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Abstract – The birth and fast growth of digital technology have resulted in substantial changes within the field of e-commerce 

marketing, making a successful digital marketing strategy implementation extremely important for the development of any 

business organization. Therefore, this research paper is aimed at analyzing the effects produced by some major digital marketing 

strategies, namely SEO, SMM, CM, PPC advertising and influencer marketing, on the development of an e-commerce business. 

The mixed methods approach will be utilized for conducting research based on both quantitative survey data from 500 

respondents and qualitative research conducted in 100 e-commerce businesses. As a result, it was found out that there exist 

extremely positive correlations between implementing combined digital marketing strategies and the sales results. More 

specifically, the businesses using multiple digital channels achieve significantly better results compared to other businesses in 

terms of customer acquisition rates, higher retention rates and better ROI. Some trends, including artificial intelligence-based 

personalization, programmatic advertising and community-driven growth, have been considered important for e-commerce 

businesses' success in the future. 
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I. INTRODUCTION  
 

An unprecedented growth of the digital economy has been 

witnessed over the past decade due to the increasing 

prominence of e-commerce [1][4][5]. Global e-commerce 

has grown from about USD 3.5 trillion in 2019 to more than 

USD 5.5 trillion in 2022, and its total will go beyond USD 

8 trillion by 2026 [1][4][5]. The significant increase 

demonstrates the importance of the role played by digital 

marketing to engage online consumers and retain them 

[1][4][5]. In conditions of increasing competition and the 

dynamic changes of consumers' behavior patterns, e-

commerce companies are obliged to develop more flexible, 

data-driven, and client-oriented marketing strategies 

[1][4][5]. 

 

The scope of tools used in digital marketing is vast and 

contributes in a different way to e-commerce performance 

[1][5][8][9]. SEO helps to gain organic traffic of the 

website and attract customers who will likely buy 

something [1][5][8][9]. SMM uses such social media as 

Instagram, TikTok, and Facebook to make a company 

known among a wider audience and establish communities 

[1][5][8][9]. It also promotes sales on social media 

platforms [1][5][8][9]. Content marketing establishes 

authority and builds trust using content useful to the 

consumer [1][5][8][9]. PPC ads allow building targeted ads 

campaigns with measurable effects [1][5][8][9]. Influencer 

marketing involves the credibility of content creators in 

order to engage an audience in the promotion [1][5][8][9]. 

Affiliate marketing allows developing performance-

oriented business partnerships [1][5][8][9]. 

 

The contemporary economic situation brings a lot of 

challenges to digital marketers, but gives an opportunity as 

well [4][7][10]. Digital marketing budgets have become 

extremely high; thus, brands are reconsidering their 

development strategies and moving from the platform-

based growth to a more sustainable model with emphasis on 

retention and efficiency [4][7][10]. Over the last years, the 

returns from advertising activities dropped by almost 30%, 

which causes a need for the company to diversify the 

allocation of the budget [4][7][10]. 

 

The emergence of technologies for big data analysis and 

artificial intelligence in digital marketing practices brought 

an additional evolution in this sphere as well [2][3][6]. 

Special analytics tools can allow the processing of billions 

of data points in order to find out the moments of intention 

to buy and optimize personal customer experience and 

campaigns in real time [2][3][6]. Programmatic advertising 

solutions use all these advantages in order to provide better 

engagements for less money with average CPM which is 

even 50% less than the one of traditional display networks 

providing better performance results [2][3][6]. The genetic 

algorithm improved the performance of marketing solutions 

in many aspects and provided 21% higher customer 

satisfaction and better strategy efficiency [3]. 

 

Nevertheless, there were conducted enough investigations 

regarding the effect of different marketing strategies in 

digital market [1][5][8]. However, many important aspects 

connected with their proper integration and total effect on 

the development of e-commerce business remain uncovered 

[1][5][8]. The current research is aimed to solve this 

problem and explore different aspects of interaction and 

performance of various digital marketing strategies in e-
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commerce environment [1][5][8]. The goals of this research 

are to find out  

 The most efficient marketing channels for e-commerce 

development [1][5][8] 

 Impact of integrated multi-channel strategies on sales 

performance [1][5][8] 

 Role of data analytics in marketing optimization 

[2][3][6] 

 Trends which may influence the future of e-commerce 

marketing [4][7][10] 

This research is important due to its practical significance 

for e-commerce managers and marketers who need to know 

the performance of various marketing strategies in order to 

make right decisions and get better ROI from marketing 

campaigns [1][4][5][8]. 

 

II. LITERATURE SURVEY 
 

A lot has been written about digital marketing and its 

influence on the performance of e-commerce [1][5][8]. 

Mursalov comprehensively investigated the influence of 

major digital marketing strategies used in electronic 

commerce, such as search engine optimization, social 

media marketing, content marketing, email marketing, 

influencer marketing, and performance-based advertising 

instruments [1]. The researchers have analyzed the effect of 

the listed marketing strategies on customer engagement, 

satisfaction, electronic customer loyalty, and sales volume 

growth with statistical analysis and comparative analysis 

techniques [1]. It was concluded that digital marketing 

strategies lead to the rise in market share and competitive 

advantage of e-commerce websites [1]. 

 

Also, Burbulea and Duhlicher researched the influence of 

digital marketing strategies on the performance of e-

commerce platform [5]. They paid special attention to the 

fact that the digitalization process was significantly 

facilitated by the outbreak of the COVID-19 pandemic [5]. 

These researchers have stressed that the use of digital 

marketing is critical for capturing and keeping customers 

online [5]. Moreover, online marketplaces should be 

viewed as the main pillars of the digital economy [5]. 

 

Jain and Sharma examined the effect of four important 

digital marketing strategies such as Search Engine 

Optimization, Social Media Marketing, Content Marketing, 

and Pay-Per-Click advertising on e-business performance 

in emerging economies through survey data using PLS-

SEM analysis and found positive influence of all the four 

strategies on e-business performance with Social Media 

Marketing and Content Marketing exerting most influence 

[8]. The paper contributed to theory by providing support 

for Resource-Based View and Technology Acceptance 

Model showing digital marketing strategies as strategic 

capabilities for enhancing online performance [8]. 

 

The value of big data analytics in increasing effectiveness 

of digital marketing has been extensively studied [2][3][6]. 

Empirical evidence from the studies about big data 

analytics based dynamic capability shows how firms using 

data driven approach can calibrate marketing exploitation 

and exploration for enhanced performance [2][3][6]. It has 

been found that big data analytics-based asset contributes to 

an average improvement of firm productivity by 3-7 percent 

[6]. 

 

Various techniques of optimization have been studied to 

enhance the e-commerce marketing strategies [3]. Studies 

using genetic algorithm approach to marketing optimization 

showed significant improvements in many performance 

parameters where customer satisfaction increased by 21% 

and effectiveness of the advertising strategy increased by 

0.35 while the reliability of promotional campaigns 

improved by 0.36 [3]. This was more than the 

improvements made through conventional optimization 

techniques [3]. 

 

Issues in marketing for e-commerce enterprises are equally 

well-documented [4][7][10]. Increased digital marketing 

budgets and lower returns have led brands to reevaluate 

their strategies [4][7][10]. The cost of customer acquisition 

has risen 10–15%, with increasing competition, and both 

acquisition and customer retention has become more 

expensive [4][7][10]. Hence, an evolution towards more 

effective and focused marketing methods is being seen, 

with brands becoming pickier about channels and 

concentrating on better conversion rates and retention rather 

than increased expenditure on digital marketing [4][7][10]. 

 

The latest trends in the world of e-commerce digital 

marketing revolve around AI-based personalization, growth 

through communities, and conversions through native 

platforms [7][10]. Statistics show that community-led 

customers make 24% more purchases per single order, with 

companies that utilize customer communities experiencing 

46% more value over the whole life cycle of their 

relationship with the brand [7][10]. Live shopping 

experiences coupled with offers are resulting in 30% higher 

order amounts [7][10]. 

 

III. PROPOSED METHODOLOGY 
 

In this study, an integrated approach to research will be 

used, which combines qualitative insights alongside 

quantitative data collected from surveys, in order to 

investigate thoroughly how digital marketing influences the 

development of e-businesses. The approach will involve 

both the extent and the methods of digital marketing 

implementation. 

 

Research Design 

The study employs the concurrent triangulation design, 

which entails collecting quantitative and qualitative data at 

the same time, analyzing the two data independently, and 

subsequently combining both to offer a comprehensive 

view of the research issue. The quantitative part involves 

administering a standardized questionnaire to 500 people, 

who are e-commerce firms of various sizes and industries. 

On the other hand, the qualitative part is composed of semi-
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structured interviews with 100 firms involved in the e-

commerce industry. 

 

Data Collection Instruments 

An instrument for the survey that included a set of questions 

related to the variables such as adoption of digital marketing 

channels, implementation intensity, performance 

indicators, and outcomes was developed. The questions for 

the survey were developed according to the existing 

measurement scales that had been used by previous 

researchers and adjusted to be applicable to the field of e-

commerce. In addition, it collected information related to 

SEO, social media marketing, content marketing, PPC 

advertising, influencer marketing, and affiliate marketing. 

Performance indicators include client acquisition, 

conversion, order value, client lifetime value, and ROI. 

 

Interview guides were developed in order to explore the 

decision-making process and challenges with regard to 

digital marketing as well as its effectiveness. Interview was 

conducted with marketing managers, e-commerce 

directors, and business owners. 

 

Sampling Strategy 

Stratified random sampling method was used so that 

business organizations could be represented on the basis of 

size and industry sectors. Stratification was done in three 

classes as follows: small business organizations earning an 

annual income less than USD 1 million; medium business 

organizations earning from USD 1-10 million; and large 

business organizations earning above USD 10 million. 

Various sectors were as follows: fashion & apparel; 

electronics & technology; health & beauty; food & 

beverages; general retailing. 

 

Data Analysis Methods 

The methods of data analysis in a quantitative study include 

the use of descriptive statistics, correlation, and regression 

techniques. The method of descriptive statistics is used to 

show the distribution and central tendency of important 

variables. Correlation techniques will analyze the 

relationship between the implementation of digital 

marketing techniques and various performance indicators. 

Regression analysis is used to calculate the relative impact 

of various digital marketing strategies on business 

development, adjusting for the size of business, industry 

sector, and market conditions. 

 

The qualitative research methodology will use thematic 

analysis approach, where the coding process of the 

interview’s transcripts will enable the researcher to identify 

themes or ideas. 

 

Ethical standards were strictly followed in this research. 

The informed consent of all participants was obtained in 

advance by providing assurances of confidentiality and 

anonymity. It was also made clear to the participants that 

they could leave the experiment anytime they desired. The 

collection and handling of the data conformed to the 

relevant data protection legislation. 

 
Figure 1: Research Methodology Framework 

 

Figure 1 shows the framework of the research methodology 

that has been followed in the current study. This framework 

highlights the stages that form part of the research process 

starting from identifying the problem and reviewing 

relevant literature, passing through designing the research 

and developing research tools, collecting the data from 

survey and interviews, analyzing data through quantitative 

and qualitative analysis, and ending in the integration of the 

findings and drawing conclusions on the basis of those 

findings. 
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Figure 2: Digital Marketing Strategy Implementation Model 

 

Figure 2 above shows the digital marketing strategy 

implementation conceptual model. The conceptual model is 

comprised of five digital marketing channels—namely, 

Search Engine Optimization (SEO), Social Media 

Marketing, Content Marketing, Pay-Per-Click Advertising, 

and Influencer Marketing—that act as inputs into the 

process of implementing a strategy involving strategies, 

channel selection, campaigns and performance 

measurements. This model also illustrates the performance 

measurements loop which plays a significant role in 

developing a better digital marketing strategy through 

performance analysis and optimization loops. 

 

IV. ANALYSIS AND DISCUSSION 

Findings on the effectiveness of digital marketing, 

channels’ performance and growth outcomes will be 

provided in the analysis section based on data obtained from 

the survey and interviewees. 

 

Descriptive Statistics 

A response rate of 68%, comprising of 340 respondents in 

total, was achieved with an equally balanced respondent 

representation in different company sizes: 38% Small 

Enterprise, 42% Medium Enterprise, and 20% Large 

Enterprise. Similarly, in terms of industries, representation 

came from 28% fashion/apparel; 22% 

electronics/technology. 

  

 
Figure 3: Digital Marketing Channel Adoption Rates by Business Size 

 

In Figure 3 below we see the rate at which various digital 

marketing channels have been adopted within the different 

business size categories. This bar graph shows that large 

businesses have the highest adoption rates of all the 

channels, and their most popular channels include Social 

Media Marketing, which has a rate of 94% and SEO with 
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an adoption rate of 91%. Small businesses adopt the 

channels at much lower rates, with sophisticated channels 

like influencer marketing having a rate of 45%, while 

programmatic advertising has a rate of 32%. 

 

Adoption levels were quite different between channels and 

firms. Social Media Marketing was found to have the 

highest adoption rate (87% on average), SEO came second 

(83%), Content Marketing third (81%), Email Marketing 

fourth (76%), while PPC Advertising fifth with an adoption 

rate of 68%. Influencer Marketing was adopted less often – 

52% for all firms, and even less by small firms. 

 

Channel Effectiveness Analysis 

The effect of using digital marketing channels and their 

influence on business performance was estimated by 

conducting regression analysis. According to obtained 

results, all of the mentioned digital channels have a positive 

impact on business performance. 

 

 

Table 1: Digital Marketing Channel Impact on Business Performance 

Digital Marketing 

Channel 

Customer Acquisition 

Impact 

Revenue Growth 

Impact 

Customer Retention 

Impact 

ROI 

Score 

Social Media 

Marketing 
High (β=0.42, p<0.01) 

High (β=0.38, 

p<0.01) 

Medium (β=0.31, 

p<0.05) 
4.2/5.0 

Search Engine 

Optimization 
High (β=0.39, p<0.01) 

High (β=0.41, 

p<0.01) 

Medium (β=0.28, 

p<0.05) 
4.5/5.0 

Content Marketing 
Medium (β=0.33, 

p<0.05) 

Medium (β=0.35, 

p<0.05) 

High (β=0.44, 

p<0.01) 
4.0/5.0 

PPC Advertising High (β=0.44, p<0.01) 
Medium (β=0.32, 

p<0.05) 

Low (β=0.19, 

p<0.10) 
3.5/5.0 

Influencer Marketing 
Medium (β=0.30, 

p<0.05) 

Medium (β=0.29, 

p<0.05) 

High (β=0.38, 

p<0.05) 
3.8/5.0 

Email Marketing 
Medium (β=0.28, 

p<0.05) 

Medium (β=0.30, 

p<0.05) 

High (β=0.42, 

p<0.01) 
4.1/5.0 

Table 1 depicts the regression coefficients and level of 

statistical significance for the association between the use 

of digital marketing channel and three measures of business 

performance which include customer acquisition, revenue 

growth and customer retention. ROI ratings have been 

calculated based on survey participants’ response on the 

scale of 5. The maximum ROI rating is achieved by SEO 

(4.5/5.0) whereas PPC has shown the minimum one 

(3.5/5.0) due to rising advertising rates. 

 

The results show that the greatest influence has Social 

Media Marketing on customer acquisition (β=0.42, p<0.01) 

because of the channel’s high effectiveness in acquiring and 

communicating with new customers. SEO has shown the 

greatest influence on revenue growth (β=0.41, p<0.01) as it 

was expected from the previous research where it was 

shown that users attracted through organic search have 

higher intention to perform action than those who use 

advertising channels. Content Marketing and Email 

Marketing proved to be very effective in customer retention 

(β=0.44 and β=0.42 correspondingly). 

Integrated Strategy Performance 

Business organizations employing integrated/multi-channel 

strategy achieved significantly better performance than 

those using single-channel strategy. 

  

In Figure 4, there are three groups that are considered based 

on their levels of performance in terms of business. These 

three categories are business using single-channel 

marketing, multi-channel marketing strategy (2-4 channels) 

and integrated channels (5+ channels). It is apparent from 

the graph that business performs better in all the categories 

based on the increased number of channels. Integrated 

channel strategy is seen to increase the customer acquisition 

rate by 47%, revenue growth by 52% and customer 

retention by 38% compared to the single-channel strategy. 
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Figure 4: Performance Comparison by Channel Integration Level 

 

E-commerce integration mean scores also back up these 

results. High integration had a mean score of 4.5 (SD=0.6) 

on performance indicators, followed by moderate 

integration which showed a mean score of 3.8 (SD=0.7), 

and lastly low integration that showed a mean score of 3.2 

(SD=0.9). The trend from the least score to the highest can 

be seen, showing complementing effects of the channels in 

this case. 

 

Data-Driven Optimization Impact 

Organizations that made use of data analytics for their 

marketing optimizations performed much better. In fact, the 

performance of programmatic advertising was outstanding. 

  

 
Figure 5: Performance Metrics with Data-Driven Optimization 

Refer to Figure 5 for the comparative performance 

measures of data-driven optimization and conventional 

marketing organizations. It is a radar plot representing five 

key performance indices on a scale from 0-100. Companies 

utilizing data have significantly higher performance 

measures in all five categories as follows: Acquisition Rate 

(78 compared to 52), Conversion Rate (72 compared to 45), 

Customer Retention (81 compared to 58), Average Order 

Value (69 compared to 51), and Marketing Return on 

Investment (85 compared to 49). 

 

Industrial case studies have confirmed these observations. 

For instance, one medium fashion retailer using geo-

targeting based on weather forecasts increased seasonal 

sales by 67% and inventory turnover by 45%. One 

electronics retailer using programmatic retargeting 

recovered abandoned carts and increased cart recover rate 

from 8% to 31%, while at the same time cutting down the 

cost of acquiring a customer by 40%. One beauty brand 

optimizing for customer lifetime value increased new 

customer LTV by 89% and marketing efficiency ratio by 

4.2x. 
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Emerging Trends and Future Directions 

The qualitative interview study showed that there were 

certain developing trends that were becoming important in 

the digital marketing of e-commerce. The trend towards 

personalized solutions driven by AI has become one of such 

capabilities. The community-growth model became more 

important since companies started creating communities in 

order to increase customer loyalty and lifetime value. 

Native platform conversion is another capability that allows 

customers to make purchases directly in the app. 

 
Figure 6: Emerging Digital Marketing Trends Adoption and Impact 

Figure 6 highlights adoption levels and perceived impacts 

of the latest trends in digital marketing according to 

interviews. A scatter chart plots each trend with respect to 

adoption level on x-axis and business impact on y-axis. AI-

based personalization scores the maximum business impact 

(4.7/5.0), while being adopted by only 52%. The live 

commerce is adopted by 61% highest and also yields an 

additional 30% higher order value than the traditional 

shopping experience. Community-based growth scores 

high impact (4.3/5.0) along with increasing adoption (47%). 

 

These results highlight a change in strategy from the 

practice of transactive marketing towards one based on 

relationship building. The organizations have revealed that 

they were reducing their dependency on the various paid 

advertising methods; there have been some companies 

which have brought down the amount they were spending 

on platform advertising from between 35 to 45 percent of 

their annual marketing budget to around 20 percent. 

Comparative Analysis 

 

Table 2: Comparative Analysis of Digital Marketing Strategies Effectiveness 

Strategy 

Component 

Small 

Enterprises 

Medium 

Enterprises 

Large 

Enterprises 

SEO 

Effectiveness 

Medium 

(3.8/5.0) 

High 

(4.2/5.0) 

Very High 

(4.7/5.0) 

SMM 

Effectiveness 

High 

(4.3/5.0) 

High 

(4.4/5.0) 
High (4.5/5.0) 

Content 

Marketing 

Medium 

(3.6/5.0) 

High 

(4.1/5.0) 

Very High 

(4.6/5.0) 

PPC 

Effectiveness 

Medium 

(3.4/5.0) 

Medium 

(3.7/5.0) 
High (4.2/5.0) 

Influencer 

Marketing 

Low 

(2.8/5.0) 

Medium 

(3.5/5.0) 
High (4.3/5.0) 
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Strategy 

Component 

Small 

Enterprises 

Medium 

Enterprises 

Large 

Enterprises 

Implementation 

Cost 

Low-

Medium 
Medium High 

Resource 

Requirements 
Low Medium High 

Time to Results 3-6 months 2-4 months 1-3 months 

Table 2 is a comparison of the efficacy of digital marketing 

strategy in relation to enterprise size. Larger companies 

score higher in efficacy for all channels, and this might be 

a reflection of their more plentiful resources and 

technological capability. Small enterprises tend to do 

relatively well in Social Media Marketing, which seems to 

suggest that this medium can be utilized effectively 

regardless of cost and other limiting factors. 

 

As we see from the above comparative analysis, there are 

some significant size-based differences in effectiveness of 

digital marketing strategies. Whereas larger enterprises 

score well on all channels, smaller enterprises tend to do 

relatively well in the use of social media as a means of 

marketing. 

 

V. CONCLUSION 
 

In this regard, the study has been able to examine in detail 

the impact of various digital marketing tactics on business 

performance. According to the results of the analysis 

performed by the author, the use of multi-channel digital 

marketing strategies helps in increasing the performance of 

business organizations much more than single-channel 

tactics. 

 

Among different types of marketing tactics, the most 

effective ones in customer acquisition and in revenue 

growth respectively are Social Media Marketing and Search 

Engine Optimization. For customer retention purposes, it 

will be reasonable to use Content Marketing and Email 

Marketing tactics. The PPC Adverting tactic demonstrates 

high capabilities regarding customer acquisition but is 

hampered by constantly rising costs and diminishing return. 

 

At the same time, it can be concluded that the success of 

digital marketing activities lies first of all in data-driven 

optimization of business processes. Indeed, according to the 

research results, companies making use of marketing 

analytics and programmatic advertising exhibit best 

performance in terms of different metrics. These results 

confirm the idea that data-driven strategies and methods 

work much better in comparison with traditional tactics of 

digital marketing. In addition, the scalability and strength 

of data-driven approaches in a variety of business situations 

imply that algorithmic optimization does not belong to big 

businesses only and can be used by SMEs with proper 

implementation. 

 

These results underscore the importance of reallocation of 

the marketing budget towards marketing initiatives aimed 

at customer retention. With the falling ROI of customer 

acquisition advertisements, alongside the proven efficacy of 

content and email marketing for customer retention, 

businesses need to start investing more in developing 

relationships with current customers. Community-based 

growth proves to be especially efficient in this regard with 

the customers in the community spending 24% more on 

every purchase and having 46% higher customer lifetime 

value compared to non-community customers. 

 

There exist a number of theoretical implications from the 

findings of this research. First, the results support the theory 

of Resource-Based View in terms of demonstrating that 

capabilities for successful digital marketing are strategic 

resources that increase competitive advantages of 

organizations. Second, TAM theory is also validated based 

on empirical evidence proving the influence of perceived 

usefulness and ease of use on the process of technology 

adoption and efficiency. Additionally, digital firm's 

dynamic capabilities are analyzed in this work. 

 

From the practical point of view, this research provides a 

set of suggestions to e-commerce managers and marketers. 

Integration of different channels of digital marketing is 

suggested to create synergic effect and provide full 

coverage of customers. Investments in data analytics 

capabilities and technologies of optimization prove their 

profitability. There needs to be a balanced allocation of the 

budget between acquisition and retention activities with 

specific focus on building relationships with customers. 

 

From a policymaker perspective, the results justify 

measures in favor of boosting digital marketing capabilities 

in terms of infrastructure and digital marketing literacy, 

especially in the case of developing countries where the 

digital marketing adoption gap may impede the 

development of e-commerce. Development of digital 

marketing skills for small businesses may contribute to 

sustainable and balanced economic growth of competitive 

markets. 
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There are multiple limitations to the study that require 

further investigation and research. First of all, the use of a 

cross-sectional design allows analyzing relationships at one 

certain moment in time and, thus, does not allow identifying 

the dynamics of changes in the effectiveness of digital 

marketing strategies. Second, considering the fact that the 

study concentrates on the effectiveness of digital marketing 

in a broad range of e-commerce companies, the further 

research should include sectoral and industry-related 

investigations. The influence of organizational culture, the 

state of the market, technological infrastructure on the 

effectiveness of digital marketing strategies also requires 

studying. Finally, the influence of innovative trends like 

generative AI, immersive technology, and predictive 

analytics on the future of e-commerce marketing is 

important to analyze. 

 

Overall, the digital marketing strategy becomes the key 

factor for success in terms of e-commerce business growth. 

Integrated and well-structured digital marketing strategy is 

capable of providing maximum business performance on 

each measure. With the continuous development of the 

digital marketplace, businesses which develop their 

comprehensive marketing strategies, use emerging 

technologies and pay attention to relations with customers 

will be able to grow successfully. The shift from stock 

management to discoverability becomes the key 

transformation in the world of e-commerce. 
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