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Abstract

The present study aims to investigate consumer
preference towards multibrand apps,it’soften known
as an electronic marketplace and all transactions are
managed by the websiteowner. the popularity of
apps continued to increase (currently, there are more
than 2.87million apps available in 2021) and,
although apps’ growth has gradually slowed down,
theyremain at the heart of digital marketing
strategies, impacting economies worldwide in the
US,apps drive about 60% of digital media
consumption and 90% of the top 100 global
brandsoffer one or more apps.
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. Introduction

An online marketplace is an e-commerce
site that connects sellers with buyers. It’soften
known as an electronic marketplace and all
transactions are managed by the websiteowner. the
popularity of apps continued to increase (currently,
there are more than 2.87million apps available in
2021) and, although apps’ growth has gradually
slowed down, theyremain at the heart of digital
marketing  strategies, impacting  economies
worldwide in the US,apps drive about 60% of digital
media consumption and 90% of the top 100 global
brandsoffer one or more apps. Digital marketing is
the process of advertising of products or
servicesofcompaniesusingdigitaltechnologiesavailab
leoninternetincludingmobilephones,displayadvertisi
ng,andanyotherdigitalmediumlikegoogle.Todaymark
etplacesaregrowing at a very fast pace. Analysts
predicted that worldwide marketplaces would
accountfor 40% of the global online retail market in

2020. 75% of U.S. marketing experts say that
byplacing your business where your customers want
to buy from will benefit your company’srevenue
from selling via online marketplaces. The future of
your business success on
onlinemarketplacesistofocusonyournicheandgivingal
Icustomersthatcomeviaonlinemarketplaces  superb
customer experiences. Digital marketing
encompasses all
marketingeffortsthatuseanelectronicdevicesuchasmo
bilephonescomputersortheinternet.Businesses

leverage digital channels such as search engines,
social media, email, and otherwebsites to connect
with current and prospective customers. That
number equals almost halfof the total amount spent
on media. The role of digital marketing is rising
dramatically. BoostAbility states that from 2016 to
2021, the amount spent on social ads is expected to
double($15,016 to $32,977). The amount spent on
display ads and online videos will increase,
too.Before long, digital marketing is expected to
outperform conventional marketing strategies.

1.2.Statement of the problem

An online marketplace is an e-commerce
site that connects sellers with buyers. It’s
oftenknown as an electronic marketplace and all
transactions are managed by the website
owner.Companies use online marketplaces to reach
customers who want to purchase their productsand
services. Online marketplaces have been around
since 1995, when e-pay and Craigslistwere founded
the product shows in app doesn’t match in delivery,
they look totally different. The product has the issue
in sizes and it in wrong color, order was not delivery
on
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deliverydate. Thedeliveredproductisdamaged,theydel
iverthewrongproducttocustomerthepriceofthe
product has been increasing after the order some
products are missing during the
deliverysometimesthequantityoftheproductisverylow
theproductisnotavailableinthemostofthetime.Hence,t
heprecentstudyhasmadeanattemptonconsumerprefer
encetowardsmultibrandmobileapps.

1.3.0bjectives of study

° Tostudytheawarenesslevelofmultibrandap

ps

° Tostudythelevelofsatisfactiontowardsthese
rviceprovidedbymultibrandmobileapps

J Tostudythelevelofexpectationofconsumeri

nmultibrandmobileapps

1.4.Scope of the study

The present study deals with the level of awareness
among the multibrand apps For consumer
preference the scope of the data collection is to the
sample of individuals whohave shopped product or
service for individual use or gift purpose in
multibrand apps. Itanalysed on the basic perception,
awareness satisfaction and expectation.
Recommendationwasmadeonhowtoimprovequalityo
fproduct&serviceinordertoserveinthemostefficientw
ay.

1.5.Research Methodology
ResearchMethodologyistheprocessusedtocollectdata
orinformation’swhichhelpin taking decision for the
problem. It is a systematic way to analyze and solve
the problem.

Research design

Descriptive research-Descriptive research is used to
describe the basic features of thedata in the study. It
can be used in multiple reasons. It is used to answer
questions of Who,what, when, where and how
associated with a particular research question or
problem.

Sampling size

A sample size is defined as the number of
observations included in the study. Samplesize is
limited to 120.

Sampling unit

A sampling unit is individual person. For our study
sampling unit is each individualperson who are all
using multibrand apps.

1.6.Review of Literature
(Hidayat,2020)Kotler&Armstrong(2012)explainsth
ate-commerceisasetoftechnologies, applications, and
business processes are dynamic linking businesses,
consumersand the public through electronic
transactions and the exchange of goods, services,

andelectronicinformation.

(YASAR, 2015) Consumers tend to asses certain
product attributes in a holistically mannerrather than
a case-by-case basis (Ainslie & Rossi, 1998). In
these circumstances, brands canpotentially play
many different roles in the consumer decision
process. An organization’sbrand image can be as
important as the goods or services it produces.

(Chalomba, 2016) Mobile applications are
applications that run on mobile devices,
smartphones, tablets and iPods (Siegler, 2008).
Customers can perform a range of tasks such
as:searching,retrievingandsharinginformation;passin
gtimewithentertainmentcontent;paying bills;
navigating maps; making purchases, and performing
basic functions such asmaking calls and sending or
receiving text 2 messages (Wang, Kim &
Malthouse, 2016).
Thereasonforthistrendmightbethatconsumersrespond
morepositivelytowards‘pull’'marketing tools than
they do towards ‘push’ marketing approaches
because they feel more incontrol (Watson,
McCarthy and Rowley, 2013).

(Islam,2010)Mobileapplicationisanewandfastdevelo
pingSegmentofthegloballnformationandCommunica
tionTechnology.Mobileapplicationiseasy,userfriendl
y.,inexpensive, downloadable and run able in most of
the mobile phone including inexpensiveand entry
level phone. The mobile application has wide used
for its vast functioning area
likecalling,messaging,browsing,chatting,socialnetw

orkcommunication,audio,video,gameetc.Inthemoder
nageoflnformationandcommunicationsystem,people
arehabituatedtouse  computer and  computer
application.

1.7.FINDINGS

Demographic profile of the respondents

o Majority (79.8%) of the respondents are in the
age group of 21-30 Years

o Majority (71.0%) of respondents are male

o Majority (50.0%) of the respondents have
completed UG

o Majority (71.8%) of the respondents are
unmarried in their marital status

o Majority (52.4%) of respondents are in Town

o Majority (37.1%) of respondents are in safety

o Majority (34.7%) of respondents are in Digital
showroom

o Majority (31.5%) of respondents are in Meesho
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The following factors in your decision to
purchase product in multibrand apps.

o Majority (62.1%) of respondents are Satisfy in
delivery time

o Majority (41.9%) of respondents are Satisfy in
Reputation of the brand

o Majority (46.0%) of respondents are Satisfy in
guarantee and warrantees

e Majority (42.7%) of respondents are Satisfy in
price

o Majority (41.9%) of respondents are Satisfy in
offer and discount

o Majority (37.9%) of respondents are Satisfy in
good description

o Majority (46.0%) of respondents are Satisfy in
security

The payment method is very useful when buying
product in multibrand apps

o Majority (52.4%) of respondents are Satisfy in
internet banking

o Majority (38.7% & 38.7%) of respondents are
Satisfy & strongly satisfy in debit card

e Majority (33.1% & 33.1%) of respondents are
Satisfy & dissatisfy in credit card

e Majority (50.8%) of respondents are strongly
Satisfy in cash on delivery

The factors do you consider more important
while purchasing in multibrand apps

e Majority (56.5%) of respondents are Agree in
low price

e Majority (42.7%) of respondents are strongly
agree in good quality

e  Majority (41.1%) of respondents are Agree in
well-known brand

e Majority (36.3%) of respondents are Agree in
materials

o Majority (39.5%) of respondents are Agree in
easy availability

o Majority (42.7%) of respondents are Agree in
attractive design

Expectation of customer from the companies

o Majority (62.1%) of respondents are Agree in
quick and easy resolution to customer
complaints

o  Majority (44.4%) of respondents are Agree in
access to preferred service channels

e  Majority (46.0%) of respondents are Agree in
opportunities to answer questions them in help
centre

o Majority (43.5%) of respondents are Agree in
personalized experience

e Majority (50.0%) of respondents are Agree in
data production and privacy

The factor influencing consumer buying product
in multibrand apps

e Majority (62.9%) of respondents are Agree in
detail information is available while shopping

o Majority (47.6%) of respondents are Agree in it
is easy to choose and make comparison with
other product in online

o Majority (46.0%) of respondents are Agree in it
take less time to purchase

o  Majority (46.8%) of respondents are Agree in
the web site layout help me in searching and
select the right product while using

e Majority (54.8%) of respondents are Agree in
the description of product shows on the website
are very accurate

o Majority (47.6%) of respondents are Agree in
feel sate and secure while using this apps

Other findings

Chi square

. There is no significant relationship between
gender of the respondents and multibrand apps do
you use most often.

ANOVA

) There is no significant difference between
brand preference of customer and Age.

1.8. SUGGESTIONS

. All the multibrand apps should increase the
range of product display and varieties of brand
which attract more customer.

. The higher credit is given to the safety, the
respondents were given a positive note on this fact.
) All the multibrand apps are good in their

creditability status. This has to be maintained for
achieving competitive positions.

. All the multibrand apps should increase the
Guarantees and warrantees of the product.

. All the multibrand apps should maintain
Data protection and privacy in internet transaction.

. All the multibrand apps should increase the
Attractive design form customer satisfaction.

. All the multibrand apps should increase the
new materials to attract more customer.

) The customer feels safe and secure while

using this apps this is good response for multibrand
apps.

1.9. CONCLUSION
The aim of the study was to understand the
influence of multibrand apps in digital market from
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the perspective of customer. The result of the study
is believed to put significant contribution to practice
and literature since in multibrand apps in digital
market can be defined as a new, but rapidly growing
platform for building relationship with customer and
forming positive image. The result of this study
shows that multibrand apps influencing online
purchase behaviour that intention to purchase a
product in online. This study of analyse what type of
contents are shared and preferred by multibrand
apps users. Information and instructional manuals
about the brand may also be provided on social
media since information sharing is also an important
driver of engagement. Technology has made
significant progress over the years to provide
consumers a better multibrand apps experience and
will continue to do so for years to come. With the
rapid growth of products and brands, people have
speculated that multibrand apps.
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