualitative interview responses 

were thematically coded to find recurrent themes, perceptions, and insights. By classifying 

the replies into major themes, this technique made it possible to gain a better knowledge of 

the attitudes, difficulties, and driving forces of Nepali consumers with regard to digital 

marketing. The study offers a comprehensive viewpoint on how digital marketing affects 

consumer behaviour by combining quantitative and qualitative analysis.  

 

RESULTS AND DISCUSSION 

Influence of Digital Marketing Strategies on Consumer Behavior 

Social Media Marketing 

The survey's findings demonstrate how social media significantly affects Nepalese 

consumers' purchasing decisions. The fact that a significant 78% of respondents use social 

media sites like Facebook, Instagram, and TikTok to find new items shows how important 

social media marketing is becoming. The significance of focused marketing methods is 

highlighted by the fact that 52% of these consumers made purchases after interacting with 

ads or recommendations from influencers. Additionally, companies claimed that improved 

conversion rates are strongly correlated with higher levels of engagement on social media 

platforms, confirming the power of digital interactions to boost sales. According to this 

trend, companies should give social media marketing top priority in order to increase 

consumer interaction and brand visibility. 
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Search Engine Optimization (SEO) and Paid Advertising 

Paid Advertising and Search Engine Optimisation (SEO) Google Ads and SEO are crucial 

tools for boosting web traffic and company awareness. Only 30% of respondents said they 

actively used search engines to find products, suggesting that their usefulness in Nepal is 

fairly restricted. This suggests that although SEO is still a crucial digital marketing tactic, it 

might not be the main factor influencing customer interaction in the Nepali market. Rather, 

social media marketing is more prevalent since customers are more likely to find and 

recommend products on sites like Facebook, Instagram, and TikTok. Companies that want 

to reach as many people as possible should combine SEO with powerful social media 

tactics to effectively pique customers' attention and increase sales. 

Influencer Marketing  

When compared to standard advertising approaches, Nepali consumers are more likely to 

believe suggestions from local influencers. The perceived relatability and genuineness of 

influencers, who communicate more personally and intimately with their audience, are 

major factors in this decision. Sixty-five percent of study participants said that influencer 

recommendations directly affected their decisions to buy. Because they believe that product 

recommendations from influencers they follow are more reliable and in line with their 

wants and interests, consumers are more likely to believe them.  

These conclusions are further supported by information obtained from conversations with 

marketing experts and business owners. Companies that work closely with influencers have 

seen a 25%–40% boost in sales and customer engagement. Because influencers have a 

close relationship with their followers, their product suggestions are more convincing than 

standard ads, which explains this growth. Influencer marketing has consequently become a 

very successful digital marketing tactic in Nepal, assisting companies in increasing 

conversion rates, brand exposure, and trust.  

Content Marketing and Personalization 

Personalisation and content marketing are essential for influencing customer attitudes and 

buying patterns. Brand perception and engagement are improved by tactics like informative 

blogging, storytelling, and tailored ads. According to 58% of respondents, engaging 

material made them more likely to buy a product. Even though content-driven marketing 

has the potential to be very successful, too many commercials and pointless promos can 

cause ad fatigue, which may lower consumer interest and trust. 
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Trust and Security Concerns 

Concerns about internet security and trust pose a significant obstacle in Nepal's digital 

economy. Because of concerns about product authenticity, fraudulent activity, and the lack 

of trustworthy return policies, many customers are still reluctant to make transactions. The 

study found that 48% of respondents said these worries made them reluctant to shop 

online. Businesses must concentrate on fostering trust in order to solve this problem. This 

may be achieved by making sure that marketing initiatives are transparent, offering explicit 

return policies, and actively interacting with consumers in order to gain their confidence 

and create enduring connections. 

 

Challenges in Digital Marketing in Nepal   

Despite its success, digital marketing in Nepal has a number of obstacles to overcome:  

i. Digital Literacy Gap: A sizable section of Nepali customers and small businesses 

are not sufficiently knowledgeable about digital marketing, which restricts their 

capacity to utilise online platforms and tactics to the fullest extent possible.  

ii. Trust Issues: Due to worries about fraud and the lack of secure payment gateways, 

many customers are still reluctant to shop online, which undermines confidence in 

online transactions.  

iii. Infrastructure and Internet Access: Although urban areas have a high internet 

penetration rate, rural areas continue to experience major connectivity issues, which 

reduces the efficacy of digital marketing initiatives there.  

iv. Intense rivalry: As digital marketing has become more widely used, there is more 

rivalry, which makes it harder for small firms to stand out and draw in customers. 

Businesses should make teaching customers about digital platforms and online 

transactions a top priority in order to overcome these obstacles. They should also 

make sure that their policies are transparent and use localised marketing tactics that 

are suited to the particular requirements of certain demographics and geographical 

areas. This strategy will boost engagement, foster trust, and enable companies to 

successfully compete in the online market.  
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CONCLUSION 

This study found that digital marketing influences Nepalese customer behaviour. Social 

media marketing and influencer endorsements are the most effective digital marketing 

methods for consumer involvement and purchase decisions. These techniques increase 

brand exposure, reach, and consumer preferences. Digital marketing has potential, but 

various obstacles limit its efficacy. Consumer distrust in online transactions due to fraud, 

security, and platform reliability is a major issue. Digital literacy is another obstacle, since 

many people lack the abilities to traverse online marketplaces and make informed 

purchases. Infrastructure issues like poor internet connectivity and insufficient technology 

make digital marketing techniques difficult to implement. Greater transparency, consumer 

education, and technological infrastructure can help firms maximise the benefits of digital 

marketing and influence consumer behaviour in Nepal. Use local influencers to develop 

credibility and trust with your target audience to boost consumer engagement and long-

term growth in Nepal. Clear return policies and secure payment alternatives build 

consumer trust. Since most customers access digital material on their phones, mobile 

marketing techniques must be optimised. Digital literacy programs raise online transaction 

awareness and trust. Data analytics lets businesses create personalised marketing campaigns 

that boost engagement and conversion rates. By addressing these challenges and adopting 

innovative digital marketing strategies, businesses can grow sustainably.  
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