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Abstract- The rapid advancement of digital technologies has transformed traditional marketing practices and significantly
influenced consumer behavior. Digital marketing has emerged as a crucial strategy for organizations to enhance brand visibility,
improve customer engagement, and influence purchasing decisions. The present study examines the influence of digital
marketing on brand awareness and its impact on consumer purchase decisions. The primary objective of the study is to analyze
the relationship between digital marketing activities, brand awareness, and consumer purchasing behavior. The research adopts
a descriptive research design, utilizing both primary and secondary data sources. Primary data were collected through structured
questionnaires distributed among 300 respondents who actively use digital platforms. The study employed statistical techniques
such as descriptive analysis, correlation analysis, and regression analysis to examine relationships among variables. The findings
reveal that digital marketing has a significant positive influence on brand awareness, indicating that increased exposure to digital
marketing activities improves brand recognition and familiarity among consumers. Furthermore, the results demonstrate that
higher brand awareness positively affects consumer purchase decisions by increasing trust and purchase intention. Regression
analysis confirms that digital marketing and brand awareness together significantly contribute to predicting consumer
purchasing behavior. The study concludes that digital marketing serves as an important strategic tool for strengthening brand
awareness and influencing consumer buying decisions in the digital environment. The findings suggest that businesses should
invest in effective digital marketing strategies to enhance brand positioning, improve customer engagement, and achieve
sustainable competitive advantage. Future research may explore additional variables and advanced analytical methods to

provide deeper insights into consumer behavior in evolving digital marketplaces.
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I. INTRODUCTION

The advancement of digital technologies has transformed the

component of modern business

way businesses communicate, interact, and build relationships
with consumers. Over the past two decades, the rapid expansion
of internet accessibility, smartphone penetration, social media
platforms, and e-commerce has reshaped traditional marketing
approaches, leading to the emergence and widespread adoption
of digital marketing. Unlike conventional marketing methods
that rely heavily on print media, television, radio, and outdoor
advertising, digital marketing utilizes online platforms and
digital channels to reach consumers in a more targeted,
interactive, and measurable manner (Chaffey & Ellis-
Chadwick, 2019). This transformation has significantly altered
consumer behavior and purchasing patterns, making digital

Digital marketing encompasses various online promotional
activities, including social media marketing, content marketing,
search engine optimization (SEO), email marketing, affiliate
marketing, influencer marketing, pay-per-click advertising, and
mobile marketing. These tools enable organizations to connect
with consumers directly, provide personalized experiences, and
engage audiences continuously across multiple digital
platforms (Ryan, 2016). The increasing dependence of
consumers on the internet for information search, product
evaluation, and purchasing decisions has elevated the
importance of digital marketing in influencing consumer
perceptions and behaviors.
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In today’s highly competitive business environment,
establishing strong brand awareness has become a critical
objective for organizations seeking long-term growth and
sustainability. Brand awareness refers to the extent to which
consumers recognize, recall, and identify a particular brand
under different circumstances. It reflects the familiarity
consumers have with a brand and their ability to associate it
with specific products, services, or values (Aaker, 1996). A
high level of brand awareness often contributes to stronger
consumer trust, positive brand perception, and increased
likelihood of purchase. Consumers tend to prefer brands they
recognize because familiarity reduces uncertainty and
perceived risk associated with purchasing decisions (Keller,
2013).

The emergence of digital marketing has created unprecedented
opportunities for organizations to enhance brand awareness.
Through social media campaigns, online advertisements,
influencer endorsements, and engaging content, businesses can
reach broader audiences and establish stronger brand visibility.
Digital platforms enable brands to maintain continuous
communication with consumers, thereby increasing exposure
and reinforcing brand recall (Tiago & Verissimo, 2014). For
example, social media platforms such as Instagram, Facebook,
YouTube, LinkedIn, and X (formerly Twitter) allow businesses
to interact directly with consumers through comments,
messages, reviews, and personalized recommendations. Such
interactions contribute significantly to shaping consumer
perceptions and strengthening brand recognition (Kaplan &
Haenlein, 2010).

Among various digital marketing strategies, social media
marketing has gained considerable attention due to its extensive
reach and interactive nature. Social media platforms have
evolved beyond communication tools and now function as
powerful marketing channels where businesses can promote
products, build communities, and influence purchasing
decisions. User-generated content, customer reviews, and
influencer endorsements further amplify brand awareness by
creating authentic and relatable experiences. Consumers often
rely on social proof and online recommendations before
making purchasing decisions, highlighting the growing
significance of digital interactions in consumer behavior
(Mangold & Faulds, 2009).

Similarly, search engine optimization (SEO) and content
marketing play essential roles in increasing online visibility and

strengthening brand awareness. SEO techniques improve a
brand’s ranking on search engines, making it easier for
consumers to discover products and services. Higher visibility
in search results contributes to increased website traffic and
enhances consumer familiarity with the brand (Kingsnorth,
2022). Content marketing, including blogs, videos, articles, and
informational resources, provides valuable information to
consumers while positioning businesses as knowledgeable and
trustworthy sources. This strategy not only improves
engagement but also fosters long-term relationships between
brands and consumers (Pulizzi, 2014).

Email marketing and personalized advertising have further
expanded the capabilities of digital marketing. By analyzing
consumer preferences, purchase histories, and browsing
behaviors, organizations can deliver customized promotional
messages tailored to individual needs. Personalized
communication enhances consumer experiences and increases
the effectiveness of marketing campaigns. Consumers are more
likely to respond positively to brands that understand their
preferences and provide relevant recommendations, thereby
strengthening brand loyalty and influencing purchase decisions
(Kotler & Keller, 2021).

Consumer purchase decisions represent a complex process
influenced by psychological, social, cultural, and economic
factors. Traditionally, purchasing behavior was shaped
primarily by product quality, price, and availability. However,
the digital era has introduced additional factors, including
online reviews, social media influence, digital advertisements,
and brand reputation. Modern consumers actively seek
information online before making purchases, compare
alternatives, read customer feedback, and evaluate brand
credibility (Solomon, 2020). Consequently, digital marketing
has become a powerful determinant of consumer buying
behavior.

The relationship between brand awareness and consumer
purchase decisions has been extensively recognized in
marketing literature. Strong brand awareness increases the
likelihood that consumers will consider a brand during the
purchasing process. Familiar brands are often perceived as
more reliable, trustworthy, and capable of delivering quality
products or services. As a result, consumers may exhibit higher
purchase intentions toward brands with greater visibility and
recognition (Keller, 2013). Therefore, understanding how
digital marketing contributes to brand awareness and
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subsequently influences consumer purchasing behavior is
essential for businesses aiming to remain competitive in the
digital marketplace.

The COVID-19 pandemic further accelerated digital
transformation across industries, increasing consumer reliance
on online platforms for shopping, communication, and
entertainment. Businesses worldwide intensified their digital
marketing efforts to adapt to changing consumer preferences
and maintain market presence. This shift highlighted the
growing importance of digital marketing in influencing
consumer awareness and purchasing decisions (Sheth, 2020).
Organizations that effectively utilized digital channels
experienced greater resilience and stronger customer
engagement during periods of uncertainty.

Despite the growing significance of digital marketing,
challenges remain regarding consumer attention, information
overload, privacy concerns, and competition among brands.
Consumers are continuously exposed to vast amounts of digital
content, making it increasingly difficult for businesses to
capture attention and sustain engagement. Therefore,
organizations must adopt innovative and consumer-centric
digital marketing strategies to differentiate themselves and
create meaningful brand experiences (Chaffey & Ellis-
Chadwick, 2019).

This research aims to examine the influence of digital
marketing on brand awareness and its subsequent impact on
consumer purchase decisions. The study explores how various
digital marketing strategies contribute to enhancing brand
recognition, improving consumer perceptions, and shaping
purchasing behavior. By analyzing the relationship between
digital marketing, brand awareness, and consumer decision-
making processes, the research seeks to provide valuable
insights for businesses, marketers, and researchers.
Understanding these relationships is crucial for developing
effective marketing strategies that foster customer engagement,
strengthen brand positioning, and improve organizational
performance.

In conclusion, digital marketing has become an indispensable
tool in the contemporary business environment, significantly
affecting how consumers perceive brands and make purchasing
decisions. Enhanced brand awareness generated through digital
channels influences consumer trust, preference, and loyalty,
ultimately shaping buying behavior. As technological

advancements continue to evolve, businesses must leverage
digital marketing strategies effectively to maintain
competitiveness and achieve sustainable growth. Therefore,
investigating the influence of digital marketing on brand
awareness and its impact on consumer purchase decisions
remains a relevant and important area of research in modern
marketing studies.

Objectives of the Study

The objectives of this research are:

e To examine the influence of digital marketing on brand
awareness.

e To identify major digital marketing strategies affecting
consumer perceptions.

e To analyze the relationship between brand awareness and
consumer purchase decisions.

e To determine the impact of digital marketing on consumer
buying behavior.

e To provide recommendations for businesses to improve
digital marketing effectiveness.

Research Questions

e How does digital marketing influence brand awareness?

e Does increased brand awareness affect consumer purchase
decisions?

e Which digital marketing channels have the strongest
impact on consumer behavior?

e What role does consumer engagement play in purchasing
decisions?

Il. LITERATURE REVIEW

Digital marketing has emerged as one of the most influential
factors affecting consumer behavior, brand positioning, and
business performance in the contemporary market
environment. The increasing use of digital technologies,
internet penetration, and social media platforms has
transformed the way organizations communicate with
consumers and promote their products and services.
Consequently, researchers have extensively studied the
relationship between digital marketing, brand awareness, and
consumer purchase decisions. This literature review examines
existing studies related to digital marketing, brand awareness,
consumer behavior, and purchase intentions to provide a
theoretical foundation for understanding the influence of digital
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marketing on brand awareness and its impact on consumer
purchase decisions.

Digital marketing refers to the use of internet-based
technologies and digital channels to promote products,
services, and brands to consumers. According to Chaffey and
Ellis-Chadwick (2019), digital marketing involves achieving
marketing objectives through applying digital technologies and
media channels, including websites, social media, email,
mobile applications, and search engines. Digital marketing
enables organizations to engage with customers in real time
while providing measurable outcomes and personalized
experiences.

Ryan (2016) argued that digital marketing differs significantly
from traditional marketing because it emphasizes interaction,
customer engagement, and relationship building rather than
one-way communication. The author highlighted that digital
platforms provide businesses with opportunities to understand
consumer preferences and customize marketing messages
accordingly.

Kotler and Keller (2021) suggested that digital marketing has
become an essential component of modern marketing strategies
due to increasing consumer dependence on online information
and purchasing channels. Businesses adopting digital
marketing strategies experience improved visibility, stronger
customer relationships, and greater competitive advantages.

The rapid growth of digital technologies has increased the
importance of social media marketing, influencer marketing,
content marketing, and search engine optimization (SEO).
These approaches enable businesses to target specific
audiences and improve marketing effectiveness (Kingsnorth,
2022).

The development of internet technologies has significantly
influenced consumer behavior over time. Earlier, consumers
relied mainly on traditional advertisements, television,
newspapers, and personal recommendations for product
information. However, technological advancement has shifted
consumer preferences toward digital sources.

Solomon (2020) stated that contemporary consumers actively
seek information online before making purchasing decisions.
Consumers compare products, read reviews, analyze ratings,
and interact with brands through social media platforms.

Therefore, consumer purchase behavior has become

increasingly influenced by online experiences.

Tiago and Verissimo (2014) observed that digital marketing
changed the traditional buyer-seller relationship by
encouraging interactive communication and customer
participation. Consumers no longer remain passive recipients
of marketing messages; instead, they actively engage with
brands and share experiences with other consumers.

The increased use of smartphones and mobile applications has
further accelerated changes in consumer behavior. Mobile
commerce enables consumers to access products and services
instantly, making convenience a significant determinant of
purchasing decisions (Chaffey & Ellis-Chadwick, 2019).

Brand awareness refers to consumers’ ability to recognize and
recall a particular brand among competing alternatives. Aaker
(1996) described brand awareness as a critical component of
brand equity because it influences consumer perceptions and
purchasing decisions.

According to Keller (2013), brand awareness includes two
dimensions:
e Brand Recognition: Consumers identify a brand
when exposed to it.
e Brand Recall: Consumers remember a brand when
considering a product category.
Higher brand awareness contributes to stronger brand equity
and increases the probability of brand selection during purchase
decisions.

Macdonald and Sharp (2000) found that consumers often
choose familiar brands over unfamiliar alternatives, even when
limited information exists about product quality. Familiarity
creates trust and reduces perceived purchasing risks.

Similarly, Hoyer and Brown (1990) reported that consumers
tend to purchase known brands because awareness simplifies
decision-making processes. Strong brand awareness influences
consideration sets and increases purchase intentions.
Therefore, organizations invest significantly in promotional
activities to improve brand visibility and establish lasting
consumer relationships.

Social media marketing has become one of the most important
components of digital marketing due to widespread consumer
engagement on online platforms.
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Kaplan and Haenlein (2010) defined social media as internet-
based applications that enable the creation and exchange of
user-generated content. Social media platforms such as
Facebook, Instagram, LinkedIn, YouTube, and X allow
businesses to communicate directly with consumers.

Mangold and Faulds (2009) argued that social media has
transformed promotional strategies by enabling consumers to
participate actively in brand communication. User-generated
content and electronic word-of-mouth significantly influence
consumer perceptions and brand awareness.

Studies by Bilgin (2018) indicated that social media marketing
positively affects brand awareness, brand image, and customer
loyalty. Frequent interactions between brands and consumers
increase familiarity and improve purchase intentions.

Similarly, Ismail (2017) reported that social media engagement
enhances consumer trust and strengthens emotional
connections with brands. Organizations maintaining active
social media presence experience improved customer
relationships and stronger market positioning.

Influencer marketing has emerged as an important extension of
social media marketing. Influencers possess large online
audiences and shape consumer opinions regarding products and
brands. Lou and Yuan (2019) found that influencer credibility
positively affects brand awareness and purchase intentions.
Consumers trust recommendations from influencers because
they perceive them as authentic and relatable. Therefore, social
media marketing significantly contributes to brand awareness
and consumer purchasing behavior.

Search engine optimization (SEQ) involves strategies used to
improve website visibility in search engine results. Kingsnorth
(2022) emphasized that higher search rankings increase website
traffic and strengthen brand exposure. Consumers are more
likely to trust brands appearing at the top of search results.
Research by Bhandari and Bansal (2018) suggested that
effective SEO practices improve brand recognition and
contribute to stronger consumer perceptions. Increased online
visibility enhances familiarity and influences purchase
decisions. SEO also supports content marketing efforts by
improving accessibility to valuable information. Consequently,
organizations implementing SEO strategies achieve greater
brand awareness and customer engagement.

Content marketing focuses on creating valuable, informative,
and relevant content to attract and retain consumers. Pulizzi
(2014) defined content marketing as a strategic marketing
approach centered on producing consistent and valuable
content to drive profitable customer actions. Research indicates
that educational and engaging content improves consumer trust
and establishes brands as credible information sources
(Holliman & Rowley, 2014). Consumers exposed to
informative content develop stronger relationships with brands
and demonstrate greater purchase intentions. Videos, blogs,
podcasts, webinars, and articles represent important content
marketing tools that enhance consumer engagement and
strengthen brand awareness. Therefore, content marketing
contributes significantly to long-term customer relationships
and purchasing behavior.

Personalization has become increasingly important in digital
marketing strategies. Kotler and Keller (2021) argued that
personalized communication improves customer experiences
and strengthens emotional connections with brands. Email
marketing enables organizations to provide customized
recommendations based on consumer preferences and previous
interactions. Research by Merisavo and Raulas (2004) found
that personalized email marketing positively affects customer
loyalty and purchasing behavior. Consumers receiving relevant
information demonstrate stronger engagement and higher
purchase intentions.  Similarly, customized digital
advertisements improve marketing effectiveness by delivering
messages aligned with consumer interests.

Consumer purchase decisions involve selecting products or
services based on available alternatives. According to
Schiffman and Wisenblit (2019), purchasing decisions are
influenced by psychological, cultural, social, and personal
factors. Brand awareness acts as a significant determinant
because familiar brands reduce uncertainty and perceived risks.
Keller (2013) stated that strong brand awareness increases the
likelihood that consumers will include a brand in their
consideration sets during purchasing decisions.

Research by Lin and Chang (2003) revealed that higher brand
awareness positively influences consumer preferences and
purchasing intentions. Consumers exhibit stronger loyalty
toward recognized brands. Similarly, Chi, Yeh, and Yang
(2009) found a positive relationship between brand awareness
and purchase intention, suggesting that increased awareness
contributes directly to consumer buying behavior. Therefore,
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strong brand awareness enhances trust and increases

purchasing probability.

Consumer trust plays an essential role in digital marketing
effectiveness. Gefen (2000) emphasized that trust significantly
influences online purchasing behavior because consumers
often perceive uncertainty in digital environments. Studies
suggest that transparent communication, positive reviews, and
secure online experiences strengthen consumer trust (Pappas,
2016). Increased trust contributes to stronger brand awareness
and purchase intentions. Digital marketing strategies
emphasizing authenticity and transparency improve customer
relationships and long-term loyalty.

The COVID-19 pandemic accelerated digital transformation
worldwide. Sheth (2020) observed that consumer dependence
on online platforms increased substantially during the
pandemic. Organizations expanded digital marketing activities
to maintain customer engagement. E-commerce adoption
increased significantly as consumers shifted toward online
shopping due to mobility restrictions. Research indicates that
businesses with strong digital marketing capabilities
demonstrated greater resilience and maintained stronger
customer relationships during the pandemic (Pantano et al.,
2020). Thus, COVID-19 highlighted the strategic importance
of digital marketing in influencing consumer awareness and
purchasing behavior.

Although extensive studies have examined digital marketing,
brand awareness, and consumer purchase decisions
individually, limited research comprehensively investigates the
mediating role of brand awareness between digital marketing
activities and consumer purchasing behavior across different
digital platforms.

Furthermore, rapidly evolving technologies, changing
consumer preferences, and emerging digital channels require
continuous examination of their impact on brand perception
and buying decisions. Existing studies often focus on specific
industries or geographical regions, limiting broader
applicability.

Therefore, further research is needed to explore how various
digital marketing strategies collectively influence brand
awareness and subsequently affect consumer purchase
decisions.

The literature indicates that digital marketing significantly
influences brand awareness and consumer purchasing behavior.
Social media marketing, SEO, content marketing, influencer
marketing, and personalized advertising improve consumer
engagement and strengthen brand visibility. Increased brand
awareness contributes positively to trust, loyalty, and purchase
intentions. Existing studies consistently demonstrate that
familiar and recognized brands have greater influence over
consumer decision-making processes.

However, the evolving digital environment requires further
investigation into emerging marketing strategies and their
effects on brand awareness and consumer behavior.
Understanding these relationships is essential for organizations
seeking sustainable competitive advantages in increasingly
digital marketplaces.

Conceptual Framework
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I1l. RESEARCH METHODOLOGY

The present study adopts a descriptive research design to
examine the influence of digital marketing on brand awareness
and its subsequent impact on consumer purchase decisions.
Descriptive research is appropriate because it helps in
understanding the characteristics, perceptions, and behaviors of
consumers regarding digital marketing activities. This research
design enables the collection of quantitative data and facilitates
analysis of relationships among variables such as digital
marketing strategies, brand awareness, and consumer
purchasing behavior. The study aims to identify patterns and
measure the extent to which digital marketing contributes to
enhancing brand awareness and influencing purchase
decisions.
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The study utilizes both primary data and secondary data sources
to obtain comprehensive information regarding the research
topic.

Primary data refers to original information collected directly
from respondents for the specific purpose of the study. The
following methods are used:

e Structured Questionnaires: A structured questionnaire
consisting of close-ended questions based on a Likert scale
will be administered to respondents. The questionnaire will
measure perceptions regarding digital marketing activities,
brand awareness, and purchase intentions.

e Online Surveys: Online survey platforms such as Google
Forms may be used to collect responses efficiently from
consumers who actively engage with digital platforms.

e Interviews: Informal interviews may be conducted with
selected respondents to gain additional insights into
consumer behavior and preferences related to digital
marketing.

Primary data collection helps ensure relevance, reliability, and

direct understanding of consumer perceptions regarding digital

marketing influence.

Secondary data comprises information collected from existing
sources to support the theoretical foundation of the study.
Secondary data sources include:

e Academic journals

e Books and textbooks

e Company reports and publications

e Published research papers

e  Conference proceedings

e Online databases and scholarly articles

Secondary data assists in understanding previous research
findings and identifying gaps in existing literature.

The population for this study consists of consumers who
actively use digital platforms, including social media, e-
commerce websites, search engines, and online applications for
product information and purchasing decisions.

The study employs convenience sampling, wherein
respondents are selected based on accessibility and willingness
to participate. Convenience sampling is suitable because it
enables efficient data collection from digitally active
consumers within limited time and resources.

Alternatively, simple random sampling may also be applied to
improve representativeness and reduce sampling bias. The
selection of respondents focuses on individuals familiar with
digital marketing platforms and online purchasing behaviors.
A sample of 300 respondents is considered adequate for
statistical analysis and provides sufficient data to identify
relationships among variables. The respondents may belong to
different demographic groups based on age, gender, education,
occupation, and income levels, thereby improving the
generalizability of findings.

Hypothesis

e  Ho: Digital marketing has no significant influence on brand
awareness among consumers.

e Hi: Digital Marketing significantly influences Brand
Awareness.

e H.: Brand Awareness significantly influences Consumer
Purchase Decisions.

e  Hs: Digital Marketing significantly influences Consumer
Purchase Decisions.

Data Analysis Tools and Techniques

Collected data will be analyzed using statistical tools to
examine relationships among variables. The following
techniques will be employed:

Percentage Analysis

Percentage analysis will be used to summarize respondents’
demographic characteristics and response distributions.
Formula:

Number of responses
Percentage = x 100
Total respondents

Mean Score Analysis
Mean score analysis will determine average responses
regarding perceptions toward digital marketing and brand
awareness.
Formula: Type equation here.
yX
Mean = N
Where:
X= Total score obtained
N= Number of respondents
Regression Analysis
Regression analysis will be conducted to determine the impact
of independent variables (digital marketing) on dependent
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variables (consumer purchase decisions), considering brand
awareness as a mediating factor.
Regression model:
Y=a+bX+e

Where:

e Y= Consumer purchase decision

e a= Constant

e b= Regression coefficient

e X= Digital marketing variable

e e=Errorterm
Regression analysis helps identify the extent to which digital
marketing predicts consumer purchasing behavior.

Reliability and Validity of the Study

To ensure accuracy and consistency, reliability tests such as
Cronbach’s Alpha may be applied to evaluate internal
consistency of questionnaire items. A Cronbach’s Alpha value
above 0.70 indicates acceptable reliability.

Validity will be ensured through expert review and alignment
of questionnaire items with research objectives.

Data Analysis

The present study examines the Influence of Digital Marketing
on Brand Awareness and Its Impact on Consumer Purchase
Decisions using data collected from 300 respondents.
Statistical tools such as descriptive statistics, correlation
analysis, and regression analysis were employed to understand
the relationship among the variables.

Variables Mean Star.lda}rd Minimum|Maximum
Deviation

Digital Marketing
(DM) 3.81 0.56 2.40 5.00
Brand Awareness
(BA) 3.63 0.55 1.83 5.00
Consumer
Purchase Decisions|| 3.39 0.70 1.38 4.88
(CPD)

The mean score for Digital Marketing is 3.81, indicating that
respondents generally agree that digital marketing activities
such as social media advertisements, influencer marketing,
online promotions, SEO, and digital content significantly affect
their perceptions regarding brands.

Since the average value is closer to 4 (Agree) on the five-point
Likert scale, it suggests that consumers actively engage with
digital marketing channels and perceive them as influential
sources of product information.

The standard deviation (0.56) indicates relatively low variation
among responses, suggesting that respondents share similar
opinions regarding the effectiveness of digital marketing.

This implies that digital marketing strategies are widely
accepted and recognized as important determinants of
consumer awareness.

The mean score for Brand Awareness is 3.63, which indicates
respondents moderately agree that digital marketing improves:
e Brand recognition
e Brand recall
e  Familiarity with brands
e  Trust toward brands

The standard deviation (0.55) suggests consistency among
responses.

This finding demonstrates that consumers exposed to digital
marketing tend to remember and recognize brands more easily.
Strong digital presence contributes positively to brand
awareness. Thus, digital marketing activities appear to play an
important role in increasing consumer familiarity with brands.
The mean score for Consumer Purchase Decisions is 3.39,
suggesting moderate agreement that digital marketing and
brand awareness influence purchasing behavior. Consumers
appear to consider Online advertisements, Reviews, Brand
familiarity, Social media recommendations before making
purchase decisions.

The standard deviation (0.70) is comparatively higher than
other variables, indicating greater variability in purchasing
behavior among respondents. This suggests that while digital
marketing influences purchasing decisions, consumers may
differ in sensitivity depending on age, preferences, income, or
experience.

The descriptive results indicate that respondents exhibit
positive perceptions regarding digital marketing and
acknowledge its contribution toward increasing brand
awareness and influencing purchasing behavior.
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Higher mean scores for digital marketing and brand awareness
suggest that consumers increasingly rely on digital channels for
product information and brand evaluation.

Correlation Analysis

Correlation analysis was conducted to determine the strength
and direction of relationships among Digital Marketing (DM),
Brand Awareness (BA), and Consumer Purchase Decisions

(CPD).
[Variables DM [BA  |cPD |
IDM [1.000 ]0.522 [l0.565 |
IBA 0.522 ][1.000 [l0.499 |
ICPD 0.565 0.499 |[1.000 |

Correlation values range from -1 to +1:
e +1 = Perfect positive relationship
e 0= No relationship
e -1 =Perfect negative relationship

Relationship Between Digital
Awareness

Marketing and Brand
r=0.522

The correlation coefficient between Digital Marketing and
Brand Awareness is 0.522, indicating a moderate positive
relationship.

This indicates that if digital marketing activities increase, brand
awareness also tends to increase. Consumers frequently
exposed to social media advertisements, Influencer
promotions, Online campaigns, Content marketing are more
likely to recognize and remember brands. Therefore, digital
marketing contributes positively to strengthening brand
awareness.

Relationship Between Digital Marketing and Consumer
Purchase Decisions
r=0.565

The correlation coefficient between Digital Marketing and
Consumer Purchase Decisions is 0.565, indicating a moderate
positive relationship. This implies consumers influenced by
digital marketing are more likely to consider products, develop
purchase intentions, purchase products online and repeat
purchases. Digital marketing creates awareness and motivates
consumers toward purchasing behavior.

Relationship Between Brand Awareness and Consumer
Purchase Decisions
r=0.499

The relationship between Brand Awareness and Consumer
Purchase Decisions is moderately positive. This suggests that
consumers who are familiar with brands demonstrate stronger
purchase intentions because recognized brands reduce
perceived risks and increase trust. Hence, higher brand
awareness contributes positively toward consumer purchasing
behavior.

All correlation coefficients are positive, indicating that:

e Improved digital marketing — Increased brand awareness
e  Higher brand awareness — Greater purchase intention

e Strong digital marketing — Better purchasing outcomes
The results support the assumption that digital marketing
contributes to consumer purchasing decisions directly and
indirectly through brand awareness.

Regression Analysis

Regression analysis was conducted to examine the impact of
Digital Marketing and Brand Awareness on Consumer
Purchase Decisions.

Regression model:
CPD = a+ B,(DM) + 5,(BA) + €
Where:
CPD= Consumer Purchase Decisions
DM = Digital Marketing
BA = Brand Awareness

Coefficient of Determination (R?)
The regression analysis produced:
R?2=0.377

This indicates that approximately 37.7% of variation in
consumer purchase decisions is explained by Digital Marketing
and Brand Awareness combined.

The remaining: 100-37.7=62.3%, may be influenced by other
factors such as price, product quality, income, consumer
preferences, reviews, cultural influences and social influences
The positive regression relationship indicates an increase in
digital marketing effectiveness and brand awareness
contributes to an increase in consumer purchase decisions.
Therefore, the consumers exposed to stronger digital marketing

© 2025 IJSRET



International Journal of Scientific Research & Engineering Trends
Volume 11, Issue 4, Jul-Aug-2025, ISSN (Online): 2395-566X

strategies tend to develop higher brand recognition, greater
trust, positive perceptions and increased purchasing intention

Predictive Ability of the Model

An R2 value of 0.377 indicates moderate explanatory power.
This suggests digital marketing and brand awareness
significantly predict consumer purchase behavior, although
additional factors also influence purchasing decisions. Thus,
organizations seeking to improve sales should focus on
strengthening digital marketing and increasing brand
awareness.

Hypothesis Testing
Hypothesis 1:
H1: Digital
awareness.
Result is supported because: r=0.522

There is a positive relationship between digital marketing and
brand awareness.

Hence: H1 Accepted

marketing significantly influences brand

Hypothesis 2:

H2: Brand awareness significantly influences consumer
purchase decisions.

Supported because: r=0.499

Positive association exists.

Thus: H2 Accepted

Hypothesis 3:

H3: Digital marketing significantly impacts consumer purchase
decisions through brand awareness.

Supported because: Regression explains: R"2=0.377

Thus: H3 Accepted

The analysis reveals:

o Digital marketing positively influences brand awareness.

e Brand awareness positively affects consumer purchase
decisions.

e Consumers exposed to digital marketing exhibit stronger
familiarity with brands.

e Brand familiarity increases trust and purchase intention.

e Digital marketing and brand awareness jointly explain a
substantial proportion of purchasing behavior.

e Social media, online advertisements, and digital
promotions significantly shape consumer decisions.

The findings indicate that digital marketing has become a
crucial factor in enhancing brand awareness and influencing
consumer purchase decisions. Businesses that effectively
utilize digital platforms can improve customer engagement,
strengthen brand recognition, and increase purchasing
behavior. Therefore, organizations should continue investing in
digital marketing strategies to achieve competitive advantage
and long-term customer loyalty.

V. CONCLUSION

The present study examined the Influence of Digital Marketing
on Brand Awareness and Its Impact on Consumer Purchase
Decisions by analyzing responses collected from 300
respondents. The findings demonstrate that digital marketing
has become a significant factor in shaping consumer
perceptions, increasing brand awareness, and influencing
purchasing behavior in the contemporary digital environment.

The study revealed that digital marketing strategies, including
social media marketing, online advertising, search engine
optimization (SEQ), content marketing, influencer marketing,
and personalized promotions, play an important role in
improving consumers’ familiarity with brands. Increased
exposure to digital platforms enhances brand recognition,
brand recall, and consumer trust, which subsequently influence
purchase intentions and buying behavior.

Descriptive analysis indicated that respondents generally
perceive digital marketing positively and acknowledge its
contribution toward increasing awareness about products and
services. Correlation analysis showed a moderate positive
relationship between digital marketing and brand awareness, as
well as between brand awareness and consumer purchase
decisions. These findings suggest that stronger digital
marketing efforts are associated with higher levels of consumer
awareness and increased purchasing tendencies.

Regression analysis further confirmed that digital marketing
and brand awareness together explain a significant proportion
of variation in consumer purchase decisions, demonstrating
that these factors substantially influence consumer behavior.
The findings support the hypothesis that digital marketing not
only directly affects purchase decisions but also indirectly
influences them through enhanced brand awareness.
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The study emphasizes that consumers increasingly rely on
digital channels for information gathering, product evaluation,
and purchase decisions. Therefore, businesses must
strategically invest in digital marketing initiatives to strengthen
brand positioning, improve customer engagement, and gain
competitive advantages in highly dynamic markets.
Furthermore, the study highlights that brand awareness acts as
an important mediating factor between digital marketing and
consumer purchase decisions. Consumers tend to prefer
familiar and trusted brands because awareness reduces
uncertainty and perceived purchasing risks.

Lastly digital marketing has evolved beyond a promotional tool
and has become a strategic mechanism for building brand
equity, enhancing customer relationships, and influencing
consumer purchasing behavior. Organizations that effectively
utilize digital marketing strategies are more likely to achieve
improved market performance, customer loyalty, and
sustainable business growth. Hence, adopting innovative
digital marketing practices is essential for businesses seeking
long-term success in increasingly digitalized marketplaces.

The present study provides valuable insights into the influence
of digital marketing on brand awareness and its impact on
consumer purchase decisions; however, there are several
opportunities for future research. Future studies may include
additional variables such as customer satisfaction, consumer
trust, brand loyalty, perceived quality, and electronic word-of-
mouth to gain a broader understanding of consumer behavior.
Researchers can also employ advanced analytical techniques
such as Structural Equation Modeling (SEM), mediation
analysis, and path analysis to examine more complex
relationships among variables.

Furthermore, comparative studies across different industries,
including retail, healthcare, banking, tourism, and e-commerce,
may help identify industry-specific variations in digital
marketing effectiveness. Expanding the study to larger
geographical areas or conducting international comparisons
would improve the generalizability of findings. Future research
may also focus on different demographic groups or generations,
such as Generation Z, Millennials, and older consumers, to
understand variations in digital engagement and purchasing
patterns. Additionally, emerging technologies such as Artificial
Intelligence (Al), chatbots, Augmented Reality (AR), Virtual
Reality (VR), and influencer marketing can be explored to
determine their impact on brand awareness and consumer

purchasing behavior. Longitudinal studies examining changes
in consumer behavior over time would provide deeper insights
into the long-term effects of digital marketing strategies. As
digital environments continue to evolve, further research in this
area will contribute to developing more effective marketing
strategies and improving understanding of consumer decision-
making processes in the digital age.
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