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Abstract

The aim of this study is to answer a recently raised question that; what is the role of digitization on consumer
buying behavior together with consumer demographic factors? In answering this, data was collected
conveniently from 300 respondents in the twin cities of Pakistan. Statistical package for social sciences was
used to conduct the statistical tests of independent sample t-test; one-way ANOVA, two-way ANOVA and
simple regression. The hypothesis tests proved that digitization affected the consumer buying behavior
directly andtogether with consumerdemographic factors, meaning to say that the direct and interactive role
of demographic factors were found to be crucial like age of consumers affects the relationship between
digitization and consumer buying behavior. Moreover, the direct role of other variables such as gender and
qualification were found to be significant. The study recommends that while, designing digitized
advertisements and packages companies should focus on the Age brackets of their consumers. The study
findings provide practitioners and scholars with valuable information. Also, limitations and future research
recommendations were discussed.

KeyWords: Digitization; Consumer Buying Behavior; Demographic Factors; Pakistan
Background of the Study

Mirjana Tankosic, Dragana Trifunovic (2015) discusses in their study the importance of digitization on
consumer behaviors. They emphasize on the notion that business enterprises need to understand and
take into account that how rapidly this change is taking place around the world and emphasized that
marketing communication with the consumers has turned into almost a new entity of new business
media strategy. But unfortunately, Pakistan has been marked by the DDI index as an emerging digital
society. Thus, it can be argued that Pakistan is still in the very early stages of digitization Khan et al.
(2015), however, the expansion of technology across the country is rapid GSMA (2017),and the response
to this is positive which gives us the hope that Pakistan can compete in the region Telenor Pakistan
(2016). However, Pakistan needs digitization to excel in the region and to some extent digitization has
become a need for Pakistan because it is the need of the time. Like, unlike Pakistan many studies have
been conducted in the western hemisphere regarding consumer buying behavior and its relationship
with digitization.

On the other hand, there are many factors that could have been explored when discussing the
relationship between digitization and consumer buying behavior but lesser studies showed the impact
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of digitization on consumer buying behavior in Pakistan with the key role of consumer demographic
factors.

Statement of Problem

The revolution of digitization in Pakistan is still thought to be in its early age, due to this, lesser studies
have been conducted on digitization, consumer buying behavior and consumer demographic factors
Khanetal.(2015).

Research Question

What is the impact of digitization on consumer buying behavior in the context of Pakistan with respect
to consumer demographics?

LITERATURE REVIEW

Digitization

Digitization is a process that converts and changes the recorded data into a digital (i.e. computer-
readable) format. This results in preserving and securing the data and information which can be a
document or a sound, image or an object maybe forever as digitized information can be stored safely
and securely indefinitely. It is usually done by converting an analog signal into digital signals which
records the information in binary coding or binary numbers in ones and zeroes. This process of
converting analog signals to numerical values or numbers is known as “digital convergence” or
digitization.This process helps to keep the information intact and there is no loss or degradation of data
which preserves the information. A sequence of digital integers can be modified into an analog output

that approximates the unique analog signal. Such a transformation is referred to as a digital analog (DA)
conversion.

The sampling rate and the number of bits used to signify the integers mix to decide how close such an
approximation to the analog signal a digitization will be. Analog signals are continuous electrical
signals; digital signals are non-continuous. Analog signal can be transformed to digital signal via ADC.
Nearly all recorded music has been digitized. About 12 percent of the 500,000+ films listed on the
Internet Movie Database are digitized on DVD.The handling of an analog signal becomes easy wheniitis
digitized due to the fact the signal is digitized before modulation and transmission. Digitization of
private multimedia, such as home movies, slides, and images is a popular approach of preserving and
sharing older repositories. Slides and photos may additionally be scanned using an image scanner,
however movies are more difficult.

Consumer Buying Behavior

Abhijeet Pratap (2017) and Aditya Juyal (2013) discuss in their articles that how the consumer buying
behavior is affected by the demographic factors such as age, gender etc. They further elaborate this
concept by saying that it may vary from person to person 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 that mainly affect the consumer buying behavior are the income groups, age
brackets and qualification or education level the person has. This study is different in a way that it
analyzes the interactive role of consumer demographic factors analyzing them independently that how
they are affected in context with digitization hence altering the consumer buying behavior with it.
Thereis a distinctive distinction that can been seen very easily that how the buying behavior is different
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inevery aspect of the gender, age,income and education 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 person having lesser income prefers utility over
quality or quantity and his/her main aim is to fulfill the needs while the person who has higher income
levels does not prefer utility and satisfies his/her wants rather needs. Saying this we should also keep in
mind that there are countless other internal and external factors at play that directly or indirectly
influence the buying behavior of the consumer as some can be seen clearly while others are hard to
observe such as the thinking process of a consumer. In this regard lets not forget that one of the main
factors influencing the buying decisions is age because with age the needs and wants change. A child's
needs are differentfrom a young person while the needs of an older person are different from the adult.

Impact of digitization on Consumer Buying Behavior (CBB) in relation to social media

The rapid convergence and impact of social media, visuals advertisements and e-commerce are
creating this chain reaction of this shift in consumer shopping Aftab et al. (2016) experience (consumer
buying behavior), presenting the opportunities that were thought to be impossible before. The key to
finding success and an achievement is finding a way to have an effect on these choices via such
marketing appraisals that are visually attractive and developing cohesive experiences that combine
social media, television and other digital platforms Ahmed Malik and Hadi (2019) such as e-commerce,
e-marketing, kiosks, digitized mode of payments (online transactions) (Heini Lipidinen (2014).

Role of digitized platformsin Pakistan

The concept of user generated content (UGC) is rather significant. Not much thought was given to this
idea as the organizations tended to be stuck with the older form of advertisement and marketing
campaigns. With the advent of social media it was clearly seen that there was need for user generated
content which will not be made by the company itself but rather the users or the consumers will do the
trick for the company by advertising for them. Following are the social networking websites that are
used as influencing mechanism to motivate and influence the buying behavior of any potential
consumer.The most platforms that are used in Pakistan are as follows:

. Facebook
. Twitter

. Instagram
. YouTube

. WhatsApp

The role of these social network and blogs is vital Ahmed Malik and Hadi (2019) and it is important to
take them into account seriously in business perspective. It has the potential to influence buying
behavior that no other medium can have. Now a days video sharing, picture posting and tweeting is the
way of lifeand it has the business potential of trillions of dollars.

Hypothesis of Study
H1:Digitization affects Consumer Buying Behavior.

H2:Impactof digitization on CBB and is affected by Age.
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H3:Impactof digitization on CBB and is affected by Gender.
H4:Impactof digitization on CBB and is affected by Qualification.

H5:impact of digitization on CBB and is affected by Income.

Theoretical Framework

Demographic

Factors

Digitization Consumer Buying
Behavior

Figure 1: Theoretical Framework

RESEARCHDESIGN AND METHODOLOGY

Quantitative research approach was used in this research, data was conveniently collected from 300
consumers in the twin cities of Pakistan (i.e.,, Rawalpindi and Islamabad) via self-administered
questionnaires. Moreover, the respondents were guaranteed that the data being collected is solely for
the purpose of this study. The research instruments used in this study were adapted from Sultan and
Uddin (2011); Narayanan (2014) and Aggrawal (2010).

Descriptive statistics

The table below shows a total number of 300 respondents that participated. Majority of the respondents
were females comprising of 54.3% (n=163) out of the total. Male respondents conceded of a total sum of
45.7% (n=137),about 8.6% lesser than the female respondents.

Table 1: Gender Statistics

Gender F % Cumulative %
Male 137 457 45.7

Female 163 54.3 100.0

Total 300 100.0
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The data obtained depicted in the table below shows us that 125 respondents between age of 20-30
years formed the majority with 41.7% (n=125). The second most majority among the respondents was
the age bracket of 30-40 years old comprising of 91 respondents with 30.3% (n=91). Respondents of 15-
20yearsofage made 11.3% (n=34) of the total while 25 respondents each of 40-50 years 8.3% (n=25) and
50-above 8.3% (n=25) years of age made it to the total of 300 respondents.

Table 2: Age Statistics

Age F % Cumulative
15-20 34 1.3 11.3

20-30 125 41.7 53.0

30-40 91 30.3 83.3

40-50 25 8.3 91.7
50-above 25 8.3 100.0

Total 300 100.0

The majority of 116 respondents comprised of graduated subjects with 38.7% (n=116). 97 respondents
had a masters with 32.3% (n=97) of the total 300 respondents. Respondents which had an education
level of high school comprised of 15.3% (n=46). 37 of the respondents had gone to college making them
12.3% (n=37) of the total. Only 4 of the respondents were or had the doctorate or PhD level of
qualification making them 1.3% (n=4) of the total.

Table 3: Qualification Statistics

Qualification F % Cumulative
High School 46 153 153
College 37 123 277
Graduate 116 387 66.3
Masters 97 323 987
Doctorate/PhD 4 13 100.0

Total 300 100.0

As demonstrated in the table income statistics below majority of the respondents which accumulate to
110 fall into the bracket of 35,000-45,000 PKR income per month respectively. They make up majority
percentage of 36.7% (n=110).The second most majority consists of 30.7% (n=92) respondents who had
the income level between 45,000-55,000 PKR. While 49 of the respondents which accumulated to 16.3%
(n=49) had an income level of above 55,000 PKR per month. 37 of the respondents making up of 12.3%
(n=37) had an income level between 15,000-25,000 PKR. The least number of respondents fell into the
income bracket of 25,000-35,000 PKR and accumulated t0 4.0% (n=12).
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Table 4: Income Statistics (PKR, 000/Month)

(PKR,000) F % Cumulative
15-25 37 123 123

25-35 12 4.0 16.3

35-45 110 36.7 53.0

45-55 92 30.7 837
55-above 49 16.3 100.0

Total 300 100.0

Inferential statistics

Table 5: Simple Regression

Unstandardized Standardize |T Sig.
Coefficients d
Coefficients
B Std. Error |Beta
(Constant) |2.778 0.128 21.631 |.000
DIGITIZATIO |0.084 0.045 0.108 1.871 .062*%
N

The standard error of digitization in the table of coefficients is 0.045 and beta value lies in the marker of
0.108.The t-value stands at 1.871 while the significance of the constant is 0.000 which is very significant
and thessignificance value of digitization is 0.062, less than 0.5 therefore very significant too.

Table 6: Digitization-ANOVA (one-way)

Sum of df Mean F Sig.
Squares Square
Between Groups 5.239 4 1.310 2.563 .039
Within Groups 150.758 295 ST11
Total 155.997 299

This table above shows that the level of significance is at 0.39 which is far lower than 0.5 which clearly
shows that age factor is quite close to changing consumer buying behaviors and is directly affected by
digitization
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Table 7:Univariate Analysis of Variance (Age)

Value Label N
.00 LOWD 149
DCAT
1.00 HIGHD 151
1 15-20 34
2 20-30 125
Age 3 30-40 91
[Years] 4 40-50 25
50and
5 25
Above

Table 8: Tests of between-subjects effects CBB1

Source Type lll Sum  Df Mean F Sig.
of Squares Square

Corrected 13.514° 9 1.502 5.356 .000

Model

Intercept 1241.699 1 1241.699 4428.764 .000

DCAT .164 1 .164 585 445

Age 4442 4 1.110 3.961 .004

DCAT * Age 7.804 4 1.951 6.959 .000

Error 81.308 290 .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 behavior is
directly impacted by digitization and F value stands at 6.959. This result proves that age demographic
has the highest significance and importance among the chosen demographic factors when seeing the
effect of digitization on consumer buying behavior.
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Table 9: Tests of between-subjects effects CBB2

Source Type lll Sum  Df Mean F Sig.
of Squares Square

Corrected 1.216° 3 405 1.282 281

Model

Intercept 1905.859 1 1905.859 6026.687 .000

DCAT 901 1 901 2.850 092

Gender 310 1 310 979 323

DCAT * Gender .151 1 151 478 490

Error 93.606 296 316

Total 2039.020 300

Corrected Total 94.822 299

This table shows us that the level of significance for gender is 0.490, lower than 0.5 therefore denoting
that digitization does have an effect on consumer buying behavior among the gender of male and
female.

Table 10: Tests of between-subjects effects CBB3

Source Type lll Sum  df Mean F Sig.
of Squares Square

Corrected Model 5.244° 8 656 2.129 033

Intercept 653.210 1 653.210 2121.996 .000

DCAT .585 1 .585 1.899 169

Qualification Education 3.930 4 982 3.192 014

DCAT * Qualification 554 3 .185 .600 616

Education

Error 89.578 291 .308

Total 2039.020 300

Corrected Total 94.822 299
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The table above depicts the significance level of qualification at 0.616 slightly higher than the par value
of 0.5.This shows us that qualification levels do not necessarily affect the buying behaviors of consumers
when it comes to digitization. The crux being that qualification levels have lesser or very marginal effect
by digitization on the consumer buying behavior.

Table 11: Tests of between-subjects effects CBB 4

Source Type lll Sum  df Mean F Sig.
of Squares Square

Corrected Model 2.592° 9 .288 906 521
Intercept 1050.256 1 1050.256 3302.337 .000
DCAT 753 1 753 2.368 125
Income PKR 619 4 155 486 .746
DCAT * Income PKR 1.199 4 .300 942 440
Error 92.230 290 318

Total 2039.020 300

Corrected Total 94.822 299

The table above shows us that income has an effect by digitization on consumer buying behavior. The
level of significance here is 0.440 which is less than 0.5. It shows us that income does affect the buying
behavior of the consumers.

DISCUSSIONS AND CONCLUSIONS

The descriptive statistics prove that Age and Gender are a binding factor for Digitization in order to have
altered consumer buying behaviors. This research work has helped to develop a thinking that thereis a
big scope of digitization in Pakistan and its magnitude and width is big. The social media websites are a
part of a bigger picture of digitization in Pakistan and are no longer a time pass for social interaction;
they are a part of the digitization process that is rapidly covering the urban sectors of Pakistan. These
social media tools have followers in millions now and rapidly increasing in numbers. If the scope of the
study would be increased such as data collection from other parts of the country as well than surely the
theory be further thumped that digitization is sweeping across the country changing the buying
behaviors of the consumers.

If Age acts asa scale it can be used to know that which Age brackets have a higher response rate towards
Digitization which alters their buying behavior. The companies can use this info to tap deeper into the
market and get growth in niche markets which were untapped before. As the world gets more and more
digitized even the middle aged people and upper middle aged people tend to fall towards digitization
more and more which is ultimately more and more beneficial for the companies. The combination and
relationship of digitization with the demographic factor of age is quite significant and can certainly
increase the sale for the companies and organizations that dig this aspect deeper and alter the
consumer buying behavior of their consumers. Not only age but gender also plays a key role in affecting
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consumer buying behavior which is directly impacted by digitization. This study has shown us that
females have a higher tendency of changing buying behaviors when it comes to digitization and they
are more prone towards digitization than males which is significant in its own way in the context of
Pakistani market.

The point of focus hereis that companies need data to fill the gaps of the market that which Age brackets
are more respondent to their Digitization innovations rather than the number of consumers in total. This
will help them to get a better overview of which consumers to more focus on and get their attention to
realize the full potential of each segment of the market. Not long ago companies used to focus on the
buying behaviors of the younger population and how their needs and buying behaviors alter,
neverthelessignoring the fact that every Age bracket is a market of its own and needs to be tapped to its
full potential and dividing the market into Age segments helps to demonstrate which segments have
the tendency to grow further and which Age segments of the market are not being utilized to their full
potential and this study clearly shows that.

The study proves that companies are missing the consumer potential of the 40years and on Age bracket
and consumers that fall into this Age segment are more positively respondent towards digitization than
other Age groups as per say. Little research work has been done on this segment while many research
articles are found on the relationship of digitization and consumer buying behavior while the
demographics especially the age are just taken into account as a means of demographic statistics and
nothing more. In context of Pakistan even lesser work has been done in the topic on focus here as
Pakistan is still in the developing stages of the economic digitization and its consumer base has a lesser
know how of digitization than the consumers of the developed states. Yet the interest is there and very
much sufficient data provesit. Forany country moving steadily towards Digitization with a swift pace is
essential especially in today's world and along with younger generation the middle aged generation
and its potential shall never be under estimated and this study proves that notion of changing consumer
buying behaviorsin today's world.

Conclusions

The findings of study convey that the data that was gathered shows that the selected sample were
rational and were logical enough to draw a conclusion. It was further analyzed to create general
conclusion that demographics especially Age demographic and Gender demographic had an impact
on consumer buying behavior regarding digitization. The results of the research work give important
constructs about the relationship of digitization and CBB. The study has consequently presented some
evidence that not all the demographics that were selected for the purpose of this study have had an
impact on the buying behavior except the Age demographic and gender demographic and especially
the age bracket between 30-40years, 40-50years and 55 onwards and females. Now in a developing
country like Pakistan it is a huge finding that middle aged people and females tend to have more
changing buying behaviors due to digitization than the youth or younger generation or males.

The current study has provided a better understanding of the impacts of digitization on consumer
buying behavior in regard to the demographics that were involved in this study. Age demographic and
Gender demographic had animpact on consumer buying behavior regarding digitization. The results of
the research work give important constructs about the relationship of digitization and CBB. The study
has consequently presented some evidence that not all the demographics that were selected for the
purpose of this study have had an impact on the buying behavior except the age demographic and
genderdemographic.
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The descriptive statistics also prove that consumer behavior is affected by digitization affecting all the
demographics in different and unique ways. This reflects that demographics will not be a hindrance in
bringing technological and digitization revolution in Pakistan, in fact they will cushion it so the
organizations should use social media for better results and increased customer base allaround because
consumers are easily changing their buying behavior due to it. The study has helped out to find the
focusing or key areas for the companies like the telecom sector to focus and tap the market of the middle
aged consumer and females consumers because they are the ones most likely to be affected by the
changes in the technological world and their buying behaviors are the most vulnerable to the changing
buying behaviors. Income demographic had a marginal effect on the consumer buying behavior This
could result in Pakistan being at the forefront of technological advancement among all the other South
Asian nations. The study shows that there is a positive impact of digitization on consumer buying
behavior.

Research Implications

This research will help to fill the gap of the required literature to study the implications of the digitization
as fewer such studies have been conducted in this regard. Better understanding of consumer buying
behavior and its cultural and societal impact due to digitization will help to understand what further
implications are needed to be donein this regard to further evaluate the demographics which this study
tried to do. Remarkable growth in the urban areas and access of technology even to the older segment
of the demographics regardless of age or qualification is a sign that cannot be ignored. It is the sign of
better understanding of digitization and itsimplications on the market asawhole.

Organizations and companies should focus on the demographic market segments than the geographic
market segments as demographic segments provide more insight into the direction the market is
headed and what segments are yet to be found out and their potential tapped. This blend of
demographics and digitization helps to understand the consumer psyche that what drives the buying
behavior of the consumers.

Limitations and Future Research Opportunities
Thisresearch work had its limitations in various factors. The study was limited to:

« The study was limited to investigate and find out the impacts of digitization on consumer buying
behavior with respect to demographics only while there are many other aspects that need to be
investigated and addressed such as geographic constraints, technology constraints, culture and
financial viability constraints.

e The study touched the subjects of demographics in detail and also discussing the subject of social
media including the subject digitization with respect to its impact on CBB but the discussion as well
astheimpactofthese factors was narrowed down to limited discussion.

» The sample limitation that was due to geographical limitations was there as the study only depicted
the sample and its findings from the cities of Islamabad and Rawalpindi. Researches need to be
carried outin other parts of the country and other cities as well to gather the full scale of the impact of
digitization on consumer buying behavior with respect to other factors as well other than the
demographics.

« Another limitation was that the survey conducted and the data collected was only from the urban
areas, where as rural studies and surveys should also be conducted to grasp the level of impact of

fujbe@fui.edu.pk



digitization on consumer buying behavior.

» Due to limited resources and time the sample size was limited. A bigger sample size would have
resulted inample dataand a more thorough study could have been conducted.

« Otheradvanced statistical tests and techniques as well as quantitative effects willimprove the overall
quality of the model and implications of the study.

Recommendations

« Biggerthe sample size from different parts of the country, better the results. It is recommended that
sample size be increased to 500-1000 for future researches.

« In light of this study companies need to expand their portfolio of products and services
demographically to capture more gains from the market. Marketing managers need to take this in
loop that demographics play a very key role about the perception of products and services when
devising a marketing strategy.

+ Policy makers need to identify the potential gains in the market with respect to demographics and
devise consumer friendly policies thatin return can help in better understanding of buying behavior.

« Several questions still remain to be answered regarding digitization and consumer buying behaviors
as the study was restricted to calculate the role of demographics only. Further research can be carried
out to calculate or see the overview of the impact of digitization on industry, social media and other
factors on consumer buying behavior. The variable of digitization was only tested on consumer
buying behavior. Further research can be done using other models and variables to know the impact
of digitization.
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