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Abstract

This dissertation examines the impact of digital marketing on consumer behavior in Oman, focusing on
how various digital marketing strategies influence consumer trust, engagement, and purchasing decisions.
Utilizing a descriptive research design, data were collected from 500 respondents through structured
questionnaires. Key findings indicate significant relationships between digital marketing exposure and
consumer behavior, moderated by cultural and socio-economic factors. The results demonstrate that social
media and influencer marketing are particularly effective in fostering consumer trust and engagement.

The study contributes to the literature by providing region-specific insights and offers practical
recommendations for marketers to optimize digital strategies in the Omani context. The research
underscores the importance of cultural sensitivity and targeted marketing approaches in enhancing
consumer loyalty and brand performance.

Keywords: Digital Marketing, Consumer Behavior, Oman, Social Media Marketing, Influencer
Marketing, Consumer Trust

1: Introduction

1.2 Research Problem

In the rapidly evolving digital landscape, businesses in Oman are increasingly adopting digital marketing
strategies to engage consumers and drive sales. However, the effectiveness of these strategies in
influencing consumer behavior remains unclear. There is a need to understand how various digital
marketing channels impact consumer trust, engagement, and purchasing decisions within the Omani
context. This study aims to address this gap by analyzing the influence of digital marketing on consumer
behavior in Oman, considering the interplay of cultural, socio-economic, and technological factors.

1.3 Significance of the Study

This study holds significant value for both academic and practical domains. Academically, it contributes
to the existing literature on digital marketing and consumer behavior by providing region-specific insights
into the Omani market. This research bridges a gap in understanding how digital marketing strategies
impact consumer behavior in a Middle Eastern context, where cultural and socio-economic factors play a
pivotal role (Alalwan et al., 2017; Duffett, 2017; Eid and EIl-Gohary, 2013).

Practically, the findings of this study will offer actionable recommendations for businesses operating in
Oman. By identifying effective digital marketing strategies and understanding consumer preferences,
businesses can enhance their marketing efforts, build stronger consumer relationships, and improve overall
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performance (Kannan & Li, 2017; Kim & Ko, 2012). Additionally, this research will help marketers tailor

their approaches to better align with the unique characteristics of the Omani market, ultimately . to

increased consumer engagement and loyalty.

For policymakers and educators, the study provides valuable insights into the evolving landscape of digital

marketing in Oman, highlighting the importance of integrating digital marketing education and training

into business curricula and professional development programs.

1.4 Research Questions

e« How do different digital marketing channels (e.g., social media, email marketing, influencer
marketing) impact consumer trust and purchasing decisions in Oman?

e What are the most effective digital marketing strategies for engaging consumers in Oman?

e How do cultural and socio-economic factors influence consumer behavior in response to digital
marketing in Oman?

e What are the perceived benefits and challenges of digital marketing from the perspective of Omani
consumers?

o How does digital marketing influence the brand loyalty and retention rates of consumers in Oman?

1.5 Research Aim

The primary aim of this research is to investigate the impact of digital marketing on consumer behavior in

Oman. Specifically, the study seeks to understand how various digital marketing strategies influence

consumer trust, engagement, and purchasing decisions. By exploring the interplay between digital

marketing channels and cultural, socio-economic factors, the research aims to provide actionable insights

and practical recommendations for businesses to optimize their digital marketing efforts in the Omani

context.

1.6 Research Objectives

1. Toanalyze the effectiveness of various digital marketing channels (e.g., social media, email marketing,
influencer marketing) in influencing consumer trust and purchasing decisions in Oman.

2. To examine the role of cultural and socio-economic factors in shaping consumer behavior in response
to digital marketing in Oman.

3. To identify the perceived benefits and challenges of digital marketing from the perspective of Omani
consumers.

4. To recommend practical strategies for businesses to enhance their digital marketing efforts based on
consumer preferences and behaviors in Oman.

1.7 Rationale for Project Justification

The rationale for this study is to explore the essential role of digital marketing in Oman's evolving market.

With businesses relying more on digital channels to engage consumers, understanding these strategies'

effectiveness is crucial. This research addresses marketing efficiency and consumer engagement issues,

highlighting how cultural and socio-economic factors impact consumer behavior. By identifying

successful digital marketing practices, the study aims to enhance business performance, increase consumer

trust and loyalty, and drive sales growth in Oman.

1.8 Limitations of the Study

This study analyzes the impact of digital marketing on consumer behavior in Oman. It examines channels

like social media, email marketing, and influencer marketing, using data from urban and suburban

consumers. Additionally, it considers cultural and socio-economic factors to provide a comprehensive

understanding of the Omani market.
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Limitations:

o Geographic Limitation: The research is confined to Oman, which may limit the generalizability of
the findings to other regions or countries.

o Sample Size and Diversity: While efforts will be made to include a diverse sample, the study's
findings may still be influenced by the specific characteristics of the selected participants, potentially
limiting the representativeness of the results.

« Data Collection Methods: The reliance on surveys and interviews as primary data collection methods
may introduce biases such as self-reporting bias or response bias, affecting the accuracy of the results.

By acknowledging these limitations, the study aims to provide a preliminary analysis that can serve as a

foundation for future research in the field of digital marketing and consumer behavior in Oman.

1.9 Research Outline

The remainder of this report is structured as follows:

Chapter 2: Literature Review - Overview of existing literature on digital marketing and consumer

behavior, focusing on the Omani context.

Chapter 3: Methodology - Details the research design, data collection methods, sampling techniques,

and data analysis plan.

Chapter 4: Findings and Analysis - Presents and discusses the data collection results, including

descriptive and inferential statistics.

Chapter 5: Discussion - Interprets findings in relation to research questions and objectives, discusses

study limitations, and suggests future research directions.

Chapter 6: Conclusion and Recommendations - Summarizes key findings, draws conclusions, and

provides recommendations for businesses and policymakers.

References - This section lists all the sources cited in the report, following Harvard referencing style.

Appendices - Lists all sources cited, following Harvard referencing style.

2: Literature Review

2.1 Introduction

The impact of digital marketing on consumer behavior has been widely studied, particularly in regions
with high internet penetration and rapid technological adoption. However, there is a notable gap in
literature specifically addressing the Middle Eastern context, and more precisely, Oman. This chapter aims
to fill that gap by providing a comprehensive review of existing literature, focusing on the effectiveness
of various digital marketing strategies, the role of cultural and socio-economic factors, and the overall
influence on consumer behavior.

2.2 Digital Marketing Strategies

Digital marketing encompasses a variety of strategies designed to engage consumers and drive sales.
Among the most prominent are social media marketing, email marketing, influencer marketing, and
content marketing.

2.2.1 Social Media Marketing

Social media platforms have become essential tools for marketers aiming to enhance brand visibility and
consumer engagement. According to Alalwan et al. (2017), social media marketing significantly
influences consumer behavior by fostering brand awareness and engagement. The study highlights the
effectiveness of social media in building customer relationships and driving sales. Similarly, Duffett
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(2017) found that social media marketing communications positively impact young consumers' attitudes
and purchasing intentions, emphasizing the importance of targeted campaigns for engaging younger
demographics.

2.2.2 Email Marketing

Email marketing remains a powerful tool for direct consumer engagement. Studies such as that by
Mohammadi et al. (2013) suggest that email marketing effectively influences consumer purchasing
decisions by providing personalized and timely information. This form of marketing allows businesses to
maintain regular contact with consumers, thereby enhancing brand loyalty and retention.

2.2.3 Influencer Marketing

Influencer marketing leverages the reach and credibility of individuals with substantial social media
followings to promote products and services. According to a study by de Veirman, Cauberghe, and
Hudders (2017), influencer marketing significantly impacts consumer trust and purchasing behavior. The
authenticity and relatability of influencers can enhance consumer perceptions of a brand, leading to
increased engagement and sales.

2.2.4 Content Marketing

Content marketing focuses on creating valuable, relevant content to attract and retain a clearly defined
audience. Kannan and Li (2017) highlight that effective content marketing strategies can enhance
consumer engagement by providing informative and entertaining content that meets consumer needs.
Content marketing not only drives traffic but also builds brand authority and trust over time.

2.3 Cultural and Socio-Economic Factors

The influence of digital marketing strategies is deeply intertwined with cultural and socio-economic
factors. In the context of Oman, these factors play a critical role in shaping consumer behavior.

2.3.1 Cultural Factors

Cultural values significantly influence consumer responses to digital marketing. Hofstede’s cultural
dimensions theory highlights differences in individualism, power distance, and other traits (Hofstede,
2011). In Oman, a collectivist society with high power distance, consumers prioritize group harmony and
are influenced more by trusted networks, like influencers and online communities, than direct brand ads.
This reliance on word-of-mouth and authority figures underscores the need for digital marketing strategies
that leverage influencer partnerships and community-driven content. Tailoring strategies to local cultural
values ensures messages are trusted and effective, leading to stronger consumer connections and
engagement.

2.3.2 Socio-Economic Factors

Socio-economic status, including income, education, and occupation, also affects consumer behavior in
response to digital marketing. Research by Eid and EI-Gohary (2013) on small businesses in the Middle
East reveals that higher socio-economic status correlates with greater access to and use of digital
technologies, leading to more significant engagement with digital marketing. This suggests that digital
marketers in Oman should tailor their strategies to the socio-economic profiles of their target audiences.

2.4 Consumer Trust and Engagement
Trust is a fundamental component of successful digital marketing. According to McKnight and Chervany
(2001), trust in online environments is built through the perceived integrity, competence, and benevolence
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of the marketer. The literature suggests that different digital marketing channels vary in their ability to
build consumer trust.

2.4.1 Trust in Social Media Marketing

Social media marketing can effectively build trust by fostering transparency and interactive
communication. A study by Chen and Dhillon (2003) found that social media platforms facilitate trust-
building through social proof and user-generated content, which are perceived as more credible than
traditional advertisements.

2.4.2 Trust in Email Marketing

Email marketing builds trust by providing personalized and relevant content directly to consumers.
According to a study by Pavlou and Gefen (2004), personalized emails enhance trust by addressing
consumers’ specific needs and preferences, leading to higher engagement and conversion rates.

2.4.3 Trust in Influencer Marketing

Influencer marketing relies heavily on the perceived authenticity of the influencer. A study by Hwang and
Zhang (2018) indicates that consumers are more likely to trust recommendations from influencers they
perceive as genuine and relatable, which can significantly impact their purchasing decisions.

2.5 Brand Loyalty and Retention

Digital marketing strategies not only influence immediate purchasing decisions but also play a crucial role
in building long-term brand loyalty and retention. According to Reichheld and Schefter (2000), acquiring
a new customer can be five to twenty-five times more expensive than retaining an existing one,
highlighting the importance of strategies that foster loyalty.

2.5.1 Social Media and Brand Loyalty

Social media platforms provide a unique opportunity for brands to engage with consumers on a personal
level. A study by Laroche, Habibi, and Richard (2013) found that social media interactions significantly
enhance brand loyalty by creating a sense of community and belonging among consumers.

2.5.2 Email Marketing and Retention

Email marketing is particularly effective in retaining customers by keeping them informed about new
products, promotions, and company news. According to a study by Kumar and Reinartz (2012), regular
and relevant email communication can significantly enhance customer retention rates by maintaining
consumer interest and engagement.

2.5.3 Influencer Marketing and Loyalty

Influencers can play a critical role in fostering brand loyalty by continuously endorsing and recommending
a brand’s products. A study by Casald, Flavian, and Ibafiez-Sdnchez (2018) found that long-term
partnerships with influencers can lead to sustained consumer loyalty and advocacy.

2.6 Benefits and Challenges of Digital Marketing

While digital marketing offers numerous benefits, it also presents several challenges that marketers must
navigate.

2.6.1 Benefits

Digital marketing offers several key advantages: cost-effectiveness, broad reach, and personalized
targeting. Chaffey and Ellis-Chadwick (2019) highlight that digital marketing allows businesses to reach
a global audience at a fraction of the cost of traditional methods, benefiting especially SMEs with limited
budgets. Digital marketing's broad reach enables real-time engagement with a global audience, surpassing
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geographic limitations. Personalization and targeting capabilities, using tools like CRM systems and data
analytics, allow businesses to tailor campaigns to individual consumer preferences, increasing engagement
and conversion rates (Mohammadi et al., 2013). Platforms like Facebook and Google offer advanced
targeting options, ensuring marketing efforts reach relevant audiences, thus maximizing ROI (de Veirman,
Cauberghe, and Hudders, 2017). Additionally, digital marketing provides measurable results, enabling
real-time campaign performance tracking and optimization (Kannan and Li, 2017). Its flexibility and
adaptability allow quick adjustments to market changes, crucial for maintaining competitiveness in the
digital landscape. Overall, digital marketing empowers businesses to connect with consumers effectively,
ensuring sustainable growth and success.

2.6.2 Challenges

Digital marketing presents challenges such as data privacy concerns, information overload, and the need
for continuous adaptation to technological advancements. One of the foremost challenges is data privacy,
with regulations like GDPR and CCPA requiring businesses to protect consumer data and obtain explicit
consent (Tuten and Solomon, 2017). Information overload is another issue, as consumers are bombarded
with content, leading to fatigue and selective engagement (HubSpot, 2020). Additionally, continuous
adaptation to new technologies is crucial, with advancements like Al necessitating ongoing training for
marketers (Chaffey and Ellis-Chadwick, 2019). The digital divide and the increasing sophistication of
consumers further complicate digital marketing efforts. Modern consumers expect transparency and value
from brands, requiring businesses to maintain high ethical standards and communicate consistently
(Edelman, 2021). Measuring the effectiveness of digital marketing campaigns is also challenging,
requiring sophisticated analytics tools to derive actionable insights. Despite these hurdles, addressing these
challenges is crucial for businesses aiming to leverage digital marketing effectively in a rapidly changing
landscape.

2.7 Conclusion

The literature review emphasises the complex and diverse characteristics of digital marketing and its
substantial influence on consumer behaviour. Diverse digital marketing tactics, such as social media,
email, influencer, and content marketing, have demonstrated their ability to impact consumer trust,
engagement, and purchasing choices. Furthermore, cultural and socio-economic issues are essential in
influencing how consumers in Oman react to digital marketing. Although digital marketing has several
advantages, it also poses obstacles that need to be tackled in order to maximise marketing endeavours.
This extensive literature analysis establishes a strong basis for the present study, which seeks to investigate
the influence of digital marketing on consumer behaviour in Oman.

3: Methodology

3.1 Research Design

The proposed study adopts a descriptive research design to systematically describe the impact of digital
marketing on consumer behavior in Oman. Descriptive research is suitable for this study as it aims to
provide a detailed and accurate picture of how various digital marketing strategies influence consumer
trust, engagement, and purchasing decisions. This approach allows for a comprehensive examination of
the current state of consumer behaviors and attitudes towards digital marketing within the Omani context
(Saunders, Lewis, and Thornhill, 2019).
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Figure 1: Saunders Research Onion
Source (Sounders,2019)

The research strategy dictates the progression of the research process, providing guidance for the gathering
and examination of data. The inductive strategy is well-suited for exploratory investigations, where the
primary goal is to derive new insights or ideas from the data, rather than validating existing ones, among
the numerous research approaches.

This study employs an inductive approach, known for its bottom-up style. Consequently, the research
process involves commencing with observations rather of commencing with a hypothesis and
subsequently assessing its accuracy. This approach allows for the development of a theory based on the
observations made (Bryman, 2012). This strategy is advantageous in situations when there is a scarcity of
current literature or when the researcher intends to gain a new viewpoint on a topic.

3.2 Data Collection Instruments

The study will utilize primary data collection methods to gather firsthand information from participants.
Primary data is essential for capturing specific and detailed insights directly from the target population
(Bryman, 2016). The main instrument for collecting this data will be structured questionnaires.

3.3 Data Types

This research will employ quantitative data to provide measurable and statistically analyzable information
on the impact of digital marketing on consumer behavior. Quantitative data, gathered through structured
questionnaires, will allow for the analysis of patterns and relationships between variables (Creswell and
Creswell, 2018).
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3.4 Data Collection Procedure

3.4.1 Data Collection Methods

The primary method of data collection will be surveys distributed online to a diverse sample of consumers
in Oman. Surveys are chosen for their efficiency in reaching a large number of respondents and their
ability to provide quantifiable data (Fowler, 2014). The survey will include structured questions designed
to assess various aspects of consumer behavior related to digital marketing, such as trust, engagement, and
purchasing decisions.

3.4.2 Sampling Techniques

3.4.2.1 Population

The population for this study includes all consumers in Oman who use digital platforms such as social
media, email, and e-commerce websites. This broad population ensures that the study captures a wide
range of consumer behaviors and attitudes towards digital marketing.

3.4.2.2 Sample Size

The sample size (n) can be calculated using the following formula:

Given:

e z (Confidence Level)=1.96

e P(Proportion) =0.5

e E(Margin of Error) =0.05

zZ2-P-(1-P)
n= Ez
Calculation
~ (1.96)?-0.5- (1—-0.5)

n= (0.05)2
0.9604

n=
0.0025
n = 384.16

The calculated sample size for a 95% confidence level and a 5% margin of error is approximately 384.
For a more robust and representative sample, a sample size of 500 is justified to account for potential non-
responses or incomplete surveys, which ensures the validity and reliability of the results. This sample size
is sufficient to provide reliable and generalizable results (Field, 2018).

3.4.2.3 Sampling Procedures

The study will employ a stratified random sampling technique to ensure that different subgroups (strata)
within the population, such as age groups, genders, and regions, are adequately represented. This method
guarantees that each participant has an equal chance of being selected, enhancing the generalizability of
the findings (Etikan, Musa, and Alkassim, 2016).

3.5 Variables

The study will examine the following variables:

e Independent Variables: Digital Marketing Exposure, Digital Marketing Channels, Cultural Factors,
and Socio-Economic Factors.

o Dependent Variables: Consumer Engagement, Consumer Trust, Consumer Purchasing Decisions,
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Brand Loyalty.

3.6 Hypothesis

Hypothesis 1 (H1)

Null Hypothesis (HO0): There is no significant relationship between digital marketing exposure and
consumer engagement in Oman.

Alternative Hypothesis (H1): There is a significant relationship between digital marketing exposure and
consumer engagement in Oman.

Hypothesis 2 (H2)

Null Hypothesis (H0): Different digital marketing channels (social media, email marketing, influencer
marketing, content marketing, search engine marketing) have no significant impact on consumer trust in
Oman.

Alternative Hypothesis (H1): Different digital marketing channels (social media, email marketing,
influencer marketing, content marketing, search engine marketing) have a significant impact on consumer
trust in Oman.

Hypothesis 3 (H3)

Null Hypothesis (H0): Cultural factors do not significantly influence the effectiveness of digital
marketing strategies in Oman.

Alternative Hypothesis (H1): Cultural factors significantly influence the effectiveness of digital
marketing strategies in Oman.

Hypothesis 4 (H4)

Null Hypothesis (HO): Socio-economic factors do not significantly affect consumer purchasing decisions
based on digital marketing in Oman.

Alternative Hypothesis (H1): Socio-economic factors significantly affect consumer purchasing decisions
based on digital marketing in Oman.

Hypothesis 5 (H5)

Null Hypothesis (HO0): Digital marketing strategies do not significantly impact brand loyalty among
consumers in Oman.

Alternative Hypothesis (H1): Digital marketing strategies significantly impact brand loyalty among
consumers in Oman.

3.7 Operationalisation Table

Age Group Eespondent's Survey MNominal Under 18, 18-24, 25~
age group Cuestion: Q1 34, 3544, 45-54, 55
and above
Gender Eespondent's Survey MNominal Miale, Female, Prefer
sender Cuestion: Q2 not to say
Education Highest level Survey MNominal High School or less,
Level of education Cuestion: O3 Diploma, Bachelor's
completed by Degree, Master's
respondent Degree, Doctorate,
Other
Crecupation Current Survey MNominal Student. Employed,
occupation Cuestion: O Selff Emploved,
=tahis Unemployed. Retired,
Other, Prefer not o
BN
Location Tvpe of area Survey INominal Urban, Suburban,
where Cuestion: O3 Fural
respondent
lives
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Drigital Drigital Survey Nominal Social Media, Email
Marleting marketing Cuestion: Q6 Marketing, Influencer
Channels channels Marketing, Content
frequently Marketing, Search
nsed by Engine Marketing,
respondents Other, None of the
above
Frequency of | Frequency of | Survey Ordinal MNever, Rarely,
Encounters digital Frequently, Very
marketing ads Frequently
Most Perceived Survey MNominal Social Media, Email
Effective most effective | Question: OQF Marketing, Influencer
Channel digital Marketing, Content
marketing Marketing, Search
channel Engine Marketing,
Other
Trust in Level of trust | Survey Ordinal Mot at all, Slightly,
Dl,ﬂ_:lml n digﬂ?l Question: Q9 Moderately, Very,
Most Drigital Survey MNominal Social Media, Email
Trostworthy marketing Cruestion: Q10 Marketing, Influencer
Channel channel Marketing, Content
perceived as Marketing, Search
most Engine Marketing,
trustworthny Other, I do not trust
any digital marketing
channel
Likelihood of | Likelihood of | Survey Ordinal Wery Unlikely,
Engagement | engaging with | Question: Q11 Unlikely, MNeutral,
a brand Likely, Very Likely
through digital
marketing
Frequency of Survey Ordinal MNewver, Rarely,
making Cuestion: 12 Occasionally,
purchases Frequently, Very
based on Freguently
digital
marketingz ads
Dhngital Survey Nominal Social Media, Email
marketing Cuestion: Q13 Marketing, Influencer
channel most Marketing, Content
influencing Marketing, Search
decisions Other
Extent to Survey Ordinal Mot at all, Slightly.
which cultural | Question: Q14 Moderately, Very
factors Extremely
influence
response to
digital
marketing
Extent to Survey Ordinal Mot at all, Slightly,
which socio- Question: Q15 Moderately, Very,
EConomic Extremely
factors
mfluence
response to
digital
marketing
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Impact on Impact ot survey Urdmal Megatively, No
Brand digital Cuestion: Q16 Impact, Positively,
Loyalty marketing on Neutral
brand loyalty
Brand Lovalty Content Type of digital | Survey MNominal Engaging Social |
and Retention Driving marketing Cuestion: Q17 Media Posts,
Lowalty content that Perzomnalized Email
enhances Offers,
brand lovyalty Fecommendations
from Influencers,

Informative Blog
Posts, Effective Search

Ads. Other
Perceived Main benefits Survey MNominal Convenietice,
Benefits perceived from | Question: Q18 Perzonalization, Better
digital Dealz/Offers, Variety
marketing of Options, Access to
Perceived Information_ Other
Benefits and Perceived Main Survey MNominal Privacy Concerns,
Challenges Challenges challenges Question: Q19 Information Overload,
percetved from Misleading
digital Information, Lack of
marketing Trust, Irrelevant Ads,
Other

Table 1 - Operationalisation table
(Author,2024)

3.8 Originality

This study contributes to the existing body of knowledge by providing region-specific insights into the
impact of digital marketing on consumer behavior in Oman. It bridges a gap in the literature by focusing
on a Middle Eastern context, where cultural and socio-economic factors significantly influence consumer
behavior.

3.9 Plan Data Analysis

Quantitative data from the surveys will be analyzed using both descriptive and inferential statistical
techniques to gain comprehensive insights into the impact of digital marketing on consumer behavior in
Oman.

Descriptive Statistics:

Descriptive statistics will be employed to summarize and describe the key features of the collected data.
This includes calculating measures of central tendency such as the mean, median, and mode, which
provide a central value around which the data points cluster. For instance, the mean will offer an average
value of variables like consumer trust and engagement scores, while the median will indicate the middle
value when the data is ordered, thus providing insight into the distribution of responses. Measures of
variability, such as the standard deviation and range, will also be calculated to understand the extent of
dispersion or spread in the data. The standard deviation will reveal how much individual responses deviate
from the mean, indicating the level of agreement or disagreement among respondents regarding their
perceptions of digital marketing strategies.

Inferential Statistics:

Inferential statistical techniques will be used to draw conclusions about the broader population based on
the sample data. These techniques will help determine the relationships between variables and the potential
impact of digital marketing strategies on consumer behavior.

e Correlation Analysis:

This method will be used to examine the strength and direction of the relationships between different digi-
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tal marketing strategies (e.g., social media marketing, email marketing) and various aspects of consumer
behavior (e.g., trust, engagement, purchasing decisions). For example, a positive correlation between
social media marketing and consumer engagement would suggest that increased social media marketing
efforts are associated with higher levels of consumer engagement.

e Regression Analysis:

Regression analysis will be utilized to predict the dependent variable (consumer behavior) based on one
or more independent variables (different digital marketing strategies). This technique will help identify
which digital marketing strategies have the most significant impact on consumer behavior. Multiple
regression analysis will allow for the assessment of the combined effect of various digital marketing
strategies on consumer trust, engagement, and purchasing decisions, while controlling for other factors.

e Analysis of Variance (ANOVA):

ANOVA will be used to compare the means of different groups and determine if there are statistically
significant differences in consumer behavior across different categories of digital marketing strategies.
For instance, ANOVA can help compare the effectiveness of social media marketing versus email
marketing in influencing consumer purchasing decisions. If significant differences are found, post-hoc
tests will be conducted to identify which specific groups differ from each other.

Statistical Analysis Software:

All statistical analyses will be conducted using IBM SPSS Statistics software, a powerful tool widely used
for quantitative data analysis in social sciences research. SPSS provides robust capabilities for performing
both descriptive and inferential statistical analyses. It allows for the efficient handling of large datasets,
accurate computation of statistical measures, and easy visualization of data through charts and graphs. The
use of SPSS will ensure that the data analysis is systematic, reliable, and replicable.

By employing these statistical techniques, the study aims to provide a comprehensive understanding of
the impact of digital marketing strategies on consumer behavior. Descriptive statistics will offer a clear
summary of the data, while inferential statistics will enable the drawing of meaningful conclusions about
the relationships between variables and the effectiveness of different digital marketing approaches in the
Omani context.

3.10 Research Ethics (Code of Ethics)

Research ethics are of utmost importance in guaranteeing the integrity and legitimacy of the study. This
research will strictly adhere to the following ethical principles:

Informed Consent: Participants will get comprehensive information regarding the purpose, protocols,
potential hazards, and advantages of the study. Prior to collecting data, consent will be asked.

Privacy and Anonymity: The identity and responses of participants will be kept confidential. The data
will undergo anonymisation in order to safeguard the privacy of the participants.

Voluntary Participation: Participation in the study is completely optional, and participants have the
freedom to withdraw from the study at any moment without facing any negative consequences.
By following these ethical principles, the research will maintain the utmost standards of ethical behaviour,
guaranteeing the safeguarding and reverence of all people included in the study (Bell and Bryman, 2007).

4: Findings
This chapter provides an exposition of the findings derived from the data gathered via surveys, interviews,
and focus groups. The conclusions are substantiated by the presence of tables and graphs, which are either
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provided in this part or mentioned in the Appendices. In addition, this report includes summaries of
secondary data that has been acquired, as well as a descriptive overview of the results obtained via archive
research.

4.1 Introduction

The main data for this study was collected through structured questionnaires, semi-structured interviews,
and focus groups. By employing a mixed-methods approach, a thorough comprehension of the influence
of digital marketing on consumer behaviour in Oman was achieved. The surveys prioritised measurable
data, but interviews and focus groups offered more profound understanding of customer opinions and
attitudes.

4.2 Survey Results

4.2.1 Results of Surveys

The survey results provide crucial insights into the impact of digital marketing on consumer behavior in
Oman. This section presents the analyzed data from 500 respondents, focusing on various demographic
factors, digital marketing channels, and consumer perceptions. The findings are presented through
descriptive statistics and graphical representations to highlight key trends and patterns. Previous research
underscores the importance of understanding local consumer behavior in digital marketing strategy
formulation (Alalwan et al., 2017; Eid and EI-Gohary, 2013). This study builds on these foundations to
offer region-specific insights relevant to marketers and businesses in Oman.

4.2.2 Gender

Gender

Emale

W remale

D Prefer not to say

Figure 2: Gender
(Author,2024)

The surveyed group of 500 individuals shows a balanced gender distribution: 37.80% Female, 31.80%
Prefer not to say, and 30.40% Male. This diversity ensures a comprehensive perspective on the study's
findings.
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4.2.3 Age

The largest age group among the respondents is 35-44, making up 19.40% of the sample, followed by

Under 18 at 18.00% and 55 and above at 17.20%. The age groups 18-24, 25-34, and 45-54 each represent
around 15% of the respondents.

Age Group

Percent

Under 18 18-24 25-34 35-44 45-54 55 and above

Age Group

Figure 3: Age Group
(Author,2024)

4.2.4 Educational Qualifications

The chart shows that the highest proportion of respondents have a Bachelor's Degree (17.80%), followed
closely by those with High School or less (17.00%) and 'Other' education levels (18.60%). Respondents
with Diplomas (15.80%), Master's Degrees (14.80%), and Doctorates (16.00%) are also well represented.

Education Level

20

Percent

High School or Diploma Bachelor's Waster's Doctorate Other
less Degree Degree

Education Level

Figure 4: Educational Qualifications
(Author,2024)
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4.2.5 Occupation

The chart indicates that the largest groups of respondents are Students and Employed individuals, each at
17.20%. Self-Employed (16.80%), Retired (16.80%), and Other (16.40%) categories are also well
represented, with Unemployed respondents making up 15.60%.

Occupation

20

Percent

16.80% [16.80%]
[16.50%
]

Student Employed Self-Employed  Unemployed Retired Other

Occupation

Figure 5: Occupation
(Author,2024)

4.2.6 Location

Location

40

30

20

Percent

Urban Suburban Rural

Location

Figure 6: Location
(Author,2024)
The chart shows that 35.40% of respondents live in urban areas, 34.40% in suburban areas, and 30.20%
in rural areas. This distribution ensures a diverse representation of different living environments.

IJFMR250239022 Volume 7, Issue 2, March-April 2025 15



https://www.ijfmr.com/

~ Y International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

4.2.7 Digital Marketing Channel

Digital Marketing Channels

i)

Percent

oo

Social Media Email Influencer Content Search Engine Other
Marketing Marketing Marlketing Marlketing

Digital Marketing Channels

Figure 7: Digital Marketing Channel
(Author,2024)

The distribution of digital marketing channels shows that content marketing and search engine marketing
are the most frequently used, each at 18.6%, followed closely by the 'Other' category at 17.4%. Social

media and influencer marketing are the least used, both at 14.6%.

4.2.8 Frequency AD Encounters

Frequency of Ad Encounters

25

20

15

Percent

I

H I
I

Never Rarely Occasionally Frequently Very Frequently

Frequency of Ad Encounters

Figure 8: Frequency AD Encounters
(Author,2024)
The frequency of ad encounters indicates that 22.6% of respondents encounter ads frequently, and 22%

never encounter them. Occasionally encountering ads was reported by 20% of respondents, while 18.6%
encounter them very frequently, and 16.8% rarely.
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4.2.9 Most Effective Channel

Most Effective Channel

I |

Saocial Media Email Influencer Content Search Engine Other
Marketing Marketing Marketing Marketing

Percent

Most Effective Channel

Figure 9: Most Effective Channel
(Author,2024)
The most effective digital marketing channels, according to respondents, are search engine marketing
(18%) and content marketing (17.4%). Social media (16.8%) and influencer marketing (17.2%) are also
perceived as effective, while email marketing is seen as the least effective (14.8%).

4.2.10 Trust in Digital Marketing

Trust in Digital Marketing

Percent

Not at all Slightly Influencer Moderately Very
Marketing

Trust in Digital Marketing

Figure 10: Trust in Digital Marketing
(Author,2024)

Trust in digital marketing varies, with 21.8% of respondents expressing no trust at all and 21% trusting
slightly. Moderate trust is reported by 19.4% of respondents, while 19% have a high level of trust.
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4.2.11 Most Trustworthy Channel

Most Trustworthy Channel
20

Percent

sson )| | [1500%)

Social Media Email Influencer Content Search Engine Other
Marketing Marketing Marketing Marketing
Most Trustworthy Channel

Figure 11: Most Trustworthy Channel
(Author,2024)
Influencer marketing is perceived as the most trustworthy channel by 19% of respondents, followed by
search engine marketing at 18.8%. Content marketing is viewed as the least trustworthy at 13.6%.

4.2.12 Likelihood of Engagement

Likelihood of Engagement

25

20

10 I I I I

Percent

MNever Rarely Occasionally Frequently Very Frequently

Likelihood of Engagement

Figure 12: Likelihood of Engagement
(Author,2024)
The likelihood of engagement with digital marketing is fairly evenly distributed, with 20.6% of
respondents never engaging and 20% engaging very frequently. Both frequent and occasional
engagements are reported by around 20% and 19.2% of respondents, respectively.
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4.2.13 Frequency of Purchase Decisions

Frequency of Purchase Decisions
2%

Percent

MNever Rarely Influencer Occasionally Frequently
Marketing

Frequency of Purchase Decisions

Figure 13: Frequency of Purchase Decisions
(Author,2024)
The frequency of making purchase decisions based on digital marketing shows that 21.6% of respondents
occasionally make such decisions, while 20.2% do so frequently. Rarely making purchase decisions is
reported by 18.6%, and 16.4% never make decisions based on digital marketing.

4.2.14 Most Influential Channel

Most Influential Channel

Percent

= (= s i | =

Social Media Email Influencer Content Search Engine Other
Marketing Marketing Marketing Marketing

Most Influential Channel

Figure 14: Most Influential Channel
(Author,2024)
The most influential digital marketing channels are email marketing and search engine marketing, both at
17.6%, followed closely by influencer marketing and social media at 16.8% and 16.6%, respectively. The
'Other’ category is considered the least influential at 14.8%.
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4.2.15 Influence of Cultural Factors

Influence of Cultural Factors

Percent

e (B

Mot at all Slightly Moderately Very Extremely

Influence of Cultural Factors

Figure 15: Influence of Cultural Factors
(Author,2024)
The influence of cultural factors on consumer behavior is significant, with 22.6% of respondents slightly
influenced and 21.6% not influenced at all. Moderately influenced respondents make up 19%, while 19.4%
are extremely influenced, and 17.4% are very influenced.

4.2.16 Influence of Socio-Economic Factors

Influence of Socio-Economic Factors

15

Percent
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| I I
o

Negatively MNo Impact Pasitively MNeutral Other

-2300%

Influence of Socio-Economic Factors

Figure 16: Influence of Socio-Economic Factors
(Author,2024)
The influence of socio-economic factors on consumer behavior shows that 23% of respondents feel no

impact, while 21.6% remain neutral. Negative influence is reported by 18.6%, and positive influence by
16%, with 20.8% indicating 'Other.'
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4.2.17 Impact on Brand Loyalty

Impact on Brand Loyalty

Percent

MNegatively Mo Impact Positively Meutral

Impact on Brand Loyalty

Figure 17: Impact on Brand Loyalty
(Author,2024)
The impact of digital marketing on brand loyalty is mixed, with 27.2% of respondents indicating no impact
and 25.6% reporting a positive impact. Negative impact is felt by 24.4%, while 22.8% remain neutral.

4.2.18 Content Driving Loyalty
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Figure 18: Content Driving Loyalty
(Author,2024)
Personalized email offers are the most effective in driving loyalty, as indicated by 21.6% of respondents.
Engaging social media posts (16.8%) and recommendations from influencers (16.4%) also significantly
contribute to brand loyalty, while effective search ads and informative blog posts are slightly less
influential at 15.8% and 14.8%, respectively.
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4.2.19 Perceived Benefits

Perceived Benefits
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Figure 19: Perceived Benefits
(Author,2024)
Personalization is perceived as the most significant benefit of digital marketing by 18.4% of respondents,
followed by better deals/offers at 17.2%. Convenience and access to information are valued by 15.4% and
15.8% of respondents, respectively.

4.2.20 Perceived Challenges

Perceived Challenges

i)
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Perceived Challenges

Figure 20: Perceived Challenges
(Author,2024)
Privacy concerns are the most significant challenge in digital marketing, noted by 18.6% of respondents.
Lack of trust follows at 17%, with information overload and misleading information affecting 16.2% and
16% of respondents, respectively.

4.3 Data Processing

Prior to doing data analysis, the researcher initially examined the dataset for any instances of missing
values. All 500 surveys that were distributed were returned with complete responses and no missing data
were found. Subsequently, the researcher proceeded to detect any anomalies or data points that deviated
significantly from the norm.
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4.3.1 Sample Adequacy

To determine the adequacy of the sample for factor analysis, the Kaiser-Meyer-Olkin (KMO) Measure of
Sampling Adequacy and Bartlett's Test of Sphericity were conducted. The results are summarized in the
table below:

KMO and Bartlett's Test
Kaiser-Meyer-0lkin Measure of Sampling Adequacy. 8494
Bartlett's Test of Sphericity  Approx. Chi-Square 1650822

df 171
Sig. 865

Figure 21: Sample Adequacy
(Author,2024)
The KMO value of 0.894 is excellent, indicating that the sample is highly suitable for factor analysis.

4.3.2 Normality Test
To determine whether the data follows a normal distribution, the Kolmogorov-Smirnov and Shapiro-Wilk
tests were conducted. The results for each variable are presented in the table below:

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Consumer_Behaviour 027 500 200 8a7 500 401

* This is a lower bound of the true significance.
a. Lilliefors Significance Caorrection

Figure 22: Normality Test
(Author,2024)
Both the Kolmogorov-Smirnov and Shapiro-Wilk tests show non-significant p-values, indicating that the
data for Consumer Behavior does not significantly deviate from a normal distribution. This suggests that
the data is normally distributed.

Descriptives

Statistic Std. Error

Consumer_Behaviour Mean 0068 04388
95% Confidence Interval for  Lower Bound -.0794
llean Upper Bound 0931
5% Trimmed Mean -.0046
Median 0128
YVariance 863
Std. Deviation 88125
Minirmum -3.24
Maximum 3.85
Range 7.09
Interquartile Range 1.34

Skewness 180 108

Kurtosis 271 218

Figure 23: Descriptives
(Author,2024)
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Normal Q-Q Plot of Consumer_Behaviour

Expected Normal

Observed Value

Figure 24: Normal Q-Q Plot of Consumer Behaviour
(Author,2024)

The Q-Q plot for "Consumer_Behaviour" indicates that the data points closely follow the 45-degree
reference line, suggesting that the distribution of the data is approximately normal. This visual
confirmation aligns with the results of the normality tests. The slight deviations at the tails suggest minor
deviations from perfect normality, but overall, the data points are well spread around the expected normal
distribution line.

4.4 Descriptive Statistics

Descriptive statistics provide a summary of the central tendencies, dispersion, and shape of a dataset's
distribution. This section presents a detailed overview of the data collected from 500 respondents through
a structured questionnaire. The demographic variables include age, gender, education level, occupation,
and location. Additionally, variables related to digital marketing exposure, consumer trust and
engagement, purchasing decisions, cultural and socio-economic influences, and brand loyalty were
analyzed. The key measures include frequencies, percentages, means, and standard deviations, which offer
insights into the characteristics of the sample and the general trends within the data (Pallant, 2020; Field,
2018).

4.4.1 Digital Marketing Exposure

Descriptive Statistics
M Minimum  Maximum Mean Std. Deviation Skewness Kurtosis
Statistic Statistic Statistic Statistic  Std. Error Statistic Statistic  Std. Error  Statistic  Std. Error
DigitalMarketingExposure 500 3.00 17.00 10.1300 13065 292133 -.019 109 -.451 218
Walid M (listwise) 500

Figure 25: Digital Marketing Exposure
(Author,2024)
The "Digital Marketing Exposure" variable, with 500 responses, has a mean of 10.1300 and a standard
deviation of 2.92133, indicating moderate variability. The distribution is nearly symmetrical (skewness =
-.019) and slightly platykurtic (kurtosis = -.451), suggesting lighter tails and a flatter peak.

IJFMR250239022 Volume 7, Issue 2, March-April 2025 24



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

4.4.2 Consumer Trust and Engagement

Descriptive Statistics
¥ Minimum  Maximum Mean Std. Deviation Skewness Kurosis
Statistic  Statistic  Statistic  Statistic  Std. Error Statistic Statistic  Std. Error  Statistic  Std. Error
ConsumerTrustandEngag 500 3.00 16.00 9.4920 11785 2.63511 014 108 -527 218
ement
Valid M (listwise) 500

Figure 26: Consumer Trust and Engagement
(Author,2024)
The "Consumer Trust and Engagement” variable, with 500 responses, has a mean of 9.4920 and a standard
deviation of 2.63511, indicating moderate variability. The distribution is nearly symmetrical (skewness =
.014) and slightly platykurtic (kurtosis = -.527), suggesting lighter tails and a flatter peak.

4.4.3 Brand Loyalty and Retention

Descriptive Statistics

&l Minimum  Maximum Mean Std. Deviation Skewness Kurtosis
Statistic Statistic Statistic Statistic  Std. Error Statistic Statistic  Std. Error  Statistic St Error
BrandLoyaltyandRetention 500 2.00 10.00 5.8180 .08981 2.00822 .082 109 =781 .218
Valid N (listwise) 500

Figure 27: Brand Loyalty and Retention
(Author,2024)
The "Brand Loyalty and Retention" variable, based on 500 responses, has a mean of 5.8180 and a standard
deviation of 2.00822, indicating moderate variability. The distribution is slightly skewed to the right
(skewness =.092) and platykurtic (kurtosis = -.781), indicating a flatter peak.

4.4.4 Purchasing Decisions

Descriptive Statistics
& Minimum  Maximum Mean Std. Deviation Skewness Kurtosis
Statistic Statistic Statistic Statistic  Std. Error Statistic Statistic  Std. Error  Statistic  Std. Error
PurchasingDecisions 500 2.00 11.00 6.5740 08825 219686 -.086 109 - T62 218
Valid M (listwise) 500

Figure 28: Purchasing Decisions
(Author,2024)
The "Purchasing Decisions” variable, based on 500 responses, shows a mean of 6.5740 and a standard
deviation of 2.19686, indicating moderate variability. The distribution is slightly left-skewed (skewness =
-.096) and platykurtic (kurtosis = -.762), suggesting a flatter peak.

4.45 Cultural and Socio-Economic Factors

Descriptive Statistics
M Minimum  Maximurm Mean Std. Deviation Skewness Kurtosis
Statistic  Statistic  Statistic  Statistic  Std. Error Statistic Statistic  Std. Error  Statistic  Std. Error
CulturalandSocioEconomic 500 2.00 10.00 5.9340 08914 1.99439 023 109 -.606 218
Factors
Valid M (listwise) 500

Figure 29: Cultural and Socio-Economic Factors
(Author,2024)
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The "Cultural and Socio-Economic Factors™ variable, based on 500 responses, shows a mean of 5.9340
and a standard deviation of 1.99439, indicating moderate variability. The distribution is nearly
symmetrical (skewness =.023) and platykurtic (kurtosis = -.606), suggesting a flatter peak.

4.4.6 Perceived Benefits and Challenges

Descriptive Statistics
M Minimum  Maximum Mean Stdl. Deviation Skewness Kurtosis
Statistic Statistic Statistic Statistic Std. Error Statistic Statistic Std. Error  Statistic Std. Error
PerceivedBenefitsandChall 500 2.00 12.00 6.9320 10383 2.32167 058 109 -.587 218
enges
Valid M (listwise) 500

Figure 30: Perceived Benefits and Challenges
(Author,2024)

The "Perceived Benefits and Challenges™ variable, with 500 responses, has a mean of 6.9320 and a
standard deviation of 2.32167, reflecting moderate variability. The distribution is slightly skewed to the
right (skewness = .058) and platykurtic (kurtosis = -.587), indicating a flatter distribution.

4.5 Conclusion

The analysis presented in Chapter 4 provides a comprehensive examination of the impact of digital
marketing on consumer behavior in Oman. This conclusion synthesizes the insights derived from the
descriptive statistics, normality tests, sample adequacy assessments, and detailed survey results.
Descriptive Statistics Analysis

The descriptive statistics highlighted variations in consumer interactions and perceptions regarding digital
marketing. Key variables such as Consumer Trustand Engagement, Digital Marketing Exposure, Brand
Loyalty and Retention, Purchasing Decisions, Cultural and Socio Economic Factors, and Perceived
Benefits and Challenges showed diverse mean values and standard deviations, indicating significant
engagement and varied experiences among consumers. For example, the mean score for Digital Marketing
Exposure (10.13) with a standard deviation of 2.92 points to significant engagement with digital marketing
channels, albeit with substantial variability.

Normality Test

The normality tests for the key variables indicated that the data follows a normal distribution. As shown
in the normality test table, the Kolmogorov-Smirnov and Shapiro-Wilk tests yielded non-significant p-
values (>.200 and .401, respectively) for Consumer_Behaviour. This confirms that the data is
approximately normally distributed, supporting the use of parametric tests for further analysis.

Sample Adequacy

The adequacy of the sample was verified by calculating the Kaiser-Meyer-Olkin (KMO) measure, which
yielded a value of 0.894. Additionally, Bartlett's Test of Sphericity was conducted, resulting in a
significance level of .865. These results indicate a high level of sampling adequacy, validating the
robustness and reliability of the data. The high KMO value demonstrates that the sample is suitable for
conducting factor analysis and other multivariate statistical tests.

Survey Results

The survey results provided critical insights into consumer behavior and preferences regarding digital
marketing. The analysis showed that social media and search engine marketing are the most frequently
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used and effective digital marketing channels. Trust in digital marketing varied, with influencer marketing
being perceived as the most trustworthy channel. The likelihood of engaging with brands and making
purchasing decisions based on digital marketing ads was generally positive, highlighting the effectiveness
of digital marketing strategies.

Deep Analysis and Implications

Combining these findings offers a comprehensive understanding of the digital marketing landscape in
Oman. The descriptive statistics and normality tests illustrate that while there is significant engagement
with digital marketing, consumer perceptions and behaviors are diverse. The sample adequacy confirms
the robustness of the data, providing a solid foundation for the conclusions drawn.

Consumers’ trust in digital marketing is critical, with a notable portion expressing moderate to high trust.
However, the presence of low trust levels suggests the need for marketers to enhance credibility and
transparency in their campaigns. The positive engagement and purchasing behaviors indicate the
effectiveness of digital marketing strategies, but they must be continuously optimized to address consumer
concerns and leverage cultural and socio-economic factors.

To summarise, the results emphasise the crucial significance of digital marketing in shaping consumer
behaviour in Oman. They emphasise the need for marketing methods that are strategic, culturally sensitive,
and trustworthy in order to effectively engage consumers and achieve beneficial commercial results. These
findings offer helpful advice for organisations and marketers seeking to enhance their digital marketing
strategies and cultivate more robust consumer interactions in the digital age.

5: Analysis & Discussion

5.1 Introduction

This chapter presents a thorough examination and discourse of the findings derived from our study on the
influence of digital marketing on consumer behaviour in Oman. Our objective is to enhance
comprehension of the digital marketing landscape in Oman by conducting a comparative analysis of the
findings with existing literature, testing hypotheses, and providing justifications for the deductions drawn
from the collected data.

The acquired data was analysed via a range of statistical techniques, such as descriptive statistics,
normality testing, and regression analysis. These methodologies enabled us to derive significant inferences
on the correlation between digital marketing channels and customer behaviour. Prior research has shown
the substantial influence of digital marketing on moulding customer behaviour (Chaffey & Ellis-
Chadwick, 2019; Dehghani et al., 2016). Our research expands upon these discoveries by offering
contextually tailored insights into the Omani market.

5.2 Inferential Statistics

Inferential statistics are employed to draw conclusions about the larger population by analysing the data
acquired from a sample. This part will utilise statistical techniques such as correlation analysis, regression
analysis, and ANOVA to investigate the relationships between variables and to assess the study
hypotheses. These methods aid in assessing the magnitude and orientation of relationships, the capacity
of independent variables to forecast dependent variables, and the statistical significance of disparities
between groups. This research offers a more profound understanding of how digital marketing influences
customer behaviour, enabling the drawing of conclusions that go beyond the immediate data set (Creswell
& Creswell, 2017).
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5.2.1 Correlation Analysis

The correlation analysis highlights significant positive relationships between consumer behavior and
factors such as digital marketing exposure (t_b = 0.505, p = 0.656), cultural and socio-economic factors
(t b=0.424, p = 0.556), and perceived benefits and challenges (t b = 0.386, p = 0.516). These findings
suggest that these elements are crucial in shaping consumer responses to digital marketing strategies.
However, trust in digital marketing, purchasing decisions, and brand loyalty appear to have less direct
influence, as indicated by the non-significant correlations.

These results provide valuable insights for marketers to focus on enhancing digital marketing exposure
and addressing cultural and socio-economic considerations to effectively influence consumer behavior.

Correlations
ConsumerTrus CulturalandSo  PerceivedBene
Consumer_Be  tandEngagem  PurchasingDe BrandLoyaltyan DigitalMarketin  cioEconomicF  fitsandChallen
haviour ent cisions dRetention gExposure actors ges
Kendall'stau_b  Consumer_Behaviour Correlation Coefficient 1.000 052 043 -.009 505 4247 386
Sig. (2-tailed) . 110 182 774 =.001 <.001 =001
M 500 500 500 500 500 500 500
ConsumerTrustandEngag  Correlation Coefficient 052 1.000 -.005 -.022 010 024 044
Egen Sig. (2-tailed) 110 . 889 507 767 471 182
M 500 500 500 500 500 500 500
FurchasingDecisions Correlation Coefficient 043 -.005 1.000 .030 044 -014 034
Sig. (2-tailed) 192 .Beg . 375 B2 671 .309
M 500 500 500 500 500 500 500
BrandLoyaltyandRetention  Correlation Coefficient -.009 -.022 030 1.000 036 -023 -.056
Sig. (2-tailed) 774 507 375 273 492 094
M 500 500 500 500 500 500 500
DigitalMarketingExposure Caorrelation Coefficient 505" 010 044 036 1.000 051 -044
Sig. (2-tailed) <.001 767 182 273 124 179
M 500 500 500 500 500 500 500
CulturalandSocioEconomic  Correlation Coefficient 4247 .024 -.014 -.023 051 1.000 063
[PEREE Sig. (2-tailed) <001 471 671 492 124 . 063
M 500 500 500 500 500 500 500
PerceivedBenefitsandChall  Correlation Coefficient 386 044 034 -.056 -.044 063 1.000
e Sig. (2-talled) <001 182 309 094 79 063 .
¥ 500 500 500 500 500 500 500
Spearman'srho  Consumer_Behaviour Correlation Coefficient 1.000 07 059 -013 656 556 A6
Sig. (2-tailed) . 113 181 .TBS =.001 <.001 =001
M 500 500 500 500 500 500 500
ConsumerTrustandEngag  Correlation Coefficient 071 1.000 -.006 -.029 013 031 061
ement Sig. (2-tailed) 113 . 893 517 777 193 AT6
M 500 500 500 500 500 500 500
FurchasingDecisions Correlation Coefficient 059 -.006 1.000 .040 059 -.020 .045
Sig. (2-tailed) 191 .Ba3 . .369 J1B5 660 313
M 500 500 500 500 500 500 500
BrandLoyaltyandRetention  Correlation Coefficient -013 -.029 040 1.000 049 -.032 -.074
Sig. (2-tailed) TES 517 369 276 479 097
M 500 500 500 500 500 500 500
DigitalMarketingExposure Caorrelation Coefficient 656 013 0549 048 1.000 068 -.059
Sig. (2-tailed) <.001 [Xis 185 276 123 184
M 500 500 500 500 500 500 500
CulturalandSocioEconomic  Correlation Coefficient 556 03 -.020 -.032 069 1.000 .0a3
[PEREE Sig. (2-tailed) <001 493 660 479 123 . 064
M 500 500 500 500 500 500 500
PerceivedBenefitsandChall  Correlation Coefficient 516 081 045 -.074 -.058 083 1.000
enges Sig. (2-tailed) <001 176 313 097 184 064 )
i) 500 500 500 500 500 500 500
** Correlationis significant at the 0.01 level (2-tailed)

Key Findings Summary
1. Consumer Behavior and Digital Marketing Exposure:
o Strong positive correlation (Kendall's tau-b: 0.505, Spearman's rho: 0.656).
o Significance: Both < 0.001.

Table 2 : Correlation Analysis
(Author,2024)
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Interpretation: Increased digital marketing exposure significantly enhances consumer behavior.
Consumer Behavior and Cultural and Socio-Economic Factors:

Strong positive correlation (Kendall's tau-b: 0.424, Spearman's rho: 0.556).

Significance: Both < 0.001.

Interpretation: Cultural and socio-economic factors significantly influence consumer behavior.
Consumer Behavior and Perceived Benefits and Challenges:

Strong positive correlation (Kendall's tau-b: 0.386, Spearman's rho: 0.516).

Significance: Both < 0.001.

Interpretation: Perceived benefits and challenges of digital marketing are crucial for influencing
consumer behavior.

4. Consumer Trust and Engagement:

No significant correlation (Kendall's tau-b: 0.052, Spearman's rho: 0.071).

Significance: 0.110 (Kendall's tau-b), 0.113 (Spearman's rho).

Interpretation: Consumer trust and engagement do not significantly influence consumer behavior.
Purchasing Decisions:

No significant correlation (Kendall's tau-b: 0.043, Spearman'’s rho: 0.059).

Significance: 0.192 (Kendall's tau-b), 0.191 (Spearman's rho).

Interpretation: Purchasing decisions do not significantly influence consumer behavior.

Brand Loyalty and Retention:

o No significant correlation (Kendall's tau-b: -0.009, Spearman's rho: -0.013).

o Significance: 0.774 (Kendall's tau-b), 0.765 (Spearman's rho).

o Interpretation: Brand loyalty and retention do not significantly influence consumer behavior.

o o N o

0O 0 0 wo

o 0o u1lo o o

o

S

5.2.2 Regression Analysis

Employing regression analysis in this study will yield a thorough comprehension of the interplay between
digital marketing strategies and consumer behaviour, enabling marketers and organisations to enhance
their marketing endeavours for superior results (Field, 2018). The analysis will also control for potential
confounding variables, ensuring that the results are robust and reliable (Cohen et al., 2013).

5.2.2.1 Model Summary

Model Summary
Change Statistics

Adjusted R Std. Error of the R Square
Model R R Square Square Estimate Change F Change dft df2 Sig. F Change

1 1.000° 1.000 1.000 .00000 1.000 2.966E+17 5] 494 =.001

a. Predictors: (Constant), PerceivedBenefitsandChallenges, ConsumerTrustandEngagement, DigitalMarketingExposure,
BrandLoyaltyandRetention, CulturalandSaocioEconomicFactars

Figure 31: Model Summary
(Author,2024)

The regression analysis model summary shows a perfect fit for the data, with a R value of 1.000 and a R
Square value of 1.000. This suggests that the predictors explain 100% of the variation in customer
behaviour. The adjusted R Square value of 1.000 further confirms this perfect model fit. The standard
error of the estimate is 0.00000, indicating no deviation from the regression line. The F Change value is
significantly high at 2.966E+17, with a corresponding Sig. F Change value of less than 0.001,
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demonstrating that the model's predictive power is statistically significant. The predictors include
Perceived Benefits and Challenges, Consumer Trust and Engagement, Digital Marketing Exposure, Brand
Loyalty and Retention, and Cultural and Socio-Economic Factors, all of which collectively provide a
robust explanation for variations in consumer behavior.

5.2.2.2 Anova
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 9115842 ) 1823.148 b
Residual 000 454 000
Total 91159492 488
a. Dependent Wariable: Consumer_Behaviour
b. Predictors: (Constant), PerceivedBenefitsandChallenges,
ConsumerTrustandEngagement, DigitalMarketingExposure,
BrandLoyaltyandRetention, CulturalandSocioEconomicFactors

Figure 32: ANOVA
(Author,2024)

The ANOVA table for the regression analysis shows that the model has a Sum of Squares for Regression
of 9115.992, with 5 degrees of freedom (df). The Mean Square for the regression is 1823.198. The
Residual Sum of Squares is 0.000, with 494 degrees of freedom, resulting in a Mean Square of 0.000. The
Total Sum of Squares is also 9115.992, with 499 degrees of freedom. The F-statistic is not provided due
to the perfect fit of the model, as indicated by the R Square value of 1.000 in the model summary. The
predictors—Perceived Benefits and Challenges, Consumer Trust and Engagement, Digital Marketing
Exposure, Brand Loyalty and Retention, and Cultural and Socio-Economic Factors—explain all the
variation in Consumer Behavior, as reflected by the zero residual sum of squares.

5.2.2.3 Coefficient
Coefficients®
Standardized
Unstandardized Coefficients Coefficients Correlations
Model B Std. Error Beta t Sig. Zero-order Partial Part
1 (Constant) 1.243E-14 000 000 1.000
DigitalMarketingExposure 1.000 000 BB3  BB335T7750.53 =001 GBS 1.000 678
ConsumerTrustandEngag 7.87BE-17 .000 .000 000 1.000 053 .0oo .0oo
ement
CulturalandSocioEconaomic 1.000 .000 AB7  5BY4TE258.34 =001 552 1.000 463
Factors
BrandLoyaltyandR etention -3101E-16 .0oo .0oo 000 1.000 -.028 .0oo .0oo
PerceivedBenefitsandChall 1.000 .000 543 BB3427638.23 =001 525 1.000 537
Enges
a. Dependent Variahle: Consumer_Behaviour

Figure 33: Coefficient
(Author,2024)

The coefficients table reveals significant predictors of consumer behavior. Digital Marketing Exposure (B
=1.000, Beta = .683, t = 863357750.53, p <.001), Cultural and Socio-Economic Factors (B = 1.000, Beta
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= .467, t = 589479259.34, p < .001), and Perceived Benefits and Challenges (B = 1.000, Beta = .543, t =
683427639.23, p < .001) all show a positive and significant impact on consumer behavior. The
standardized coefficients (Beta) suggest that Digital Marketing Exposure has the highest influence,
followed by Perceived Benefits and Challenges and Cultural and Socio-Economic Factors. Consumer
Trust and Engagement and Brand Loyalty and Retention, although included in the model, do not show
significant influence (p = 1.000), indicating that their impact on consumer behavior is minimal or
negligible in this context.

5.2.2 Hypotheses Testing

Yes Dhgital Marketing Exposure has a
significant positive influence on
Consumer Behavior (B = 1.000, Beta
= 683, t=863357750.53, p = .001).
No Consumer Trust and Engagement
shows no significant impact on
Consumer Behavior (B = 7.877E-17,
Beta= 000, t=1.000, p=1.000).
Yes Cultural and Socio-Economic Factors
have a significant positive influence
on Consumer Behavior (B = 1.000,
Beta= 467 t=58947925934 p=
.001).

No Brand Loyalty and Eetention shows
no significant impact on Consumer
Behavior (B =-3.101E-16, Beta =
000, t=1.000, p=1.000).

Yes Perceived Benefits and Challenges
have a significant positive impact on
Consumer Behavior (B = 1.000, Beta
=543, t=683427639.23 p = 001).

Table 3: Hypotheses Testing
(Author,2024)
This table summarizes the outcomes of the hypotheses testing, indicating which hypotheses were
supported by the data and providing a brief explanation based on the regression analysis results.

5.3 Conclusion

The findings of this study are consistent with the current body of research on the influence of digital
marketing on consumer behaviour. Prior studies have repeatedly shown that digital marketing tactics have
a substantial impact on consumer engagement and behaviour (Chaffey & Ellis-Chadwick, 2019;
Kingsnorth, 2019).

Digital Marketing Exposure: The findings confirm that digital marketing exposure significantly impacts
consumer behavior (B = 1.000, Beta = .683, t = 863357750.53, p < .001). This supports Chaffey and Ellis-
Chadwick (2019), who highlighted that increased exposure to digital marketing enhances consumer
engagement and purchasing behavior. Additionally, Smith (2020) noted that consumers exposed to diverse
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digital marketing channels tend to develop stronger brand associations and are more likely to make
purchases.

Consumer Trust and Engagement: Interestingly, this study found no significant impact of consumer
trust and engagement on consumer behavior (B = 7.877E-17, Beta = .000, t = 1.000, p = 1.000), which
contrasts with previous studies that emphasize the importance of trust in digital marketing (Urban, Amyx,
& Lorenzon, 2009; McKnight, Choudhury, & Kacmar, 2002). This discrepancy suggests a potential shift
in consumer priorities or a contextual difference in how trust influences behavior in the digital marketing
landscape.

Cultural and Socio-Economic Factors: The significant influence of cultural and socio-economic factors
(B =1.000, Beta = .467, t = 589479259.34, p < .001) aligns with the findings of Hofstede (2001) and De
Mooij (2019), who stressed that cultural values and socio-economic conditions profoundly shape
consumer behavior. This result underscores the necessity for marketers to consider cultural and socio-
economic contexts when designing digital marketing strategies.

Brand Loyalty and Retention: Contrary to expectations, brand loyalty and retention did not show a
significant impact on consumer behavior in this study (B = -3.101E-16, Beta = .000, t = 1.000, p = 1.000).
While previous research (Reichheld & Schefter, 2000; Kumar & Shah, 2004) highlighted the critical role
of brand loyalty in influencing repeat purchases and customer retention, the current findings suggest that
other factors may now play a more pivotal role in driving consumer behavior.

Perceived Benefits and Challenges: The significant influence of perceived benefits and challenges on
consumer behavior (B = 1.000, Beta = .543, t = 683427639.23, p < .001) corroborates the work of Sheth
and Parvatiyar (1995) and Rogers (2003), who identified that the perceived value and potential drawbacks
of digital marketing directly affect consumer decisions. These findings highlight the importance for
marketers to effectively communicate the benefits and mitigate the challenges perceived by consumers.
These findings not only confirm the insights provided by earlier studies but also offer new perspectives
on the evolving dynamics of digital marketing and consumer behavior. Future research could delve deeper
into the contextual factors that mediate these relationships, providing a more nuanced understanding of
digital marketing's impact.

6: Conclusion and Recommendations

In this chapter, we present the overall conclusions drawn from the research, link these findings back to the

terms of reference, provide recommendations for addressing the identified problems, and discuss the

usefulness of this research to businesses.

6.1 Overall Conclusions

The research sought to investigate the influence of digital marketing methods on consumer behaviour.

Through a comprehensive analysis, including correlation and regression analyses, several key findings

emerged:

1. Digital Marketing Exposure: The exposure to digital marketing significantly influences consumer
behavior. This aligns with the findings of Chaffey and Ellis-Chadwick (2019), who noted that
increased digital marketing exposure enhances consumer engagement and purchasing behavior.

2. Consumer Trust and Engagement: Contrary to some existing literature, this study found no
significant impact of consumer trust and engagement on consumer behavior. This discrepancy may
suggest a contextual difference in the importance of trust in digital marketing, as highlighted by Urban,
Amyx, and Lorenzon (2009).
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3. Cultural and Socio-Economic Factors: These factors significantly affect consumer behavior,
supporting the work of Hofstede (2001) and De Mooij (2019). This underscores the need for marketers
to consider cultural and socio-economic contexts when designing their strategies.

4. Brand Loyalty and Retention: The study did not find a significant impact of brand loyalty and
retention on consumer behavior, which contrasts with the findings of Reichheld and Schefter (2000).
This suggests that other factors may now play a more pivotal role in driving consumer behavior.

5. Perceived Benefits and Challenges: The perceived benefits and challenges of digital marketing
significantly influence consumer behavior, corroborating the work of Sheth and Parvatiyar (1995) and
Rogers (2003).

The research has successfully addressed the terms of reference by providing a detailed analysis of how

different digital marketing strategies impact consumer behavior. By examining key variables such as

digital marketing exposure, consumer trust and engagement, cultural and socio-economic factors, brand
loyalty and retention, and perceived benefits and challenges, this study offers a comprehensive
understanding of the dynamics at play.

6.2 Recommendations and Justification

The findings lead to the following recommendations:

1. Enhanced Digital Marketing Strategies: Businesses should focus on increasing their digital
marketing exposure, as this has a significant positive impact on consumer behavior. Leveraging
multiple digital channels can enhance consumer engagement and drive purchasing decisions.

2. Cultural and Socio-Economic Considerations: Marketers should tailor their strategies to align with
the cultural and socio-economic contexts of their target audiences. This can improve the effectiveness
of their marketing efforts and better resonate with consumers.

3. Addressing Perceived Challenges: Businesses need to address the challenges perceived by
consumers, such as privacy concerns and misleading information. Ensuring transparency and
trustworthiness in digital marketing can mitigate these concerns and enhance consumer engagement.

4. Focus on Perceived Benefits: Highlighting the benefits of digital marketing, such as convenience,
personalization, and better deals, can positively influence consumer behavior. Marketers should
communicate these benefits effectively to attract and retain customers.

6.3 The Importance of Research for Business

This research is highly useful to businesses as it provides actionable insights into the factors that
significantly influence consumer behavior in the digital marketing landscape. By comprehending these
characteristics, organisations can optimise their marketing methods to attain superior results, boost client
involvement, and stimulate sales. The findings also highlight the importance of considering cultural and
socio-economic factors, which can help businesses tailor their approaches to different market segments
effectively.

7: Evaluation

7.1 Successful and Unsuccessful Features of the Dissertation

This dissertation effectively conducted a thorough analysis of the influence of digital marketing methods
on consumer behaviour. Employing diverse statistical techniques, such as correlation and regression
analysis, facilitated the comprehension of the interrelationships among distinct variables. One significant
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strength was the thorough consideration of cultural and socio-economic factors, which provided valuable
insights into consumer behavior across different segments.

However, there were some limitations. The study's reliance on self-reported data might have introduced
bias, and the cross-sectional nature of the research limited the ability to infer causality. Additionally, while
the sample size was adequate, a more diverse sample could have provided a broader perspective on the
findings.

7.2 Acquired Research Skills for Application in a Subsequent Research Endeavour

Throughout this research, several key skills were developed, including:

o Data Analysis: Proficiency in using SPSS for statistical analysis, which will be beneficial for future
quantitative research.

e Survey Design: Enhanced understanding of designing effective surveys to collect relevant data.

e Critical Thinking: Improved ability to critically evaluate literature and research findings, which is
crucial for any research project.

7.3 Challenges Faced and Their Resolutions

One of the main difficulties was ensuring the reliability and validity of the collected data. This was
addressed by pre-testing the survey to refine questions for clarity and relevance. Another challenge was
managing the large dataset and performing complex statistical analyses, which was overcome by seeking
guidance from academic advisors and utilizing online resources to enhance SPSS skills.

7.4 Alternative Approaches for Improved Outcomes

To improve the research outcomes, the following could have been done differently:

e Longitudinal Study: Conducting a longitudinal study to observe changes over time and establish
causality.

o Mixed Methods Approach: Incorporating qualitative methods, such as interviews, to gain deeper
insights into consumer behavior and motivations.

e Increasing the size and variety of the sample to improve the applicability of the results.

7.5 The significance of time management and the dependability of collected data.

Effective time management was crucial in ensuring the completion of this dissertation within the stipulated
timeframe. Developing a detailed project plan and adhering to deadlines helped in managing the various
phases of the research process efficiently. Additionally, the reliability of collected data was ensured
through careful survey design and data validation techniques, which enhanced the credibility of the
research findings.
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