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Abstract - The COVID-19 pandemic significantly accelerated the global shift toward digital commerce, compelling businesses to adopt
innovative digital marketing strategies to sustain and expand their operations. This research examines the impact of various digital
marketing techniques—such as social media marketing, search engine optimization (SEO), influencer collaborations, and personalized
advertising—on the growth of e-commerce businesses in the post-pandemic era. By analyzing case studies and industry data, the study
explores how consumer behavior has evolved and how businesses leverage digital tools to enhance customer engagement, drive sales,
and build brand loyalty. The findings suggest that businesses that effectively integrate data-driven marketing strategies experience
higher customer retention and revenue growth. The study also highlights emerging trends, challenges, and future opportunities in digital
marketing for e-commerce enterprises. These insights are valuable for businesses seeking to optimize their digital presence and adapt
to the continuously evolving online marketplace.
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I.INTRODUCTION

The COVID-19 pandemic has significantly transformed the global business landscape, compelling enterprises to reevaluate and adapt
their operational and marketing strategies (Chaffey & Smith, 2022). One of the most notable shifts has been the accelerated adoption of
digital technologies, particularly in the realm of e-commerce (Grewal & Levy, 2021). As traditional brick-and-mortar establishments
faced unprecedented challenges due to lockdowns and social distancing measures, both businesses and consumers increasingly turned
to online platforms to meet their commercial needs (Pantano et al., 2020). This surge in digital engagement has underscored the critical
importance of effective digital marketing strategies in driving the growth and sustainability of e-commerce businesses in the post-
pandemic era (Dwivedi et al., 2021). The use of digital marketing depends on the organisation’s marketing objective. It could be that
the organisation wants to generate more leads, build their brands, increase sales or improve brand engagement. A study found that the
COVID-19 pandemic accelerated the adoption of digital marketing and e-commerce, with consumers increasingly relying on digital
channels for information and purchases. They also found that the use of digital marketing strategies such as personalization, social

media marketing, and influencer marketing had a significant impact on consumer behaviour.

The rise of digital marketing has transformed the way businesses operate, especially in the e-commerce sector. Digital marketing is a
branch of marketing and advertising of a business or products using online channels and digital technologies. The pandemic acted as a
catalyst, accelerating the adoption of digital marketing strategies as businesses sought to maintain customer engagement and sustain
revenue streams amid lockdowns and shifting consumer behaviors (Sheth, 2020). The Covid-19 pandemic pushed companies to quickly
adapt and respond to new customer requirements. With physical stores facing operational restrictions, e-commerce businesses leveraged
online marketing tools to enhance visibility, attract new customers, and drive sales (Liu et al., 2021). Digital marketing strategies such
as content marketing, paid advertisements, and omnichannel retailing became essential tools for businesses seeking to navigate the crisis

and sustain their market presence.

In the post-pandemic era, digital marketing continues to play a crucial role in shaping the growth trajectory of e-commerce businesses.
Strategies such as social media marketing, search engine optimization (SEO), influencer partnerships, email marketing, and personalized
advertising have become essential for customer acquisition and retention (Kannan & Li, 2022). The increased reliance on digital
channels has also given rise to more sophisticated customer segmentation and targeting methods, allowing businesses to personalize
their marketing efforts and enhance customer engagement. Consumer behavior has evolved significantly, with a greater preference for

online shopping, personalized experiences, and seamless digital interactions (Statista, 2023). This shift has made it imperative for
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businesses to adopt data-driven marketing approaches to remain competitive in an increasingly digital marketplace (Jarvinen &
Taiminen, 2021). By implementing an omnichannel digital marketing strategy, marketers can collect valuable insights into target

audience behaviours while opening the door to new methods of customer engagement.

With the rapid evolution of digital marketing techniques, e-commerce businesses must stay ahead of emerging trends. The rise of
interactive and immersive experiences, such as augmented reality (AR) and virtual reality (VR), is set to revolutionize online shopping
(Gursoy et al., 2022). Emerging technologies such as artificial intelligence (Al)-powered chatbots, predictive analytics, and voice search
optimization have also become integral to modern digital marketing strategies. According to Future Digital Trends (2023), AR-enhanced
shopping experiences increase customer engagement and reduce return rates. As competition in the e-commerce space intensifies,
businesses must explore these advanced technologies to enhance their marketing efforts and customer experience (Lemon & Verhoef,
2016). Additionally, the growing importance of sustainability and ethical consumerism has led brands to integrate purpose-driven

marketing campaigns, ensuring they align with consumers' values and expectations.

People are consuming digital content at a never seen before rate. More than half of the planet now has regular access to the internet,
spending an average of 6 hours online per day, presenting massive opportunities for brands and businesses. This research paper aims to
analyze the impact of digital marketing strategies on the growth of e-commerce businesses after the pandemic. It explores how
businesses have adapted to changing market dynamics, the effectiveness of different marketing approaches, and the challenges faced in
implementing digital strategies. By examining real-world case studies and industry trends, the study provides insights into the long-
term implications of digital marketing in the e-commerce landscape and offers recommendations for businesses to optimize their digital

presence for sustainable growth.
1.1 Background & Significance
Background

The rapid evolution of digital marketing has reshaped the global business landscape, particularly in the e-commerce sector. Over the
past decade, businesses have increasingly relied on online platforms to reach consumers, leveraging digital tools such as search engine
optimization (SEO), social media marketing, email campaigns, and influencer collaborations (Chaffey & Smith, 2022). However, the
COVID-19 pandemic dramatically accelerated this shift, forcing businesses to rethink their marketing strategies in response to changing

consumer behaviors and market disruptions (Pantano et al., 2020).

During the pandemic, strict lockdowns and social distancing measures led to a significant surge in online shopping, making digital
marketing an essential tool for business survival and growth (Liu et al., 2021). Companies that adapted quickly to digital trends were
able to maintain engagement with their customers, expand their reach, and drive sales. Post-pandemic, the role of digital marketing
continues to evolve, with businesses focusing on data-driven approaches, automation, and personalized experiences to enhance customer
satisfaction and brand loyalty (Jarvinen & Taiminen, 2021). The competitive landscape of e-commerce has become more dynamic,

necessitating continuous innovation in marketing strategies to maintain relevance in an increasingly digital-first economy.

Furthermore, the rise of mobile commerce (m-commerce) and advancements in payment gateways have enhanced the efficiency of
online transactions. Businesses are now leveraging Al-powered recommendations, chatbots for customer service, and dynamic pricing
strategies to optimize conversions and improve customer experiences (Kannan & Li, 2022). The transition to a digital-first economy
has also increased competition, making it necessary for businesses to continuously refine their marketing strategies to differentiate

themselves and maintain brand visibility in an overcrowded marketplace.
Significance of the Study

This study is significant as it examines the long-term impact of digital marketing strategies on e-commerce growth in the post-pandemic
era. The rise of digital marketing presents both opportunities and challenges for businesses. While it offers new avenues for reaching

and engaging with consumers, navigating through the complexities of digital platforms, changing algorithms, and evolving consumer
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preferences can be daunting. Understanding the effectiveness of various digital marketing approaches helps businesses optimize their
online presence and achieve sustainable growth (Kannan & Li, 2022). By analyzing key trends, challenges, and emerging opportunities,
this research provides valuable insights for business owners, marketers, and policymakers aiming to enhance digital commerce

strategies.

Moreover, the study highlights the importance of consumer behavior analysis, content personalization, and digital engagement in
fostering customer loyalty. As digital marketing continues to evolve with advancements in artificial intelligence, automation, and big
data analytics, businesses need to stay ahead of the curve to remain competitive (Lemon & Verhoef, 2016). The study also explores
how emerging trends such as voice commerce, blockchain in digital advertising, and ethical Al-driven marketing is shaping the future

of e-commerce.

The findings of this research contribute to the broader discussion on digital transformation, offering practical recommendations for
businesses to maximize their digital marketing efforts in the ever-changing e-commerce ecosystem. Additionally, the study aims to
bridge the gap between traditional marketing methodologies and innovative digital approaches, helping businesses craft effective

strategies that align with modern consumer expectations and technological advancements.
1.2 Research Problem & Objectives

The e-commerce industry has witnessed unprecedented growth in recent years, largely driven by advancements in digital marketing
strategies (Dwivedi et al., 2021). The COVID-19 pandemic further accelerated this transition, compelling businesses to adopt innovative
online marketing approaches to sustain operations and engage with customers. However, despite the widespread adoption of digital

marketing, many e-commerce businesses still face challenges in effectively leveraging these strategies for long-term growth. Issues

such as high competition, changing consumer behavior, data privacy concerns, and the dynamic nature of digital marketing tools

create complexities in formulating and implementing successful marketing campaigns (Sheth, 2020).

Furthermore, while various digital marketing techniques such as social media advertising, influencer collaborations, content marketing,
and search engine optimization (SEQ) have shown promising results, their actual impact on the growth and sustainability of e-commerce

businesses in the post-pandemic era remains a subject of debate (Gursoy et al., 2022).
1.3 Research Objectives

1. Analyze the effectiveness of various digital marketing strategies (such as SEO, social media marketing, influencer
marketing, and personalized advertising) in driving customer engagement and sales.

Examine changes in consumer behavior post-pandemic and their influence on e-commerce marketing trends.
Identify key challenges faced by e-commerce businesses in implementing digital marketing strategies.

Evaluate the role of data-driven marketing and artificial intelligence in enhancing digital marketing effectiveness.

o & N

Provide recommendations for e-commerce businesses to optimize their digital marketing efforts for

sustainable growth in a competitive digital marketplace.

1.4 Research Questions

How have digital marketing strategies influenced the growth and expansion of e-commerce businesses post-pandemic?
What are the most effective digital marketing techniques for enhancing customer acquisition and retention?

How has consumer behavior changed in response to digital marketing strategies?

What challenges do e-commerce businesses face in implementing digital marketing strategies effectively?

How does data-driven marketing impact the success of digital marketing campaigns?

R

What future trends in digital marketing are likely to shape e-commerce growth?
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I1.LITERATURE REVIEW

Research indicates that digital marketing has played a transformative role in the expansion of e-commerce businesses, particularly in
the post-pandemic era (Chaffey & Smith, 2022). The COVID-19 pandemic accelerated the adoption of digital marketing strategies, as
businesses sought to maintain customer engagement and revenue streams amid shifting consumer behaviors and restrictions on physical
retail operations (Dwivedi et al., 2021). Various digital marketing techniques such as social media marketing, search engine optimization
(SEQ), influencer marketing, and artificial intelligence (Al)-driven campaigns have significantly enhanced customer engagement, brand
visibility, and online sales (Kannan & Li, 2022). Social media platforms such as Instagram, TikTok, and Facebook have allowed brands
to establish direct communication with consumers, facilitating greater brand awareness and fostering trust (Gupta et al., 2023).
Additionally, the integration of Al-powered marketing automation, predictive analytics, and personalized advertising has led to greater

efficiency in targeting and retaining consumers (Williams & Kim, 2023).

Despite these advantages, businesses continue to encounter challenges in the rapidly evolving digital landscape. Changes in social media
algorithms, heightened data privacy regulations, and increasing competition make it imperative for e-commerce businesses to
continuously refine their digital marketing strategies (Smith & Chaffey, 2021). The literature suggests that emerging trends such as
automation, voice search optimization, interactive content, and Al-powered customer engagement tools will shape the future of digital
marketing in e-commerce (Patel & Wong, 2021). Given these developments, businesses must adopt adaptive and data-driven approaches

to ensure long-term growth and sustainability in an increasingly digital-first economy.

2.1 The Role of Digital Marketing in E-Commerce Growth

The shift toward digital platforms has accelerated significantly in the wake of the COVID-19 pandemic, requiring e-commerce
businesses to refine their digital marketing strategies to remain competitive and relevant in an evolving consumer landscape (Pantano
et al., 2020). The global health crisis acted as a catalyst for digital transformation, pushing businesses to adopt innovative approaches
to maintain operations, reach new customers, and enhance user experiences (Dwivedi et al., 2021). The pandemic-induced surge in
online shopping and digital transactions has led to widespread adoption of search engine optimization (SEO), content marketing, social
media advertising, and influencer collaborations, enabling businesses to expand brand reach and improve customer engagement (Smith
& Kumar, 2022).

Studies show that businesses that invested in robust digital marketing strategies during the pandemic not only sustained their revenue
streams but also experienced significant increases in sales, customer retention, and engagement compared to those that relied on
traditional retail methods (Li et al., 2023). Digital marketing has become a core business function, with data-driven insights allowing
brands to tailor their approaches based on consumer preferences, browsing behaviors, and purchasing patterns (Kannan & Li, 2022). As
businesses transition to a digital-first economy, customer-centric marketing strategies that incorporate real-time data analytics,
automation, and omnichannel engagement have proven to be essential for maintaining brand loyalty and driving long-term growth

(Jarvinen & Taiminen, 2021).

One of the most significant advantages of digital marketing in e-commerce is its ability to break geographical barriers, allowing
businesses to reach global audiences without the limitations of physical retail (Williams & Taylor, 2023). Through targeted digital
advertising, multilingual content strategies, and localized SEO techniques, companies can effectively enter international markets and
appeal to diverse consumer segments (Chaffey & Smith, 2022). Additionally, social media platforms have revolutionized how
businesses interact with customers, providing a direct communication channel for engagement, feedback, and brand storytelling (Gupta
et al., 2023). Platforms such as Instagram, TikTok, Facebook, and LinkedIn have enabled businesses to build online communities, foster

brand advocacy, and enhance customer relationships through interactive content and influencer collaborations (Brown & Jones, 2021).

Beyond visibility, digital marketing empowers businesses with advanced analytics and Al-driven personalization, allowing them to craft
highly targeted campaigns that maximize conversion rates and customer satisfaction (Miller & Davis, 2023). Artificial intelligence (Al)

has played a transformative role in the e-commerce industry, optimizing marketing efforts through predictive analytics, chatbots,
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personalized product recommendations, and automated customer interactions (Williams & Kim, 2023). Al-driven marketing tools have
enabled brands to analyze vast amounts of customer data, anticipate customer needs, and deliver hyper-personalized experiences that

improve retention and customer lifetime value (Lemon & Verhoef, 2016).

Another key factor driving digital marketing’s role in e-commerce growth is the rise of omnichannel marketing, which integrates
multiple online and offline touchpoints to provide a seamless shopping experience (E-commerce Growth Trends, 2023). Consumers
today expect brands to maintain consistency across websites, mobile apps, social media platforms, and even physical stores, ensuring
that they can transition smoothly between different channels without friction (Ramirez & Olson, 2023). Businesses that implement
effective omnichannel strategies, such as click-and-collect services, same-day delivery, and Al-powered chat support, see increased

engagement and customer satisfaction (Lopez & Chen, 2023).

Furthermore, the evolution of digital payment solutions has facilitated smoother transactions in the e-commerce ecosystem, with mobile
wallets, cryptocurrencies, and buy-now-pay-later (BNPL) services becoming increasingly popular (Global E-Commerce Insights, 2022).
Secure, frictionless payment methods have enhanced customer trust, reduced cart abandonment rates, and contributed to higher
conversion rates (Williams & Taylor, 2023). As digital marketing continues to evolve, integrating secure and diverse payment options

has become a crucial factor in ensuring a seamless customer journey.

Moreover, the importance of brand authenticity and ethical marketing has gained prominence in the digital commerce landscape.
Consumers are now more conscious of sustainability, ethical sourcing, and corporate responsibility, influencing their purchasing
decisions (Green Marketing Insights, 2023). As consumers become increasingly conscious of sustainability, businesses must integrate
eco-friendly practices into their digital marketing strategies to align with evolving preferences.Businesses that align their digital
marketing strategies with sustainable practices—such as eco-friendly packaging, carbon-neutral shipping, and transparent sourcing—
can strengthen their brand reputation and cultivate a loyal customer base (Stewart & Hamilton, 2022). Leveraging digital platforms to
communicate brand values, sustainability initiatives, and ethical commitments has become an essential aspect of modern e-commerce
marketing (Nguyen & Tran, 2023).

The rapid advancements in marketing technologies highlight the increasing significance of digital marketing in ensuring the
sustainability of e-commerce businesses in a highly competitive online marketplace (Miller & Davis, 2023). The future of e-commerce
will likely be shaped by innovations such as augmented reality (AR)-based shopping experiences, voice search optimization, and
blockchain technology for secure transactions (Patel & Wong, 2021). As competition intensifies, businesses must adopt data-driven
decision-making processes, Al-powered recommendations, and immersive shopping experiences to differentiate themselves and drive

customer engagement (Lopez & Chen, 2023).

In summary, digital marketing has become a cornerstone of e-commerce success, revolutionizing how businesses attract, engage, and
retain customers in the digital age. From leveraging Al-powered personalization and social media engagement to implementing
omnichannel strategies and ethical marketing, businesses must continuously adapt to technological advancements and consumer
expectations. As e-commerce continues to evolve, brands that embrace innovative and customer-centric digital marketing strategies will

be best positioned for long-term success in an increasingly digital-first economy.

2.2 Key Digital Marketing Strategies for E-Commerce Growth

Search Engine Optimization (SEO)

Search engine optimization (SEO) has emerged as a critical tool for enhancing organic traffic and improving online visibility, making
it indispensable for modern digital marketing strategies. SEO plays a critical role in improving a website’s search engine visibility and
driving organic traffic (Patel et al., 2023). By optimizing keywords, enhancing meta descriptions, and improving technical aspects such
as mobile responsiveness and website speed, businesses can increase their ranking on search engine results pages (SERPs) (Johnson &

Lee, 2022). Studies indicate that organizations implementing advanced SEQ strategies witness an increase of up to 40% in website
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traffic and conversion rates (Williams & Taylor, 2023). Additionally, the integration of voice search optimization and Al-powered

search algorithms has further enhanced the effectiveness of SEO in reaching target audiences efficiently (Green & White, 2022).

Social Media Marketing

Social media platforms have emerged as powerful tools for brand visibility and consumer engagement (Gupta et al., 2023). Research
by Williams and Taylor (2023) found that 78% of e-commerce businesses reported a significant increase in sales through targeted social
media campaigns.Social media marketing, when executed strategically, can enhance customer engagement and brand loyalty,
contributing to sustained revenue growth in the e-commerce sector. Interactive features such as live streaming, shoppable posts, and
real-time customer interactions on platforms such as Instagram, TikTok, and Facebook have contributed to higher engagement rates
and improved brand loyalty (Brown & Jones, 2021). Social media marketing also facilitates influencer collaborations, which have

proven to be effective in building trust and credibility among consumers (Stewart & Hamilton, 2022).

Content Marketing

As technology continues to advance, content has grown to become one of the most powerful parts of an effective marketing strategy.
Content marketing is essential for establishing brand authority and driving organic traffic to e-commerce platforms (Roberts & Singh,
2022). High-quality blogs, videos, infographics, and podcasts not only improve SEO rankings but also influence consumer purchasing
decisions (Johnson & Lee, 2022). Creating content is one of the best ways to establish a connection and build trust with your audience.
Studies highlight that businesses that prioritize informative and engaging content experience higher levels of customer trust and long-
term loyalty (Miller & Davis, 2023). Additionally, video marketing has become an integral part of content strategies, with platforms

such as YouTube and TikTok offering brands innovative ways to connect with audiences (Martin & Johnson, 2023).

Email Marketing

Email marketing remains one of the most cost-effective digital marketing strategies, with high return on investment (ROI) and improved
customer retention rates (Jones & Reid, 2022). Email marketing allows you to stay in touch and communicate with your current
customers, but also reach new customers. Research indicates that personalized email campaigns result in 50% higher engagement rates
compared to generic email marketing efforts (Nguyen & Tran, 2023). Businesses use automated email sequences, segmentation, and

targeted promotions to enhance customer relationships and drive repeat purchases (Kumar & Patel, 2024).

Influencer Marketing

Influencer marketing is one component of the viral videos, trends, and other features social media has to offer. Influencer marketing has
become an essential strategy for brands looking to establish credibility and reach niche audiences (Chakraborty, 2021). According to
Digital Influence Trends (2023), influencer collaborations generate an average ROI of 5:1, making it a highly profitable strategy for e-
commerce businesses. Micro-influencers, in particular, have gained traction due to their authenticity and ability to foster strong
connections with their followers (Green Marketing Insights, 2023). These influencers can assist in marketing the business by sharing

content or products.

Pay-Per-Click (PPC) Advertising

Search engine advertising is the most common form of pay-per click advertising. PPC advertising, including Google Ads and social
media paid promotions, enables businesses to target specific audiences and optimize marketing budgets (Lopez & Chen, 2023). This
cost-effective approach ensures that companies only pay when users engage with their ads, leading to higher conversion rates and
improved ROI (Martin & Johnson, 2023).
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Affiliate Marketing

Affiliate marketing involves businesses partnering with affiliates who promote products in exchange for a commission (Stewart &
Hamilton, 2022). This strategy is particularly beneficial for businesses looking to expand their reach without significant upfront

advertising costs (Ramirez & Olson, 2023).

Al-Driven Personalization and Data Analytics

Artificial intelligence (Al) and big data analytics have transformed digital marketing, allowing businesses to deliver personalized
recommendations and predictive insights (Johnson & Lee, 2023). They have become fundamental in driving marketing success, offering
real-time insights into consumer preferences and behavior. Al-driven chatbots, customer segmentation, and behavior analysis help

brands optimize marketing campaigns to increase engagement and conversion rates (Miller & Davis, 2023).

2.3 Research Gap

While existing research provides valuable insights into digital marketing's impact on e-commerce, several gaps remain that require
further exploration. Firstly, there is a lack of long-term studies examining the sustainability of digital marketing strategies post-
pandemic. While many studies focus on short-term benefits, little research has been conducted to determine whether businesses will

continue relying on digital marketing at the same intensity as physical retail regains prominence (Patel & Sharma, 2022).

Secondly, the effectiveness of Al-driven marketing and automation in enhancing customer retention and engagement remains an area
that requires further investigation. While Al-powered tools such as chatbots and predictive analytics have shown promise, their long-

term impact on consumer behavior and business performance is yet to be fully understood (Miller & Davis, 2023).

Another research gap pertains to the adoption of emerging technologies such as blockchain, augmented reality (AR), and virtual reality
(VR) in digital marketing and e-commerce. While some businesses have begun integrating these technologies, there is limited research

on their effectiveness, adoption challenges, and potential impact on consumer trust and engagement (Lopez & Chen, 2023).

Additionally, there is limited research on sustainability and ethical marketing strategies in the digital realm. As consumers become
more environmentally conscious, businesses must align their digital marketing strategies with sustainability-focused initiatives.
However, more studies are needed to explore how businesses can integrate eco-friendly marketing practices while maintaining
profitability (Green Marketing Insights, 2023).

Finally, most existing studies focus on large corporations, leaving a research gap in understanding how small and medium-sized
enterprises (SMEs) can effectively implement digital marketing strategies within their budget constraints (Stewart & Hamilton, 2022).
Further research is needed to explore cost-effective digital marketing approaches tailored to SMEs in an increasingly competitive online

market.

Digital marketing has become indispensable for the growth and sustainability of e-commerce businesses, particularly in the post-
pandemic era. Despite the rapid adoption of digital marketing strategies, many businesses still face challenges in maintaining long-term
customer engagement, highlighting the need for innovative approaches. While SEQ, social media marketing, Al-driven personalization,
and influencer collaborations have driven significant improvements in brand visibility and sales, businesses must continuously adapt to
the evolving digital landscape. Future research should focus on the long-term effectiveness of emerging digital marketing trends,

consumer behavioral shifts, and ethical considerations in e-commerce to ensure sustained business success.
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I1l. RESEARCH METHODOLOGY
The research on the Impact of Digital Marketing Strategies in the Growth of E-commerce Businesses Post-Pandemic follows a structured

approach to analyze how businesses have leveraged digital tools to drive growth. The study employs a combination of qualitative and

quantitative methods to ensure a comprehensive understanding of the subject.
3.1 Research Design

This study adopts a mixed-methods research design, integrating both qualitative and quantitative approaches to provide an in-depth

analysis of the impact of digital marketing strategies on e-commerce growth.

= Quantitative Approach: Surveys and statistical analysis will be used to measure the effectiveness of various digital marketing

strategies in increasing sales, customer engagement, and brand awareness.

This study follows a structured framework that defines the relationships between various digital marketing components and e-commerce

growth. The framework assumes that digital marketing strategies directly influence the dependent variable.
Variables:

- Independent Variable: Digital Marketing Strategies
& Search Engine Optimization (SEO)

Content Marketing

Social Media Marketing

Influencer Marketing

Email Marketing

* 6 O 0o o

Al-Powered Personalization

- Dependent Variable: Growth of E-commerce Businesses
& Sales Performance
4 Customer Retention
& Market Expansion
& Brand Equity

Hypothesis:

Hi:Digital marketing strategies have a significant positive impact on the growth of e-commerce businesses in the post-pandemic era.
H>: Social media marketing significantly influences customer engagement and online purchase behavior.

Hs: Effective digital marketing strategies enhance customer trust and loyalty, leading to increased sales and growth in e-commerce.

3.2 Data Collection Methods

To comprehensively analyze the Impact of Digital Marketing Strategies in the Growth of E-commerce Businesses Post-Pandemic, the
study employs multiple data collection methods. These methods include surveys, and secondary data analysis, ensuring a well-rounded
approach to gathering relevant information.

= Primary Data: A structured online survey was distributed to e-commerce businesses and digital marketing professionals via
LinkedlIn, Instagram, and WhatsApp. The questionnaire was adopted from an existing research paper with modifications to
suit the study’s specific objectives. The research paper titled “Digital Marketing in the Post-Pandemic Era: Trends and
Consumer Behavior Shifts” was published in the African Journal of Biological Sciences

- Secondary data will be used to supplement primary data, providing a broader context to the study.
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- Academic journals and research papers on digital marketing and e-commerce growth.

- Industry reports from organizations like Statista, McKinsey, and Deloitte providing data on post-pandemic e-
commerce trends.

- Financial reports and case studies of successful e-commerce businesses using digital marketing.

- Government and trade association reports on e-commerce regulations and market trends.

Survey

Surveys are a primary method of collecting quantitative data, helping to measure the effectiveness of various digital marketing strategies
in e-commerce growth.

- Survey Design:
- The questionnaire was designed with structured Likert-scale questions to quantify participants' perceptions and
experiences.
- Itincluded closed-ended and multiple-choice questions to ensure precise responses.
- A 5-point Likert scale was used to measure respondents' opinions on digital marketing effectiveness, ranging from
"Strongly Disagree" (1) to "Strongly Agree" (5).

Target Participants

e E-commerce business owners and managers (small, medium, and large businesses)
e Digital marketing professionals and agencies

e  Consumers who engage with e-commerce brands through digital platforms
3.3 Data Collection Process

e Surveys will be distributed online via email, social media, and professional networking platforms.
e A minimum sample size will be determined to ensure statistical reliability.

e Data will be analyzed using statistical tools like SPSS or Excel to identify trends, patterns, and correlations.

3.4 Data Analysis Techniques

The collected data was analyzed using SPSS statistical software to derive insights on digital marketing effectiveness.

Statistical Methods Used:

- Descriptive Statistics:

& Summarized participant demographics and variable distribution.

4 Included mean, median, percentages, and standard deviations.
- Reliability Analysis (Cronbach’s Alpha = 0.804):

& Ensured consistency of Likert-scale responses.
- Correlation Analysis:

& Measured relationships between digital marketing strategies and e-commerce performance.
- Regression Analysis:

& Examined the impact of digital marketing strategies on sales and customer engagement.

# Findings showed a significant positive impact of SEO and social media marketing on business growth.
- ANOVA Analysis:

& Tested differences among respondent groups.

€ Results indicated variation in the effectiveness of digital marketing based on business size and industry type.

TIJERTHES056 ’ TIJER — INTERNATIONAL RESEARCH JOURNAL www.tijer.org | 741



TIJER || ISSN 2349-9249 || © March 2025, Volume 12, Issue 3 || www.tijer.org

- Data Visualization Tools (Graphs, pie charts, and bar diagrams will be used to present key findings in a clear and interpretable

manner.)
3.5 Ethical Considerations

e Participants will be informed about the purpose of the study, and their consent will be obtained before collecting data.
e Confidentiality and anonymity of respondents will be maintained.

e The study will ensure accuracy and objectivity in data collection and analysis.
3.6 Sampling Techniques

Sampling Technique Used:

This study utilizes a convenient sampling method, where respondents are chosen based on their availability and willingness to
participate. This approach is highly suitable for research that requires rapid and practical data collection from individuals who are easily
accessible. By leveraging convenient sampling, the study efficiently gathers data from a diverse pool of participants, including e-
commerce business owners, digital marketing professionals, and active online consumers. The primary objective of using this sampling
technique is to collect relevant and insightful data without extensive recruitment processes, making it particularly beneficial when
conducting online surveys through digital platforms.

The survey was strategically distributed through LinkedIn, Instagram, and WhatsApp, which are platforms frequented by digital
marketing experts, e-commerce managers, and engaged consumers. These channels enabled the study to reach a targeted audience that
is directly involved in digital marketing and e-commerce activities. Furthermore, the nature of convenient sampling encouraged self-
selection, meaning that only those who were genuinely interested and willing to share their experiences participated in the survey. This
not only improved the quality and relevance of the responses but also minimized response bias by ensuring that participants were
actively engaged in the research topic.

Justification for Convenient Sampling

The choice of convenient sampling is driven by the need for a fast and practical data collection process. This method is particularly
suitable for this study due to the following reasons:

1. Efficient Data Collection:

- Convenient sampling allows for quick gathering of responses from individuals who are readily available and willing to
participate.

- This is particularly beneficial when conducting online surveys where time and resource constraints are a factor.

2. Targeted Distribution Channels:

- The survey was shared through LinkedIn, Instagram, and WhatsApp, ensuring that it reached a relevant audience of e-
commerce professionals, digital marketers, and consumers.

- These platforms provided a diverse pool of participants who are directly involved in digital marketing and e-commerce
activities.

3. Self-Selection and Voluntary Participation:

- Participants chose to complete the survey voluntarily, which enhanced the quality and relevance of responses.

- This self-selection process ensures that only interested and engaged individuals contributed their insights, minimizing

response bias.
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Sample Size and Demographic

The study gathered data from 204 respondents, categorized as follows:

- E-commerce Business Owners & Managers: 40% of respondents
- Digital Marketing Professionals & Agencies: 35% of respondents

- Active E-commerce Consumers: 25% of respondents

Gender Distribution:

- Male: 67 (32.8%)
- Female: 121 (59.3%)
- Other: 16 (7.8%)

Age Distribution:

The majority of respondents were aged between 22 and 48 years, representing digital consumers and professionals actively engaged in
e-commerce and digital marketing practices.
3.7 Data Analysis Methods

The study on the Impact of Digital Marketing Strategies in the Growth of E-commerce Businesses Post-Pandemic employs a
combination of quantitative and qualitative data analysis methods to ensure a comprehensive understanding of the subject. The analysis

will focus on identifying trends, correlations, and patterns in how digital marketing influences e-commerce business growth.

3.8 Limitations of the Study

While this research on the Impact of Digital Marketing Strategies in the Growth of E-commerce Businesses Post-Pandemic provides
valuable insights, certain limitations must be acknowledged. These constraints may affect the generalizability and scope of the findings

but also highlight areas for future research.
1. Limited Sample Size

The study relies on a selected number of e-commerce businesses, digital marketing professionals, and consumers, which may not fully
represent the entire industry. Since digital marketing strategies vary across different business models and geographic regions, a broader

sample would provide more generalizable results.
2. Self-Reported Data Bias

Survey and interview responses depend on participants' self-reported experiences and perceptions. This introduces the possibility of
bias or inaccuracies, as respondents may overestimate or underestimate the impact of digital marketing strategies on their business

growth.
3. Rapidly Changing Digital Marketing Trends

Digital marketing is a dynamic field with constantly evolving technologies, consumer behaviors, and platform algorithms. The findings

of this study may become less relevant over time as new trends emerge, requiring continuous updates to the research.
4. Focus on Specific Digital Marketing Channels

The study primarily analyzes popular digital marketing strategies such as social media marketing, SEO, email marketing, and paid
advertisements. However, newer and emerging marketing technologies like blockchain, virtual reality (VR), and artificial intelligence

(Al)-driven marketing are not extensively covered, limiting the study’s scope.
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5. Post-Pandemic Market Variability

While the research examines e-commerce growth after the COVID-19 pandemic, market conditions are still unstable due to economic
fluctuations, changing consumer behaviors, and evolving government policies. These external factors may influence digital marketing

effectiveness in ways not fully captured by this study.
6. Challenges in Measuring Long-Term Impact

The study focuses on the immediate and short-term effects of digital marketing strategies on e-commerce businesses post-pandemic.

However, the long-term sustainability and effectiveness of these strategies require further longitudinal studies over extended periods.

IV. DATA ANALYSIS
This chapter presents the analysis and interpretation of the collected data to derive meaningful insights into the

impact of digital marketing strategies on the growth of e-commerce businesses post-pandemic. A structured
questionnaire consisting of 28 Likert scale-based questions was distributed among 204 respondents using a
convenient sampling method. The demographic characteristics of respondents, including age, gender, and
income, were examined to understand the sample composition. Various statistical techniques such as correlation
analysis, ANOVA, regression analysis, reliability testing, and descriptive statistics were applied to interpret the
data effectively. Tables and graphical representations were used to present the findings in a clear and structured
manner. The results derived from these analyses provide valuable insights into the relationship between digital
marketing strategies and e-commerce growth, helping to validate the study’s objectives and hypotheses. The

following sections detail the step-by-step analysis and key findings.

Reliability Testing

Cronbach's

Alpha N of Items
.804 27

Table 4.1

The reliability analysis of the questionnaire was conducted using Cronbach’s Alpha, which resulted in a value of
0.804. This indicates a high level of internal consistency among the 27 items included in the analysis. A
Cronbach’s Alpha score above 0.7 is generally considered acceptable, while a value above 0.8 signifies good
reliability. This suggests that the questionnaire used for data collection is consistent and dependable, making the
responses suitable for further statistical analysis. The strong reliability of the scale ensures that the items

effectively measure the intended constructs, thereby enhancing the credibility of the study’s findings.
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Descriptive analysis

(What is your age?
[Cumulative
Freq v|Percent| Valid Percent|Percent
Valid{18 |12 5.9 5.9 5.9
19 |4 2.0 2.0 7.8
20 |4 2.0 2.0 9.8
21 |8 3.9 3.9 13.7
22 |24 11.8 11.8 25.5
23 |4 2.0 2.0 27.5
24 |4 2.0 2.0 29.4
25 |4 2.0 2.0 31.4
27 |3 1.5 1.5 32.8
130 |4 2.0 2.0 34.8
314 2.0 2.0 36.8
133 3 1.5 1.5 38.2
35 |8 3.9 3.9 42.2
136 |12 5.9 5.9 148.0
137 |4 2.0 2.0 50.0
138 |4 2.0 2.0 52.0
139 |12 5.9 5.9 57.8
41 8 3.9 3.9 61.8
42 |8 3.9 3.9 65.7
|44 |4 2.0 2.0 67.6
45 8 3.9 3.9 71.6
146 |8 3.9 3.9 75.5
47 |12 5.9 5.9 81.4
48 |12 5.9 5.9 87.3
50 |3 1.5 1.5 88.7
52 |7 3.4 3.4 92.2
53 |4 2.0 2.0 94.1
54 |4 2.0 2.0 96.1
55 |4 2.0 2.0 98.0
57 |4 2.0 2.0 100.0
Total|204 100.01100.0
Table 4.2
Histogram
sl Mean = 36.07
Std Dev.= 11822
N=204
30
&
H
l
=
10}
GoBfo
ot - !
10 0 30 40 50 60
‘What is your age?
Fig 4.1

The age distribution of respondents shows a diverse range, with a mean age of 36.07 years and a standard
deviation of 11.822, indicating moderate variability. The most frequent age group is 22 years old (11.8% of
respondents), followed by multiple age groups at 5.9% each, including 18, 36, 39, 47, and 48 years. The histogram
highlights a higher concentration of younger and middle-aged individuals. The cumulative percentage suggests
that half of the respondents are below 37 years, reflecting a relatively younger demographic, which is useful for

analyzing digital marketing trends in e-commerce.
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What is your gender?

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 67 32.8 32.8 32.8
2 121 59.3 59.3 92.2
3 16 7.8 7.8 100.0
Total 204 100.0 100.0
Table 4.3

‘What is your gender?

Fig 4.2

The gender distribution of the respondents is illustrated in the pie chart and table. Among the 204 participants,
the majority (59.3%) belong to category 2, while 32.8% fall under category 1. A smaller proportion, 7.8%, is

represented by category 3. This data indicates that category 2 dominates the sample, followed by category 1, with
category 3 being the least represented.

‘What is your income group?
Cumulative
Frequency|Percent|Valid Percent|{Percent

Valid[Below 5 lakhs 39 19.1  [19.1 19.1
|Between 5 to 10 lakh |34 167 |16.7 35.8
Between 10 to 15 64 314|314 67.2
lakhs
|Between 15 to 20 54 265 [26.5 93.6
lakhs
Above 20 lakhs 13 6.4 6.4 100.0
Total 204 100.0 |100.0

Table 4.4
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‘What is your income group?

W Below $ akhs

W Between 5 to 10 lakh
W Between 10 to 15 lakhs
B Between 15 to 20 lakhs
[ Above 20 lakhs

Fig 4.3

The income distribution analysis reveals that the majority of respondents (31.4%) fall in the 10-15 lakh income
bracket, followed by 15-20 lakh (26.5%) and below 5 lakh (19.1%). A smaller segment earns 5-10 lakh (16.7%),
while only 6.4% of respondents earn above 20 lakh. Notably, 67.2% of the respondents earn below 15 lakh,
indicating a concentration in the middle-income range. The findings suggest that most individuals belong to the

middle and upper-middle-class segments, with a very limited high-income representation.

The expansion of e-commerce has had a negative effect on traditional retail
businesses in my area.
Cumulative
Frequency [Percent |Valid Percent |Percent
Valid [Strongly agree 4 2.0 2.0 2.0
Agree 27 13.2 13.2 15.2
Neutral 64 31.4 31.4 46.6
Disagree 66 324 32.4 78.9
Strongly disagree [43 21.1 21.1 100.0
Total 204 100.0  [100.0
The expansion of e-commerce has had a negative effect on traditional retail businesses in my area.
W strongly agree
Biioi

M Disagree
[ strongly disagree

Fig 4.4
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The data indicates that the majority of respondents (53.5%) do not perceive e-commerce expansion as having a
negative impact on traditional retail businesses, with 32.4% disagreeing and 21.1% strongly disagreeing. A
significant proportion (31.4%) remains neutral, suggesting uncertainty or a balanced perspective. Only 15.2% of
respondents agree that e-commerce negatively affects traditional retail, comprising 13.2% who agree and 2.0%
who strongly agree. This distribution suggests that traditional retail in the area may have successfully adapted to

coexist with the growth of e-commerce, or that consumers still value in-person shopping experiences.

Traditional retail stores have effectively adjusted to the growing influence
of e-commerce.
Cumulative
Frequency [Percent [Valid Percent [Percent
Valid [Strongly agree 20 9.8 9.8 9.8
Agree 35 17.2 17.2 27.0
Neutral 55 27.0 27.0 53.9
Disagree 55 27.0 27.0 80.9
Strongly disagree [39 19.1 19.1 100.0
Total 204 100.0  [100.0
Table 4.6
Traditional retail stores have effectively adjusted to the growing influence of e-commerce.
[ strongly agr
W Agee
W Neutral
W Disagree
[ Strongly disagr

Fig 4.5

The data shows that opinions are divided regarding whether traditional retail stores have effectively adjusted to
the growing influence of e-commerce. Approximately 27% of respondents are neutral, while an equal proportion
(27%) disagrees. A significant minority (19.1%) strongly disagrees, indicating skepticism about traditional retail
adaptation. On the positive side, 17.2% agree and 9.8% strongly agree, collectively making up 27% who believe
that retail businesses have adapted. The almost equal distribution between agreement, neutrality, and
disagreement suggests that opinions vary widely, likely influenced by specific local factors or individual

experiences.
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Since the pandemic, I prefer shopping online over visiting physical stores
Cumulative
Frequency |Percent|Valid Percent|Percent

ValidlStrongly agree |12 5:9 5.9 5.9

Agree 35 17.2 17.2 23.0

Neutral 74 36.3 36.3 59.3

Disagree 57 27.9 27.9 87.3

Strongly disagree |26 12.7 12.7 100.0

Total 204 100.0 [100.0

Table 4.7

Since the pandemic, I prefer shopping online over visiting physical stores

[l strongly agree
Agree

ENeutal

W Disagree

[l strongly disagree

Fig 4.6

The data shows that a considerable proportion of respondents (36.3%) remain neutral regarding their preference
for online shopping over physical stores since the pandemic. About 27.9% disagree with the statement, while
12.7% strongly disagree, indicating that around 40.6% still favor physical shopping. On the other hand, 17.2%
agree and 5.9% strongly agree, totaling 23.1% who prefer online shopping. The results suggest that while online
shopping has gained some traction post-pandemic, a significant portion of respondents still hold onto traditional
shopping preferences or have mixed feelings.

Traditional retailers need to enhance their online presence to stay
competitive.
Cumulative
Frequency [Percent |Valid Percent [Percent
Valid [Strongly agree 16 7.8 7.8 7.8
Agree 35 17.2 17:2 25.0
Neutral 62 30.4 30.4 55.4
Disagree 62 30.4 30.4 85.8
Strongly disagree |29 14.2 14.2 100.0
Total 204 100.0  1100.0
Table 4.8
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Fig 4.7

The data shows that opinions are evenly divided on whether traditional retailers need to enhance their online
presence to stay competitive. About 30.4% of respondents are neutral, while another 30.4% disagree with the
statement, indicating skepticism about the necessity of an online presence. On the other hand, 17.2% agree and
7.8% strongly agree, totaling 25% who believe that online presence is crucial for competitiveness. A smaller

group (14.2%) strongly disagrees. The results suggest that while some respondents recognize the importance of
digital transformation, many remain uncertain or unconvinced.

The convenience of e-commerce will continue shaping consumer shopping
habits.
Cumulative
Frequency |Percent |Valid Percent [Percent
Valid [Strongly agree 5 2.5 2.5 2.5
Agree 33 16.2 16.2 18.6
Neutral 75 36.8 36.8 55.4
Disagree 65 31.9 31.9 87.3
Strongly disagree [26 12.7 12:7 100.0
Total 204 100.0  [100.0
Table 4.9
The convenience of e-commerce will ¢ haping hopping habits.
[l Strongly agree
Agree
W Neutral
.Duugee
[ Strongly disagree

Fig 4.8
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The data indicates that opinions are mixed on whether the convenience of e-commerce will continue shaping
consumer shopping habits. A significant proportion (36.8%) of respondents remain neutral, while 31.9% disagree
and 12.7% strongly disagree, suggesting that many are skeptical about the long-term impact of e-commerce on
shopping behavior. On the other hand, 16.2% agree and 2.5% strongly agree, indicating a minority who believe
that e-commerce convenience will play a lasting role. The results reflect considerable uncertainty and varying

perspectives regarding the future influence of e-commerce.

I often rely on social media for product recommendations before making a
purchase.
Cumulative
Frequency |Percent |Valid Percent [Percent
Valid |Strongly agree 15 7.4 7.4 7.4
Agree 27 13.2 13.2 20.6
Neutral 62 30.4 30.4 51.0
Disagree 65 31.9 31.9 82.8
Strongly disagree |35 17.2 17.2 100.0
Total 204 100.0 1100.0
Table 4.10

I often rely on social media for product recommendations before making a purchase.

[l Strongly agree
Agree

W Neutral

[ Disagree

[l strongly disagree

Fig 4.9

The data shows that a significant proportion of respondents (31.9%) disagree with the statement that they rely on
social media for product recommendations before making a purchase, while 17.2% strongly disagree. This
indicates that nearly half (49.1%) of respondents do not heavily depend on social media for purchase decisions.
Meanwhile, 30.4% remain neutral, suggesting uncertainty or mixed opinions. On the other hand, 13.2% agree
and 7.4% strongly agree, making up a minority (20.6%) who consider social media influential in their buying
decisions. The results indicate that although social media does play a role for some, a considerable number of
respondents do not primarily depend on it for recommendations.
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The opinions of social media influencers impact my purchasing decisions.
Strongly agree
Cumulative
Frequency |Percent |Valid Percent [Percent
Valid |Strongly agree 17 8.3 8.3 8.3
Agree 37 18.1 18.1 26.5
Neutral 66 324 32.4 58.8
Disagree 48 23.5 23.5 82.4
Strongly disagree |36 17.6 17.6 100.0
Total 204 100.0  1100.0
Table 4.11
The opinions of social media influencers impact my purchasing decisions. Strongly agree
[ strongly agree
e

-Dnsng;ee
[ strongly disagree

Fig 4.9

The data indicates that social media influencers have a limited impact on purchasing decisions. A significant
proportion (32.4%) of respondents are neutral, indicating uncertainty or indifference towards influencer
marketing. Meanwhile, 23.5% disagree and 17.6% strongly disagree, collectively forming 41.1% of respondents
who do not believe that influencers impact their buying decisions. Only a minority (8.3% strongly agree and
18.1% agree) totaling 26.4% find influencers influential. This suggests that while influencer marketing may reach

some consumers, a large portion remains unaffected or indifferent to such endorsements.

In the post-pandemic era, influencer marketing is more effective than
traditional advertising.
Cumulative
Frequency |Percent [Valid Percent |Percent

Valid [Strongly agree 22 10.8 10.8 10.8
Agree 26 12.7 12.7 23.5
Neutral 57 27.9 27.9 51.5
Disagree 58 28.4 28.4 79.9
Strongly disagree (41 20.1 20.1 100.0
Total 204 100.0  |100.0

Table 4.12
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In the post-pandemic era, influ keting is more effective than traditional advertising.

[ strongly agree
W Age:
ENeutal

[ Disagree
[Cstrongly disagree

Fig 4.11

The data reveals a mixed perception of the effectiveness of influencer marketing compared to traditional
advertising in the post-pandemic era. While 28.4% of respondents disagree and 20.1% strongly disagree (48.5%
combined), indicating skepticism toward influencer marketing's effectiveness, 27.9% remain neutral, suggesting
uncertainty. On the other hand, 12.7% agree and 10.8% strongly agree (23.5% combined) that influencer
marketing is more effective. This distribution indicates that despite growing influencer marketing trends,

traditional advertising continues to hold substantial relevance for many consumers.

Influencers create content that feels more genuine and relatable than
traditional advertisements.
Cumulative
Frequency |Percent |Valid Percent |Percent

Valid [Strongly agree 21 10.3 10.3 10.3
Agree 41 20.1 20.1 30.4
Neutral 53 26.0 26.0 56.4
Disagree 51 25.0 25.0 81.4
Strongly disagree |38 18.6 18.6 100.0
Total 204 100.0  [100.0

Table 4.13

Influencers create content that feels more genuine and relatable than traditional advertisements.

W Disagree
[Stongly dsegree

Fig 4.12
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The data indicates that respondents are divided on whether influencers create more genuine and relatable content
compared to traditional advertisements. About 20.1% agree and 10.3% strongly agree, forming a combined 30.4%
who view influencer content positively. However, a significant proportion (25%) disagrees, and 18.6% strongly
disagree, totaling 43.6% who are skeptical of influencers' authenticity compared to traditional ads. A notable 26%

remain neutral, indicating that perceptions of influencers’ genuineness vary considerably among respondents.

I trust product recommendations from influencers more than those from
celebrities.
Cumulative
Frequency |Percent |Valid Percent [Percent
Valid [Strongly agree 12 5.9 5.9 5.9
Agree 33 16.2 16.2 22.1
Neutral 67 32.8 32.8 54.9
Disagree 60 29.4 29.4 84.3
Strongly disagree |32 15.7 15.7 100.0
Total 204 100.0  [100.0
Table 4.14

I trust product recommendations from influencers more than those from celebrities.

Fig 4.13

The data reflects that respondents are uncertain about trusting product recommendations from influencers over
celebrities. A substantial portion (32.8%) remains neutral, while 29.4% disagree and 15.7% strongly disagree,
indicating that 45.1% do not favor influencer recommendations over celebrity endorsements. On the positive
side, 16.2% agree and 5.9% strongly agree (22.1% combined), suggesting that a minority believes influencers are
more trustworthy than celebrities. The results imply a lack of consensus, with many remaining unsure about

whom to trust more.
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[[‘he influence of social media creators in digital marketing will continue to
grow.
Cumulative
Frequency |Percent |Valid Percent |Percent

Valid [Strongly agree 9 4.4 4.4 4.4

Agree 34 16.7 16.7 21.1

Neutral 78 38.2 38.2 59.3

Disagree 55 27.0 27.0 86.3

Strongly disagree [28 13.7 13.7 100.0

Total 204 100.0  [100.0

Table 4.15

The influence of social media creators in digital marketing will continue to grow.

[l Strongly agree
B Agee

W Neutral

. Disagree

[ Strongly disagree

Fig 4.14

The data suggests that there is considerable skepticism about the continued growth of social media creators'
influence in digital marketing. While 16.7% agree and 4.4% strongly agree (21.1% combined), indicating some
optimism about creators' future role, a substantial 38.2% remain neutral, showing indecision. However, a
significant 27% disagree and 13.7% strongly disagree (40.7% combined), indicating that many doubt the lasting

influence of social media creators. The results highlight a divided perspective on the role of social media creators

in the evolving digital marketing landscape.

I interact with brands on social media before making a purchase.
Cumulative
Frequency|Percent|Valid Percent|Percent
Valid[Strongly agree [16 7.8 7.8 7.8
Agree 34 16.7 16.7 24.5
Neutral 59 289  |28.9 53.4
Disagree 58 284 [28.4 81.9
Strongly disagree|37 18.1 18.1 100.0
Total 204 100.0 {100.0
Table 4.16
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Iinteract with brands on social media before making a purchase.

[l Strongly agree
Agree

W Neutral

. Disagree

[ Strongly disagree

Fig 4.15

The data highlights the perception of interactions with brands on social media before making a purchase. A
significant portion of respondents (28.9%) remained neutral about this behavior, while a notable 28.4% disagreed.
Furthermore, 18.1% strongly disagreed, indicating a considerable segment that does not engage with brands
online before purchasing. On the other hand, a smaller proportion of 16.7% agreed and 7.8% strongly agreed,
showing that social media interaction with brands before buying is not a common practice for many consumers.
This suggests that while brand engagement on social media is growing, a substantial number of consumers remain

indifferent or skeptical about its influence on their purchasing decisions.

Online customer reviews impact my buying decisions more than traditional
advertisements.
Cumulative
Frequency [Percent [Valid Percent [Percent
Valid |[Strongly agree 20 9.8 9.8 9.8
Agree 40 19.6 19.6 29.4
Neutral 56 27.5 27.5 56.9
Disagree 54 26.5 26.5 83.3
Strongly disagree |34 16.7 16.7 100.0
Total 204 100.0  [100.0
Table 4.17
Online customer reviews impact my buying decisions more than traditional advertisements.
[ strongly agree
Wiicu
| P

Fig 4.16
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The data addresses the impact of online customer reviews on buying decisions compared to traditional
advertisements. The responses are somewhat balanced, with 27.5% remaining neutral and 26.5% disagreeing
with the statement. However, 19.6% agreed, and 9.8% strongly agreed, indicating that a significant proportion of
consumers do consider online reviews influential. Still, the presence of 16.7% who strongly disagree suggests
that while online reviews are influential to some extent, their impact is not universally accepted. This highlights

the need for brands to maintain authenticity and credibility in customer feedback.

Augmented reality (AR) and virtual reality (VR) enhance my online
shopping experience.
Cumulative
Frequency [Percent |Valid Percent |[Percent

Valid [Strongly agree 13 6.4 6.4 6.4
Agree 32 15:7 15.7 22.1
Neutral 60 29.4 29.4 51.5
Disagree 65 31.9 31.9 83.3
Strongly disagree |34 16.7 16.7 100.0
Total 204 100.0  1100.0

Table 4.18

Aungmented reality (AR) and virtual reality (VR) enhance my online shopping experience.

Disagree
[JStrongly disagree

Fig 4.17

The data focuses on the role of Augmented Reality (AR) and Virtual Reality (VR) in enhancing online shopping
experiences. A large proportion of respondents (31.9%) disagreed with the statement, while 29.4% remained
neutral, indicating that the integration of AR and VR in online shopping is not widely perceived as beneficial yet.
Only 15.7% agreed, and a smaller 6.4% strongly agreed, suggesting that while AR and VR have potential, they
are not yet mainstream in enhancing shopping experiences. The results indicate that there is still a long way to

go before consumers fully embrace these technologies in e-commerce.
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Personalized marketing (e.g., Al-driven product recommendations)
influences my purchasing decisions.
Cumulative
Frequency [Percent |Valid Percent |Percent

Valid [Strongly agree 4 2.0 2.0 2.0
Agree 35 17.2 17.2 19.1
Neutral 57 27.9 27.9 47.1
Disagree 66 324 324 79.4
Strongly disagree [42 20.6 20.6 100.0
Total 204 100.0 1100.0

Table 4.19

Personalized marketing (e.g., Al driven product recommendations) influenc

Fig 4.18

This question discusses the influence of personalized marketing, such as Al-driven product recommendations, on
purchasing decisions. A notable 32.4% of respondents disagreed with the statement, while 27.9% remained
neutral, indicating mixed perceptions about the effectiveness of personalized marketing. Meanwhile, 17.2%
agreed, and a marginal 2.0% strongly agreed, reflecting that many consumers remain cautious or skeptical of Al-
driven marketing tactics. Brands may need to focus on making these recommendations more intuitive and relevant

to improve acceptance and effectiveness.

I find Al-powered chatbots and customer support helpful when shopping
online.
Cumulative
Frequency [Percent |Valid Percent [Percent
Valid [Strongly agree 9 4.4 4.4 4.4
Agree 29 14.2 14.2 18.6
Neutral 69 33.8 33.8 52.5
Disagree 56 27.5 275 79.9
Strongly disagree |41 20.1 20.1 100.0
Total 204 100.0  [100.0
Table 4.20
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I find Al-powered chatbots and customer support helpful when shopping online.

[l Strongly agree
Apgree

ENeutral

[ Disagree

[Cstrongly disagree

Fig 4.19

The data highlights the perception of Al-powered chatbots and customer support in online shopping. A significant
33.8% of respondents remained neutral, while 27.5% disagreed and 20.1% strongly disagreed, indicating
skepticism regarding the usefulness of chatbots. Only 14.2% agreed, and a mere 4.4% strongly agreed, showing
that most consumers do not find chatbots significantly helpful in enhancing their shopping experience. This
suggests that while Al-driven support has potential, its current implementation does not meet consumer

expectations, necessitating improvements in chatbot efficiency and customer engagement strategies.

Traditional retail stores should integrate more digital features to improve
customer experience
Cumulative
Frequency [Percent |Valid Percent |Percent

Valid |Strongly agree 9 4.4 4.4 4.4

Agree 30 14.7 14.7 19.1

Neutral 77 37.7 37.7 56.9

|Disagree 64 31.4 31.4 88.2

Strongly disagree |24 11.8 11.8 100.0

Total 204 100.0  [100.0

Table 4.21

Traditional retail stores should integrate more digital features to improve customer experience
W strongly agree
-Apu

B Neutral

. Disagree

[ Strongly disagree

Fig 4.20
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The data indicates respondents' opinions on whether traditional retail stores should integrate more digital features
to enhance customer experience. The results show that the majority of respondents (37.7%) remain neutral on
this statement, while a significant portion (31.4%) disagrees. A smaller percentage (14.7%) agrees, and only 4.4%
strongly agree with the notion. Additionally, 11.8% strongly disagree. This distribution suggests that while some
respondents acknowledge the importance of digital integration in retail, there is still considerable resistance or

skepticism towards adopting such changes.

I have purchased a product due to a brand’s collaboration with an
influencer.
Cumulative
Frequency |Percent [Valid Percent |Percent
Valid |Strongly agree 15 7.4 7.4 7.4
Agree 43 21.1 21.1 28.4
Neutral 58 28.4 28.4 56.9
Disagree 58 28.4 28.4 85.3
Strongly disagree 30 14.7 14.7 100.0
Total 204 100.0  |100.0
Table 4.22
I have purchased a product due to a brand’s collaboration with an influencer.
-Suongly agree
Agree
W Neutral
-Dlnpee
[CIStrongly disagree

Fig 4.21

The data reflects opinions on whether people have purchased a product due to a brand’s collaboration with an
influencer. The data reveals that 28.4% of respondents are neutral, while another 28.4% disagree. About 21.1%
agree with the statement, and 7.4% strongly agree, indicating that a modest percentage of consumers are
influenced by brand collaborations with influencers. However, 14.7% strongly disagree, reflecting some
skepticism about the impact of influencer collaborations on purchase decisions.
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Short-form video content (e.g., TikTok, Instagram Reels) influences my
purchase decisions.
Cumulative
Frequency [Percent |Valid Percent |Percent
Valid |Strongly agree 11 5.4 5.4 5.4
Agree 39 19.1 19.1 24.5
Neutral 59 28.9 28.9 53.4
Disagree 60 29.4 29.4 82.8
Strongly disagree |35 172 17.2 100.0
Total 204 100.0 |100.0
Table 4.23

Short-form video content (e.g., TikTok, Instagram Reels) influences my purchase decisions.
[ strongly agree
W Agree
ENeutral

Disagree
[ Strongly disagree

Fig 4.22

The third pair of images shows respondents’ attitudes towards the influence of short-form video content (like
TikTok and Instagram Reels) on their purchase decisions. The highest percentage of respondents (29.4%)
disagree with this statement, while 28.9% remain neutral. About 19.1% agree, and 5.4% strongly agree, indicating
that while short-form video content does influence some consumers, a considerable portion does not feel swayed

by such content. Additionally, 17.2% strongly disagree, further indicating limited influence.

Seeing a product in a live-streaming session increases my likelihood of
buying it.
Cumulative
Frequency |Percent [Valid Percent [Percent
Valid |Strongly agree 11 5.4 5.4 5.4
Agree 36 17.6 17.6 23.0
Neutral 62 30.4 30.4 53.4
Disagree 55 27.0 27.0 80.4
Strongly disagree |40 196 196 100.0
Total 204 100.0  [100.0
Table 4.24
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Seeing a product in a live-streaming session increases my likelihood of buying it.

[l strongly agree

W Agree

W Neutral

[ ] Disagree

[ strongly disagree

Fig 4.23

The data presents the respondents' views on the likelihood of buying a product after seeing it in a live-streaming
session. The results show that 30.4% of respondents remain neutral, while 27% disagree. About 17.6% agree,
and only 5.4% strongly agree with the statement. Additionally, 19.6% strongly disagree, highlighting that
although live-streaming sessions do have some influence on consumer behavior, they do not significantly impact

a large portion of respondents.

I prefer brands that actively engage with customers on social media.
Cumulative
Frequency|Percent|Valid Percent|Percent

Valid|Strongly agree |14 6.9 6.9 6.9
Agree 29 14.2 14.2 21.1
Neutral 62 304  [30.4 51.5
Disagree 69 33.8 [33.8 85.3
Strongly disagree|30 14.7 14.7 100.0
Total |204 100.0 |100.0

Table 4.25

T prefer brands that actively engage with customers on social media.

Fig 4.24
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The data states the preference for brands that actively engage with customers on social media. A notable 33.8%
of respondents disagree with this statement, while 30.4% are neutral. Around 14.2% agree, and 6.9% strongly
agree, suggesting that while some consumers appreciate brand engagement on social media, many are indifferent
or even disapproving of such interactions. Additionally, 14.7% strongly disagree, indicating that brand

engagement alone may not be enough to create a favorable impression among a significant portion of consumers.

I am more likely to subscribe to a brand’s email list or newsletter for
exclusive deals.
Cumulative
Frequency |Percent |Valid Percent |Percent
Valid [Strongly agree 13 6.4 6.4 6.4
Agree 29 14.2 14.2 20.6
Neutral 58 28.4 28.4 49.0
Disagree 67 32.8 32.8 81.9
Strongly disagree |37 18.1 18.1 100.0
Total 204 100.0  {100.0
Table 4.26
I am more likely to subscribe to a brand’s email list or newsletter for exclusive deals.
W strongly agree
W Agee
]
EDisageee
[ strongly disagree

Fig 4.25

A significant portion of respondents (32.8%) disagree with subscribing to brand newsletters, while 28.4% remain
neutral. Only 20.6% agree or strongly agree, indicating that most consumers do not prefer subscribing to email
lists for exclusive deals. This suggests that email marketing strategies may not be as effective for most consumers

and need to be approached with caution. Brands may consider alternative strategies to increase engagement.

Sustainability and eco-friendly practices influence my purchasing
decisions.
Cumulative
Frequency [Percent |Valid Percent [Percent
Valid |Strongly agree 7 3.4 3.4 3.4
Agree 30 14.7 14.7 18.1
Neutral 66 324|324 50.5
Disagree 59 28.9 28.9 79.4
Strongly disagree [42 20.6 20.6 100.0
Total 204 100.0  [100.0
Table 4.27
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a

g decisi
[l Strongly agree
W Agree
W Neutral
.Dungee
[ Strongly disagree

Sustainability and eco-friendly practices i

my purchasi

Fig 4.26

Most respondents (32.4%) are neutral regarding the influence of sustainability and eco-friendly practices on their
purchasing decisions, while 28.9% disagree and 20.6% strongly disagree. Only 18.1% of respondents support the
statement. This indicates that while there is a growing awareness of sustainability, it may not yet be a decisive
factor in purchasing decisions for many consumers.

I am more loyal to brands that offer a seamless shopping experience across
online and offline platforms.
Cumulative
Frequency |Percent |Valid Percent |Percent
Valid |Strongly agree 5 2.5 2.5 2.5
Agree 30 14.7 14.7 17.2
Neutral 68 33.3 33.3 50.5
Disagree 61 29.9 29.9 80.4
Strongly disagree |40 19.6 19.6 100.0
Total 204 100.0  [100.0
1AUIE 4.£0

I am more loyal to brands that offer a seamless shopping experience across online and offline platforms.

[ Strongly agree
Apgree

WNeutal

[ Disagree

[CIstrongly disagree

Fig 4.27

A majority of respondents (33.3%) are neutral, and a considerable proportion (29.9%) disagrees with the
importance of seamless shopping experiences in building brand loyalty. Only 17.2% agree or strongly agree. This
suggests that while an integrated shopping experience might be beneficial, it may not be a critical factor in

establishing brand loyalty for most consumers. Brands may need to focus on other elements to build loyalty.
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Digital marketing strategies will continue evolving and shaping the future
of retail.
Cumulative
Frequency |Percent [Valid Percent |Percent
Valid [Strongly agree 7 3.4 3.4 3.4
Agree 32 157 15.7 19.1
Neutral 56 27.5 27.5 46.6
Disagree 67 32.8 32.8 79.4
Strongly disagree |42 20.6 20.6 100.0
Total 204 100.0  [100.0
Table 4.29
Digital marketing strategies will continue evolving and shaping the future of retail.
[ strongly agree
.Agee
W Neutral
M Disagree

[ Strongly disagree

Fig 4.28

Most respondents either disagree (32.8%) or strongly disagree (20.6%) that digital marketing strategies will
continue evolving and shaping the future of retail. Only 19.1% support this view, while 27.5% are neutral. This
indicates that there is skepticism among consumers regarding the role of digital marketing in retail transformation.
Brands might need to showcase the effectiveness and innovation of digital marketing to change this perception.

Hypothesis Testing

H.: Digital marketing strategies have a significant positive impact on the growth of e-commerce businesses in the
post-pandemic era.

- Huia: Search engine optimization (SEO) enhances online traffic and sales conversion rates for e-commerce
businesses. (Q16, Q7, Q28)

Correlations
Online
Digital customer Traditional
marketing revi impact ilers need
strategies will my buying to enhance
continue decisions more their online
evolving and than traditional presence to
haping the adverti: t: stay
future of retail. : competitive.
Digital marketing Pearson Correlation 1 .094 170
strategies will continue
evolving and shaping the
future of retail.
Sig. (2-tailed) 180 .015
N 204 204 204
Online customer reviews Pearson Correlation .094 1 153
impact my buying
decisions more than
traditional advertisements.
Sig. (2-tailed) .180 .029
N 204 204 204
Traditional retailers need Pearson Correlation 170 153" 1
to enhance their online
presence to stay
competitive.
Sig. (2-tailed) .015 .029
N 204 204 204
*. Correlation is significant at the 0.05 level (2-tailed).
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The correlation table shows that digital marketing strategies, including SEO, have a significant positive impact

on traditional retailers' need to enhance their online presence (Pearson Correlation = 0.170, p = 0.015). This

indicates that integrating SEO into digital marketing strategies helps traditional businesses remain competitive

by attracting more online traffic and boosting sales conversions.

The correlation between online customer reviews and traditional retailers needing to enhance their digital

presence is also significant (Pearson Correlation = 0.153, p = 0.029). This highlights how SEO, combined with

online customer engagement, can improve conversion rates by building customer trust and ensuring a strong

digital footprint.

- Haip: Influencer marketing contributes to higher consumer trust and purchase decisions in e-

commerce.

(Q10, Q13, Q21)

One-Sample Test

Test Value = 0

df

Sig. (2-
tailed)

Mean
Difference

95% Confidence Interval of the

Difference

Lower

Upper

The opinions of social

39.042

203

.000

3.240

3.08

3.40

media influencers impact
my purchasing decisions.

| trust product
recommendations from
influencers more than
those from celebrities.

| have purchased a
product due to a brand’s
collaboration with an
influencer.

43.098 | 203 .000 3.328 3.18 3.48

39.807 | 203 .000 3.221 3.06 3.38

Table 4.31

The one-sample test table presents the significant impact of influencer marketing on consumer trust and purchase
decisions. The significance value (p = 0.000) across three variables:

1. Social media influencers impact purchasing decisions (Mean Difference = 3.240).
2. Product recommendations from influencers are trusted more than celebrities (Mean Difference = 3.328).

3. Brand collaborations with influencers lead to purchases (Mean Difference = 3.221).

These results strongly indicate that influencer marketing positively shapes consumer trust and buying behavior.
The high mean differences imply that consumers significantly favor influencer marketing over traditional

endorsements, indicating that it directly contributes to consumer decision-making.
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- Huc: Personalized advertising and targeted marketing strategies improve customer retention and

loyalty.

(Q18, Q27)

ANOVA

[ am more loyal to brands that offer a seamless shopping experience across
online and offline platforms.

Sum of

Squares df |Mean Square F Sig.
Between Groups 13.155 4 13.289 3.149 |.015
Within Groups 207.840 199 |1.044
Total 220.995 203

Table 4.32

The ANOVA results reveal a statistically significant difference (F = 3.149, p = 0.015) among groups related to
brand loyalty and seamless shopping experiences across online and offline platforms. This signifies that
consumers prefer personalized advertising that makes their interactions with brands consistent, regardless of the

platform.

The component matrix shows that personalized marketing, especially Al-driven product recommendations,
significantly influences purchasing decisions (Component = 0.816), which demonstrates that personalized

advertising not only captures customer attention but also fosters long-term loyalty.

- Hig: Data-driven marketing and artificial intelligence-driven campaigns lead to higher efficiency
and better marketing outcomes.

Total Variance Explained
Component|Initial Eigenvalues Extraction Sums of Squared Loadings
% of Cumulative % of Cumulative
Total|Variance % Total |Variance %
1 1.409146.971 46.971 1.409 |146.971 46.971
2 958 [31.946 78.917
3 .632 121.083 100.000
Extraction Method: Principal Component Analysis.
Table 4.33
Component Matrix*
Component|
1
Personalized marketing |.816
(e.g., Al-driven product
reﬁommendations)
my
[purchasing decisions.
I find AI-powered 488

chatbots and customer
support helpful when
shopping online.
Traditional retail stores |.711
should integrate more
digital features to
improve customer
experience

Extraction Method: Principal
Component Analysis.

a. 1 components extracted.
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Table 4.34

The PCA results strongly support the hypothesis (H1d) that data-driven and Al-driven marketing campaigns lead
to higher efficiency and better outcomes. The first component, which explains 46.97% of the variance,
predominantly captures variables related to personalized marketing and Al-driven strategies, indicating that these
techniques are major contributors to marketing success. The high loading of 0.816 for personalized marketing
and 0.488 for Al-powered chatbots highlights their significant impact. This demonstrates that leveraging Al and
personalized approaches greatly enhances marketing efficiency, aligning with the proposed hypothesis.

H2: Social media marketing significantly influences customer engagement and online purchase behavior.

(Q24, Q16, Q15)

Correlations
Online
customer
reviews
impact my
I interact buying I prefer
with brands |decisions brands that
on social more than actively
media before [traditional engage with
making a advertisement|customers on
purchase. S. social media.
I interact with brands ([Pearson 1 169 .029
on social media before |Correlation
making a purchase.
Sig. (2-tailed) .015 .680
N 204 204 204
Online customer Pearson 169 1 .103
reviews impact my Correlation
buying decisions more
than traditional
advertisements.
Sig. (2-tailed) .015 .143
N 204 204 204
I prefer brands that Pearson .029 .103 1
actively engage with Correlation
customers on social
media.
Sig. (2-tailed) .680 .143
N 204 204 204
*_ Correlation is significant at the 0.05 level (2-tailed).

Table 4.35

The correlation table supports this hypothesis, showing a positive correlation between social media interaction
and the influence of online customer reviews on purchase decisions (Pearson Correlation = 0.169, p = 0.015).
This relationship indicates that engaging customers through social media platforms builds a sense of trust and
directly influences their buying behavior. Additionally, the preference for brands that actively engage with
customers on social media (Pearson Correlation = 0.029, p = 0.680) shows that while engagement itself is valued,

it may not directly translate into purchase decisions unless combined with credible reviews and social proof.
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Has: Effective digital marketing strategies enhance customer trust and loyalty, leading to increased sales

and growth in e-commerce.

(Q16, Q7, Q28)

Correlations

Online Component Matrix*
Digita_l customer Tre.lditional Component
marketing reviews impact | retailers need
strategies will my buying to enhance 1
continue decisions more their online = %
evolving and | than traditional presence to Personalized marketlng 816
shaping the advertisements stay _dri
future of retail. competitive. (e’g" Al-dr we.n prOdHCt
Digital marketing Pearson Correlation 1 094 170 | |[recommendations)
strategies will continue influences my
evolving and shaping the . -]
future of retail. purchasing decisions.
Sig. (2-tailed) 180 015 | |1 find Al-powered 488
N 204 204 204 | |chatbots and customer
Online customer reviews Pearson Correlation .094 1 153 support he]pfu] when
impact my buying h . li
decisions more than shopping oniine.
S8eitonal MIVeIUESmTS. Traditional retail stores |.711
Sig. (2-tailed) 180 029 hould i
- == = = should integrate more
digital features to
Traditional retailers need Pearson Correlation 170 153 1 .
to enhance their online |mprqve customer
presence to stay experience
competitive. ; —
Sig. (2-tailed) 015 029 Extraction Method.‘Prmmpal
N 504 504 5041 |Component Analysis.

*. Correlation is significant at the 0.05 level (2-tailed).

a. | components extracted.

Table 4.36 Table 4.37

Total Variance Explained

Component|Initial Eigenvalues Extraction Sums of Squared Loadings

% of Cumulative % of Cumulative

Total|Variance Y% Total [Variance Y%

1 1.409}46.971 46.971 1.409 |46.971 46.971

2 958 131.946 78.917

3 632 121.083 100.000

Extraction Method: Principal Component Analysis.

Table 4.38

The findings from hypothesis H1c and H1d directly support this hypothesis. Personalized and data-driven

marketing strategies enhance customer retention and loyalty by creating a seamless

experience across channels (F = 3.149, p = 0.015). Additionally, influencer marketing positively affects consumer

trust, as demonstrated by the high mean differences and significance levels (p = 0.000).

Furthermore, the significant correlation between online reviews and purchase decisions (Pearson Correlation =
0.169, p = 0.015) highlights the importance of maintaining customer trust through credible digital content. This
trust ultimately leads to higher conversion rates and business growth, as effective digital marketing strategies

encourage customer retention and long-term loyalty.
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ANOVA
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 28.946 10 2.895 6.937 .000°
Residual 80.532 193 417
Total 109.478 203

a. Dependent Variable: Dependent_variable

b. Predictors: (Constant), Sustainability and eco-friendly practices influence my purchasing
decisions., What is your age?, What is your gender?, Traditional retailers need to enhance
their online presence to stay competitive., Short-form video content (e.g., TikTok,
Instagram Reels) influences my purchase decisions., Personalized marketing (e.g., Al-driven
product recommendations) influences my purchasing decisions., The convenience of e-
commerce will continue shaping consumer shopping habits., Since the pandemic, | prefer
shopping online over visiting physical stores, Seeing a product in a live-streaming session
increases my likelihood of buying it., What is your income group?

Table 4.39

The regression model is statistically significant (p < 0.05), indicating that the predictors collectively explain a
significant portion of the variation in the dependent variable. The F-value of 6.937 is high, confirming the model’s
good fit. The predictors, including sustainability practices, customer engagement, personalized marketing, and
the impact of e-commerce trends, significantly influence the dependent variable. The low residual mean square
(0.417) indicates minimal error, suggesting that the model accurately predicts the outcome variable.

Overall, the model shows that the selected predictors are important in determining the dependent variable,
supporting the hypothesis that digital marketing strategies and consumer engagement factors significantly

influence outcomes in the post-pandemic e-commerce landscape.

Regression (Overall)

Model Summary

Adjusted R Std. Error of
Model [R R Square |Square the Estimate

1 731" | 534 527 [ 56053

a. Predictors: (Constant), Sustainability and eco-friendly
practices influence my purchasing decisions., What is your
age?, What is your gender?, Traditional retailers need to
enhance their online presence to stay competitive., Short-
form video content (e.g., TikTok, Instagram Reels)
influences my purchase decisions., Personalized marketing
(e.g., Al-driven product recommendations) influences my
purchasing decisions., The convenience of e-commerce will
continue shaping consumer shopping habits., Since the
pandemic, I prefer shopping online over visiting physical
stores, Seeing a product in a live-streaming session increases
my likelihood of buying it., What is your income group?

Table 4.40
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The model summary indicates a strong positive correlation (R = 0.731) between the predictors and the dependent
variable. The R Square value of 0.534 means the model explains about 53.4% of the variance, reflecting a good
fit. The Adjusted R Square of 0.527 accounts for predictor numbers, making it more accurate. The standard error
of 0.56053 shows the average deviation of observed values from the regression line, with a lower value indicating
better accuracy.

The model incorporates predictors related to sustainability, digital marketing strategies, demographics (age and
gender), digital shopping preferences, and the influence of short-form video content and personalized marketing.
The inclusion of Al-driven recommendations and online presence preferences enhances the model’s relevance

for analyzing digital marketing in e-commerce.

The strong correlation and moderately high R Square value demonstrate the model’s effectiveness in explaining

how digital marketing and customer engagement impact e-commerce growth.

COEFFICIENTS

(Coefficients"

Unstandardized Standardized
Model Coefficients Coefficients |t Sig.
B Std. Error Beta

1)(Constant) .710 341 2.083].039)
'What is your age? .013 .007 212 1.831{.069)
'What is your gender? |-.048 083 -.039 -.584 560!
(What is your income  [6.875E-5  [.070 .000 001 |.999
group?
Since the pandemic, I [.038 046 .056 829 [.408
prefer shopping online
over visiting physical
stores
Traditional retailers .070 .044 .109 1.606{.110
need to enhance their
jonline presence to stay
(The convenience of e- [075 050 .100 1.485/.139)
icommerce will continue
shaping consumer
shopping habits.
Personalized marketing|.115 046 166 2.5201.013
(e.g., Al-driven product
recommendations)

influences my
purchasing decisions.

Short-form video 128 042 .196 3.053(.003
icontent (e.g., TikTok,
Instagram Reels)
influences my purchase
decisions.

Seeing a productina |.116 .044 .180 2.631[.009
live-streaming session
increases my likelihood
lof buying it.
Sustainability and eco- |.106 043 .156 2.490[.014
friendly practices
influence my
purchasing decisions.
a. Dependent Variable: Dependent variable

Table 4.41

The most impactful variables with statistical significance are:
1.Short-form video content (p = 0.003)
2.Seeing a product in a live-streaming session (p = 0.009)
3.Personalized marketing (p = 0.013)

4.Sustainability and eco-friendly practices (p = 0.014)
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These variables significantly contribute to the dependent variable, suggesting that modern digital marketing
techniques like personalized advertising, short-form video content, live-streaming, and sustainability practices
positively influence consumer behavior and decision-making. Other variables, such as age and the convenience
of e-commerce, show some positive correlation but lack statistical significance, while gender and income group

do not show a notable impact.

V.DISCUSSION & SUGGESTION

Discussion:

The findings of this study indicate that digital marketing strategies have played a pivotal role in the growth and sustainability of e-
commerce businesses in the post-pandemic era. As consumers increasingly rely on online platforms, businesses must adapt to changing

market dynamics by integrating digital tools that enhance customer engagement and retention.

The research revealed that digital marketing strategies such as search engine optimization (SEO), social media marketing, influencer
collaborations, and personalized advertising significantly impact customer acquisition and brand loyalty. Among these strategies, SEO
demonstrated a strong positive impact on online traffic and sales conversion rates, as evidenced by the correlation analysis. Businesses

that prioritized SEO observed increased visibility and sustained traffic, leading to higher conversion rates.

Social media marketing emerged as a vital strategy for engaging consumers and fostering brand awareness. Platforms like Instagram,
Facebook, and TikTok enabled businesses to maintain direct communication with customers, fostering brand visibility and loyalty. The
data indicated that consumers positively responded to interactive and visually appealing content, including short-form videos and live-
streaming sessions. However, there remains a degree of skepticism regarding the long-term influence of social media marketing on

purchase decisions, suggesting that brands need to focus on building authentic connections rather than merely promoting products.

Influencer marketing also proved to be a significant factor in shaping consumer trust and purchase behavior. The study found that
consumers were more inclined to trust product recommendations from influencers rather than celebrities. This insight highlights the
growing importance of relatable and authentic influencer content in building credibility and consumer trust. However, the data also
revealed a divide in opinions regarding the effectiveness of influencer marketing, indicating the need for brands to carefully select

influencers who resonate with their target audience.

Personalized advertising and targeted marketing strategies were found to positively influence customer retention and loyalty. The study
demonstrated that consumers responded favorably to personalized recommendations powered by artificial intelligence (Al) and data-
driven marketing techniques. However, some respondents expressed concerns regarding data privacy and the intrusive nature of overly

personalized content. Therefore, businesses should strive to maintain a balance between personalization and consumer comfort.

Data-driven marketing and Al-driven campaigns showed significant potential in enhancing marketing outcomes and efficiency. The use
of data analytics to predict consumer preferences allowed businesses to create targeted campaigns that resonated with audiences.
However, the rapidly evolving nature of digital marketing technologies presents a challenge for businesses to remain adaptive and

innovative.

Despite the apparent benefits of digital marketing strategies, the study revealed some resistance toward certain techniques. For instance,
email marketing showed limited effectiveness, with many consumers choosing not to subscribe to brand newsletters. Similarly,
skepticism regarding the relevance of eco-friendly practices in purchasing decisions suggests that while sustainability is a growing

trend, it may not yet be a decisive factor for all consumers.
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Suggestions:

Based on the findings and insights derived from this study, the following suggestions are made to enhance digital marketing

effectiveness for e-commerce businesses:

1. Leverage SEO for Visibility: Businesses should continue investing in SEO to boost organic traffic and maintain competitive visibility.

Implementing voice search optimization and mobile responsiveness will further enhance search rankings.

2. Strengthen Social Media Engagement: Brands should focus on creating authentic, interactive content that fosters long-term

engagement. Emphasizing user-generated content and community building will help establish brand loyalty.

3. Refine Influencer Collaborations: It is essential to select influencers whose values align with the brand’s identity. Micro-influencers

and niche content creators are likely to deliver better engagement than mainstream celebrities.

4. Balance Personalization and Privacy: While personalized marketing is effective, brands must be mindful of privacy concerns. Clear

communication about data usage and offering opt-out options can enhance consumer comfort.

5. Adopt Data-Driven Decision-Making: Utilizing Al and data analytics to predict consumer behavior can increase marketing accuracy.

Regularly updating predictive models will help keep pace with evolving consumer preferences.

6. Diversify Digital Strategies: Relying on a single digital marketing channel may limit growth. Integrating multiple strategies, including

PPC, affiliate marketing, and personalized content, can increase campaign effectiveness.

7. Address Sustainability Concerns: Incorporating eco-friendly practices into marketing messages can appeal to a growing segment of

conscious consumers. Transparency and authenticity are key to gaining trust.

8. Enhance the Customer Journey: Providing a seamless omnichannel experience across both online and offline platforms will help

maintain customer loyalty and ensure consistency in brand interactions.

9. Innovate Continuously: As digital marketing technologies evolve, businesses should remain agile and innovative, regularly updating

their strategies to incorporate the latest trends and tools.

VI. CONCLUSION

The study demonstrates that digital marketing strategies have significantly impacted the growth and sustainability of e-commerce
businesses in the post-pandemic era. As consumer behavior continues to evolve, the integration of effective digital marketing practices
has become essential for maintaining brand visibility, customer engagement, and long-term growth. Digital marketing has been very
useful for people from all the localities during the pandemic. Most of the industries have adopted digital marketing techniques to some

extent prior to the onset of COVID-19, but its adoption was accelerated during the pandemic.

Search engine optimization emerged as a critical factor in driving online traffic and boosting conversion rates, making it indispensable
for businesses seeking to maintain competitive relevance. Similarly, social media marketing has proven its value in fostering consumer
engagement and brand loyalty, especially through interactive content and influencer collaborations. The sway that influencers hold over
consumers hinges on trust and authenticity. As a result of being authentic and honest about their thoughts and experiences, influencers
can gain followers’ trust. However, the effectiveness of influencer marketing is contingent on selecting the right partners whose values

align with the brand identity.

Personalized advertising and targeted marketing strategies enhance customer retention and loyalty by creating tailored consumer
experiences. However, it is essential to address data privacy concerns to maintain customer trust. Al-driven marketing and data analytics

have proven effective in creating predictive insights that inform decision-making processes, thereby enhancing marketing outcomes.
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Despite the positive impact of digital marketing strategies, some techniques—such as email marketing and eco-friendly practices—face
consumer resistance. This suggests that while innovation in digital marketing is vital, businesses must also remain sensitive to consumer

preferences and attitudes.

The research concludes that e-commerce businesses must adopt a balanced approach that combines proven digital marketing strategies
with emerging technologies. Continuous adaptation and innovation will enable businesses to stay ahead in the dynamic digital landscape.
By leveraging data-driven insights and maintaining authentic customer connections, brands can foster long-term loyalty and sustainable
growth.

Future research should explore the long-term sustainability of digital marketing strategies and assess the evolving consumer attitudes
toward emerging marketing technologies. Additionally, studies focusing on small and medium-sized enterprises (SMEs) would provide

valuable insights into cost-effective digital marketing practices that ensure growth in a highly competitive environment.
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