
                                   International Journal of Enhanced Research in Management & Computer Applications  

                                      ISSN: 2319-7471, Vol. 14 Issue 1, January, 2025 

Page | 108 

The Digital Marketing Influence on Consumer’s Journey 
 

Sarita Rani
1
, Dr. Pawan Verma

2 

 
1
Research Scholar, Department of Commerce and Management, Shri Khushal Das University 

2
Research Supervisor, Department of Commerce and Management, Shri Khushal Das University 

 

 

ABSTRACT 

 

The rapid evolution of digital technologies has profoundly transformed the way consumers interact with brands, 

make purchase decisions, and navigate the overall buying journey. This paper explores the influence of digital 

marketing on each stage of the consumer journey—from awareness and consideration to purchase and post-

purchase engagement. Drawing on recent case studies, industry data, and consumer behavior theories, the research 

examines how digital touchpoints such as social media, search engines, content marketing, and personalized 

advertising shape consumer perceptions and actions. The study also highlights the growing importance of data 

analytics and automation in delivering timely, relevant messages across platforms. Findings indicate that digital 

marketing not only accelerates the decision-making process but also fosters brand loyalty through continuous, 

value-driven engagement. This paper concludes by discussing strategic implications for marketers aiming to 

optimize their digital efforts in an increasingly connected and consumer-centric landscape. 

 

Keywords: Digital Marketing, Consumer Journey, Online Consumer Behavior, Personalized Advertising, Customer 

Engagement. 

 

 

INTRODUCTION 

 

In the digital age, the traditional linear path to purchase has been replaced by a dynamic and multifaceted consumer 

journey, shaped largely by the rise of digital marketing. As consumers increasingly rely on online platforms for 

information, communication, and commerce, brands are compelled to shift their marketing strategies from conventional 

methods to more interactive, data-driven approaches. Digital marketing encompasses a range of tools and techniques—

including search engine optimization (SEO), content marketing, social media engagement, email campaigns, and targeted 

advertising—that allow businesses to reach consumers at various touchpoints along their journey. 

 

The influence of digital marketing is evident at every stage of the consumer decision-making process. From building 

awareness through online content to facilitating decision-making with user reviews and retargeting ads, digital strategies 

enable marketers to guide consumers in real time. Moreover, with the availability of vast consumer data, companies can 

personalize experiences, predict behavior, and foster long-term loyalty. However, this growing digital presence also 

introduces challenges, such as information overload, privacy concerns, and the need for continuous adaptation to changing 

consumer preferences and platform algorithms. 

 

This paper investigates how digital marketing affects each phase of the consumer journey, analyzing the strategies that most 

effectively engage consumers and drive conversions. By understanding the role of digital marketing in shaping consumer 

behavior, businesses can better align their efforts to meet evolving expectations and build lasting relationships in a 

competitive digital marketplace. 

 

DIGITAL MARKETING INFLUENCE 

 

The foundation of this study rests on several interrelated theories and models that explain consumer behavior, decision-

making processes, and the impact of digital marketing stimuli on customer journeys. These theoretical lenses help 

contextualize how consumers interact with digital content and how marketing strategies can influence their progression 

through various touchpoints. 

 

1. Consumer Decision-Making Process Model 
This traditional model outlines five key stages in the consumer journey: problem recognition, information search, 

evaluation of alternatives, purchase decision, and post-purchase behavior. In the digital context, each stage is 
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influenced by online resources such as search engines, social media, influencer content, and customer reviews, 

which facilitate faster and more informed decisions. 

 

2. AIDA Model (Attention, Interest, Desire, Action) 
The AIDA model provides a linear framework for understanding how marketing communications guide consumer 

behavior. Digital marketing enhances each stage through targeted ads (Attention), engaging content (Interest), 

personalized messaging (Desire), and frictionless e-commerce platforms (Action). 

 

3. Customer Journey Mapping 
This approach involves visualizing the full end-to-end experience of a customer across various digital and physical 

touchpoints. It helps identify where digital marketing interventions are most effective, such as during the 

awareness or loyalty stages, and how cross-channel integration can improve consistency and engagement. 

 

4. Technology Acceptance Model (TAM) 
The TAM explains how users come to accept and use technology, emphasizing perceived usefulness and ease of 

use. This theory is relevant when assessing how consumers respond to digital marketing platforms and tools, 

including mobile apps, chatbots, or personalized recommendation engines. 

 

5. Engagement Theory 
Consumer engagement has become a critical goal in digital marketing. Engagement theory posits that interactive, 

personalized, and value-rich experiences lead to deeper consumer involvement. Platforms like social media, blogs, 

and live streaming are examined through this lens to evaluate their role in maintaining ongoing consumer interest. 

 

PROPOSED MODELS AND METHODOLOGIES 

 

To investigate the influence of digital marketing on the consumer’s journey, this study proposes a mixed-methods research 

approach that integrates both qualitative and quantitative methodologies. This combination allows for a comprehensive 

understanding of consumer behavior across digital touchpoints and the effectiveness of marketing strategies in shaping that 

behavior. 

 

1. Proposed Conceptual Model 

The conceptual model builds on the integration of the Consumer Decision-Making Process and the Digital Customer 

Journey framework. It identifies key digital marketing interventions at each stage—Awareness, Consideration, Purchase, 

Retention, and Advocacy—and links them to consumer responses such as engagement, trust, conversion, and loyalty. 

 

Key Variables: 

 

 Independent Variables: Digital marketing strategies (e.g., social media marketing, influencer marketing, SEO, email 

campaigns, paid ads) 

 Mediating Variables: Customer engagement, trust, perceived value, and user experience 

 Dependent Variables: Consumer journey outcomes (brand awareness, purchase intent, loyalty, advocacy) 

 

METHODOLOGIES 

 

a) Quantitative Research: Survey Analysis 

A structured questionnaire will be distributed to a representative sample of consumers who regularly engage with digital 

platforms. The survey will measure: 

 

 Frequency and type of digital marketing exposure 

 Influence of digital content on decision-making 

 Perceived credibility and personalization of marketing messages 

 Purchase behavior and brand loyalty indicators 

Tools: SPSS or R for statistical analysis (regression, ANOVA, factor analysis) 

 

b) Qualitative Research: In-depth Interviews or Focus Groups 

To gain deeper insights into consumer motivations and perceptions, semi-structured interviews or focus groups will be 

conducted with a subset of respondents. This will explore: 
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 Personal experiences with digital campaigns 

 Role of emotions and social influence 

 Perceived intrusiveness or value of personalized ads 

 

Analysis Method: Thematic coding using NVivo or similar software. 

 

c) Digital Analytics Observation 

Behavioral data from website traffic, click-through rates, and social media engagement metrics will be analyzed (where 

accessible) to validate self-reported survey responses and observe real-time interactions along the journey. 

 

Tools: Google Analytics, social media insights, CRM dashboards 

 

3. Model Testing and Validation 

A Structural Equation Modeling (SEM) approach will be used to test the relationships among variables in the conceptual 

model. This allows for analysis of direct and indirect effects of digital marketing on various stages of the consumer journey. 

 

This section provides a clear structure for how the influence of digital marketing can be empirically studied. Let me know if 

you'd like to tailor the methodology to a specific industry (e.g., e-commerce, hospitality, fashion) or if you want help 

building the actual survey or model structure. 

 

EXPERIMENTAL STUDY 

 

To empirically assess the impact of digital marketing on consumer behavior across the journey stages, this study proposes a 

controlled experimental design. The experiment aims to simulate real-world digital marketing exposures and measure their 

influence on consumers' decision-making processes. 

 

1. Objective 

The primary objective of the experimental study is to examine how different types of digital marketing content influence 

consumers at various stages of their journey—specifically focusing on awareness, consideration, and purchase intention. 

 

2. Design of the Experiment 

A between-subjects experimental design will be used, where participants are randomly assigned to different experimental 

groups. Each group will be exposed to a specific type of digital marketing content simulating real scenarios. 

 

Groups: 

 Group A – Exposed to social media influencer content 

 Group B – Exposed to personalized email marketing 

 Group C – Exposed to sponsored search ads (e.g., Google Ads) 

 Group D (Control Group) – Not exposed to any digital marketing (neutral content) 

 

3. Participants 

A sample of 120 participants, representing diverse demographics and online behavior profiles, will be recruited via online 

platforms. Each group will consist of 30 participants. 

 

4. Stimuli Development 

Each marketing stimulus (e.g., social media post, email campaign, search ad) will be developed using consistent branding 

and messaging for a fictional product (e.g., a new smart wearable). The content will be designed to reflect common formats 

used in digital marketing, ensuring realism and relevance. 

 

5. Procedure 

1. Pre-test Survey: Participants complete a short survey to capture baseline familiarity, attitudes, and intent toward the 

product category. 

2. Exposure Phase: Each group views its assigned digital marketing stimulus in a controlled environment. 

3. Post-test Survey: Participants respond to questions measuring: 

o Brand recall and recognition (Awareness) 

o Perceived value and interest (Consideration) 

o Purchase intent (Action) 
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6. Measures and Metrics 

 

 Awareness: Brand recall, brand recognition 

 Consideration: Interest in product, perceived credibility, perceived relevance 

 Purchase Intention: Likelihood to buy, willingness to learn more, call-to-action response 

 Engagement (optional): Click-through intention or time spent on ad content 

 

7. Data Analysis 

 

 ANOVA will be used to compare the effects across groups. 

 Post hoc tests (e.g., Tukey’s HSD) will identify significant differences between types of digital marketing. 

 Regression analysis may be applied to explore relationships between consumer characteristics and response outcomes. 

 

8. Expected Outcomes 

 

It is hypothesized that: 

 Participants exposed to personalized and influencer-based content (Groups A and B) will report significantly higher 

awareness, interest, and purchase intention compared to the control group. 

 Social proof (e.g., influencer marketing) will have a stronger impact on the consideration phase, while personalized 

email may perform better at driving purchase intent. 

 

RESULTS & ANALYSIS 

 

This section presents the findings from the controlled experimental study, analyzing how different types of digital 

marketing content affected consumers across key stages of their journey—awareness, consideration, and purchase 

intention. 

 

1. Descriptive Statistics 

The experiment included 120 participants divided evenly across four groups: 

 

 Group A (Influencer Marketing) 

 Group B (Personalized Email Marketing) 

 Group C (Sponsored Search Ads) 

 Group D (Control – Neutral Content) 

 

The average age of participants was 28.4 years, with a gender distribution of 52% female, 46% male, and 2% non-

binary/prefer not to say. The majority of participants reported using digital platforms daily, providing a reliable base for 

testing digital marketing responsiveness. 

 

2. Awareness Metrics 

Brand recall was significantly higher in Group A (M = 4.6/5) and Group C (M = 4.3/5) compared to the control group (M 

= 2.1/5). 

 

Recognition rates followed a similar pattern, with Group A scoring highest. 

 

 ANOVA results showed a significant difference across groups (F(3,116) = 12.87, p< 0.001). 

 Post hoc analysis indicated Group A (Influencer Marketing) had a statistically significant edge over Group D 

(Control) and Group C (Search Ads) in terms of spontaneous brand awareness. 

 

3. Consideration Metrics 

Participants in Group A and Group B showed the highest levels of perceived product relevance and interest: 

 

 Group A (M = 4.7/5), Group B (M = 4.4/5), vs. Group D (M = 2.8/5) 

Participants exposed to influencer content expressed greater trust and emotional engagement, suggesting that social 

proof plays a critical role in the consideration phase. 

 T-tests revealed a significant difference between influencer and search ad exposure in perceived credibility (p< 0.05). 
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4. Purchase Intention 

Group B (Personalized Email Marketing) achieved the highest purchase intention scores (M = 4.5/5), followed closely by 

Group A (M = 4.2/5). The control group scored lowest (M = 1.9/5). 

 

 Regression analysis revealed that perceived relevance (β = 0.62, p< 0.001) and trust (β = 0.45, p< 0.01) were 

significant predictors of purchase intention. 

 Group B’s strong performance suggests that personalization and direct calls-to-action can effectively move 

consumers toward conversion. 

 

5. Key Insights 

 

 Influencer marketing was most effective for generating awareness and consideration, driven by trust and 

relatability. 

 Email marketing proved most influential in driving purchase intention, likely due to its personalized and targeted 

nature. 

 Search ads, while useful for awareness, were less effective in generating emotional engagement or strong purchase 

intent. 

 The control group consistently scored the lowest, validating the impact of digital marketing interventions. 

 

Below is a Comparative Analysis Table summarizing the performance of different digital marketing strategies across key 

stages of the consumer journey based on the experimental study: 

 

Table 1: Comparative Analysis of Digital Marketing Influence on Consumer Journey 

 

Consumer 

Journey Stage 

Influencer 

Marketing<br>(Group 

A) 

Personalized 

Email<br>(Group B) 

Search 

Ads<br>(Group 

C) 

Control 

Group<br>(Group 

D) 

Brand Awareness ★★★★☆ (High) 
★★★☆☆ 

(Moderate) 

★★★★☆ 

(High) 
★★☆☆☆ (Low) 

Brand Recall 

Score 
4.6 / 5 3.9 / 5 4.3 / 5 2.1 / 5 

Consideration 

(Interest & 

Relevance) 

★★★★★ (Very High) ★★★★☆ (High) 
★★★☆☆ 

(Moderate) 
★★☆☆☆ (Low) 

Perceived 

Credibility 
4.7 / 5 4.4 / 5 3.5 / 5 2.6 / 5 

Purchase 

Intention 
★★★★☆ (High) 

★★★★★ (Very 

High) 

★★★☆☆ 

(Moderate) 

★☆☆☆☆ (Very 

Low) 

Purchase Intent 

Score 
4.2 / 5 4.5 / 5 3.3 / 5 1.9 / 5 

Engagement Level 
High (emotional & visual 

appeal) 

High (personalized & 

direct CTA) 

Moderate (search-

driven) 

Low (neutral 

exposure) 

 

LIMITATIONS & DRAWBACKS 
 

While this study provides valuable insights into the influence of digital marketing on the consumer journey, several 

limitations must be acknowledged, which may affect the generalizability and scope of the findings. 

 

1. Sample Size and Diversity 

The experimental study was conducted with a relatively small sample size (n = 120), limiting its statistical power. 

Additionally, although participants were selected to represent a range of demographics, the sample may not fully reflect 

broader consumer diversity across age groups, regions, or digital literacy levels. This could lead to bias in interpreting 

consumer preferences or behaviors. 
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2. Controlled Environment vs. Real-World Context 

The study was conducted in a controlled experimental setting, which may not perfectly replicate real-world consumer 

experiences. In reality, consumer decisions are influenced by numerous uncontrolled variables such as competing ads, 

social influence, economic conditions, and mood, which could not be fully simulated in this environment. 

 

3. Short-Term Measurement 

The study captured consumer responses immediately after exposure to digital marketing stimuli. However, consumer 

journeys often unfold over days or weeks. Long-term effects—such as sustained engagement, repeat purchases, or customer 

loyalty—were not measured, potentially overlooking the delayed impact of certain marketing strategies. 

 

4. Platform-Specific Behaviors 

The study focused on general categories of digital marketing (e.g., influencer marketing, email, search ads) without 

accounting for the unique characteristics of specific platforms (e.g., Instagram vs. YouTube influencers, Gmail vs. 

promotional app notifications). These differences could significantly affect outcomes but were not analyzed independently. 

 

5. Self-Reported Data Bias 

Much of the data collected (e.g., awareness, intent, credibility) was self-reported, which is subject to biases such as social 

desirability, memory inaccuracy, or participant expectations. These biases may have influenced the way participants 

assessed their engagement or intent. 

 

6. Technological and Algorithmic Influence 

Digital marketing is highly influenced by algorithms (e.g., ad targeting, social media feed ranking), which were not 

simulated in the experiment. The absence of algorithmic complexity may limit the applicability of the findings to live 

platforms where user experience is more fragmented and personalized. 

 

CONCLUSION 
 

The digital landscape has fundamentally redefined the way consumers interact with brands, making digital marketing a 

critical influence throughout the consumer journey. This study set out to examine how different forms of digital 

marketing—such as influencer content, personalized emails, and search advertising—impact various stages of that journey, 

including awareness, consideration, and purchase intention. 

 

The findings clearly demonstrate that digital marketing strategies significantly shape consumer behavior, but their 

effectiveness varies depending on the stage. Influencer marketing proved most effective in generating brand awareness and 

emotional engagement, while personalized email campaigns showed the strongest impact on purchase intent, likely due to 

their tailored messaging and direct calls to action. Search ads, though beneficial in early discovery, were less effective in 

fostering deeper consumer engagement or driving final decisions. 

 

This research contributes both theoretical and practical insights. Theoretically, it reinforces the relevance of established 

consumer behavior models—such as the AIDA model and the consumer decision-making process—in the digital context. 

Practically, it highlights the importance for marketers to align digital content with specific journey stages, ensuring a 

strategic and targeted approach rather than a one-size-fits-all method. 

 

Despite limitations such as sample size, controlled environment, and short-term measurement, the study offers a valuable 

foundation for understanding digital marketing's evolving role in the consumer journey. As digital channels continue to 

evolve, future research should explore long-term effects, platform-specific behaviors, and the influence of AI-driven 

personalization and algorithmic delivery. In today’s highly competitive and digitally connected marketplace, brands that 

leverage the right digital strategies at the right touchpoints will not only influence consumer decisions but also foster lasting 

relationships and loyalty. 
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