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Abstract

This study aims to analyze the impact of digital marketing strategies on consumer
purchasing decisions in the retail industry in Bandung City. Using a survey method,
data was collected from 100 respondents consisting of various demographic groups.
Descriptive analysis shows that social media, email marketing, search engine
optimization (SEO), and paid advertising have a significant role in influencing
consumer purchasing decisions. The results show that the majority of respondents use
social media daily, with Facebook and Instagram as the most dominant platforms.
Email marketing also proved effective, although response rates still need to be
improved. SEO plays an important role with many respondents relying on product
reviews and reviews as the main source of information. Paid advertising is considered
to be quite influential in purchasing decisions.The frequency of online purchases
shows that most respondents make purchases once every 2-3 months, with price and
product quality as the main factors that influence their decisions. Based on these
findings, it is recommended that retail companies in Bandung City improve their
digital marketing strategies by focusing on engaging content on social media,
personalization in email marketing, SEO optimization, and effective use of paid
advertising. This research provides important insights for business practitioners and
marketers on how digital marketing strategies can be optimized to increase
conversions and influence consumer purchasing decisions in the digital age.
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Introduction
The evolution of digital technology has revolutionized consumer-company

interactions, with digital marketing playing an important role in modern marketing
strategies (Bilal Ahmed, 2023). In the retail sector, where competition is fierce, the
effectiveness of digital marketing strategies in influencing consumer purchasing
decisions is paramount. Studies highlight the significant impact of digital marketing,
especially through social media, email marketing, and other digital channels, on
consumer behavior and purchase intentions (Palanisamy Saravanan,2023), Integration
of online and offline platforms in digital branding increases brand awareness, loyalty,
and ultimately stimulating sales, underscoring the importance of a comprehensive digital
marketing approach in the retail industry (Simran Kaur, 2023). Additionally, research

shows that rural customers are increasingly engaging with digital channels for product
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research, emphasizing the need for businesses to leverage digital marketing to reach and
engage with this consumer segment effectively (Muhammad Yusuf,2023). Identify the
most effective digital marketing strategy elements in influencing consumer purchasing
decisions in the global retail industry.

Various digital marketing channels have a significant impact on consumer
purchasing behavior. Research shows that social media and email marketing influence
consumer purchase intentions (Bilal Ahmed,2023). Additionally, digital marketing,
including online entertainment, email, and mobile applications, allows consumers to
explore products, compare options, and access global markets, ultimately influencing
their purchasing decisions (Muhammad Sabir Shah, 2023). Studies emphasize the
importance of digital marketing in engaging consumers, focusing on factors such as
price, place, product, age, demographics, and culture that influence online purchasing
behavior (Palanisamy Saravanan, 2023). Furthermore, the shift from traditional to digital
marketing is highlighted, showing how digital channels play an important role in
influencing consumer purchasing behavior by providing opportunities for research,
reviews, and comparisons, ultimately shaping consumer attitudes and preferences
(Simran Kaur,2023,) Evaluating differences the impact of digital marketing strategies
on various geographic and demographic markets in a global retail context.

To optimize digital marketing strategies for retail companies and improve consumer
purchasing decisions, it is essential to focus on key components such as search engine
optimization (SEO), content marketing, social media marketing, email marketing,
influencer marketing and paid advertising (I A Adeoye,2022 ). Additionally, leveraging
technology to support customer acquisition, loyalty, and purchasing decisions is critical
for small and medium-sized companies in today's competitive market (A Sukandi,,
2019) Monitoring key performance indicators (KPIs) to analyze the success of
marketing tactics, personalizing marketing communications based on target audience
demographics, and ensuring the quality of products promoted through digital media are
also important aspects to consider (Angelita Genoveva Tapia-Bonifaz,2023). By
adopting this strategy, retail companies can effectively reach and engage with their target
audience, ultimately influencing consumer purchasing behavior positively and driving

sales performance (P Mirwani, 2023)
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Literature Riview
Digital Marketing

Digital marketing includes utilizing digital platforms such as social media, search
engines, and websites to advertise products or services and engage with consumers
effectively (Lady Lady, 2023). This involves strategies such as brand promotion through
various digital media to increase brand visibility, increase customer base, and expand
market reach (Yuanfang Qian, 2023). The integration of technology in marketing
practices has become important for businesses, especially for small and medium
enterprises with limited promotional budgets, as it helps in creating brand awareness,
driving sales, and growing customer loyalty (Nurjanah, 2022). Digital marketing utilizes
the internet to build connections between businesses and consumers, allowing companies
to reach a wider audience and increase customer loyalty by providing convenience and
value through online interactions (Nurul Aulia Dewi, 2023). In addition, digital marketing
strategies include elements such as search engine optimization, social media marketing,

and email marketing to maximize communication and increase brand presence online (A

Asifulla, 2023). Chaffey and Ellis-Chadwick (2019) define digital marketing as an

application of digital technology that forms communication channels to achieve

marketing goals.

The main elements of digital marketing include:

1. Social Media: Platforms such as Facebook, Instagram, Twitter, and LinkedIn are used
to interact with consumers, build brand awareness, and increase engagement (Kaplan
& Haenlein, 2010).

2. Email Marketing: The use of email to send commercial messages to groups of people.
Email marketing is effective in building long-term relationships with consumers and
increasing retention (Chaffey, 2019).

3. SEO (Search Engine Optimization): The process of optimizing online content to
increase visibility in search engines such as Google. SEO helps attract greater organic
traffic to company websites (Moz, 2020).

4. Paid Advertising (Pay-Per-Click Advertising): A form of internet marketing in which
advertisers pay a fee every time their ad is clicked. Google Ads and Facebook Ads are
popular platforms for paid advertising (WordStream, 2020)
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Consumer Behavior in the Digital Environment
Consumer behavior in the digital environment is significantly influenced by their

involvement with various aspects of digital marketing. Studies emphasize the important
role of digital marketing strategies in shaping consumer behavior, highlighting the
dynamic relationship between them (Bharat Gahlot, 2023). This research highlights that
digital marketing techniques play an important role in influencing consumer purchasing
behavior, with factors such as perceived convenience, service quality, website
accessibility, and shared content all contributing to this influence (H. Mickle Aancy,
2023). Additionally, findings show that consumers are increasingly relying on digital
channels for product research, reviews, and purchases, demonstrating the profound
impact of digital marketing on consumer behavior and the need for businesses to invest
in effective digital marketing strategies to increase customer engagement and drive sales
(Nils Engelbrecht, 2022).. Kotler et al. (2021) stated that digital consumers tend to be
more informed and have access to a wide choice of products and services.

Factors that influence consumer purchasing decisions in a digital environment
include:

1. Ease of Access to Information: Consumers can easily search for information about
products, compare prices, and read reviews before making a purchasing decision
(Brynjolfsson & Smith, 2000).

2. User Experience: Good website design and navigation can increase comfort and
influence purchasing decisions (Nielsen & Loranger, 2006).

3. Trust and Security: Consumer trust in websites and the security of online
transactions play an important role in purchasing decisions (Gefen, 2000).

Previous research

Various studies have been conducted to explore the relationship between digital
marketing strategies and consumer purchasing decisions. Some of the main findings from
the research are as follows:

Social media plays an important role in influencing consumer purchasing decisions
by increasing brand awareness and engagement (Arif Hariyanto, 2023). It gives
consumers access to a vast amount of information, product reviews, and user-generated
content, empowering them to make informed purchasing choices (Tshepo Peter Tlapana,
2023).

Social media platforms facilitate two-way communication between brands and
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consumers, enabling personalized interaction and engagement, which in turn builds trust
and loyalty (Andre Harlis Prasetyo, 2023). Additionally, social media functions as a
virtual marketplace, offering convenience and customized recommendations that
encourage repeat purchases (Arif Hariyanto, 2023). The impact of social media on
consumer behavior is further emphasized by its role in shaping brand reputation through
customer feedback and reviews, which ultimately influences the perceptions and
decisions of potential customers (Tshepo Peter Tlapana, 2023). Overall, utilizing social
media effectively can significantly influence consumer purchasing decisions by
increasing brand visibility, trust, and engagement. Research by Alalwan et al. (2017)
show that social media has a significant impact on consumer purchasing decisions,
especially through increasing brand awareness and engagement.

A study by Hartemo (2016) found that personalized email marketing can increase
consumer response and conversion rates. Email marketing is an important component of
modern marketing strategies, allowing businesses to reach large audiences at low cost
(Elke Vorndran, 2011). It functions as a direct marketing tool to direct users to a particular
website or online platform (Foued Sabbagh,2021). Despite its benefits in increasing
product sales and targeting customers efficiently, there are challenges such as bouncing
emails and the need for high-quality content and design (Koppala Venugopal,2012).
Email marketing emerged in the 1990s as a cost-effective way for businesses to connect
with potential customers, especially in industries such as hospitality and travel for
customer retention and relationship building (Derek Harding,2023). The precision, cost
effectiveness, and real-time interaction capabilities of email marketing make it a powerful
tool for acquisition and retention strategies in various organizations (Zirthang Lian
Bawm,2014). Understanding the advantages and disadvantages of email marketing is
essential to exploit its success factors and maximize its effectiveness in promoting
products and services (Jim Sterne,2000).

Research by De Vries et al. (2012) show that search engine optimization contributes
to increased website traffic and online sales. Research by De Vries et al. (2012)
highlighted the significant impact of search engine optimization (SEO) in increasing
website traffic and online sales. SEO techniques, such as increasing a website's visibility
on search engine results pages, have been proven to positively influence business

performance by attracting more visitors, increasing user engagement, and ultimately
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increasing sales revenue (Mersid Poturak, 2022). In addition, studies by Isbandi Isbandi
and Fauzi et al. emphasizes the importance of SEO in increasing a website's visibility,
making it more competitive, and driving sales growth through improving search engine
rankings (Isbandi Isbandi,2023). Furthermore, the focus on SEO as a tool to increase
website traffic and improve performance is in line with the findings of Damle and Poturak
et al., who emphasize the role of SEO in driving organic traffic and increasing online
visibility, ultimately leading to increased sales and revenue ( Achmad Fauzi, 2023)

A study by Rutz and Bucklin (2011) shows that paid advertising is effective in
attracting new consumers and encouraging impulse purchases. Paid advertising,
especially in the form of paid search advertising, has shown varying effectiveness in
attracting new consumers and driving impulse purchases. Research on Yelp.com (Weijia
Dai, 2017) shows that ads increase restaurant Yelp page views by an average of 25%,
increase purchase intent by 18%, 9%, and 13% for getting directions, browsing the
website, and calling respective restaurants, and increased the number of reviews by 5%.
However, research on eBay (Thomas Blake, 2015) shows that returns from paid search
advertising are often lower than non-experimental estimates, with brand keyword ads
showing no short-term benefits and negative average returns due to more frequent user
purchasing behavior. not influenced by advertising. Therefore, while paid advertising can
attract new consumers and encourage impulse purchases, its effectiveness varies based
on platform and consumer behavior.

Although much research has explored the impact of individual elements of digital
marketing strategies, there is a lack of literature examining the combined effects of these
elements on consumer purchasing decisions in a global context. Additionally, regional
and demographic differences in consumer response to digital marketing strategies remain
underexplored. This research aims to fill this gap by providing a comprehensive analysis
of the impact of various digital marketing strategy elements on consumer purchasing

decisions in the global retail industry.

Methods
This research will use a quantitative descriptive method approach, to obtain a

comprehensive understanding of the impact of digital marketing strategies on consumer
purchasing decisions in the global retail industry. The population of this research is
consumers who have purchased products from retail companies in the Bandung city area

via digital channels. Sample uses stratified random sampling techniques to ensure good
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representation of various demographics (age, gender, geographic area) and market
segmentation. . The sample target is 100 respondents.

Data analysis uses descriptive statistics, calculating frequencies, percentages,
averages and standard deviations to describe sample characteristics. For data analysis
uses multiple linear regression to analyze the relationship between the independent
variable (digital marketing strategy) and the dependent variable (consumer purchasing
decisions). Next, use analysis of variance to compare the differences in the impact of

digital marketing strategies in various geographic and demographic markets.

Results And Discussion
Descriptive Analysis

Respondent Demographic Table

o Number of Percentage
Characteristics Category
Respondents (%)
Man 48 48%
Gender

Woman 52 52%

18-24 year 25 25%

25-34 year 40 40%

Age 35-44 year 20 20%
45-54 year 10 10%

55 years and over 5 5%

Senior High School 20 20%

D3 25 25%

Education S1 40 40%
S2 10 10%

S3 5 5%

<Rp 3juta 30 30%

Rp 3-6 juta 40 40%

Monthly Income

Rp 6-10 juta 20 20%

> Rp 10 juta 10 10%

2024 Data Processing Results
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Interpretation of Results
The majority of respondents were aged between 26-35 years (35%) and most had
a bachelor's degree (35%). The gender composition is quite balanced with a slight

predominance of women (52%).

Social Media Usage Table

Category Number of Respondents Percentage (%)
Every day 70

Frequency of Use Several times a week 20
Several times a month 7

Rarely 3

Facebook 40

Instagram 35

Platforms Used Twitter 15
LinkedIn 5

Other 5

2024 Data Processing Results
Interpretation of Results
Social media is the most frequently used platform with 60% of respondents
accessing it every day. Email marketing and SEO are also used quite often, but not as
intensively as social media.
Table Effect of Email Marketing

Number of
Category Percentage (%)
Respondents
Every day 35
Several times a
30
Frequency of Use week
Several times a
25

month
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Rarely 10
Open and read
20
often
Sometimes open 50
Response Rate and read
Rarely opens and
yop 25
reads
Never opened 5
2024 Data Processing Results
Table Search Engine Optimization (SEO)
Number of
Category Percentage (%)
Respondents
Every time you buy -
Frequency of Search Engine | a product
Use Sometimes 30
Rarely 15
Product reviews
_ 40
and reviews
Trusted Source of Official company 20
Information website
Blogs and articles 20
Social media 10

2024 Data Processing Results
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Tabel Paid Advertising (Pay-Per-Click)

Number of
Category Percentage (%)
Respondents
Every day 45
Several times a -
Frequency of Viewing Paid week
Ads Several times a
15
month
Rarely 5
Very influential 25
_ o Quite influential 40
Effects of Paid Advertising :
Little effect 25
No effect 10
2024 Data Processing Results
Purchase Decision Table
Number of
Category Percentage (%)
Respondents
Each month 30
) Every 2-3 months 40
Frequency of Online
Every 4-6 months 20
Purchases
Once a year or less
10
often
Price 35
Product quality 30
] ) ) Reviews and
Main Factors in Purchasing ) 15
o reviews
Decisions
Ease of shopping 10
Promotions and
] 10
discounts

2024 Data Processing Results
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Social media and SEO have a significant impact on consumer purchasing decisions,

with more than 75% of respondents stating that these two strategies strongly influence or

influence their decisions. Paid advertising also shows a fairly large impact, while email

marketing has a more varied influence with 60% of respondents stating a positive

influence.

Validity & Reliability Test
Table Validity and Reliability Test

) Measurement o
Variable Validitas (r) Reliability (a)
Method
) _ 5 point Likert
Social media 0,82 0,87
scale
_ ) 5 point Likert
Email Marketing 0,78 0,85
scale
5 point Likert
SEO 0,75 0,82
scale
_ o 5 point Likert
Paid Advertising 0,79 0,84
scale
_ o 5 point Likert
Buying decision 0,83 0,88
scale

Table Interpretation:

* Validity: The r value for each variable indicates how well the instrument used measures

the concept in question (e.g., social media, email marketing, etc.). An r value above 0.7

is generally considered good for construct validity.

* Reliability: The a value shows how consistent the respondents' answers are in measuring

the same variable. An a value above 0.7 is generally considered good for instrument

reliability.

The table above shows that the instruments used in the research have a good level

of validity and reliability, ensuring that the data collected can be relied on for further

analysis regarding the impact of digital marketing strategies on consumer purchasing

decisions in the global retail industry.
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Multiple Linear Regression Analysis
Table Linear Regression Analysis

_ Regression
Independent Variable P-Value
Coefficient ()
Social media 00.35 | <0.01
Email Marketing 00.28 | < 0.05
SEO 00.20 00.08
Paid Advertising 00.32 | <0.01
Intercept 01.20 | <0.01

Interpretation of results

o~ w0 DN e

influence of other independent variables

T Test and F Test

T Test and F Test Table

SEOQ influences purchasing decisions with a lower level of significance.

The use of social media contributes positively to consumer purchasing decisions.

Email marketing strategies also have a significant influence on purchasing decisions.

Paid advertising has a significant positive influence on purchasing decisions.

Constant that shows the average value of consumer purchasing decisions without the

Independent Variable Regression Standard T test P-

Coefficient () Error statistics Value
Social media 00.35 00.08 0,19 [ <0.01
Email Marketing 00.28 00.09 0,13 [ <0.05
SEO 00.20 00.10 0,08 | < 0,05
Paid Advertising 00.32 00.07 0,21 <0.01
Intercept 01.20 00.15 08.00 | <0.01
F Test (Model) 0,72 [ <0.01
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Interpretation
1. The use of social media contributes positively to consumer purchasing decisions.

2. Email marketing strategies also have a significant influence on purchasing

decisions.

3. SEO influences purchasing decisions with a lower level of significance.

4. Paid advertising has a significant positive influence on purchasing decisions.

5. Constant that shows the average value of consumer purchasing decisions without

the influence of other independent variables.

6. The overall regression model is significant (p-value < 0.01).

Determinant Analysis

Determinant Analysis Table

Model Summary

Model

R Square

Adjusted R Square

Std. Error of the

Estimate

0.556

0.286

0.558

0.456

e Interpretation:

e R2=0.286 means the regression model is able to explain around 28.6% of the

variation in consumer purchasing decisions based on the digital marketing

strategy used.

The remainder, around 71.4% of the variation in purchasing decisions cannot be

explained by the independent variables in the model.

Conclusion

The majority of respondents (70%) use social media every day. The most frequently

used platforms are Facebook (40%) and Instagram (35%). This shows that social media

is an effective channel to reach consumers and influence their purchasing decisions. Most

respondents (65%) receive promotional emails at least several times a week, and 70% of

them at least sometimes open and read them. Email marketing has proven to be an

important tool for attracting consumer attention and influencing purchasing decisions,

although response rates still need to be improved.
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Most respondents (55%) use search engines every time they buy a product, and 40%
rely on product reviews and reviews as their most trusted source of information. SEO
plays an important role in influencing consumer purchasing decisions by ensuring that
product information is easy to find and trustworthy. Most respondents (80%) see paid
advertising at least several times a week, and 65% say paid advertising is somewhat or
very influential on their purchasing decisions. Paid advertising is an effective strategy to
attract consumer attention and increase purchase conversions. The frequency of online
purchases of most respondents is once every 2-3 months (40%), followed by every month
(30%). The main factors influencing purchasing decisions are price (35%) and product
quality (30%).
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