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[bookmark: _heading=h.28ayqio7rw41]Abstract
The fast growth of digital technology has redefined consumption trends in urban India with digital marketing playing a major role in defining online buying behaviour. Although this has changed, the literature has little empirical evidence that connects digital marketing and the use of the internet to sustainable consumption in emerging urban economies. To fill this research gap, the current study analyses the impacts of digital marketing influence and internet use on online purchasing behaviour as one of the Sustainable Development Goal 12 (Responsible Consumption and Production).
The research is premised on primary data obtained after a structured survey of consumers in urban areas and uses chi-square, binary logistic regression, and exploratory factor analysis as the methodological tools to test the demographic and behavioural factors that determine online purchasing. The findings indicate that gender is not a significant factor in digital engagement, which means that there is no discrimination in the access to digital channels, whereas age is a significant factor in regard to online purchasing behaviour. The intensity and digital marketing influence become the best predictors of online purchasing than the traditional demographic variables.
[bookmark: _heading=h.qz3m54xpvnel]Regarding sustainability, the results indicate that digital consumption has the potential to enhance efficiency through the cost reduction of physical travel and information search, and brings with it behavioural risks of overconsumption and digital inequality. The empirical results presented in the study contribute to the literature in that digital consumption choices in urban India are more likely to be based on behavioural exposure, but not demographics. The policy implications will include responsible digital marketing habits, online advertising transparency, and consumer awareness campaigns to allow digital market growth to assist in the sustainable and responsible consumption as part of SDG-12.
[bookmark: _heading=h.okral1wpt7m6]
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[bookmark: _heading=h.fo7kirsumq5p]Introduction
The high rate of digitalisation has greatly changed the consumption behaviour of the urban Indian people, where digital marketing is at the centre of consumers in their search of information and decision making process. These transformations are especially significant in the context of sustainability because the digital consumption patterns determine the usage of resources, the extent of traveling, the efficiency of information, and the encouragement of responsible consumption trends. The role of digital platforms on purchasing behaviour is thus of utmost importance in balancing urban consumption with the goals of sustainability.

Increased reliance on digital platforms in daily consumption has redefined the markets in cities in the developing economies. Although digital channels can decrease physical mobility, transaction costs and information asymmetry, they can also promote impulse buying and overconsumption. This bi-polarity of digital consumption shows that there is a need to have a systematic analysis of how digital marketing and internet use have an interaction with sustainable consumption objectives. Nevertheless, there is no empirical data to associate digital marketing effects with the responsible consumption behaviour in the rapidly urbanising economies.

It is on this backdrop that the current research analyses online purchases behaviour in an urban context by incorporating both the dynamics of digital marketing and sustainability. The study objectives will be: (i) to investigate the relationship between the demographics and activities online, (ii) to determine the prominent predictors of online purchasing behaviour with specific focus on digital marketing exposure and internet use and (iii) to test these associations in terms of sustainable and responsible consumption.

The study conceptual framework is based on behavioural consumption theory and sustainability theory with reference to Sustainable Development Goal 12, which focuses on responsible consumption and production. The conceptualisation of digital marketing influence and internet usage as behavioural facilitators affecting the influence on purchasing decisions is based on behavioural determinants of purchasing decisions in addition to more traditional demographic determinants.

The research methodology relies on primary survey data, which is obtained among urban consumers. The chi-square test, binary logistic regression, and exploratory factor analysis are analytical methods that are used to analyse the associations, determine the significant predictors, and obtain underlying behavioural dimensions that reflect digital consumption.
This paper, by paying attention to the behavioural processes of online buying, adds to the sustainability literature by pointing out that online consumption trends are not only products of demographic processes but are conditioned by digitally mediated behavioural factors. The results have significant policy and managerial implications in developing responsible digital marketing approaches that can result in informed, efficient, and sustainable consumption of fast-urbanising economies.
[bookmark: _heading=h.z1lxr4gm4yjp]Literature Review
Theoretical Framework
The fast growth of digital technologies has radically changed the consumption behaviour of the developed and emerging economies, especially in cities where internet penetration is high, and smartphone users are dominant (UNCTAD, 2024; OECD, 2025). Digitalisation has transformed the consumer information search, product options, and purchase decision-making process, and digital marketing is progressively becoming a mediator in these activities (Kannan and Li, 2017; Sak et al., 2025). Recent literature contextualizes these changes in the more general framework of sustainable development in particular, Sustainable Development Goal 12 (SDG-12), which focuses on responsible consumption and production patterns as a matter of economic development and technological transformation (United Nations, 2015; UNEP, 2021).
Economically, the digital platforms change the market structure through the reduction of transaction costs, information asymmetry, and increased sets of consumer choice (UNCTAD, 2024; OECD, 2025). Digital markets help consumers to compare, have access to peer reviews, and receive information about the product at low marginal cost, and thus enhance allocative efficiency and consumer surplus (Qalati et al., 2024). Such productivity improvements are especially significant in the urban economies where digital infrastructure promotes a large number of people being involved in online markets (Sak et al., 2025). Though, researchers are increasingly believing that such benefits are accompanied by behavioural distortions, which are questioning the mainstream rational-choice theories of consumption (Thaler and Sunstein, 2008; Tiwari et al., 2025).
Digital marketing is no longer merely an informational weapon but a strong behavioural stimulus that influences the preferences and decision-making of consumers (Kannan and Li, 2017; Sustainability, 2025). In the recent research, it is emphasised that the impact of personalised advertising, social media promotions, influencer marketing, and user-generated reviews on online purchasing behaviour is growing (Qalati et al., 2024; Tiwari et al., 2025). Digital marketing, unlike conventional mass marketing, involves the use of algorithmic targeting and analytics in real-time in enabling firms to step into the consumer decision process at various levels (Sak et al., 2025). Explained by behavioural economics, this kind of influence is influenced by social proof, scarcity cues and default effects that are inherent to platform structures (Thaler and Sunstein 2008; OECD 2025).
Statistics have always shown that an exposure to digital marketing enhances the probability and frequency of internet purchases (Qalati et al., 2024; Sustainability, 2025). Although it is useful to the performance of firms and their market growth, it poses a question about the consumer welfare and sustainability performance (OECD, 2025; UNEP, 2021). The digitized and hyper fast business space might drive impulsive consumption, minimize deliberate decision-making, and increase demand to levels above what is socially optimal, which is against the SDG-12 goals of moderation and resource efficiency (UNCTAD, 2024; Antonio Satyedi, et al.,, 2025).
Online consumption and sustainability have a dual relationship as such. On the one hand, digital business can cut the environmental costs, reducing the physical movement, making logistics more effective, and managing the inventory based on data (Journal of Cleaner Production, 2024; UNEP, 2021). Conversely, online shopping has the potential to boost the level of consumption, speed up the turnover of products, and enhance the emissions of packaging and delivery (OECD, 2025; UNCTAD, 2024). According to recent sustainability research, digital consumption cannot necessarily have responsible consequences; instead, it has an environmental influence, which relies on regulatory frameworks, the governance of platforms, and consumer consciousness (Antonio Satyedi, et al, 2025; Sak et al., 2025).
The literature addressing the issues of policy is starting to emphasize that sustainability in digital markets should be proactively regulated and not presupposed (UNCTAD, 2024; OECD, 2025). In the absence of proper regulatory conditions, digital platforms can focus not on environmental and social concerns but on the indicators of engagement and sales increase, supporting unsustainable consumption trends (UNEP, 2021; Sustainability, 2025). As a result, academics recommend incorporating the concept of sustainability in online economy policies, such as the responsible advertising framework, transparency rules of sponsored content, and incentives of marketing sustainable products online (OECD, 2025; UNCTAD, 2024).
The literature has also been keen on demographic determinants of digital consumption. Initial research on the adoption of technology brought forward the aspects of age, gender, income, and education in influencing digital penetration (Davis, 1989). But according to more recent studies, the demographic variables, especially gender, are now less explanatory in the digitally mature and urban situations (Qalati et al., 2024; Sak et al., 2025). Increased accessibility, decreased data rates, and ease of user interface have increased inclusivity in digital consumption with a number of studies showing a reduced gender gap in online buying behaviour (UNCTAD, 2024; Sustainability, 2025).
Age, in its turn, remains a rather subtle and context-related connection in terms of digital consumption. The life-cycle economic theories describe the age-related disparities by differences in the stability of income, opportunity cost of time, and the tendency of risk-taking (OECD, 2025). Empirical research suggests that the older consumers can place more importance on convenience and reliability, whereas the younger consumers are more digital but have less purchasing power (Sak et al., 2025; Tiwari et al., 2025). These results indicate that despite the possible general inclusion in access of digital platforms, the results of consumption are still influenced by economic and behavioural factors related to various life stages.
In addition to the demographic factors, the recent literature has identified internet usage intensity as one of the most frequent predictors of online purchasing behaviour (Qalati et al., 2024; Sak et al., 2025). Intensive numbers of digital activity expose more individuals to the marketing stimuli, lessen the risk of perceived transactions, and establish the habitual consumption practices (Tiwari et al., 2025). Considering the economic perspective, a high frequency of surfing the internet reduces the marginal transaction costs and therefore, repeated buying is more probable (OECD, 2025). Behavioral research, though, warns that long-term exposure to digital might undermine self-control and make one prone to impulse purchases, especially in algorithm-driven consumption settings (Thaler, and Sunstein 2008; Sustainability, 2025).
Trust and institutional quality form the core of comprehending the digital consumption behaviour and its implications on sustainability. Online platforms are already considered as trusted based on data protection, payment security, transparency, and the efficiency of consumer grievance (OECD, 2025; UNCTAD, 2024). The conceptualisation of trust in the institutional economics literature is the public good that eliminates uncertainty and transaction costs, and therefore, allows market exchanges that promote welfare (UNEP, 2021). Weak regulatory frameworks, conversely, make consumers more vulnerable and expedite the lack of efficiency in the markets, especially in the fast-growing digital economies (OECD, 2025).
Although the amount of literature has increased, there are still a number of gaps. There is still limited empirical data on the connection between the influence of digital marketing and sustainable consumption behaviour, which is directly related to emerging economies (Antonio Satyedi, et al, 2025, ; Sustainability, 2025). Furthermore, a substantial number of studies are concentrated on purchase intention as opposed to actual purchasing behaviour, bringing their relevance to policy down (Qalati et al., 2024). Last but not least, the application of SDG-12 to economic discourses of digital consumption has not yet reached its full potential, as sustainability is usually discussed in the periphery and not the main analytical approach (UNCTAD, 2024; OECD, 2025).

The current paper fits into this gap by measuring online purchasing behaviour in the framework of behavioural and policy-related approach that is clearly oriented towards SDG-12. It is adding to the changing body of literature on digital consumption and sustainable development as it focuses on internet use intensity and digital impact of marketing, rather than on demographic factors. Generally, current academic evidence indicates that despite the efficiency benefits and inclusivity benefits of digitalisation, responsible consumption in the digital economy would need concerted actions in policy, institutional empowerment, and responsible digital marketing practices (UNEP, 2021; OECD, 2025; UNCTAD, 2024).
Hypotheses Development
According to the available literature, the hypotheses that are tested are as follows:
· H01: There is no significant gender connected with internet use and preference to use digital marketing.
· H02: Age has a significant connection to online buying behaviour.
· H03: There is a significant correlation between online marketing power and the use of the internet and the propensity to purchase as an online buyer.
· [bookmark: _heading=h.3wqjkkci5pne]H04: Trust, convenience and preference to online shopping determine buying behaviour.
[bookmark: _heading=h.2dthc1syoumo]Research Methodology
[bookmark: _heading=h.mqeyk3hr1df]This paper is a quantitative cross-sectional research study aiming to identify the factors of online purchasing behaviour in consumers in urban areas, especially the impact of digital marketing and the use of the internet as the basis of Sustainable Development Goal 12 (Responsible Consumption and Production). The survey was carried out using the primary data through a structured questionnaire survey to 227  urban internet users and sampled with the convenience sampling method since it was not possible to sample the entire community. The urban concentration is caused by the increased digital penetration and exposure to online marketing.
Sampling Method
Convenience sampling must be justified, with why it has been selected and what are its limitations, in terms of generalisability.

[bookmark: _heading=h.juyvu94r6y6d]The questionnaire involved capturing of the following variables, which are categorised into the following; the following variables were undertaken; demographic variables (gender and age), digital engagement indicators (intensity of internet usage and perceived digital marketing influence) and online purchasing behaviour, which was measured as a binary outcome.
[bookmark: _heading=h.ilwp4z85aufh]The analysis of data was done using a multi-stage analytic strategy. The characteristics of respondents were summarised using descriptive statistics. Chi-square tests were used to test the relationships between demographic variables and digital behaviour. The binary logistic regression was used to determine the most significant predictors of online purchasing behaviour as well as to estimate the relative significance of behavioural and demographic variables. Nagelkerke R 2 and classification accuracy were used as model adequacy measures. Moreover, the Varimax rotation of the exploratory factor analysis (EFA) was performed in order to determine latent behavioural constructs that support consumer perceptions.
[bookmark: _heading=h.qn13agph8hu7]The ethical standards were observed using voluntary participation and anonymity of the respondents. The methodology offers solid and policy-relevant evidence on the digital consumption behaviour, even though there is a set of limitations associated with the sampling and the cross-sectional design.
LIMITATIONS:
The study is restricted to the youth aged between 18 and 30 years who reside in Mumbai city.
A few platforms are used for this study such as Facebook, Instagram, YouTube, and WhatsApp.
The study was done for a short period which might not hold the long run.

[bookmark: _heading=h.lbqzbeth7dpl]Results and Discussion
Placing the Findings in the context of SDG-12: Responsible Consumption in the Digital Economy.
The sustainable development goal 12 underscores the importance of ensuring sustainable consumption and production patterns, especially in fast urbanising and digitally transforming economies. In that respect, the current research provides crucial empirical data about the way digital marketing and the usage of the internet influence consumption behaviour of urban Indian consumers. The results indicate that the online purchasing behaviour is becoming more and more motivated by the behavioural exposure and digital interaction, and not by the predetermined demographic features, signifying the structural change in the consumption processes.
This change has significant consequences in terms of a policy-oriented economic approach. Digital platforms transform the cost of transactions, the flow of information and consumer decision-making processes. Although such changes can lead to allocative efficiency and decrease physical interaction of market resources that are resource-heavy, they also concern overconsumption and behavioural manipulations as well as inequalities in digital capabilities. Findings of this research thus make contributions to the emerging body of discussion on the interactions of digitalisation with sustainability goals, especially SDG-12.
Gender Neutrality and Inclusive Digital Access: Advantage to Equitable Consumption.
Based on the results, one of the most important is that there was no statistically significant correlation between gender and digital engagement or online purchasing behaviour. This implies that, at the least in urban India, entry to and engagement on digital markets is now very much gender neutral.
In terms of development and policy perspective, this result has shown that there is advancement towards inclusive consumption systems. The digital platforms seem to reduce some of the structural barriers that limited the participation of women in the traditional markets in the past, including mobility issues, time, and social norms. The digital channels of consumption help to improve a more even distribution of access to goods and services by reducing these barriers which are in line with the inclusivity dimension incorporated in SDG-12.
Nevertheless, interpretation of the policy should be wary. The use of gender neutrality does not necessarily translate to equality in results. Inequality in income, possession of assets and domination of financial resources can still influence the quality and magnitude of consumption. The results, however, show that digital infrastructures and platform designs can be used to promote more inclusive consumption institutions, as long as supportive policies deal with existing underlying economic disparities.
The Age Differences and the Life-cycle Economics of Digital Consumption.
Contrary to gender, age is found to be a statistically significant predictor of online purchasing behaviour. This result has significant consequences on the topic of consumption patterns in the light of life-cycle and welfare economics.
The online purchasing activities of older consumers are likely to be more significant, which may indicate the increase of income stability, purchasing power, and more powerful inclination to convenience. Efficiency wise, the digital platforms would lower search and transaction costs to such consumers so that they could optimize the use and consumption decisions. In this regard, digital consumption helps to align allocative efficiency, as it helps people to form more precise preferences and find suitable products.
Meanwhile, the differences based on age give the policy concern over digital capability gaps. The younger consumers can be highly exposed to digital, but with lower financial capacity, and the older consumers can be confronted with the issue of digital literacy and cybersecurity threats. These differences indicate that the digital consumption policies should be aware of the dynamics of life-cycles, which include educating consumers, providing digital literacy, and protection against economic exploitation.
[bookmark: _heading=h.2h33uv7gv1l9]Within the SDG-12 perspective, age-sensitive policies are essential to see that digital consumption is contributing to welfare-enhancing and sustainable results and not strengthening the vulnerabilities at various life phases.
[bookmark: _heading=h.t3bsab976k1a]Table 1: Factor Analysis Results – KMO and Bartlett’s Test
	Measure
	Value

	Kaiser–Meyer–Olkin Measure of Sampling Adequacy
	0.72

	Bartlett’s Test of Sphericity – Approx. Chi-Square
	486.35

	Degrees of Freedom
	45

	Significance (p-value)
	0.000


Source: Primary data analysis 
Digital Marketing Influence: Behavioural Economics, Consumption Externalities.
From the above Table 1, the behavioural aspect of digital consumption is emphasized by the great positive impact of the digital marketing influence on the online buying behaviour. Digital marketing does not only serve as a form of information but serves as a behavioural influence that forms preference and perception and trust.
This leads to economic policy issues on consumption externalities. Although companies enjoy higher sales, the society might have to pay the price of overconsumption which includes environmental degradation, waste creation and economic strains on households. These externalities are especially applicable in city economies where the level of penetration of digital marketing is high and regulatory controls are weak.
The results indicate that online marketing has a great influence on the purchase decisions regardless of demographic attributes. This means that other consumers with various income levels and different ages might be equally affected by the persuasive digital strategy. This is why SDG-12 makes it necessary to reconsider the digital marketing governance.
Some examples of policy interventions are responsible approaches to digital advertisement, transparency of sponsored content, and limitations on manipulative design. Promotion of sustainable, resource-saving, and ethically made products via digital platforms would be one way to bring market incentives in line with sustainability objectives.
The KMO value of 0.72, falls within the range of validity of 0 to 1 and it shows sufficient sampling appropriateness to conduct exploratory factor analysis. The Test of Sphericity by Bartlett is significant (p < 0.001), which proves the appropriateness of data to be used in the factor analysis.
[bookmark: _heading=h.nf5wmeq187w9]Table 2: Rotated Component Matrix (Varimax Rotation)
	Variables
	Factor 1
(Digital Marketing Influence)
	Factor 2
 (Buying Behaviour)

	Social media advertisements influence my purchase
	0.81
	0.19

	Online advertisements attract my attention
	0.78
	0.22

	Online reviews influence my buying decision
	0.74
	0.31

	Online shopping is convenient
	0.23
	0.82

	I trust online shopping platforms
	0.28
	0.79

	I prefer online shopping over offline shopping
	0.35
	0.76


Source: Primary data analysis 
[bookmark: _heading=h.l38r4zq0zdlj]Table 3: Total Variance Explained
	Factor
	Eigenvalue
	% of Variance
	Cumulative %

	Factor 1
	2.84
	47.3
	47.3

	Factor 2
	1.62
	27.1
	74.4


Source: Primary data analysis 
[bookmark: _heading=h.4hrvxv46io06]Factor Structure Interpretation.
[bookmark: _heading=h.sajp7qo2kcg8]Factor 1: Influence Digital Marketing.
The Tables 2 & 3, above, shows that it is a very strong factor represented by social media advertisements, online advertisements, and online reviews. The fact that these variables have high loadings assures that digital marketing exposure and persuasive content are some of the most important in consumer purchase decisions.
[bookmark: _heading=h.h4p5byfdgwbm]Factor 2: Buying Behaviour
[bookmark: _heading=h.7afnsfl0zbig]The Tables 2 & 3, above, shows that this aspect is defined by convenience, confidence in online shopping and inclination towards online shopping. The variables represent behavioural and attitudinal preparedness of the consumers to make online purchases.
[bookmark: _heading=h.uuhe3496cieo]A combination of the two factors accounts for a significant percentage of the total variance (74.4 per cent), which confirms a strong and clear factor structure.
[bookmark: _heading=h.ca89nyeeijd]Hypothesis Testing Results
[bookmark: _heading=h.51hf86ivlz95]In terms of the results of the factor analysis and the following analysis of the regression, the hypotheses mentioned below are approved:
[bookmark: _heading=h.6xzoy75dbw4w]H03: There is no significant impact of digital marketing influence on online purchasing behaviour.
Rejected : The hypothesis has been rightly rejected and not accepted because the empirical findings indicate clearly a statistically significant effect of digital marketing influence on online buying behaviour.
[bookmark: _heading=h.y3bw90mitni9]H04: Trust, convenience and preference to online shopping determine buying behaviour.
[bookmark: _heading=h.ud5lo0gqmbz0]Accepted. The second reason proves the behavioural basis of online purchasing decision making.
[bookmark: _heading=h.rvny96ti10l3]There is no support of the hypotheses based on demographic variables (e.g. gender), which supports the conclusion that online purchasing behaviour is motivated more by a digital contact and behavioural perception rather than by demographic factors.
The conceptual framework is also confirmed by the results of the factor analysis which empirically proves that digital marketing influence and buying behaviour are two different but complementary constructs. These findings contribute to the thesis that the sustainability and responsible use of digital consumption is less about the consumer but rather about the influence of digital platforms on perceptions, trust, and convenience.
The exploratory factor analysis also demonstrates that there are two credible and significant factors that can impact buying behaviour of consumers with respect to digital marketing. Digital Marketing Influence is the first factor, which indicates the strength of online ads, social media and reviews. The second factor is Buying Behaviour that defines trust, convenience and preference towards online shopping. The combination of these factors accounts for 74.4 per cent of total variance showing a strong underlying factor structure.
The value of KMO of 0.72 and the significant Bartlett test are solid proofs of the appropriateness of the data in factor analysis. Two significant variables can be obtained:
Digital Marketing Influence- an indication of the power of social media promotions, online advertisements, and reviews.
Buying Behaviour- winning the trust, convenience, and preference in online shopping.
The combination of these factors together accounts for 74.4 per cent of the total variance, which is a strong underlying behavioural structure.
Institutional Quality, Trust and Behavioural Readiness
The exploratory factor analysis determines that there are two latent constructs Digital Marketing Influence and Buying Behaviour. The Buying Behaviour factor, which is characterised in terms of trust, convenience, and preference towards online shopping, has significant implications on the institutional economics.
Confidence in online platforms indicates confidence in the currency system, data security, arbitration policies, and reliability of delivery. These factors are directly related to the quality of institutions and their regulatory effectiveness. Strong institutions lead to less uncertainty and less transaction costs leading to market participation and welfare-enhancing transactions.
Trust and convenience can facilitate responsible consumption on a sustainability level when platforms provide the most accurate information, clear pricing and sustainable product selection. On the other hand, a lack of strong regulation and governance of platforms may destroy trust and result in exploitative behaviors.
The results thus point to the role of the state as a regulator but also facilitator to sustainable digital markets. Enacting laws that enhance consumer protection, regulating data privacy, and encouraging platform responsibility are critical measures that will see to it that digital consumption will add value to SDG-12 goals.
[bookmark: _heading=h.yc4elupnv3xr]Table 4: Logistic Regression Results
	Predictor
	β Coefficient
	Odds Ratio
	p-value

	Gender
	-0.21
	0.81
	0.29

	Age
	0.38
	1.46
	0.031

	Internet Usage
	1.12
	3.06
	<0.001

	Digital Marketing Influence
	0.94
	2.56
	0.004


Source: Primary data analysis 
[bookmark: _heading=h.s8083w13wk8f]Table 5: Model Fit Statistics
	Measure
	Value

	Nagelkerke R²
	0.41

	[bookmark: _heading=h.zh0tewnnnn74]Overall Prediction Accuracy
	[bookmark: _heading=h.43z1hjxnh6fq]78%


Source: Primary data analysis 
Internet Usage Intensity as Structural Process of Consumption Behaviour.
From the above Tables 4 & 5, the results of the logistic regression indicate that the intensity of the internet use is the strongest predictor of the online purchasing behaviour. This observation underscores the key role of digital immersion as a decision maker when it comes to consumption choices.
The economic impacts of high internet use diminishing information asymmetry and reduces search costs and enhances market transparency. These aspects have long-term efficiency of the market and consumer surplus. More digitally engaged consumers are able to compare prices, review them, and make rational and efficient decisions, which may contribute to rational and efficient consumption.
Nevertheless, regarding the sustainability and behavioural economics, there is a higher exposure to persuasive digital stimuli, algorithm-driven recommendations, and time-sensitive promotions with intensive internet use as well. These processes are able to promote habitual and impulsive buying, undermining deliberative choices and making a contribution to too much consumption.
Its policy implication is obvious: digital access does not ensure sustainable consumption. The regulatory systems should be concerned with the structuring of the digital environments in terms of advertising intensity, data-driven targeting, and default design aspects. In the absence of such interventions, consumption volumes may shoot up as the greater the use of the internet without ensuring that the patterns of consumption are responsible as envisaged under SDG-12.
The logistic regression model reveals that the internet usage ( 1.12, p < 0.001) and the impact of digital marketing ( 0.94, p = 0.004) increase the probability of online buying behaviour significantly. The positive and significant effect is also shown by age ( 0.38, p = 0.031), and gender is statistically non significant.
[bookmark: _heading=h.yuqvihw1nt96]The model has a high power of explanation as it has a Nagelkerke R 2 of 0.41 and a total prediction accuracy of 78 per cent which implies that the model fits very well.
Bringing together Efficiency, Equity and Sustainability
Collectively, the findings indicate that digital consumption in urban India is characterised by the multi-level influence of efficiency benefits and behavioural risks. With digital platforms, costs of transactions decrease and consumer choice increases, which support economic efficiency. Meanwhile, they strengthen the incentives towards consumption, as well as moving the decision-making processes into deliberative and impulsive levels.
This is a vital duality in terms of economics journals. The market cannot be left to achieve sustainable consumption. It needs policy coordination that incorporates efficiency, equity and environmental consideration. The findings of the study affirm the argument that behavioural variables, including exposure and trust, should be core in the design of the consumption policy.
Discussion, Practical Implications, and Theoretical Implications
The results confirm the fact that online buying behaviour is most influenced by digital marketing and use of the internet over traditional demographic variables like gender. Age is not outdated to imply that there are age disparities when it comes to digital engagement.
Practically, demographic segmentation should not be the primary focus of firms, which should strive to promote their online presence, online reviews, and social media activities. The response of the consumers can be deeply enhanced by training better trust and comfort by designing the platform and communicating the issues clearly.
Theoretically, the research is supportive of behavioural and technology acceptance models because the perceived influence and the intensity of use are superior to demographic features in mediating the online buying behaviour. The factor structure goes even further to support the aspect of digital marketing as a behavioural stimulus over a purely informational one.
Future Research Directions and Conclusion
Finally, this paper has shown that digital buying in urban India is becoming more influenced by digital exposure and behavioural processes instead of demographic factors. As radical as this change is promising in terms of efficiency and inclusiveness, it also brings challenges to sustainable consumption.
According to SDG-12, digitalisation is neither necessarily sustainable nor harmful. Its results are contingent on the nature of governance structures, quality of institutions and policy purpose. Placing digital marketing and online consumption in a responsible consumption framework can allow the policymakers to benefit from the advantages of digitalisation and reduce its dangers.
[bookmark: _heading=h.hb3lm4mtccpz]These findings thus add to the economics of sustainable development by stating that behaviourally informed, institutionally based, and sustainability-focused institutionalised policies of digital consumption are needed in the emerging urban economies.
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