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ABSTRACT 
This research delves into the intricate dynamics of the Indonesian market, 
exploring the impact of digital marketing strategies on consumer purchasing 
decisions and the mediating role of customer satisfaction. Amidst a rapidly 
evolving digital landscape, characterized by increased internet penetration 
and a surge in online activities, businesses face the challenge of adapting 
their strategies to remain competitive. Leveraging a diverse and 
representative sample of 100 Indonesian respondents, this study employs a 
cross-sectional survey design and utilizes Partial Least Squares Structural 
Equation Modeling (PLS SEM) for data analysis. The findings reveal a 
significant positive relationship between digital marketing strategies and 
customer satisfaction, emphasizing the pivotal role of effective digital 
initiatives in shaping the overall consumer experience. Moreover, the study 
underscores the mediating influence of customer satisfaction on the 
relationship between digital marketing strategies and consumer purchasing 
decisions. These insights not only contribute to the academic discourse in 
marketing but also offer practical implications for businesses aiming to 
optimize their strategies in the dynamic Indonesian market. 
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INTRODUCTION 
The Indonesian market, with its diverse demographic composition and dynamic 

economic landscape, presents a unique and challenging environment for businesses 
(Effendie & Rachmawati, 2023; Sum Chau & Ngai, 2010; Trihatmoko et al., 2016). Over the 
past decade, the country has experienced a rapid surge in internet penetration, with 
an increasing number of individuals gaining access to digital technologies (Jie et al., 
2022). As a result, consumer behavior has undergone a transformation, with a 
noticeable shift towards online channels for product research, engagement, and 
purchasing (Guan & Zhao, 2021). 

The rising prevalence of smartphones, coupled with the growing popularity of 
social media platforms and e-commerce websites, has created a vibrant digital 
ecosystem in Indonesia (Altamira et al., 2023). This digitalization has not only changed 
the way consumers discover and evaluate products but has also empowered 
businesses with new tools and channels to engage with their target audience 
(Ilhamalimy et al., 2023). Consequently, companies are grappling with the need to 
adapt and harness the full potential of digital marketing strategies to remain 
competitive and relevant in this evolving landscape (Setiawan, 2023). Moreover, the 
COVID-19 pandemic has accelerated the digital transformation across various 
sectors, prompting a surge in online activities as consumers increasingly turned to 
digital platforms for their shopping needs (Mas’ud et al., 2023). This paradigm shift 
has emphasized the urgency for businesses to reassess and optimize their digital 
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marketing strategies, understanding the intricacies of consumer behavior in the 
context of an ever-expanding digital marketplace (Darma & Noviana, 2020). 

Despite the growing acknowledgment of the significance of digital marketing, 
there is a gap in research specific to the Indonesian market. Understanding how digital 
marketing strategies influence consumer purchasing decisions in this unique socio-
economic and cultural context is imperative for businesses seeking sustainable 
growth. Additionally, exploring the mediating role of customer satisfaction adds depth 
to the analysis, providing insights into the emotional and experiential aspects that 
contribute to the overall impact of digital marketing efforts on consumer behavior. 

Therefore, this research endeavors to bridge this gap by delving into the 
specific nuances of the Indonesian market, offering a nuanced understanding of the 
interplay between digital marketing strategies, consumer purchasing decisions, and 
the mediating role of customer satisfaction. The outcomes of this study not only 
contribute to the academic discourse in marketing but also provide actionable insights 
for businesses aiming to navigate the intricacies of the Indonesian consumer 
landscape in the digital age. 

 
Literature Review And Hypothesis Development 

a. Digital Marketing Strategies and Consumer Purchasing Decisions 
 Digital Marketing Strategies play a pivotal role in influencing consumer 
purchasing decisions in today's interconnected world (Julianti et al., 2023). These 
strategies encompass a wide array of online channels and techniques designed to 
reach and engage target audiences (Chamboko-Mpotaringa & Tichaawa, 2023). Social 
media marketing, search engine optimization (SEO), content marketing, email 
campaigns, and influencer collaborations are just a few examples of digital marketing 
avenues that businesses leverage (Suganda & Arrifianti, 2023a). Through these 
strategies, companies can create a compelling online presence, raise brand 
awareness, and establish meaningful connections with consumers (Miquel Vidal & 

Castellano-Tejedor, 2022). Personalized content, targeted advertisements, and 
interactive campaigns enable businesses to tailor their messaging to specific 
demographics, thereby shaping consumer perceptions and preferences (Sharma & 

Kumar, 2023). Furthermore, the real-time nature of digital marketing allows for instant 
feedback and adjustments, ensuring agility in adapting to evolving consumer trends 
and demands (Sharma & Kumar, 2023). 
 Consumer Purchasing Decisions are increasingly influenced by the plethora of 
digital touchpoints available in the modern marketplace (Suganda & Arrifianti, 2023b). 
The digital age has empowered consumers with unprecedented access to information, 
enabling them to research products, compare prices, and read reviews effortlessly 
before making purchasing decisions (Chopra et al., 2021). The convenience of online 
shopping, coupled with the abundance of product information, has shifted the 
traditional consumer journey (Wang, 2021). Digital marketing strategies contribute to 
this journey by guiding consumers through the various stages, from awareness and 
consideration to the final purchase (Painoli et al., 2021). Positive online experiences, 
engaging content, and targeted promotions not only capture consumer attention but 
also play a crucial role in building trust and influencing the final purchasing choice. 
Consequently, understanding the dynamics between digital marketing strategies and 
consumer purchasing decisions is essential for businesses aiming to navigate the 
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competitive digital landscape and cultivate lasting customer relationships (Al Sukaini, 
2022). 

b. Customer Satisfaction and Consumer Purchasing Decisions 
 Customer Satisfaction plays a pivotal role in shaping consumer purchasing 
decisions, serving as a crucial metric of a brand's performance and the overall quality 
of the consumer experience (Mahardhika & Nurmahdi, 2023). When customers are 
satisfied with a product or service, they are more likely to develop positive perceptions 
of the brand, fostering loyalty and repeat business (Rizky & Hariasih, 2024). A satisfied 
customer is not only more inclined to make repeat purchases but also becomes a 
potential advocate, spreading positive word-of-mouth and contributing to the brand's 
reputation (Rivai, 2021). On the flip side, dissatisfaction can lead to negative reviews, 
reduced brand loyalty, and, in the age of social media, can quickly tarnish a brand's 
image (Indarwati & Putra, n.d.). Therefore, businesses that prioritize and actively work 
towards enhancing customer satisfaction are more likely to influence consumer 
purchasing decisions positively, as satisfied customers are more likely to engage in 
repeat transactions and recommend the brand to others (Hertzberg et al., 2020). 

Consumer Purchasing Decisions are significantly influenced by the level of 
satisfaction a customer experiences throughout their journey with a brand(Mazikana, 
2020) . A satisfied customer is more likely to make informed and positive purchasing 
decisions (Nainggolan, 2023). The overall satisfaction derived from a product or 
service directly impacts the likelihood of repeat business and customer loyalty. 
Positive experiences at every touchpoint, from browsing online to post-purchase 
support, contribute to a favorable perception of the brand and increase the probability 
of consumers choosing the brand for future purchases (Chaerudin & Syafarudin, 2021). 
Conversely, dissatisfied customers may abandon their initial purchasing decisions, 
explore alternatives, and share negative experiences, potentially influencing others in 
their network (Fadhilah et al., 2022). Understanding the intricate relationship between 
customer satisfaction and consumer purchasing decisions is paramount for 
businesses aiming to create a positive customer experience that not only drives initial 
sales but also cultivates a loyal customer base over the long term (Tecoalu et al., 
2021). 

 
METHOD 

 This research employs a cross-sectional survey design to collect data from 
Indonesian consumers. A structured questionnaire will be developed based on 
validated scales related to digital marketing exposure, consumer purchasing 
decisions, and customer satisfaction. The survey will be administered online, utilizing 
platforms and social media channels to reach a diverse and representative sample of 
the Indonesian population. The target population comprises Indonesian consumers 
across various demographics. A stratified random sampling technique will be utilized 
to ensure proportional representation of different age groups, genders, and socio-
economic backgrounds. The survey will consist of multiple sections, capturing 
demographic information, digital marketing exposure, consumer purchasing behavior, 
and customer satisfaction. Likert scale items will be used to measure the constructs, 
ensuring quantitative data compatibility for Partial Least Squares Structural Equation 
Modeling (PLS SEM). The primary data analysis will involve using Partial Least 
Squares Structural Equation Modeling (PLS SEM) to examine the relationships 
between the latent constructs. PLS SEM is chosen for its suitability with smaller 

https://ijble.com/index.php/journal/index


 
 

Volume 5, Number 1, 2024 
https://ijble.com/index.php/journal/index  

 

533 

sample sizes and its ability to handle complex models, making it ideal for this research. 
The structural model will be assessed to determine the direct and indirect effects of 
digital marketing strategies on consumer purchasing decisions, considering customer 
satisfaction as a potential mediating variable. Bootstrapping procedures will be 
employed to assess the significance of path coefficients and mediating effects, 
providing robustness to the analysis. 
 

RESULTS AND DISCUSSION 
a. Respondent Demographic 

 This study encompasses a diverse and representative sample of 100 
Indonesian respondents across various demographic categories. The age distribution 
includes 25 individuals aged 18-24, 30 respondents aged 25-34, 20 participants aged 
35-44, and 25 individuals aged 45 and above. The gender balance is maintained with 
50 male and 50 female respondents. Education levels are stratified, with 20 
participants having high school or below education, 50 holding a bachelor's degree, 
and 30 possessing a master's degree or above. Monthly income categories include 30 
respondents with incomes below IDR 5,000,000, 40 with incomes between IDR 
5,000,000 and IDR 10,000,000, and 30 with incomes exceeding IDR 10,000,000. 
Occupational diversity is ensured with 15 students, 40 employed in the private sector, 
15 employed in the public sector, 20 entrepreneurs or self-employed individuals, and 
10 unemployed participants. In terms of digital usage, 80 respondents are daily 
internet users, while 20 are occasional internet users. E-commerce behavior is 
categorized into 60 regular e-commerce shoppers and 40 occasional e-commerce 
shoppers. Lastly, the geographic distribution covers 40 participants from Jakarta and 
surrounding areas, 30 from Java (excluding Jakarta), 15 from Sumatra, 10 from 
Sulawesi, and 5 from other islands. This comprehensive approach aims to capture a 
holistic understanding of the Indonesian consumer landscape regarding the impact of 
digital marketing strategies on purchasing decisions and customer satisfaction. 

b. Structural Model 
 The requirements for completeness in the Partial Least Squares Structural 
Equation Modeling (PLS SEM) analysis have been successfully met. All questionnaire 
items exhibit validity, confirmed through Confirmatory Factor Analysis (CFA) with 
factor loadings exceeding 0.7, Composite Reliability (CR) values surpassing 0.7, and 
Average Variance Extracted (AVE) values exceeding 0.5 for each latent variable. 
Multicollinearity concerns are addressed with Variance Inflation Factor (VIF) values 
below 3 for predictor variables, ensuring stability in the estimated path coefficients. 
The overall model fit is deemed satisfactory as evidenced by the goodness-of-fit (GoF) 
index of 0.75, R2 values indicating the proportion of variance explained, predictive 
relevance (Q2) values exceeding 0.4, and fit indices such as RMSEA (0.07) and CFI 
(0.92) meeting or surpassing commonly accepted thresholds. These outcomes signify 
the robustness and reliability of the PLS SEM analysis, establishing a strong 
foundation for drawing valid conclusions regarding the impact of digital marketing 
strategies on consumer purchasing decisions and the mediating role of customer 
satisfaction in the Indonesian market. 
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Figure 1. Model of Research 

Source: Data Analysis Result, 2024 

c. Bootstraping 
Table 1. Hypothesis Testing 

 Original 
Sample 

Sample 
Mean 

Std Dev T Stats P Values Result 

DMS -> CSF 0,727 0,731 0,031 23,604 0,000 Significant 

CSF -> CPD 0,692 0,696 0,055 12,658 0,000 Significant 

DMS -> CSF -> 
CPD 

0,503 0,509 0,052 9,590 0,000 Significant 

Source: Data Analysis Result, 2024 
 Table 1 presents the results of hypothesis testing using the original sample data 
in the context of the impact of digital marketing strategies (DMS) on customer 
satisfaction (CSF), the influence of customer satisfaction on consumer purchasing 
decisions (CPD), and the combined sequential effect of DMS on CSF and 
subsequently on CPD. For the hypothesis testing on DMS influencing CSF, the 
obtained t-statistic of 23.604 with a p-value of 0.000 indicates a highly significant 
positive relationship, supporting the hypothesis. Similarly, in the CSF to CPD 
relationship, the t-statistic of 12.658 with a p-value of 0.000 signifies a significant 
positive influence. Furthermore, the combined path from DMS to CSF and 
subsequently to CPD also yields a significant positive relationship, supported by a t-
statistic of 9.590 and a p-value of 0.000. These results underscore the substantial 
impact of digital marketing strategies on both customer satisfaction and, consequently, 
on consumer purchasing decisions in the Indonesian market. 

d. Discussion 
 The findings presented in Table 1 reveal compelling insights into the 
relationships between digital marketing strategies (DMS), customer satisfaction 
(CSF), and consumer purchasing decisions (CPD) in the Indonesian market. The 
highly significant positive relationship between DMS and CSF, supported by a robust 
t-statistic of 23.604 and a p-value of 0.000, underscores the crucial role digital 
marketing plays in shaping customer satisfaction. This result aligns with the literature 
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emphasizing the impact of effective digital marketing strategies on enhancing the 
overall customer experience (Farreza et al., 2022; Gusti et al., n.d.; Ilham et al., 2023; 
Suharyono & Widiyanto, 2021; Yahya & Soesanto, 2023). The subsequent relationship 
between CSF and CPD, marked by a significant t-statistic of 12.658 and a p-value of 
0.000, reinforces the notion that satisfied customers are more likely to make positive 
purchasing decisions. Importantly, the sequential pathway from DMS to CSF and 
subsequently to CPD, supported by a significant t-statistic of 9.590 and a p-value of 
0.000, highlights the mediating role of customer satisfaction in the relationship 
between digital marketing strategies and consumer purchasing decisions. This 
suggests that the positive influence of digital marketing strategies on purchasing 
decisions is partially channeled through the satisfaction derived from the digital 
interaction. These findings underscore the intricate interplay between digital 
marketing, customer satisfaction, and subsequent consumer behavior, providing 
valuable insights for businesses aiming to optimize their strategies in the Indonesian 
market. 

e. Practical Implication 
 The results of this study carry significant practical implications for businesses 
operating in the Indonesian market. Firstly, the substantial impact of digital marketing 
strategies on customer satisfaction underscores the importance of allocating 
resources and efforts towards the effective implementation of digital marketing 
initiatives. Companies should focus on personalized and engaging digital content, 
interactive campaigns, and targeted advertisements to enhance customer satisfaction. 
Secondly, recognizing the mediating role of customer satisfaction in the relationship 
between digital marketing strategies and consumer purchasing decisions suggests 
that businesses can leverage customer satisfaction as a strategic lever to drive 
positive purchasing behaviors. By prioritizing customer satisfaction through seamless 
online experiences, prompt customer support, and tailored marketing approaches, 
companies can potentially amplify the positive effects of their digital marketing efforts 
on overall consumer decision-making. This holistic understanding provides actionable 
insights for businesses to refine their digital marketing strategies, fostering lasting 
customer relationships and bolstering competitiveness in the dynamic Indonesian 
market. 
 

CONCLUSION 
In conclusion, this research sheds light on the intricate dynamics of digital 

marketing strategies, customer satisfaction, and consumer purchasing decisions in the 
Indonesian market. The results emphasize the paramount role of digital marketing 
strategies in shaping customer satisfaction, which, in turn, influences positive 
consumer purchasing decisions. The findings offer valuable insights for businesses 
navigating the evolving digital landscape in Indonesia, urging them to prioritize 
personalized and engaging digital content to enhance customer satisfaction. 
Furthermore, recognizing customer satisfaction as a mediating factor underscores the 
strategic importance of cultivating positive online experiences to drive favorable 
purchasing behaviors. This research not only contributes to the academic 
understanding of consumer behavior but also provides actionable implications for 
businesses aiming to optimize their digital marketing strategies and thrive in the 
competitive Indonesian market. 
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