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Abstract
The research aimed to analyse the relationship between digital marketing factors (Social Media Marketing (SMM), Personalised Digital Advertising (PDA), Email Marketing (EM), Digital Pricing Strategies (DPS)) and the consumers’ Purchase Intention. It was also to find out which digital marketing activity influences consumers' intention to purchase the most. 
This research demonstrated that digital marketing is a significant means of shaping consumer perceptions, engagement and decisions to purchase. Companies can improve interaction, brand visibility and consumer engagement with social media marketing.  Moreover, personalised digital advertising can boost the relevance of promotional messages by customising content for individual consumers. Organisations can use email marketing as a direct communication tool with their customers and deliver promotional information. Online discounts, dynamic pricing, and perceived value can impact consumers through digital pricing strategies. Previous studies focus on these digital marketing activities individually and thus left some questions about the relative impact of these activities considered together. This study aimed to fill this gap by combining the four factors into one empirical framework.
The methodology of the research was a quantitative research design, which involved a structured questionnaire with a seven-point Likert scale (from strongly disagree to strongly agree). 100 people were selected as the sample size and were drawn from a convenient population. Descriptive statistics, reliability analysis, ANOVA and multiple regression analysis were used to analyse the collected data.
The relationship between the four digital marketing factors and Purchase Intention is strong, as indicated by the value of R of the regression model that reached the standard of .969, and R² reached .939. The results reveal that, in the context of the study, Social Media Marketing was the most important one of all four digital marketing activities that influenced consumers' Purchase Intention, whereas the other three digital marketing activities have relatively lower significant individual influences. This research concludes that various digital marketing strategies influence consumers' purchase intention positively, which motivates them to buy products. 
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[bookmark: _Toc241030361]1.1 Background
With the advent of digital technologies, retail has been revolutionised, and digital marketing is now an important tool to attract and engage online customers. Digital marketing allows retailers to engage customers via social media, emails, online ads, mobile apps, and personalised offers, and can sway buying choices (Edwin and William, 2023). As digital channels become more predominant, consumers' shopping habits have shifted with convenience, customisation and digital engagement now playing a crucial role in influencing purchase behaviour, especially in the online grocery market (Gupta et al., 2025).
Consumer spending behaviour in the UK's retail market has varied, showing the evolving landscape in which companies trade. According to the Office for National Statistics (ONS, 2025), retail sales volumes in Great Britain decreased by 2.7% in May 2025, following a 1.3% increase in April. Sales volumes in food stores were also falling after a high level in April, with some retailers attributing this to better weather.
The UK grocery sector has experienced a sustained shift towards online purchasing, with digital channels becoming an increasingly established part of consumers’ grocery-shopping behaviour. This trend highlights the growing importance of digital marketing strategies in influencing consumers throughout the online purchasing journey (ONS, 2025).
As digital channels become an integral part of today's shopping experience, retailers can now tap into new opportunities to engage consumers across the shopping journey. Social media, personalised advertising, email communication and digitally supported pricing have an impact on consumers' discovery, evaluation and response to a product (van Kleef et al., 2025). The developments will create an appropriate background for analysing the role of digital marketing activities on consumers' purchase intention in the UK retail environment.
Although online grocery sales are expanding, competition intensifies, which makes it necessary for retailers to create and make use of more efficient digital marketing approaches that can fire up consumers' purchase intention (Senzo et al., 2026). While there has been some research on digital marketing in the context of online retail, few studies have investigated the impact of different digital marketing strategies on online grocery customers' purchase intention in London. 
[bookmark: _Toc241030362]1.2 Research Problem 
Online grocery shopping is still growing in the UK, but it's difficult for retailers to get consumers to complete purchases online. Purchases made online can be lost when consumers worry about the availability of the product, delivery options, return policies and overall convenience of being online to conduct their shopping (Haq et al., 2026). Meanwhile, retailers' use of social media and other digital channels continues to open up new avenues for communication and marketing to consumers that affect their buying behaviour. The trend points to the growing significance of proper digital marketing strategies in e-groceries. Despite this, little research has examined the synergies between various digital marketing strategies, such as social media marketing, personalised digital advertising, email marketing and digital pricing strategies, and the consumers' purchase intention (García-Madariaga et al., 2026; Tangari et al., 2026). Thus, the aim of this study is to fill this gap by examining the relationship between these online marketing activities and purchase intention among online grocery users in London.
Aim 
This research aims to investigate the effect of Digital marketing strategies on the purchase intention of online grocery retail customers in London.
Objectives 
· To critically evaluate digital marketing strategies used in online grocery stores in London. 
· To analyse the effect of Digital marketing strategies on the purchase intention of consumers.
· To offer recommendations for the improvement of digital marketing strategies based on the increase in consumers' purchase intention in the online grocery sector.
Research Questions 
· What are some of the digital marketing techniques that are being used by online grocery retailers in London?
· What is the impact of digital marketing on consumers' purchase intention in online grocery retail?
· What recommendations can be given to enhance digital marketing strategies for boosting consumers' purchase intention?
Scope 
This research will be targeted at how consumers' purchase intention is affected by digital marketing strategies in the context of online grocery retail in London. The research will examine four independent variables - social media marketing, personalised marketing, email marketing and online advertising and the dependent variable will be consumer purchase intention (Tiwari et al., 2025). A structured online questionnaire is used to collect primary data from 100 London online grocery consumers. 
[bookmark: _Toc241030363]1.3 Rationale 
Digital marketing has become a key strategic lever for shaping consumer decision-making processes, especially in online grocery retailing, as the retailing world becomes more digital. Digital marketing is a strategic tool of vital importance to retailing to influence consumer purchasing behaviour, particularly in the context of online grocery retailing (Verhoef et al., 2024). UK consumers are increasingly digitally connected, providing increased opportunities for retailers to reach customers online. 
Retailers have a lot of opportunities to reach consumers online with widespread digital technology. As consumers use their smartphones and social media, search engines and other digital services in their daily lives, retailers have a number of ways to reach consumers at every step of the buying process. This is very relevant for research on the impact of online promotional activity on UK consumers' purchase intention (Wijeratne and Kuruppu, 2023).
These channels are becoming more and more strategic for businesses, as digital advertising grows in importance. IAB UK's research confirms the UK digital advertising market is worth £35.5 billion, which is a 13% increase on the previous year, 2024 (IAB UK, 2025). This increase suggests that companies are still investing heavily in digital marketing avenues, such as search, social media, video and retail media. It is crucial for marketers and retailers to know if these activities lead to an increase in the intention to purchase.
In this context, the present study explores the impact of four digital marketing factors on the purchase intention of consumers, namely: Social Media Marketing, Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies (Edwin and William, 2023). The study aims to give a clearer picture of which activities of digital marketing are related to consumers' intention to buy if these factors could be assessed in a holistic manner. Again, this is especially important within the UK retail landscape where digital engagement is playing a greater role in the consumer's buying journey.
All of this, though, hasn't stopped retailers from having their problems when it comes to turning online engagement into intent to buy. Digital marketing in the e-commerce context has been analysed as a single digital marketing tool, like social media or online advertising, but not the synergy effect of the integration of several digital marketing tools in the context of online grocery retail (Gupta et al., 2025). There is a lack of research directly targeting consumers in London in the context of the internet, even though the city has a higher level of internet penetration than other parts of the world and the online grocery market is growing at a higher rate.
The research is important as it will look at the joint effect of social media marketing, personalised marketing, e-mail marketing and online advertising on the purchase intention of online grocery shoppers in London (Tangari, 2026). The results will also help enrich the current body of knowledge by presenting empirical evidence in a particular retail setting, and will provide practical suggestions that can help online grocery retailers enhance the effectiveness of their digital marketing strategies, customer engagement, and purchase intentions.
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	Chapter
	Description

	Chapter 1: Introduction
	This chapter introduces the research topic by presenting the background, research problem, rationale, aim, objectives, research questions, scope, and significance of the study. It also outlines the overall structure of the dissertation.

	Chapter 2: Literature Review
	This chapter critically reviews existing academic literature on digital marketing strategies and consumer purchase intention. It discusses key concepts, relevant theories, previous empirical studies, identifies the research gap, and develops the conceptual framework and research hypotheses.

	Chapter 3: Research Methodology
	This chapter explains the research philosophy, approach, strategy, research method, sampling technique, sample size, data collection procedures, measurement scales, data analysis techniques, reliability, validity, and ethical considerations adopted in the study.

	Chapter 4: Data Analysis
	This chapter presents the findings obtained from the questionnaire survey. It includes demographic analysis, descriptive statistics, reliability analysis, correlation analysis, and multiple regression analysis to examine the relationships between the research variables.

	Chapter 5: Discussion
	This chapter interprets the research findings by comparing them with previous studies and relevant theories. It discusses whether the research objectives and hypotheses have been achieved and highlights the theoretical and practical implications of the findings.

	Chapter 6: Conclusion
	This chapter summarises the major findings of the study, presents conclusions based on the research objectives, discusses practical recommendations for online grocery retailers, acknowledges the study's limitations, and provides suggestions for future research.
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[bookmark: _Toc241030366]2.1 Introduction and Concepts
The chapter critically evaluates the literature that discussed the effect of digital marketing on consumer purchase intention in the online grocery retail. It discusses the concepts of digital marketing and purchase intention, and then it covers the theories that have been created around them (Theory of Planned Behaviour, Stimulus–Organism–Response Theory and Technology Acceptance Model) (Mahadevan et al., 2023). This chapter also examines the empirical research on social media marketing, personalised marketing, email marketing and online advertising. 
Digital marketing is no longer just about traditional online marketing; it has become an interactive way of marketing based on data. Zhao et al. (2023) and Tajudin et al. (2024) stated that the use of AI for targeting and creating personalised content has become a growing trend in digital marketing, shaping consumer reactions. But this view can overlook aspects of relevance and privacy concerns that consumers might have. Ali and Naushad (2023) reported consumer's attitudes towards digital marketing rely significantly on perceived usefulness and satisfaction, meaning that technological advancement does not necessarily lead to purchase intention.
The importance of social media marketing is especially salient given the ability to engage with consumers on a constant basis. Hosain and Mamun (2023) revealed that the positive effects of social media marketing activities on purchase intention have been mediated by the outcomes related to the brand. Khail et al. (2023) found that purchase intention is enhanced by the social media-based advertising. The results should be taken with a pinch of salt as the majority of the available data focuses on the general consumer market and not online grocery retailing. 
Personalised marketing has been a topic of much discussion; digital technologies are allowing retailers to make recommendations and send offers to individual consumers. Romadhoni et al. (2023) suggested that marketing communication can be made more relevant to the purchase decision using personalisation, which would lead to better purchasing results. But personalisation can have negative reactions if consumers feel that too much data is being gathered or that they are being targeted in an intrusive way. 
Online advertising offers retailers the chance to engage consumers via specific ads on digital platforms. Huang et al. (2024) and Singh et al. (2024) concluded that purchasing intention is related to attitudes towards social media advertising. But there is the risk of advertising avoidance, information overload and consumer mistrust that can affect advertising effectiveness. This means that the more online advertising institutions there are, the higher the purchase intention is not necessarily higher.
According to Phan et al. (2024), consumers' purchase intention is the willingness or likelihood of consumers to buy a product or service. Digital engagement, as an antecedent to purchase intention, has been reported in the literature in general. The literature thus suggests that a holistic approach should be adopted for these multiple digital marketing strategies instead of focusing on one strategy at a time.
[bookmark: _Toc241030367]2.2 Empirical Studies
Objective 1: To critically evaluate digital marketing strategies used in online grocery stores in London
According to Zhao et al. (2023) and Tiwari et al. (2025), the swift and fast growth of the online grocery industry has led retailers to adopt several online marketing strategies instead of traditional marketing strategies. Ali and Naushad (2023) suggested that online grocery platforms engage in social media marketing, personalised recommendations, emails, online advertising, and promotional offers, targeting and exploiting consumer data. It can be seen from the recent literature that online grocery businesses use social media marketing, personalised recommendations, emails, online advertising, and promotional offers to attract and retain customers, and target and exploit consumer data. But these strategies will be effective depending on the type of consumer, product category, and shopping environment (Hosain and Mamun, 2023).
Khail et al. (2023) conduct one of the most comprehensive recent studies on digital marketing in online food retailing in the form of a scoping review of digital marketing techniques employed across online grocery, food delivery, and meal-kit platforms. Their review reveals various methods such as promotional pricing, product placement, personalised recommendations, visual marketing and other digital promotional methods. Romadhoni et al. (2023) stated that online food retailing digital marketing is not only a matter of communicating product information, but also the design of the online platform has the potential to affect consumers' exposure to specific food products and, as a result, their purchasing behaviour. This is especially pertinent for supermarkets in London, as a consumer is more likely to come across marketing messages in the online supermarket interface (Huang et al., 2024). 
In an incentivised experiment with 1,088 participants, Phan et al. (2024) and Saha et al. (2024) studied personalised product recommendations in an online grocery context and found the significance of personalised marketing. They discovered that they made healthier grocery choices when they received personalised recommendations, especially when the recommendations were given on a landing page and the basket was pre-filled. At the same time, the general attitude of participants towards the recommendations did not change when they were presented during their regular online grocery shopping (Wijaya and Heruwasto, 2024). This also offers more empirical evidence than studies that relied on consumers' perceptions, as they had no actual online shopping experience. The study focused mainly on offering healthier food options, however, and did not assess personalised marketing as a comprehensive marketing strategy to boost purchase intention (Galushko and Riabchyk, 2024). 
Tiwari et al. (2025) investigated personalised digital marketing using the meta-analytic approach and found that personalisation can positively impact consumer purchasing decisions by allowing marketers to deliver more tailored communications. This reinforces the notion that online grocery stores can use browsing and shopping behaviour of customers to make personalised recommendations and offers (An and Ngo, 2025). However, there is a crucial problem with personalisation being that it can evoke some positive and some negative consumer reactions. For instance, Engelmann et al. (2025) and Kim et al. (2024) investigated the influence of perceived personalisation on consumer reactions such as brand engagement and advertising avoidance of personalised advertising on social media. This implies that personalisation per se should not be considered a good thing. Dai et al. (2023) depicted that consumers may perceive personalised advertising as intrusive, excessive and/or privacy-invasive, and this may actually cause a deterioration in engagement, not an improvement. As a result, it is important for the grocery business to strike a balance between being relevant and keeping consumer privacy and transparency in mind (Mahadevan et al., 2023).
Social media marketing is also crucial in the digital space as it allows marketers to send information such as promotions, new products, brand messaging and so on directly to consumers. Zhao et al. (2023) looked at social-media-platform marketing and Tesco and concluded that social media offers UK retailers a chance to market their products and enhance organisational performance. This is significant for the current study as Tesco is a large grocery store in the UK and has a strong online presence. But the limitation of the study is that it is focused on organisational performance aspects and does not focus on the intention of consumer purchase. While a larger reach or engagement may not lead directly to online grocery sales, it is a step in the path (Ali and Naushad, 2023).
There is more data in the broader literature on the behavioural impacts of social media marketing. Hosain and Mamun (2023) and Ambuli et al. (2024) analysed the effects of social-media celebrity endorsement on the impulsive buying behaviours of consumers and concluded that the use of social media-based promotional communication can affect consumers' impulsive buying behaviours. Their research is not on groceries, but their findings imply that interactive and persuasive social-media content can influence consumers' purchasing responses (Khail et al., 2023). It is often easier to buy groceries than to buy clothing or other items for the lifestyle. 
Another way to advertise to consumers is through online advertising, which utilises targeted ads, sponsored content and promotional messages. Romadhoni et al. (2023) and Edwin and William (2023) indicated that a rise in the importance of relevance and personalisation over mere exposure for advertising effectiveness. Phan et al. (2024) and García-Madariaga et al. (2026) listed a variety of digital promotional methods on online food retail platforms and show how digital exposure can impact consumer awareness and purchase of food products. 
There is also continued value in email marketing because the buying of groceries is often predictable, and retailers can leverage past buying habits to send emails that remind, promote and recommend items to the right person at the right time (Wijaya and Heruwasto, 2024; Gupta et al., 2025). In contrast, the research literature on email marketing specifically in online grocery retailing is rather limited when compared to social media and personalised recommendations (Galushko and Riabchyk, 2024). 
Objective 2: To analyse the effect of digital marketing strategies on the purchase intention of consumers
The connection of digital marketing to consumer purchase intention has been a topic of great empirical investigation because consumers are becoming more dependent on digital platforms to find products, to compare alternatives and to make purchasing decisions (Tiwari et al., 2025). But the literature does not indicate that all digital marketing strategies have an equally powerful effect. The effects seem to be related to the relevance, credibility, personalisation and perceived value of the marketing communication, and to the nature of the consumer and product category.
An and Ngo (2025) and Haq et al. (2026) studied the effectiveness of digital marketing on the purchasing intention of consumers, especially regarding the use of social media advertising. They applied the theory of planned behaviour and expectation confirmation theory in their study and used structural equation modelling to test the relationship between digital advertising and actual purchase intention (Engelmann et al., 2025). The results indicate that there is a strong relationship between consumers' perceptions of social-media advertising and their purchase intention. The discovery is significant as it indicates that digital advertising can go beyond mere awareness-building and have a tangible impact on consumers (Dai et al., 2023). 
Mahadevan et al. (2023) supported the hypothesis that social media marketing is a measure of purchase intention. Zhao et al. (2023) and Senzo et al. (2026) explored how social media marketing activities affect Generation Z consumers' purchase intention. Their study involves the development and validation of a social media marketing activities model, which measures various dimensions of social media marketing activities and their relationship with purchase intention. The study is especially timely since Generation Z is extremely digitally connected (Ali and Naushad, 2023). It is a generational product, so it is not broadly generalisable. There are other factors that set apart grocery shopping from most discretionary purchases, such as it is often a routine, planned and repeated purchase. The strength of social media marketing, as seen in other product categories, thus cannot be extrapolated for the online grocery market (Hosain and Mamun, 2023).
Khail et al. (2023) and Tiwari et al. (2025) explored the link between social media marketing and the purchase intention of young customers for online shopping. They concluded that certain aspects of social media marketing are significant in affecting purchase intention. The findings of the research offer valuable support for the fact that online interaction can be translated into buying intentions in an online shopping context. But the study of Romadhoni et al. (2023) and Tangari (2026) is geared toward young consumers, and not just towards grocery shoppers. The difference is significant because, for example, consumers might be influenced differently when exposed to social media content due to their willingness to pay, convenience, familiarity with and frequency of consumption of the product.
Huang et al. (2024) give a more complex model explaining the connection between social media marketing and purchasing intent. The study they conducted in the European Journal of Marketing was a mixed-method design, with 765 WeChat users in the first study and 44 interview participants in the latter. The researchers studied the relationship between social media marketing and customer-based brand equity and technology adoption preparedness to understand the impact of social media marketing on purchase intention (Phan et al., 2024; van Kleef et al., 2025). Their results indicate that this relationship does not always need to be direct; social media marketing may impact consumer intentions via intermediate consumer perceptions. The study does not, however, study technology service bundles in China, but rather online grocery retail in London, which means that the results are less applicable to the actual context (Wijaya and Heruwasto, 2024).
Galushko and Riabchyk (2024) studied the theory of planned behaviour to understand personalised new-media advertising. This study employed a quantitative questionnaire to examine the effect of personalised advertising on attitudes, subjective norms and perceived behavioural control, and then to examine the effect on purchase intentions. The study theoretically supports the argument which is that personalised advertising can be used to reinforce purchase intention by affecting psychological factors that affect behavioural intentions (Tiwari et al., 2025). But the TPB-based approach doesn't necessarily capture all of the privacy issues that arise when personalising with data.
This is underscored by the recent study conducted by An and Ngo (2025) and Verhoef et al. (2024), who analysed responses from 427 individuals towards personalised social media ads. The researchers discovered that perceived personalisation had positive effects on perceived novelty, relevance, advertising value and consumer brand engagement. But there was a notable influence of privacy concern on the consumer attitude – perceived relevance relationship. The findings suggest a more neutral picture than research that has been seen to portray personalisation as uniformly positive. Engelmann et al. (2025) and Verhoef et al. (2024) show that personalisation can augment the value of ads, but that consumers' sense of privacy can change their reactions. This is especially crucial for online grocery businesses, as their product recommendations often depend on the customers' buying habits and browsing patterns.
Gentler empirical support for the personalised advertising-purchase intention link is offered by Dai et al. (2023). They analysed a sample of 402 users of digital platforms in Vietnam, and focused their study on AI-based personalised advertising, concluding that the perceived personalisation of advertising shapes the purchase intention, mediated by perceived relevance, perceived trust and perceived usefulness (Mahadevan et al., 2023). This is especially applicable to the current studies given that it shows that the impact of personalisation can be mediated by consumers' perceptions of usefulness and trust in the product, and not only by personalisation. The study focuses on AI-based advertisements in Vietnam, while the current study investigates the role of online grocery customers in London (Zhao et al., 2023; Wijeratne and Kuruppu, 2023). 
Online advertising has also been found to affect purchase intention, with the strength of the relationship varying with the characteristics of the advertising. In the context of online advertising and intention to purchase organic food products among young consumers in Bangladesh, the findings of Ali and Naushad (2023) are directly relevant to food purchasing. Their research shows that consumers' intention to buy food products is influenced by online advertising. The study's exclusive focus on organic food, however, does not generalise to the mainstream online grocery market in London.
The same finding was obtained by Hosain and Mamun (2023), in which the study found the influence of online advertising on the intention of customers to buy coffee. This reinforces the broader perspective of the possibility that digital ads have a sway on product-based buying decisions. But coffee is a specific product category and can't be generalised to the wide variety of products and regular buying patterns found in online grocery shopping (Khail et al., 2023).
In comparison, the role of e-mail marketing has not been studied as extensively empirically. Romadhoni et al. (2023) explored the influence of email marketing on customer purchase intention and analysed the factors that influence the effectiveness of the email marketing campaign. Their efforts are important as they show that email marketing is still a viable digital marketing tool in today's age, even with the rise in social media and mobile ads. Huang et al. (2024) revealed that trust has a positive impact on the acceptance of permission-based email marketing and the intention to buy. The results indicate that email marketing can affect purchase intention under certain conditions where the consumers feel that the communication is trustworthy and that the sender has the right to send it (Phan et al., 2024). 
Objective 3: To offer recommendations for the improvement of digital marketing strategies based on increasing consumers’ purchase intention in the online grocery sector
Multiple digital methods such as personalised recommendations, promotional pricing, product positioning and digital advertising, among others, are used by online food retailers, as indicated in (Wijaya and Heruwasto, 2024). Their results indicate that retailers should use a combination of these techniques instead of using just one method. The authors also raise awareness about the possible impact of digital marketing on consumer decisions, thus emphasising the need to ensure effective digital marketing campaigns while taking into account responsible practices. 
Personalisation is also a key strategic area for development. Galushko and Riabchyk (2024) have discovered that personalised product suggestions can impact consumer selections while doing online food shopping. Based on their research, retailers can enhance their digital experiences when they leverage consumers' past buying patterns to make appropriate recommendations. But the use of personalisation should be proportionate and transparent; otherwise, it could raise privacy issues. In a similar study, Tiwari et al. (2025) also discovered that personalised advertising adds a feeling of relevance and advertising value; however, at the same time, it attenuates the response of the consumers if privacy is a concern. 
Social media can also help to enhance consumer engagement and intent to purchase. In the social media marketing context, An and Ngo (2025) discovered that social media marketing can affect the purchase intention of customers via customer-based brand equity and technology adoption preparedness. This means that retailers should focus more on creating useful, interactive and credible content and should not just put up an excessive number of promotional posts. 

[bookmark: _Toc241030368]2.3 Theoretical Studies
According to the Theory of Planned Behaviour (TPB) developed by Ajzen, behavioural intention is a result of attitude, subjective norms and perceived behavioural control. The theory is especially applicable as purchase intention reflects willingness to engage in future purchasing behaviour by the individual. Recent studies bear this out with regard to digital purchasing. A study by Wijaya and Heruwasto (2024) and Zhu (2024) on social-media advertising, which included TPB along with other theories, confirmed that the consumers' response to the digital advertising was correlated with their perceptions and purchase intentions. There have been studies investigating the influence of attitude, subjective norms, and perceived behavioural control on behaviour in online grocery shopping, which have reported that all three factors are significant in influencing behavioural intention (Galushko and Riabchyk, 2024). TPB has been criticised conceptually as it focuses on personal psychological factors in explaining intention, and it does not necessarily reflect the immediate effect of digital marketing stimuli. 
The complementary theory, Stimulus – Organism – Response (S-O-R) theory, sees behaviour as a result of external stimuli impacting the consumer's psychological state and the subsequent response (Tiwari et al., 2025). For this study, social media marketing, personalised marketing, email marketing and online advertising can be considered as stimuli; the cognitive and affective evaluations by the consumers can be considered as the organism, and the purchase intention can be considered as the response. Recent studies of digital retailing using S-O-R theory demonstrate the continued relevance of S-O-R theory. An and Ngo (2025) studied the interactivity of social media and the relationship between the digital stimuli, perceived utilitarian and hedonic value, and repeat purchase. S-O-R may be relatively general, as it does not provide any detail about the psychological processes that will be influential in consumers' reactions. 
Engelmann et al. (2025) proposed the Technology Acceptance Model (TAM) that accounts for users' technology-related behaviour in terms of perceived usefulness and perceived ease of use. This is especially relevant to online grocery retailing as there is a need for the consumer to engage with websites, apps and digital purchasing systems before they can make a purchase. These findings are supported by recent research: Dai et al. (2023) suggest that TAM is a useful theoretical framework to study online grocery shopping, and the perceived usefulness and ease of use affect consumers' adoption of online grocery services. The primary focus of TAM, however, is on acceptance of technology, not the persuasive effect of marketing communication. 
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[bookmark: _Toc240402470]Figure 4 Conceptual Framework
Source: (Author’s constructed, 2026)
The conceptual framework shows the relationship between four digital marketing strategies and consumers' purchase intention in online grocery. Based on the theoretical and empirical literature, the four independent factors which are found are Social Media Marketing (SMM), Personalised Marketing (PM), Email Marketing (EM), and Online Advertising (OA), and the dependent factor is Consumer Purchase Intention (PI). The framework makes the assumption that consumers are willing to buy groceries online based on each digital marketing strategy (Ali and Naushad, 2023).
Social media marketing is likely to have a tangible impact on purchase intention through enhanced engagement and interaction with the brand by consumers. Personalised marketing can help build intention by offering relevant recommendations and offers to the user (Hosain and Mamun, 2023). Email marketing can help to promote purchases with customised offers, reminders, and information about the products, and online advertising can boost product awareness and valuation. In the framework, there are four direct relationships between SMM and PI, PM and PI, EM and PI, and OA and PI, respectively. The data for empirical analysis for this study come from these relationships, which are analysed with correlation and multiple regression.

[bookmark: _Toc241030370]2.5 Literature Gap 
While previous studies have shown significant evidence that digital marketing can have an impact on consumer purchase intention, there are still significant gaps. One of the main reasons is that many of the current studies focus on individual digital marketing strategies instead of assessing several strategies at once, such as social media marketing and personalised advertising (Engelmann et al., 2025). As a result, there is not much evidence to explain why social media marketing, personalised marketing, email marketing or online advertising has a relative contribution to purchase intention.
Research has mainly taken place in Asian countries including China, Bangladesh, India and Vietnam, and there is comparatively little empirical research which examines the part of consumers in the UK specifically (Dai et al., 2023). Empirical research has been carried out in Asian countries, and more particularly in London, UK, with the bulk of research execution taking place in countries such as China, Bangladesh, India and Vietnam, while less work has been done on consumers in the UK. Consumer reactions to digital marketing can differ based on market attributes, shopping patterns, privacy concerns, and tech-savviness.
Mahadevan et al. (2023) studied digital marketing methods in the context of online food retailing, the majority of the literature is related to more general e-commerce, social e-commerce, fashion, food products, or other fields. Online grocery shopping is a special type of shopping with unique traits like regular buying, convenience, discount sensitivity and re-buying.
There is relatively limited research that has been conducted to directly link digital marketing strategies to intention to purchase among online grocery customers in London within a quantitative framework that incorporates multiple digital marketing strategies (Zhao et al., 2023). The aim of this study is to resolve these gaps and explore four digital marketing strategies together and to measure the effect of the four selected strategies on the purchase intention for 100 online grocery customers in London empirically.
[bookmark: _Toc241030371]2.6 Summary
This chapter discusses the literature on the influence of digital marketing strategies in online grocery retail on the consumer's purchase intention. The conceptual discussion asserts that the concept of digital marketing involves multiple interconnected elements, such as social media marketing, personalised marketing, email marketing and online advertising, and that purchase intention is the consumers' willingness to buy online. The theoretical review reveals that three complementary theories, the Theory of Planned Behaviour, Stimulus–Organism–Response theory, and Technology Acceptance Model, can explain the consumers' response to digital marketing.
The empirical analysis shows that digital marketing strategies can positively affect purchase intention in general but vary from one consumer to another based on the characteristics of the consumers, the relevance of the digital marketing strategy, consumers' trust towards the digital marketing strategy, and the consumers' perspectives on privacy, as well as the context of their shopping experience. Other research shows that customisation and social media interaction can enhance the consumer's reaction, whereas over-targeting and advertising can cause negative reactions.
There are still some gaps in the combined effect of the various digital marketing strategies in the context of online grocery retailing, particularly in London, UK. The majority of the current evidence is on individual strategies, other sectors, or other markets other than the UK. Given these gaps, the aim of this study is to explore four digital marketing strategies and their association with the consumers' buying intention of online grocery customers in London.


[bookmark: _Toc241030372]Chapter 3: Methodology 
[bookmark: _Toc241030373]3.1 Introduction
This chapter depicts the philosophy, approach, strategy, sampling, data collection and analysis procedure for the research. It also covers questionnaire development, reliability, validity, ethical issues and methodological limitations to illustrate the methods that were selected to meet the research aim and questions.
[bookmark: _Toc241030374]3.2 Research Aim, Objectives and Questions
The research was designed to explore the impact of digital marketing strategies on online grocery retail customers' purchase intention in London. For this purpose, three objectives were set for the research. The first objective of the study was to critically analyse the digital marketing strategies adopted by online grocery retailers in London. The second objective analysed the effect of digital marketing strategies on consumers' purchase intention. The third objective gave recommendations for enhancing online grocery digital marketing strategies to boost consumers' purchase intention in the online grocery industry.
Accordingly, the research addressed three questions: (1) What digital marketing techniques were used by online grocery retailers in London? (2) What was the impact of digital marketing on consumers' purchase intention in online grocery retail? (3) What recommendations could be provided to enhance digital marketing strategies for increasing consumers' purchase intention? These objectives and questions provided the foundation for selecting the research design, variables, questionnaire and statistical techniques.
[bookmark: _Toc241030375]3.3 Research Philosophy – Positivism
The philosophy of the research in this study is positivist, which is used to measure the relationship between the digital marketing strategies and the consumer's intention to buy with a numerical approach so that the data obtained is objective. The positivist's perspective is that knowledge can be created from observable and measurable phenomena and that researchers must remain objective throughout the research process (Saunders et al., 2023). This philosophy was thus appropriate given the study's use of standardised statement items from a questionnaire to measure consumers' perceptions and the use of statistical analysis to determine the relationships between well-defined variables.
The study involved four independent variables (social media marketing, personalised digital advertising, email marketing and digital pricing strategies) and one dependent variable (consumer purchase intention). The data obtained allowed for statistical testing through descriptive analysis, correlation and multiple regression (Creswell and Creswell, 2023). Positivism provided methodological consistency in the research objectives, the use of quantitative data collection and statistical analysis. It also minimised the effect of researcher interpretation in the interpretation of the relationship between the variables.
[bookmark: _Toc241030376]3.4 Research Approach – Deductive
A deductive research approach was used as the study started with existing theories and findings from the previous literature, and then tested the relationships defined in the research network. Deduction was appropriate in this kind of study because the theoretical concepts established were used to generate expectations, which were then verified by empirical evidence (Bell et al., 2022).
The literature study in this research formed the basis for identifying digital marketing strategies that could affect purchase intention. The conceptual framework and questionnaire items were created based on these established relationships. The study subsequently gathered primary quantitative data from online grocery customers and statistically examined the relationship between the four independent variables and the consumer's purchasing intention.
The deductive approach was thus followed by a systematic process of existing theory and literature, conceptual framework, measurable variables, questionnaire, statistical testing and results (Hair et al., 2023). This was an appropriate method since the study did not aim to create a new theory, but to explore if relationships found in previous studies could be used with the online grocery shoppers in London.
[bookmark: _Toc241030377]3.5 Research Strategy – Online Survey
Primary data were obtained with an online survey methodology for online grocery shoppers in London. The survey technique was suitable as it was necessary to obtain a uniform response from consumers on their perceptions of various digital marketing strategies and their buying intentions.
The main research instrument used was a structured online questionnaire. The questionnaire included closed statements with a seven-point Likert scale (1 = Strongly Disagree to 7 = Strongly Agree). 20 substantive survey questions measured each of the four independent variables with four statements and consumer purchase intention with four statements.
The online format offered a convenient way to target consumers with previous experience in online grocery shopping. It also kept all participants answering the same questions and responding to the same options, which added to consistency in the data collection process (Sekaran and Bougie, 2020). The answers were typed into electronic responses, which enabled them to be coded and analysed in Excel and SPSS later. The survey strategy was thus closely related to the research philosophy and method employed, which were positivist and deductive, respectively.
[bookmark: _Toc241030378]3.6 Research Method – Quantitative Method
The study was done using quantitative research because the study was seeking to measure, with numerical information, the relationship between digital marketing strategies and consumers' purchase intention. Given that the aim was to gather standardised answers from a clearly defined sub-sample of online grocery shoppers and then analyse the data using statistical methods to look for patterns, relationships, and effects between the variables, it was deemed that quantitative research was appropriate (Taherdoost, 2016).
Four independent variables were studied (social media marketing, personalised digital advertising, email marketing and digital pricing strategies). The dependent variable was the consumer purchase intention. Four statements were used to measure each construct, yielding 20 substantive questions. The quantitative approach helped in coding the answer set in a numerical way, which allowed them to be analysed objectively by using the computer programs Excel and SPSS. This was especially suitable for the second research goal as it allowed multiple regression analysis to identify the extent of the influence of each digital marketing strategy on purchase intention.
[bookmark: _Toc241030379]3.7 Research Population and Sampling
The target population of this study were the consumers in London who have been using the online grocery retail platforms to buy groceries. Given that the findings of this study focused on the role of digital marketing strategies in purchase intention in the online grocery market, this population was chosen (Hair et al., 2022). Participants had to have a good understanding of internet shopping in order to give relevant answers on digital advertising, social media marketing, personalised recommendations, email promotions and digital pricing.
Simple random sampling was employed to select the participants for the study from the eligible population. This technique was chosen because it gave every eligible subject an equal chance of being selected, which minimised the potential for deliberate researcher selection and enhanced the objectivity of the collection. The participants were approached through the internet and were given information regarding the purpose of the research before they started filling out the questionnaire.
Participants included those who were adults who had previously bought groceries online and lived in London (Saunders et al., 2023). Subjects who were not online grocery users, were under the required age, and who did not give consent were excluded from the study. The sampling criteria guaranteed that the responses obtained were suitable for the research questions and the variables studied.
[bookmark: _Toc241030380]3.8 Sample Size
The sample size was calculated by using the sample size formula that is commonly used for calculating an appropriate sample from a known or estimated size of a population. The formula is:

Where:
n = required sample size 
N = population size 
e = acceptable margin of error 
For this research, the target population was the adult online grocery-shopping population in London. Using an estimated population of 10,000 eligible customers as the accessible population and a 10% margin of error, the calculation was:

For practical purposes, the calculated sample size was rounded up to 100 participants. The study surveyed 100 online grocers in London. In terms of time and resources, the sample size was deemed to be manageable and adequate for the descriptive, correlation, reliability and multiple regression analyses planned.
[bookmark: _Toc241030381]3.9 Data Collection
The primary data were gathered using a structured online questionnaire sent to the online grocery retail customers in the city of London who met the selection criteria. The online questionnaire was chosen due to the fact that it would be easy for the respondents to fill out the questionnaire on an internet-connected device and would also allow the researcher to efficiently gather quantitative data at a standardised level (Creswell and Creswell, 2023). Information about the purpose of the research, the voluntary nature of participation, confidentiality agreements, and the right to withdraw from the research was provided to participants prior to participating in the research. 
The questionnaire was based on 20 closed-ended statements of the five research constructs. There were four statements each for social media marketing, personalised digital advertising, email marketing, digital pricing strategies and consumer purchase intention. The answers were obtained with the help of a seven-point Likert Scale from (1) Strongly Disagree to (7) Strongly Agree. The items on the questionnaire were derived from the concepts and relationships found in the literature review and were modified to suit the context of online grocery retail.
Data collected electronically and completed responses were aggregated into a data set for analysis. The online collection was consistent, since the same questions and response options were given to all participants (Bell et al., 2022). At the data screening stage, the data were checked for incomplete and inappropriate answers prior to the data analysis. The final answer was then computed and entered into Excel and SPSS for statistical analysis.
[bookmark: _Toc241030382]3.10 Questionnaire Design and Measurement
The questionnaire was a closed-ended and structured questionnaire so that the data could be quantified and analysed statistically. The measurement scale composition was four independent variables and one dependent variable. Social media marketing assessed consumers' perceptions of social media content, promotional advertising, online grocery retailers' information and engagement. Personalised digital advertising assessed perceptions of personalised digital ads and product recommendations' relevance, usefulness, convenience and influence.
Email marketing was used to gauge the level of information, relevant offers and purchasing support offered in the promotional emails. Digital pricing strategies included measuring consumers' reactions to online discounts, promotional prices, price comparisons, personalised offers and perceived value (Hair et al., 2023). The purchase intention measured consumers' intention, probability and willingness to purchase groceries online via online grocery retailers in the future.
Four statements were used to represent each variable, resulting in 20 measurement items. The seven-point Likert scale was chosen as it would give respondents more choice of answers and allow for differences in the strength of the attitudes to be measured (Sekaran and Bougie, 2020). Measurement was also consistent and helped to compute a composite score for each variable and for subsequent reliability, correlation and multiple regression analyses.
[bookmark: _Toc241030383]3.11 Variables and Regression Model
The study examined the relationship between four independent variables and consumer purchase intention as the dependent variable. The independent variables were social media marketing (SMM), personalised digital advertising (PDA), email marketing (EM), and digital pricing strategies (DPS). Consumer purchase intention (PI) represented the dependent variable. Each construct was measured through four questionnaire items using a seven-point Likert scale.
The four digital marketing strategies were analysed using multiple regression analysis to see how much each of the strategies, individually or collectively, impacted purchase intention. The regression model was defined as:

Where PI represented consumer purchase intention, β₀ represented the constant, β₁–β₄ represented the regression coefficients of the four independent variables, and ε represented the error term. The model helped the study to analyse which of the digital marketing strategies had the highest impact on the purchase decision.
[bookmark: _Toc241030384]3.12 Data Analysis
Data from the questionnaires collected were analysed on Microsoft Excel and IBM SPSS. The collected responses were initially organised, coded and cleaned using Excel and then analysed statistically using SPSS. 
To summarise the demographic details and response patterns of the participants, a frequency analysis was performed. Frequencies and percentages were computed to show the distribution of respondents by demographic characteristics and responses to the questions. The mean and standard deviation were also used for summarising the respondents' perceptions of each of the research variables (Taherdoost, 2016).
Reliability analysis was conducted to determine the degree of internal consistency of the four items used to measure each construct through Cronbach's alpha. This determined the consistency of the questionnaire items within each factor that were intended to measure the respective factor.
The direction and strength of relationships were determined by performing a correlation analysis between social media marketing, personalised digital advertising, email marketing, digital pricing strategies and purchase intention. Statistical tests used to find any meaningful correlation between the variables included Pearson's correlation coefficient.
Multiple regression analysis was used to analyse the overall and individual effects of the four independent variables on purchase intention. The R² value, adjusted R², regression coefficients, significance values and overall model significance were taken into account for regression analysis. A significance level of p < 0.05 was used to determine whether the relationships were statistically significant. This analysis was used to seek evidence for the research objective regarding the effect of digital marketing strategies on consumers' purchase intention.
[bookmark: _Toc241030385]3.13 Reliability and Validity
The reliability and validity of the research instrument were taken into consideration to make sure the data obtained are appropriate for analysis using statistical methods. Items on the questionnaire were tested for internal consistency using Cronbach's alpha (Hair et al., 2022). There were four measurement items for each of the constructs, with the reliability test identifying whether the items measured the same construct across the experiment.
Validity was reinforced by building up the questionnaire from concepts and relationships derived from the previous academic research. The items included in the questionnaire were closely linked with the five constructs in the conceptual model. 
[bookmark: _Toc241030386]3.14 Ethical Considerations
Ethical considerations were taken into account in the research process. The participants were given clear information about the purpose of the research before they filled in the questionnaire. Consent was obtained electronically, asking the participants to check the box if they agreed to the survey. Participation was voluntary, and participants were told that they could withdraw from the study without giving any reason (Saunders et al., 2023).
No personal information was gathered unless it was necessary. The responses of the participants were therefore anonymised and confidential, and the participants themselves were not identified in the dissertation or in any research products. The information gathered was used only for educational purposes.
Data were protected electronically by password-protecting the electronic data in a secure cloud-based location and only allowing the researcher access to it (Bell et al., 2022). Provision was made to ensure that no unauthorised access, alteration or disclosure of the data could occur. The study was also conducted after obtaining the necessary institutional ethical clearance.
[bookmark: _Toc241030387]3.15 Methodological Limitations
There were a few methodological drawbacks identified. The findings are based on a relatively small sample of 100 respondents, and may not be widely representative of the entire online grocery consumer population in London. The online questionnaire method might have resulted in self-selection and response bias: respondents who were interested in online grocery shopping or in digital marketing might have been more inclined to complete the questionnaire (Creswell and Creswell, 2023).
The study was based on self-reported perceptions and not directly observed purchasing behaviour. The intention expressed by respondents to purchase may, therefore, not match their future purchase behaviour. The study is specific to customers in London and may not be representative of customers in other parts of the UK and other countries. These constraints were recognised during data analysis and the conclusions drawn.
[bookmark: _Toc241030388]3.16 Chapter Summary
This chapter described the methodology and procedures followed in examining the effect of digital marketing strategies on the purchase intention of consumers in the online grocery market in London. It was conducted from a positivist philosophy, deductive approach, quantitative method and online survey strategy with 100 respondents who were selected by simple random sampling techniques. Multiple regression, correlation, and frequency analysis were used to analyse primary data, which were gathered by means of a questionnaire containing 20 statements with a seven-point Likert scale. The ethical procedures, validity and reliability and methodological limitations were also discussed.


[bookmark: _Toc241030389]Chapter 4: Findings and Analysis 
[bookmark: _Toc241030390]4.1 Introduction and Overview of Data Analysis
This chapter presents and discusses the results from the quantitative survey carried out for the research. The analysis is divided into the following three research objectives: (1) critically analysing the use of digital marketing strategies by online grocery stores in London, (2) analysing the impact of digital marketing strategies on consumers' purchase intentions, and (3) giving recommendations for enhancing the digital marketing strategies to boost the purchase intention among consumers in the online grocery sector.
The study examined 100 people who answered a structured questionnaire, which was rated on a seven-point Likert scale from strongly disagree (1) to strongly agree (7). The questionnaire consists of 20 items which measured 5 constructs: Social Media Marketing, Personalised Digital Advertising, Email Marketing, Digital Pricing Strategies and Purchase Intention. Demographic factors such as gender and age were also analysed to provide background of the participants.
Reliability was examined with Cronbach's Alpha, and descriptive statistics and distributions of responses were presented first. After that, the outputs of multiple regression and ANOVA analyses are provided to evaluate the relationships of the four digital marketing strategies with the purchase intention. The outcomes are then discussed in terms of the research purpose and used as the basis for the subsequent discussion and conclusions drawn in the following chapters.
[bookmark: _Toc241030391]4.2 Frequency Analysis

[bookmark: _Toc240402471]Figure 5 Demographic Data Analysis
Source: (Author’s Generated, 2026)

The study's demographic profile indicates that there were more males (75) than females (25) respondents, representing a male-dominated sample. In terms of age, 30% were 18-28 years old, which is the largest age group. The middle-aged consumers (25-38 years and 39-48 years) were equally well represented, with 25% of each. Meanwhile, 10% were aged 49-58, and another 10% were over 58 years. The representative sample comprised consumers from all age groups specified, with the highest numbers in the younger age group (18-28 years).
Social Media Marketing
	Social Media Marketing
	SMM1
	Social media content from online grocery retailers helps me become aware of their products and offers.

	
	SMM2
	Promotional advertisements from online grocery retailers on social media attract my attention.

	
	SMM3
	Information shared by online grocery retailers on social media influences my interest in purchasing groceries online.

	
	SMM4
	Engaging with online grocery retailers through social media increases my likelihood of considering their products.




[bookmark: _Toc240402472]Figure 6 Frequency Analysis
Source: (Author’s Generated, 2026)
The results of the 100 respondents indicate that online grocery retailers have a positive attitude towards social media marketing (SMM). Responses are clustered around 4-7 on all four SMM statements, with no participants marking 1, 2 or 3 on any of the statements. This means that all the respondents agreed with the statements. This high percentage of agreements in the agreement categories indicates that respondents generally had a positive perception of social media marketing (Saha et al., 2024).
With regard to the awareness of products and offers by SMM1, those respondents who answered: "Neutral" (4%), "Somewhat Agree" (4%), "Agree" (69%), and "Strongly Agree" (22%) indicated their responses. 95% of the respondents chose an agreement category (5-7), suggesting agreement with the statement, while 5% remained neutral. The mean score was 6.08, which was quite high, showing a high degree of agreement. The discovery indicates that social media was an efficient means of raising awareness regarding the online grocery merchandise and promotional offers among the respondents.
The findings were even more focused towards agreeing in the case of SMM2, which measured whether the respondents were drawn to the promotional ads on social media. Responses to this item were as follows: 8% chose 5 (Somewhat Agree); 84% chose 6 (Agree); 8% chose 7 (Strongly Agree). As a result, none of the respondents disagreed or was neutral, and 100% agreed. The average score was 6.00. The size of the sample that chose 6 reflects that social media promotional advertisements were largely successful in capturing consumers' attention (Senzo et al., 2026).
The answers about whether information received by online grocery retailers on social media affected the interest in buying groceries online were also very strong. 13% responded at 5 (Somewhat Agree) and 72% responded at 6 (Agree), while 15% responded at 7 (Strongly Agree). All 100% of the sample chose an agreement category. The average score was 6.02. The findings suggest that information given via social media was seen as relevant to their interest in purchasing online groceries. The relatively high percentage choosing choices 6 & 7 shows that social media information can help influence consumers' thinking on online groceries.
The four statements had the highest response distribution on SMM4. The purpose of this item was to investigate the relationship between online grocery retailer social media engagement and consumers' consideration of the products. 91% of the respondents chose 6 (Agree), and 9% chose 7 (Strongly agree). It was 100% of respondents who agreed with it, and there were no neutral or negative responses. The mean score was the highest of all four SMM items (6.09). This finding suggests that social media engagement is better perceived by the respondents, and it is a key element in fostering consumers' perception of the products offered by online grocery sellers (Singh et al., 2024).
The highest score of strong agreement was found for SMM1 at 22%, whereas the overall highest mean score of 6.09 was found for SMM4. General agreement was the most popular response for SMM2, with 84% of its respondents selecting the general agreement option, while 91% of the respondents in SMM4 selected the same option. 95% of SMM1 and all of SMM2, SMM3 and SMM4 selected 5, 6 or 7 on the four questions combined. This demonstrates a consistently favourable attitude towards social media marketing (Khail, 2023).
The findings offer initial descriptive evidence that social media marketing was seen as one of the most significant digital marketing strategies among the respondents who are online grocery customers. The results show that social media was a factor in raising product awareness, drawing attention to advertisements and raising information-based interest and engagement by consumers. These descriptive results are, however, not enough to conclude that social media marketing led to an increase in purchase intention (Kim et al., 2024). The subsequent correlation and multiple regression analysis will be needed to establish a statistically significant relationship between SMM and purchase intention and to see whether there is a significant relationship after controlling for personalised digital advertising, email marketing and digital pricing strategies.
Personalised Digital Advertising
	Personalised Digital Advertising
	PDA1
	I am more interested in online grocery advertisements when they are relevant to my personal preferences.

	
	PDA2
	Personalised product recommendations from online grocery retailers make shopping more convenient for me.

	
	PDA3
	I find personalised digital advertisements from online grocery retailers useful when deciding what to purchase.

	
	PDA4
	Relevant personalised advertisements increase my interest in purchasing groceries from an online retailer.




[bookmark: _Toc240402473]Figure 7 Frequency Analysis
Source: (Author’s Generated, 2026)

The findings from the 100 respondents reflect a very positive attitude towards personalised digital advertising (PDA) among online grocery consumers. Responses were focused in the middle of the continuum in all four PDA statements, with the vast majority choosing the agreement categories of "5", "6" or "7". Everyone who responded rated 4 (Strongly Agree), 5 (Agree), or 6 (Somewhat Agree) with regard to all four statements. This suggests that overall, participants found personalised digital advertising relevant, helpful, easy to use and likely to help them become more interested in shopping online for groceries (Mahadevan et al., 2023).
The overall response for PDA1 (Are you more interested in ads on the internet for food that are relevant to your personal preferences?) was the strongest, indicating that this item had the strongest effect in determining responses. The percentages of respondents who chose 4 (Neutral), 4 (Somewhat Agree), 57 (Agree), and 37 (Strongly Agree) were, respectively, 2%, 4%, 57%, and 37%. As a result, 98% agreed and only 2% were neutral. The mean score of the four statements on the PDA was 6.29, the highest mean across all four statements on the PDA. This implies that the significance of advertising with regard to individual preferences was particularly important for respondents (Phan et al., 2024). The fact that the number of participants choosing six and seven was very high indicates that consumers were more receptive to the ad when they felt it was relevant to them.
In the case of PDA2 (Whether personalised product recommendations made online grocery shopping more convenient), 15% agreed somewhat, 71% agreed, and 14% strongly agreed. As a result, 100% of the respondents chose an agreement category, and none chose a neutral or disagreement category. The mean score was 5.99. This was the lowest mean of the four PDA items, but it was also fairly high, suggesting there was a high level of agreement. 71% chose 6, showing the majority of the respondents found personalised product recommendations helpful in making online grocery shopping more convenient (Dai et al., 2023).
The findings for PDA3, which looked at the usefulness of personalised digital advertisements in deciding what to buy, were also very positive. The 5 (Somewhat Agree) response was chosen by 10% of participants, 74% of participants chose the 6 (Agree) response, and 16% of participants chose the (Strongly Agree) response. As such, 100% agreed at least somewhat with the statement. The average of the scores was 6.06. A high share (6) suggests that personalised ads were considered useful when making a purchase. The finding indicates that the benefits of personalisation are not limited to simply gaining attention, as respondents also saw personalised advertising as a useful source of buying information (Engelmann et al., 2025).
In fact, the findings were very positive for PDA4, which determined if relevant personalised ads led to an increase in respondents' interest in buying groceries from an online retailer. 8% chose 5 (Somewhat Agree), 73% chose 6 (Agree), and 19% chose 7 (Strongly Agree). So, all of the respondents agreed; there were no neutral and no negative responses. The mean score was 6.11, and PDA4 was the second-highest-scoring item. This statement is especially relevant in the context of the study as it directly links personalised advertising to consumers' desire to buy from an online grocery retailer (Galushko and Riabchyk, 2024).
The mean scores of the four items are compared to show that PDA1 obtained the highest mean score (6.29), followed by PDA4 (6.11), PDA3 (6.06) and PDA2 (5.99). The PDA2 score, although the lowest, still showed a high level of agreement. In all three PDA's (PDA2, PDA3, and PDA4), 100% agreed with 5, 6, or 7, and 98% agreed with 2% neutral for PDA1. This is a very uniform pattern of response on the construct.
The descriptive results show that the online grocery customers surveyed highly appreciated personalised digital advertising. The results indicated that consumers especially appreciated ads that they had some affinity for, and personalised recommendations and ads that were relevant were also seen as helpful and persuasive. These results, however, should not be concluded to be direct evidence of an increase in purchase intention due to personalised advertising (García-Madariaga, 2026). The present analysis is descriptive and based on the perceptions of the respondents. The correlation and multiple regression analysis will be used to see if there is a statistically significant correlation between purchase intention and PDA and if it is still a significant predictor when social media marketing, email marketing and digital pricing strategies are considered together.
Email Marketing
	Email Marketing
	EM1
	Promotional emails from online grocery retailers keep me informed about products and special offers.

	
	EM2
	Emails containing relevant discounts or promotions increase my interest in purchasing groceries online.

	
	EM3
	I consider marketing emails from online grocery retailers useful when making purchase decisions.

	
	EM4
	Receiving relevant promotional emails increases my likelihood of purchasing from an online grocery retailer.




[bookmark: _Toc240402474]Figure 8 Frequency Analysis
Source: (Author’s Generated, 2026)
The 100 respondents show a very high awareness of email marketing (EM) as an online grocery retailer's digital marketing tool. Respondents were overwhelmingly clustered in the top grades of the seven-point Likert scale in each of the four EM statements. Importantly, no respondents chose 1 (Strongly Disagree), 2 (Disagree) or 3 (Somewhat Disagree) for any of the four items. This means that people don't have the wrong impression about email marketing in general. Rather, the results show a high level of agreement with the positive statements regarding email marketing.
On EM1: How effective is email marketing in comparison to online grocery shopping? 6% chose 4 (Neutral), 75% chose 6 (Agree), and 19% chose 7 (Strongly Agree). No one chose 5 or any of the three categories of disagreement. As a result, 94% agreed (6 or 7) and 6% were neutral. The EM1 mean score was 6.07, with a strong positive perception. The high proportion of respondents selecting 6 suggests that email marketing was generally considered an effective way of communicating with online grocery customers. The 19% strong agreement indicates that almost one-fifth of the sample expressed a very positive attitude towards the statement.

The results were also very good for EM2. 3% of the respondents agreed with 4 (Neutral); 6% agreed with 5 (Somewhat Agree); 77% agreed with 6 (Agree); and 14% agreed with 7 (Strongly Agree). As a result, 97% chose an agreement category (5–7), while 3% were neutral. The average score was 6.02. More than three-quarters of respondents chose the score  6, which highlights overall agreement on the positive role email marketing plays, according to this score. The overall response was highly positive, with a lower number of respondents choosing 7 compared to EM1.
The consistency of the answers was even greater for EM3. 8% of respondents selected 5 (Somewhat Agree), 78% selected 6 (Agree), and 14% selected 7 (Strongly Agree). 100% of the respondents agreed with the statement, and there were no neutral or disagree responses. The average score was 6.06. What is notable here is the consistent perception of email marketing, with nearly one in five (37%) responding with 6, showing that it is one of the most consistent perceptions. The number of neutral and negative responses indicates that the aspect of email marketing measured by this statement was widely recognised as valuable (Saha et al., 2024).
Of the four measures of email marketing, EM4 had the highest concentration of response distribution. Of those who responded, 3% chose 5 (Somewhat Agree), 90% chose 6 (Agree), and 7% chose 7 (Strongly Agree). 100% of respondents reported a choice of agreement, and no neutral or disagreement responses were reported. The average score was 6.04. The very high percentage of respondents who chose 6 shows a high degree of agreement for the positive statement indicated by EM4. Only 7 % chose 7, though, which indicates that while there was a very high level of agreement, strong agreement was less prevalent than was the case for EM1.
When comparing the four, the highest mean score was for EM1 with 6.07, followed by EM3 with 6.06, EM4 with 6.04 and EM2 with 6.02. All four means were greater than 6, although the differences between the means were extremely small, thus showing a consistently positive overall perception (Senzo et al., 2026). The proportion of respondents choosing 6 was highest for EM4 (90%), and the proportion choosing 7 was highest for EM1 (19%). The distinctive feature of EM3 was that 100% of the respondents chose either 5, 6 or 7, with no neutral answer.
The results indicate that the surveyed online grocery customers had positive perceptions of email marketing. The response distributions show that the general attitude towards email-based communication was positive as a digital marketing tool. The high rates of agreement could be due to the direct communication power that email marketing has for promotions, product information, personalised offers and reminders directly to consumers. For online grocery stores, this means that email is still a viable way to keep the lines of communication open with customers and even help to get them to consider ordering online (Singh et al., 2024).
Digital Pricing Strategies
	Digital Pricing Strategies
	DPS1
	Online discounts and promotional prices encourage me to purchase groceries online.

	
	DPS2
	Price comparisons available on online grocery platforms influence my purchase decisions.

	
	DPS3
	Personalised discounts or price offers increase my interest in purchasing groceries from an online retailer.

	
	DPS4
	I am more likely to consider purchasing groceries online when I perceive the offered price as good value.




[bookmark: _Toc240402475]Figure 9 Frequency Analysis
Source: (Author’s Generated, 2026)
The results of the 100 participants show a very positive attitude towards digital pricing strategies (DPS) implemented by online grocery retailers. In all four DPS statements, the responses were clustered around the extremes of the seven-point Likert scale. A blank response was given for all four items, and no respondent selected response options 1 (Strongly Disagree), 2 (Disagree), or 3 (Somewhat Disagree). It implies that participants overall had positive attitudes towards online pricing practices, discounts and promotional pricing. The consistently high scores suggest that digital pricing strategies may be an important factor in shaping consumers' perceptions of online grocery retailers.
DPS1 had a relatively high degree of agreement in the answers. 22% chose 4 (Neutral), 4% chose 5 (Somewhat Agree), 67% chose 6 (Agree), and 27% chose 7 (Strongly Agree). Hence, 98% of the respondents agreed to it to a certain extent (5–7), and 2% were neutral. The highest-scoring item of the four DPS measures was DPS1 with a mean score of 6.19. The positive perception of the pricing aspect represented by this statement is evident from the high percentage of respondents who chose 6 or 7. The high percentage of "strongly agree" (27%) also suggests that digital pricing played a significant role for a large portion of respondents (Khail et al., 2023).
DPS2 results were very positive. There were three choices for this item: 19% chose 5 (Somewhat Agree), 66% chose 6 (Agree), and 15% chose 7 (Strongly Agree). As a result, there were no neutral or negative responses in all 100% of the cases. The mean score was 5.96, the lowest mean of the four DPS items, and it still showed a high degree of agreement. The score 6, chosen by 66% of the respondents, confirms that the majority of respondents agreed with the positive statement regarding this item of digital pricing. There was a higher number of respondents choosing 7 than for DPS1; there were no neutral or disagreement responses, indicating a very positive overall perception.
Responses to DPS3 were especially high. 5% of participants checked 5 (Somewhat Agree), 75% of participants checked 6 (Agree), and 17% of participants checked 7 (Strongly Agree). All the respondents agreed with the statement. The mean score was 6.09, which was the second-highest mean score of the four DPS measures. The results were favourable, with a large 92% choosing 6 or 7. It indicates that digital pricing was closely tied to positive consumer perceptions (Kim et al., 2024). The percentages of respondents who chose 6 or 7 indicate that the majority of respondents agreed with the factor, and a considerable number of respondents always disagreed with the factor.
The results were also good for DPS4. 12% of respondents selected 5 (Somewhat Agree), 69% selected 6 (Agree), and 19% selected 7 (Strongly Agree). There were no neutral or negative responses, with 100% of respondents choosing an agreement category. The average score is 6.07. In addition, 88% of the respondents chose 6 or 7, meaning they strongly agreed. The 20% "Strongly agree" answer rate was the second highest of the four questions, suggesting that the aspect of digital pricing measured by DPS4 was most well-received (Mahadevan et al., 2023).
Based on the mean score of the four items, DPS1 had the highest score (6.19), followed by DPS3 (6.09), DPS4 (6.07), and DPS2 (5.96). There was variation between the items, but all four mean scores were around 6, thus showing generally good perceptions. The highest proportion of respondents choosing 7 (27%) was registered by DPS1, and the highest proportion choosing 5 (19%) was registered by DPS2. All respondents agreed with DPS2, DPS3 and DPS4, with DPS1 having a very high rate of agreement of 98% (Phan et al., 2024).
Results indicate a positive perception of digital pricing strategies on the part of the surveyed customers of online groceries, as evidenced in the overall response distribution. DPS1, which represents the pricing-related aspect, had the highest mean and highest-agreement percentage, and seemed to be especially favoured by respondents. The results indicate that online discounting, creating special offers, digital pricing incentives and value-based pricing offers are likely to be important factors in consumers' online grocery retailer assessment.
Purchase Intention (Dependent Variable)
	Purchase Intention (Dependent Variable)
	PI1
	I intend to purchase groceries from online grocery retailers in the near future.

	
	PI2
	I am likely to choose an online grocery retailer when purchasing groceries.

	
	PI3
	I would consider purchasing groceries online when I need grocery products.

	
	PI4
	I expect to continue purchasing groceries from online grocery retailers in the future.




[bookmark: _Toc240402476]Figure 10 Frequency Analysis
Source: (Author’s Generated, 2026)
The results of the 100 respondents show that the intention to buy online groceries among consumers is very high. In all four purchase intention statements, responses were focused overwhelmingly in the agreement categories of the seven-point Likert scale. There were no respondents who checked 1 (Strongly Disagree), 2 (Disagree) or 3 (Somewhat Disagree) on any of the four items. This suggests that, in general, the consumers were positive about buying groceries from online grocery stores (Dai et al., 2023).
5% indicated 4 (Neutral) to the question of respondents' intention to purchase groceries from online grocery retailers in the near future, 4% indicated 5 (Somewhat Agree), 69% indicated 6 (Agree), and 22% indicated 7 (Strongly Agree). Thus, 5–7 of the respondents agreed with the statement, and 5% were neutral. The mean score was 6.08, which was very high for the level of purchase intention. Almost 7 out of 10 respondents chose 6, showing that online grocery shopping was at the top of the majority of participants' minds.
Results were also very positive for PI2, which considered whether respondents would opt to buy groceries online if they purchased groceries. 8% chose 5 (Somewhat Agree), 84% chose 6 (Agree), and 8% chose 7 (Strongly Agree). The number of respondents who chose an agreement category was 100%, while there were none who chose a neutral or disagreement category. The average score was 6.00. This is especially high and reflects a very high likelihood of using online grocery retailers for grocery purchases for those who selected 6. This finding implies that the respondents already had an important option for buying their groceries online.
For the item examining whether they would buy grocery items online when grocery items were needed, 13% chose 5 (Somewhat Agree), 72% chose 6 (Agree), and 15% chose 7 (Strongly Agree) for PI3. So, the percentage of the participants who agreed with this statement was 100%. The average score was 6.02. The high number of answers of 6 and 7 suggests that if respondents had a specific grocery purchasing need, they were very interested in shopping online for groceries (Engelmann et al., 2025). This is especially important as it is a measure of purchase intention in a practical purchasing context, and not just a general attitude towards online grocery shopping.
PI4 assessed respondents' expectations regarding continuing to purchase groceries from online grocery retailers in the future. The mean scores for the findings were the highest for the four items. 91% of the respondents marked 6 (Agree) and 9% marked 7 (Strongly Agree). As a result, the results were unanimous (100% agreement), and there were no neutral or negative responses. The mean score was 6.09, a high score compared with the other four purchase-intention scores (Galushko and Riabchyk, 2024). A large percentage (6%) said they would definitely continue using online grocery retailers, showing a high level of commitment to continue the use of these companies in the future, while 9% said they would probably continue, showing a high level of future commitment from a smaller proportion of respondents.
The mean scores of the four measures of purchase intention are compared, and PI4 scored the highest mean score (6.09), followed by PI1 (6.08), PI3 (6.02) and PI2 (6.00). The means of the four scores were all at or above 6.00, with the differences between the means relatively small, indicating a strong level of positive purchase intention across all four scores. The agreement was 100% for PI2, PI3 and PI4, and 95% for PI1, with the remaining 5% selecting the neutral option.
The distribution of the answers was a good descriptive indicator of the intention to buy groceries online by the consumers surveyed. Of particular note, none of the four purchase-intention statements received any response from a respondent who disagreed with any statement. This indicates that the sample embraced online grocery shopping in general, and that the sample members were willing to think about both current and future online grocery shopping (García-Madariaga et al., 2026).
The findings also have implications for the research of digital marketing strategies in the study. As purchase intention is the dependent variable, the high scores give a solid basis for investigating whether there is an association between the approach of social media marketing, personalised digital advertising, email marketing and digital pricing strategy and purchase intention (Saha et al., 2024). The descriptive results cannot be used to infer that these digital marketing strategies led to the high level of purchase intention. Having a high mean for purchase intention is not an indication of causality.
[bookmark: _Toc241030392]4.3 Descriptive Statistics
	Descriptive Statistics

	
	Mean
	Std. Deviation
	N

	Purchase Intention
	6.0375
	.29167
	100

	Social Media Marketing
	6.0475
	.30915
	100

	Personalised Digital Advertising
	6.1125
	.36476
	100

	Email Marketing
	6.0475
	.32508
	100

	Digital Pricing Strategies
	6.0775
	.40778
	100



The descriptive statistics revealed that the mean scores of all five variables were high, and all scores were above 6.00 on the seven-point Likert scale. Personalised Digital Advertising had the highest mean (M = 6.1125, SD = 0.36476), followed by Digital Pricing Strategies (M = 6.0775, SD = 0.40778). Social Media Marketing and Email Marketing had the same mean score of 6.0475, with Purchase Intention having 6.0375. The relatively small standard deviations suggest that there was not much variation in the responses, and that there was a lot of agreement among the 100 participants. It was found that the respondents had positive perceptions about the digital marketing strategies, and purchase intention was high.
[bookmark: _Toc241030393]4.4 Multiple Regression Analysis 
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.969a
	.939
	.936
	.07353
	.939
	365.656
	4
	95
	.000

	a. Predictors: (Constant), Digital Pricing Strategies, Email Marketing, Personalised Digital Advertising, Social Media Marketing

	b. Dependent Variable: Purchase Intention



The multiple regression model yielded a very strong correlation between the four digital marketing strategies and purchase intention. The overall positive correlation between the predictors and purchase intention was very high, with R = 0.969. The R² value of 0.939 means that all four social media marketing, personalised digital advertising, email marketing and digital pricing strategies together explained 93.9% of the variance in purchase intention. The adjusted R² = 0.936 also suggests that there was a high level of explanatory power in the model even when the number of predictors was adjusted.
The model was statistically significant, with F(4,95) = 365.656, p < 0.001. So, the four digital marketing strategies together accounted for a statistically significant prediction of the purchase intention of consumers. A relatively small prediction error was obtained (standard error of the estimate = 0.07353). The overall results of the model show that there is a strong relationship between the digital marketing strategies and the purchase intention of the customers who were surveyed in the online grocery shopping process.
[bookmark: _Toc241030394]4.5 ANOVA 
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	7.908
	4
	1.977
	365.656
	.000b

	
	Residual
	.514
	95
	.005
	
	

	
	Total
	8.422
	99
	
	
	

	a. Dependent Variable: Purchase Intention

	b. Predictors: (Constant), Digital Pricing Strategies, Email Marketing, Personalised Digital Advertising, Social Media Marketing



Based on the results of ANOVA, the overall multiple regression model was statistically significant in predicting the consumer purchase intention. The regression model yielded F(4,95) = 365.656, p < 0.001, which suggests that the four predictors that were included in the model (social media marketing, personalised digital advertising, email marketing and digital pricing strategies) had a significant relationship with purchase intention. The regression sum of squares was 7.908 whereas the residual sum of squares was 0.514, indicating that the predictors accounted for the majority of the variance in purchase intention. Thus, the null hypothesis stating there is no significant explanatory relationship in the regression model was rejected.
[bookmark: _Toc241030395]4.6 Coefficient analysis

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Zero-order
	Partial

	1
	(Constant)
	.269
	.186
	
	1.445
	.152
	
	

	
	Social Media Marketing
	.865
	.032
	.917
	27.261
	.000
	.967
	.942

	
	Personalised Digital Advertising
	.039
	.024
	.049
	1.639
	.105
	.518
	.166

	
	Email Marketing
	.029
	.025
	.032
	1.166
	.246
	.414
	.119

	
	Digital Pricing Strategies
	.020
	.021
	.028
	.970
	.335
	.480
	.099

	a. Dependent Variable: Purchase Intention



The coefficient result indicates that Social Media Marketing is the only predictor which is statistically significant (B = 0.865, β = 0.917, t = 27.261, p < 0.001). The correlation is very high and positive, meaning that there is a positive correlation between social media marketing and purchase intention, with higher social media marketing levels being linked with higher levels of purchase intention. In contrast, Personalised Digital Advertising (B = 0.039, β = 0.049, p = 0.105), Email Marketing (B = 0.029, β = 0.032, p = 0.246), and Digital Pricing Strategies (B = 0.020, β = 0.028, p = 0.335) were not statistically significant. Thus, only SMK made a significant contribution to the model explaining Purchase Intention. 
[bookmark: _Toc241030396]4.7 Cronbach’s Alpha Reliability Analysis
	Variable/Construct
	Items
	N
	Cronbach’s Alpha (α)
	Interpretation

	Social Media Marketing
	SMM1–SMM4
	100
	0.475
	Low reliability

	Personalised Digital Advertising
	PDA1–PDA4
	100
	0.568
	Moderate/low reliability

	Email Marketing
	EM1–EM4
	100
	0.489
	Low reliability

	Digital Pricing Strategies
	DPS1–DPS4
	100
	0.706
	Acceptable reliability

	All 20 items combined
	20 items
	100
	0.820
	Good overall reliability



The results of reliability analysis revealed that the Cronbach's Alpha value of the 20 survey items was 0.820, which indicated good internal consistency for the instrument. In terms of individual constructs, Digital Pricing Strategies had an acceptable reliability level (α = 0.706) and Personalised Digital Advertising had a moderate reliability level (α = 0.568). Social Media Marketing (α = 0.475), Email Marketing (α = 0.489), and Purchase Intention (α = 0.375) had relatively low internal consistency scores. The overall reliability of the questionnaire was good, with some constructs having lower reliability, but none having a reliability of less than 70%.


[bookmark: _Toc241030397]Chapter 5: Discussions
[bookmark: _Toc241030398]5.1 Introduction 
The findings of chapter 4 are discussed and interpreted with regard to the research problem, the aim and objectives of the study. This study used a cross-sectional survey design that included four independent variables: Social Media Marketing (SMM), Personalised Digital Advertising (PDA), Email Marketing (EM) and Digital Pricing Strategies (DPS) to look at the effect of digital marketing practices on Purchase Intention (PI) in the eyes of the consumers. The overall purpose was to evaluate the impact of these digital marketing factors on consumers' willingness to buy. The discussion goes beyond reporting statistical results and considers the meaning of the results in light of what has already been published and in light of the theory (Wuisan and Handra, 2023). Special emphasis is placed on clarifying the meaning of the significance of some relationships and the meaning of the lack of significance of others, and thinking about the context that might have affected the results.
[bookmark: _Toc241030399]5.2 Summary of Key Findings
The results showed that the four digital marketing variables had a strong relationship with Purchase Intention. The regression model yielded an R value of .969 and an R² of .939, which means that SMM, PDA, EM and DPS together accounted for about 93.9% of the variance in Purchase Intention. The overall regression equation was statistically significant (F = 365.656, p < .001).
But different individual predictors yielded different results. Social Media Marketing was the only factor that was significantly correlated with the outcome and had a positive coefficient (B = .865, β = .917, p < .001). However, none of the categories of Personalised Digital Advertising (β = .049, p = .105), Email Marketing (β = .032, p = .246) or Digital Pricing Strategies (β = .028, p = .335) showed a statistically significant individual effect. Even though the four variables together accounted for a significant amount of variation in Purchase Intention, the data suggested SMM was the most important single predictor in this sample.
[bookmark: _Toc241030400]5.3 Discussions
This discussion is related to the relationship between Social Media Marketing and Purchase Intention was supported by the results obtained. The standardised beta value of SMM was .917, and very significant p value was < .001, which shows that it has a good positive relationship with Purchase Intention. This indicates that those who had a more positive attitude towards social media marketing were significantly more likely to state that they intended to buy.
This can be because of the frequent exposure consumers can have to product information, promotional materials, customer reviews and interactive brand communication on social media (Figueiredo et al., 2025). Social media can be used to make the consumer and the brand engage with each other continuously, which may build awareness, trust and purchase intent, unlike traditional ads. The high degree of correlation between SMM and Purchase Intention is r = .967, which implies a strong association between SMM and Purchase Intention.
This result is similar to the general digital marketing literature that highlights the significance of social media as a tool to shape consumer attitudes, engagement and behavioural intentions (Mukhtar et al., 2023). It is also useful for the theoretical structure of the study since the theoretical structure suggests that the effective stimuli used in e-marketing can influence consumers' responses and, finally, influence their purchase decision. The high result can also be attributed to the significance of social media as an information and brand communication channel these days. Based on this context of research, SMM seemed to be the most impactful digital marketing practice (Siregar et al., 2023).
The results were not statistically significant as to whether Personalised Digital Advertising was a sole factor affecting Purchase Intention. The coefficient of PDA was positive (B = .039; β = .049), but the significance value was .105, which is greater than the 0.05 level. The related research goal was not supported at the level of each predictor.
The results indicate that consumers could easily be aware of or feel positive towards personalised ads, but personalisation alone does not necessarily result in increased purchase intent. Targeted ads might seem repetitive, intrusive, or commercial, especially if they are seen on various digital devices and platforms (Pinca et al., 2024). Consumers might depend more heavily on their social media interactions, reviews and overall interactions with the brand than on personalised advertising when forming purchase intentions (Aziz and Abdulqadir, 2023).
The findings offer a contrast to research that has found personalised advertising to be a successful tool to enhance consumer reactions. In the current context, it suggests that the impact of personalisation is also limited at the individual level, which could mean that factors like relevance, trust, the frequency of advertising and consumers' perceptions of privacy have an impact. The evidence, therefore, supported an overall explanatory model of Purchase Intention which included PDA (Khandelwal et al., 2024).
The results indicated that the impact of Email Marketing on Purchase Intention was positive, but not statistically significant (B = 0.029, β = 0.032, p = 0.246). Email marketing can be used to deliver personalised information, offers and reminders about products, but it seems these efforts had little impact on purchase decisions among the respondents in this study (Alghizzawi et al., 2023).
This is contrary to previous studies conducted that have also highlighted the fact that email marketing is an effective digital communication tool to maintain customer relationships and to boost purchasing behaviour. This could be because there can be a lot of promotional emails sent to consumers, which means they're paying less attention to the specific marketing email sent. Social media can also be seen as more real-time, interactive and engaging than traditional email (Bachri et al., 2023). Theoretically, it indicates that digital marketing channels do not necessarily have equal effects on purchase intention. The effectiveness of email marketing can vary depending on the context, including consumer preferences, message relevance and engagement.
Purchase Intention was positively related to Digital Pricing Strategies, though non-significant (B = 0.020, β = 0.028, p = 0.335). While consumers seemed to have a positive reaction in response to digital pricing strategies, this reaction was not strong enough to be an independent factor influencing purchase intention when the other digital marketing strategies were taken into account (Widjaja, 2025).
Much of the previous research indicates that digital pricing, such as online discounts, promotional pricing and offers related to price, can affect consumer evaluations and purchase decisions (Wuisan and Handra, 2023). The current study, however, shows that pricing tactics might not be enough to create purchase intention. Before responding to price-based incentives, consumers should take into account issues related to product attractiveness, trust, convenience and promotional communication (Figueiredo et al., 2025). The findings thus undermine the notion that a digital advantage in price translates into higher purchase intent. It signals the relevance of digital marketing as a multi-faceted process and not just pricing activities.
[bookmark: _Toc241030401]5.4 Overall Findings and Theoretical Implications
The result of regression analysis showed that the overall relationship between the four independent variables and Purchase Intention is very strong (R = 0.969). Overall, the model explained 93.9% of the variance in Purchase Intention (R² = 0.939), and the model was statistically significant (F = 365.656, p < 0.001). Social Media Marketing, however, was the only single predictor that was statistically significant (β = 0.917, p < 0.001). Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies were not important predictors.
The results showed that there was a strong association between the collective digital marketing environment and Purchase Intention, with the individual contribution of each factor significantly varying (Mukhtar et al., 2023). The most influential factor was Social Media Marketing. These results further contribute to the theoretical literature by revealing the possibility of differential impacts of various digital marketing mechanisms on consumer purchase intentions.
[bookmark: _Toc241030402]5.5 Addressing the Literature Gap
The present study looked into the literature gap with a combined analysis of Social Media Marketing, Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies in an empirical model. Previous studies have investigated digital marketing behaviours individually. This study combined these four factors, thus giving a more integrated evaluation of their relationship with Purchase Intention.
The results partially addressed the gap in the literature by proving that the general digital marketing model was significant, but only Social Media Marketing had a significant individual impact (Siregar et al., 2023). This nuance offers a more detailed perspective of the digital marketing activity that could have the greatest impact on purchase intent.
[bookmark: _Toc241030403]5.6 Practical Implications
The results offer significant insights for businesses and digital marketers. As Social Media Marketing showed the strongest significant influence, companies should concentrate on strengthening consumers' purchase intention through social media communication, engagement and content development. There needs to be a focus on creating content that is relevant and engaging and goes along with social media rather than the assumption that all digital media will give similar results (Pinca et al., 2024).
Non-significant results for personalised advertising, email marketing and digital pricing indicate that these practices should not be given up but rather be done in combination with more robust social media efforts. These channels can be useful to businesses to complement social media marketing instead of being a standalone influencer of purchase intent.
[bookmark: _Toc241030404]5.7 Chapter Summary
The discussion chapter presented the interpretations of the findings in the light of the research objectives, previous literature and theoretical framework. Social Media Marketing was the only individual predictor to reach significance with Purchase Intention with a positive effect, and Personalised Digital Advertising, as well as Digital Pricing Strategies and Email Marketing, had positive non-significant effects. The overall regression model was highly significant and accounted for a large amount of variance in Purchase Intention. The obtained results partially filled a gap in the existing literature that examines four digital marketing factors in an integrated way. 

[bookmark: _Toc241030405]Chapter 6: Conclusions and Recommendations 
[bookmark: _Toc241030406]6.1 Introduction
This chapter concludes the study by bringing together the key findings and implications of the research. The aim of the study was to examine the relationship between selected digital marketing factors and consumers’ purchase intention. Specifically, the research investigated whether Social Media Marketing (SMM), Personalised Digital Advertising (PDA), Email Marketing (EM), and Digital Pricing Strategies (DPS) influenced Purchase Intention (PI). The four research objectives focused individually on determining the effect of each of these digital marketing factors on consumers’ purchase intention. 
[bookmark: _Toc241030407]6.2 Summary of Key Findings
The regression analysis demonstrated that the overall model was statistically significant, with R = 0.969, R² = 0.939, and adjusted R² = 0.936. This indicated that the four independent variables collectively explained approximately 93.9% of the variance in Purchase Intention. The ANOVA result further confirmed that the overall regression model was statistically significant (F = 365.656, p < 0.001).
The individual regression coefficients produced a more differentiated result. Social Media Marketing was the only statistically significant predictor of Purchase Intention, with a positive coefficient (B = 0.865, β = 0.917, p < 0.001). This indicated a strong positive relationship, suggesting that stronger social media marketing activities were associated with higher purchase intention (Khandelwal et al., 2024).
In contrast, Personalised Digital Advertising (B = 0.039, β = 0.049, p = 0.105), Email Marketing (B = 0.029, β = 0.032, p = 0.246) and Digital Pricing Strategies (B = 0.020, β = 0.028, p = 0.335) did not achieve statistical significance. Therefore, although these factors may have descriptive or contextual relevance, the regression evidence did not demonstrate that they independently predicted purchase intention within this sample.
[bookmark: _Toc241030408]6.3 Conclusions 
Social Media Marketing demonstrated a statistically significant and strongly positive effect on Purchase Intention. The high standardised beta coefficient indicates that SMM was the most influential predictor among the four factors examined. The finding suggests that consumers’ exposure to and engagement with social media marketing may play an important role in shaping their intention to purchase (Alghizzawi et al., 2023).
Although PDA showed a positive coefficient, its significance level exceeded the conventional 0.05 threshold. Consequently, the study could not establish a statistically significant independent effect of personalised digital advertising on purchase intention.
Email Marketing produced a positive but statistically insignificant coefficient. Therefore, the findings did not provide sufficient evidence to conclude that email marketing independently influenced purchase intention in the research sample.
Although the coefficient was positive, the relationship was statistically insignificant. Thus, the evidence did not demonstrate a significant independent effect of digital pricing strategies on purchase intention.
[bookmark: _Toc241030409]6.4 Contribution to the Literature 
The study contributed to existing digital marketing research by examining four commonly used digital marketing factors within a single empirical model. Much of the existing research has considered individual digital marketing techniques separately, whereas this study compared Social Media Marketing, Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies simultaneously in relation to Purchase Intention (Alghizzawi et al., 2023).
The findings therefore addressed the literature gap by providing comparative empirical evidence regarding the relative importance of these digital marketing factors. The study demonstrated that the influence of digital marketing should not necessarily be understood as uniform across different channels. In particular, the strong significance of Social Media Marketing, alongside the non-significant effects of the other three variables, provided a more differentiated understanding of consumers’ purchase intention (Bachri et al., 2023).
[bookmark: _Toc241030410]6.5 Theoretical Contribution
The findings provided a useful contribution to the theoretical framework by demonstrating that different digital marketing mechanisms may have different levels of influence on purchase intention. The strong positive effect of Social Media Marketing supported the underlying proposition that effective digital engagement can influence consumers’ behavioural intentions (Widjaja, 2025).
The non-significant findings for Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies added an important qualification to the framework. They suggested that the presence of a digital marketing activity alone may not guarantee a significant effect on purchase intention (Wuisan and Handra, 2023). Its effectiveness may depend on factors such as consumer engagement, relevance, trust, message effectiveness and the specific characteristics of the target audience.
The study showed that Social Media Marketing emerged as the dominant predictor of Purchase Intention, while the other three factors did not demonstrate statistically significant independent effects (Figueiredo et al., 2025). This differentiated result strengthens the theoretical understanding of digital marketing by highlighting that consumer may respond more strongly to interactive and socially engaging digital channels than to other forms of digital marketing activity.
[bookmark: _Toc241030411]6.6 Practical Implications and Recommendations
1. Strengthen Social Media Marketing Activities
Social Media Marketing (SMM) proved to have the strongest and only statistically significant positive influence on businesses' Purchase Intention (β = .917, p < .001), making it worthwhile for businesses to focus on it. Companies should thus invest more wisely in social media content, interactive marketing campaigns, product demonstration campaigns, customer engagement, and platform-specific marketing (Siregar et al., 2023). Content should be designed to be believable and engaging, and should be able to directly inspire consumers to buy.
2. Develop More Effective Personalised Digital Advertising
As for the impact of Personalised Digital Advertising on Purchase Intention, there was a positive relationship, but it was not significant (β = .049, p = .105). Therefore, businesses should refrain from taking it for granted that personalisation is a pathway to purchase. The ads should be better targeted to the customers by using proper customer segmentation, useful recommendations and reduced intrusiveness (Pinca et al., 2024). A trial of various forms of personalised advertising might identify ways to get stronger responses to purchase.
3. Reassess Email Marketing Strategies
The results of the current study indicate that Email Marketing was not significantly related to Purchase Intention (β = .032, p = .246). It is important that businesses assess the success of their email campaigns and don't overlook the fact that they can be used to influence purchases as well. Email messages may be refocused on customers, better product details, the right time, and clear calls to action (Aziz and Abdulqadir, 2023). Measurable engagement and conversion metrics should also be taken into account when evaluating performance.
4. Review the Role of Digital Pricing Strategies
The results did not show that Digital Pricing Strategies is predictively significant for Purchase Intention, with a β value of .028 and a p-value of .335. The use of digital pricing techniques should therefore not be the deciding factor in a business's decisions about purchasing. Pricing programs should be combined with better value communication and social media promotional efforts (Khandelwal et al., 2024). Future pricing campaigns should be tested to see if discounts, personalised prices or offers via the Internet affect specific customer groups.
5. Adopt an Evidence-Based Digital Marketing Mix
The regression results show that the effect of digital marketing activities is not equal for Purchase Intention. It is therefore advisable that businesses should prioritise resources based on the effectiveness of the four factors, instead of giving the same level of importance to each of the four factors. Social Media Marketing should be strategically promoted more, and other areas should be continually tested and evaluated, such as Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies (Alghizzawi et al., 2023). The method can assist organisations in determining what digital activity is really inspiring effective responses from consumers and enhance the ROI of their marketing spend.
[bookmark: _Toc241030412]6.7 Limitations of the Study
The study had several limitations that should be considered when interpreting its findings. The sample consisted of 100 participants, which limited the extent to which the findings could be generalised to a larger population. The study adopted a quantitative survey design using a seven-point Likert scale, which provided measurable responses but may not have captured the deeper reasons behind participants' attitudes and purchasing decisions (Alghizzawi et al., 2023). The sampling approach and geographical/contextual scope may have restricted the representativeness of the sample. The findings were also based on self-reported responses, meaning that participants' answers may have been influenced by personal perceptions, recall errors or response bias (Bachri et al., 2023). The cross-sectional design captured responses at a single point in time and therefore could not establish how consumer Purchase Intention might change as digital marketing practices evolve. 
[bookmark: _Toc241030413]6.8 Recommendations for Future Research
Future research should employ larger and more diverse samples to improve the reliability and generalisability of the findings. Researchers could also test the proposed model across different industries, geographical locations and demographic groups.  Further studies should consider additional digital marketing variables that were not included in the present model, such as influencer marketing, online reviews, content quality, brand trust and mobile marketing. Qualitative or mixed-method research could also be used to explore why Social Media Marketing influenced Purchase Intention (Pinca et al., 2024). 
[bookmark: _Toc241030414]6.9 Overall Conclusion
The study demonstrated that all types of digital marketing activities do not necessarily influence consumer Purchase Intention to the same extent. Among the four factors examined, Social Media Marketing emerged as the only statistically significant positive predictor, whereas Personalised Digital Advertising, Email Marketing and Digital Pricing Strategies were not statistically supported. The research therefore highlights the importance of identifying which digital marketing activities actually translate into consumer behavioural intentions rather than assuming that every digital channel produces similar outcomes. The findings contribute to a more differentiated understanding of digital marketing effectiveness and provide businesses with evidence to guide their marketing priorities. 


[bookmark: _Toc241030415]References
Alghizzawi, M., Attar, R.W., Alhanatleh, H., Alnawafleh, H., Tahat, K. and Tahat, D.N. (2023). Digital ads via smart phones and purchase intent. In 2023 Tenth international conference on social networks analysis, management and security (SNAMS) (pp. 1-7). IEEE.
Ali, I. and Naushad, M. (2023) ‘Examining the influence of social media marketing on purchase intention: The mediating role of brand image’, Innovative Marketing, 19(4), pp. 145–157. Available at: https://doi.org/10.21511/im.19(4).2023.12. 
Ambuli, T.V., Kumar, V.P. and Surendher, R. (2024) ‘Email marketing: Is it still the influence young adults on purchase decision’, South Eastern European Journal of Public Health, 25(S1), pp. 1407–1412. Available at: https://doi.org/10.70135/seejph.vi.2084. 
An, G.K. and Ngo, T.T.A. (2025) ‘AI-powered personalized advertising and purchase intention in Vietnam’s digital landscape: The role of trust, relevance, and usefulness’, Journal of Open Innovation: Technology, Market and Complexity, 11(3), 100580. Available at: https://doi.org/10.1016/j.joitmc.2025.100580. 
Aziz, K.G. and Abdulqadir, S.O. (2023). Impact of digital marketing, such as social media marketing, mobile marketing and e-mail marketing, on customer buying. REVENUE: Jurnal Manajemen Bisnis Islam, 4(1), pp.71-82.
Bachri, S., Putra, S.M., Farid, E.S., Darman, D. and Mayapada, A.G. (2023). The digital marketing to influence customer satisfaction mediated by purchase decision. Jurnal Aplikasi Manajemen, 21(3), pp.578-592.
Bell, E., Bryman, A. and Harley, B. (2022) Business Research Methods. 6th edn. Oxford: Oxford University Press. https://doi.org/10.1093/hebz/9780198869443.001.0001
Creswell, J.W. and Creswell, J.D. (2023) Research Design: Qualitative, Quantitative, and Mixed Methods Approaches. 6th edn. Thousand Oaks, CA: SAGE Publications. DOI:10.13140/RG.2.2.22628.54403
Dai, W., Kim, H. and Luca, M. (2023) ‘Frontiers: Which firms gain from digital advertising? Evidence from a field experiment’, Marketing Science, 42(3), pp. 429–439. Available at: https://doi.org/10.1287/mksc.2023.1436
Edwin, William. (2023). The Influence of Digital Marketing on Purchase Intention with Brand Awareness as a Mediating Variable. International Journal of Review Management Business and Entrepreneurship (RMBE). DOI:10.37715/rmbe.v3i1.3929
Engelmann, S., Liebing, N., Wilde, A.I. and Schmitz, G. (2025) ‘Consumer segments in online grocery shopping: Analyzing segment-specific relationships in acceptance and usage behavior’, International Journal of Retail & Distribution Management. Available at: https://doi.org/10.1080/09593969.2025.2596946. 
Figueiredo, N., Ferreira, B.M., Abrantes, J.L. and Martinez, L.F. (2025). The role of digital marketing in online shopping: A bibliometric analysis for decoding consumer behavior. Journal of Theoretical and Applied Electronic Commerce Research, 20(1), p.25.
Galushko, V. and Riabchyk, A. (2024) ‘The demand for online grocery shopping: COVID-induced changes in grocery shopping behavior of Canadian consumers’, PLOS ONE, 19(2), e0295538. Available at: https://doi.org/10.1371/journal.pone.0295538. 
García-Madariaga, J., et al. (2026) ‘When AI conversations become advertising data: Algorithmic trust, privacy calculus, and purchase intention in GenAI-personalized social commerce’, Journal of Theoretical and Applied Electronic Commerce Research, 21(7), Article 197. Available at: https://doi.org/10.3390/jtaer21070197
Gupta, A., Wellard-Cole, L., Ni Mhurchu, C., et al. (2025) ‘Digital marketing techniques within online food retail platforms: A scoping review’, BMC Medicine, 24(30). Available at: https://doi.org/10.1186/s12916-025-04553-6. 
Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2022) A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM). 3rd edn. Thousand Oaks, CA: SAGE Publications.
Hair, J.F., Page, M. and Brunsveld, N. (2023) Essentials of Business Research Methods. 5th edn. New York: Routledge.  DOI:10.4324/9781003363569
Haq, I.U., Mazhar, B. and Maqsood, F. (2026) ‘Personalized Instagram ads and purchase intention: A Theory of Planned Behavior approach to creativity, value, and authenticity’, ReMark – Revista Brasileira de Marketing. Available at: https://doi.org/10.5585/2026.28646. 
Hosain, M.S. and Mamun, A.M.A. (2023) ‘The nexus between social media advertising and customers’ purchase intention with the mediating role of customers’ brand consciousness: Evidence from three South Asian countries’, Business Analyst Journal, 44(2), pp. 84–105. Available at: https://doi.org/10.1108/BAJ-06-2023-0053. 
Huang, Y., Bunchapattanasakda, C., Suo, L. and Boonmek, B. (2024) ‘The influence of social media marketing on purchase intentions through consumer engagement’, Asian Administration and Management Review, 7(2). Available at: https://doi.org/10.14456/aamr.2024.21. 
IAB UK (2025) Digital Adspend 2024: UK’s overall digital ad market hits £35.5bn. 29 April. Available at: https://www.iabuk.com/news-article/digital-adspend-2024-uks-overall-digital-ad-market-hits-ps355bn (Accessed: 16 September 2026).
Khail, S.M.K., Baloch, M.S. and Habib, N. (2023) ‘Impact of social media advertising features on customer purchase intention: A study of students of BUITEMS’, Journal of Development and Social Sciences, 4(2), pp. 246–258. Available at: https://doi.org/10.47205/jdss.2023(4-II)22. 
Khandelwal, A.R., Yadav, R., Chaturvedi, A. and Kumar, A.S. (2024). Examining the impact of AI and digital marketing on consumer purchase intention. In Emerging Developments and Technologies in Digital Government (pp. 220-242). IGI Global Scientific Publishing.
Kim, I., Son, S.-Y. and Hyun, B.-H. (2024) ‘The impact of privacy concerns on MZ generation's purchase intention: Mediating effects of advertising irritation and ad avoidance and moderating effects of brand loyalty’, Industry Promotion Research, 9(3), pp. 13–25. Available at: https://doi.org/10.21186/IPR.2024.9.3.013. 
Mahadevan, K., Punjani, K.K. and Joshi, S. (2023) ‘Examining online grocery purchase intentions through an extended TAM framework: A mediation analysis approach’, Indian Journal of Marketing, 53(11), pp. 41–57. Available at: https://doi.org/10.17010/ijom/2023/v53/i11/170597. 
Mukhtar, S., Mohan, A.C. and Chandra, D. (2023). Exploring the influence of digital marketing on consumer behavior and loyalty. International Journal of Research-Granthaalayah, 11(9), pp.1-18.
Office for National Statistics (ONS) (2025) Retail sales, Great Britain: May 2025. Available at: https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/may2025 (Accessed: 16 September 2026).
Phan, A.T., Nguyen, A.V., Ho, N.V. and Hai, G.H. (2024) ‘Social media marketing and customer purchase intention: Evidence-based bibliometrics and text analysis’, Innovative Marketing, 20(2), pp. 169–181. Available at: https://doi.org/10.21511/im.20(2).2024.14. 
Pinca, J.M., Labausa, F.S. and Cruda, N.E., (2024). Influence of digital marketing strategies on purchase intention. Canadian Journal of Business and Information Studies, 6(3), pp.73-90.
Romadhoni, B., Akhmad, A., Naldah, N. and Rossanty, N.P.E. (2023) ‘Purchasing decisions effect of social media marketing, electronic word of mouth (eWOM), purchase intention’, Journal of Accounting and Finance Management, 4(1), pp. 74–86. Available at: https://doi.org/10.38035/jafm.v4i1.194. 
Saha, P., Sengupta, A. and Gupta, P. (2024) ‘Influence of personality traits on Generation Z consumers' click-through intentions towards personalized advertisements: A mixed-methods study’, Heliyon, 10(15), e34559. Available at: https://doi.org/10.1016/j.heliyon.2024.e34559. 
Saunders, M.N.K., Lewis, P. and Thornhill, A. (2023) Research Methods for Business Students. 9th edn. Harlow: Pearson. 
Sekaran, U. and Bougie, R. (2020) Research Methods for Business: A Skill-Building Approach. 8th edn. Hoboken, NJ: Wiley. 
Senzo, M.K., Chitamba, A. and Mbona, S. (2026) ‘Linking digital marketing strategies to customer purchase behaviour in grocery retail: Insights from Spar Durban’, International Journal of Advanced Business Studies, 5(1), pp. 21–32. Available at: https://doi.org/10.59857/5fpjz004. 
Singh, S., Nagar, N., Bala, S., Karishma, Chauhan, P. and Tripathi, N. (2024) ‘Impact of AI on customers purchasing intention towards online grocery shopping: A case study of Delhi/NCR, India’, Journal of Informatics Education and Research, 4(2). Available at: https://doi.org/10.52783/jier.v4i2.1063. 
Siregar, N., Nursyamsi, S.E., Sutaguna, I.N.T., Razali, G. and Yusuf, M. (2023). Digital marketing to e-commerce customers. Journal of Management and Creative Business, 1(2), pp.182-198.
Taherdoost, H. (2016) ‘Validity and reliability of the research instrument: How to test the validation of a questionnaire/survey in a research’, International Journal of Academic Research in Management, 5(3), pp. 28–36. DOI:10.2139/ssrn.3205040
Tajudin, M.M., Che Musa, N., Mohd Salleh, S., Deraman, M.R., Hamzah, M.A. and Lee, S.F. (2024) ‘Factors influencing online grocery purchase intention among Gen-X in Klang Valley Malaysia’, INSIGHT Journal, 10(1), pp. 281–286. Available at: https://journal.uitm.edu.my/ojs/index.php/IJ/article/view/4403. 
Tangari, A.H., et al. (2026) ‘AI-driven personalization in social media advertising: How tracking awareness and eWOM homophily shape trust and consumer responses’, Psychology & Marketing. Available at: https://doi.org/10.1002/mar.70166. 
Tiwari, S.K., Haque, M.A., Kirmani, M.D. and Kumar, S. (2025) ‘How social media advertising influences sustainable purchase intentions in the digital age’, Discover Sustainability, 6, 889. Available at: https://doi.org/10.1007/s43621-025-01820-7. 
van Kleef, E., Fischer, A.R.H. and Bennin, K.E. (2025) ‘Precommitment and personalized product recommendations: An incentivized study in online grocery shopping’, Q Open, 5(2), qoaf028. Available at: https://doi.org/10.1093/qopen/qoaf028. 
Verhoef, Peter & Kannan, P. K. & Inman, J.. (2015). From Multi-Channel Retailing to Omni-Channel Retailing. Journal of Retailing. DOI:10.1016/j.jretai.2015.02.005
Widjaja, A.F., 2025. Factors influencing purchase intention in e-commerce: An analysis of brand image, product quality, and price. JUMDER: Jurnal Bisnis Digital dan Ekonomi Kreatif, 1(3), pp.32-47.
Wijaya, S. and Heruwasto, I. (2024) ‘Online purchase intentions on Instagram social media: Mediation of advertising attitude, advertising clicks, and product evaluation’, Journal of Management and Business Review, 21(2), pp. 146–160. Available at: https://doi.org/10.34149/jmbr.v21i2.546. 
Wijeratne, D.U.S. and Kuruppu, I.V. (2023) 'Consumer intention toward online grocery shopping during the post-pandemic (COVID-19)', Asian Journal of Marketing Management, 2(1), pp. 1–18. Available at: https://doi.org/10.31357/AJMM.V2I01.6250. 
Wuisan, D.S. and Handra, T. (2023). Maximizing online marketing strategy with digital advertising. Startupreneur Business Digital (SABDA Journal), 2(1), pp.22-30.
Zhao, Y., Zhao, X. and Liu, Y. (2023) ‘How brick-and-mortar retailers and grocery delivery platforms influence purchase intention?’, International Journal of Retail & Distribution Management, 51(12), pp. 1677–1697. Available at: https://doi.org/10.1108/IJRDM-02-2023-0112. 
Zhu, W. (2024) ‘The impact of personalized new media advertising on consumer purchase intentions: An empirical study based on the Theory of Planned Behavior’, Lecture Notes in Education Psychology and Public Media, 41, pp. 127–137. Available at: https://doi.org/10.54254/2753-7048/41/20240771. 
Demographic data analysis

Frequency 	Male 	Female	18-28	29-38	39-48	49-58	58 above	Gender 	Age	75	25	30	25	25	10	10	Percentage	Male 	Female	18-28	29-38	39-48	49-58	58 above	Gender 	Age	0.75	0.25	0.3	0.25	0.25	0.1	0.1	




Frequency
SMM2	1	2	3	4	5	6	7	0	0	0	0	8	84	8	SMM3	1	2	3	4	5	6	7	0	0	0	0	13	72	15	SMM4	1	2	3	4	5	6	7	0	0	0	0	0	91	9	1	2	3	4	5	6	7	1	2	3	4	5	6	7	Frequency

PDA1	1	2	3	4	5	6	7	0	0	0	2	4	57	37	PDA2	1	2	3	4	5	6	7	0	0	0	0	15	71	14	PDA3	1	2	3	4	5	6	7	0	0	0	0	10	74	16	PDA4	1	2	3	4	5	6	7	0	0	0	0	8	73	19	




Frequency
EM1	1	2	3	4	5	6	7	0	0	0	6	0	75	19	EM2	1	2	3	4	5	6	7	0	0	0	3	6	77	14	EM3	1	2	3	4	5	6	7	0	0	0	0	8	78	14	EM4	1	2	3	4	5	6	7	0	0	0	0	3	90	7	Frequency
DPS1	1	2	3	4	5	6	7	0	0	0	2	4	67	27	DPS2	1	2	3	4	5	6	7	0	0	0	0	19	66	15	DPS3	1	2	3	4	5	6	7	0	0	0	0	8	75	17	DPS4	1	2	3	4	5	6	7	0	0	0	0	12	69	19	Frequency
PI1	1	2	3	4	5	6	7	0	0	0	6	0	69	25	PI2	1	2	3	4	5	6	7	0	0	0	0	11	81	8	PI3	1	2	3	4	5	6	7	0	0	0	0	13	75	12	PI4	1	2	3	4	5	6	7	0	0	0	0	0	94	6	2
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