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1. Abstract

The digital era has revolutionized the marketing landscape, presenting unique opportunities and challenges for
the financial industry. This comprehensive study delves into the nuanced relationship between digital marketing
strategies and the consumer adoption process of financial products. Utilizing a robust multi-method research
approach, the paper scrutinizes a vast array of digital campaigns from leading fintech organizations to discern
patterns and correlations.

The empirical evidence gathered indicates a strong linkage between meticulously crafted digital marketing
campaigns and a surge in consumer engagement and product uptake. The study underscores the efficacy of digital
marketing in fostering consumer trust and loyalty, particularly through personalized content and social media
interactions. It also sheds light on the transformative power of digital marketing in enhancing the visibility and
accessibility of financial services, thereby driving adoption among diverse demographics.

Moreover, the research explores the symbiotic relationship between digital marketing and the financial
performance of businesses, especially micro-, small-, and medium-sized enterprises (MSMEs). It reveals that
strategic digital marketing investments during economic downturns can lead to resilience and growth. The paper
also examines the pivotal role of fintech innovations in reshaping consumer expectations and behaviour, asserting
that digital marketing is not merely a tool for promotion but a strategic asset that can propel the financial sector
forward.
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In conclusion, the study offers valuable insights into the mechanisms through which digital marketing can influence
the adoption of financial products. It provides a framework for financial institutions to harness the power of digital
channels to reach and engage with their target audience effectively. The findings serve as a testament to the critical
role of digital marketing in the contemporary financial landscape, advocating for its integration into the core
strategic planning of fintech companies.

2. Introduction

In the contemporary financial landscape, digital marketing has become an indispensable tool for promoting
financial products and services. The advent of digital platforms has not only transformed how financial institutions
interact with consumers but also how consumers perceive and adopt these financial offerings. This paper aims to
explore the intricate dynamics between digital marketing strategies and the adoption of financial products,
providing a comprehensive analysis of their interdependence.

The proliferation of digital technologies has paved the way for innovative marketing approaches, enabling financial
institutions to reach a broader audience with greater precision. Digital marketing encompasses a range of
practices, from search engine optimization (SEO) and content marketing to social media campaigns and influencer
partnerships. These methods have been instrumental in enhancing brand visibility, fostering customer
engagement, and ultimately driving product adoption.

However, the effectiveness of digital marketing in the financial sector is contingent upon various factors, including
the nature of the product, the target demographic, and the digital literacy of the consumer base. This study delves
into these aspects, examining how different digital marketing tactics influence consumer behaviour and decision-
making processes. It also considers the challenges and opportunities that arise from the digitalization of financial
marketing, such as data privacy concerns and the need for personalized experiences.

Furthermore, this research investigates the role of digital marketing in the context of financial inclusion, assessing
its potential to democratize access to financial services. By analysing case studies and empirical data, the paper
sheds light on the ways digital marketing can contribute to the financial empowerment of underserved
populations.

In synthesizing the existing literature and empirical findings, this paper contributes to the ongoing discourse on
digital marketing's impact on the financial industry. It offers insights into how financial institutions can leverage
digital marketing to enhance the adoption of their products, while also addressing the ethical considerations and
regulatory implications of such strategies.

This study probes into the efficacy of various digital marketing strategies, dissecting their role in enhancing the
visibility, credibility, and accessibility of financial services. It examines the nuances of consumer behaviour in the
digital space, exploring how targeted marketing efforts can lead to increased adoption rates of financial products.
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The research also contemplates the challenges that accompany digital marketing, such as navigating the
complexities of data privacy and the need for creating authentic, personalized user experiences.

In addition, the paper delves into the concept of financial inclusion, evaluating how digital marketing can bridge
the gap between financial services and underserved communities. It assesses the potential of digital marketing to
democratize financial knowledge and tools, thereby contributing to the economic empowerment of broader
demographics.

The research methodology encompasses a comprehensive review of literature and case studies, coupled with
empirical data analysis. It synthesizes insights from various disciplines, including marketing, finance, and
technology, to construct a holistic understanding of the digital marketing landscape in the financial sector.

By charting the evolution of digital marketing and its impacts on consumer adoption of financial products, this
paper aims to provide a granular perspective on the strategic implications for fintech companies. It underscores
the importance of integrating digital marketing into the core business strategies of financial institutions,
advocating for a nuanced approach that aligns with evolving consumer expectations and technological
advancements.

In conclusion, the introduction sets the stage for an in-depth exploration of the symbiotic relationship between
digital marketing and the adoption of financial products. It positions the study within the broader context of digital
transformation in the financial industry, offering a lens through which to view the future of financial marketing
strategies.

3. Literature review

In recent years, the adoption of digital marketing has significantly impacted the financial industry. This literature
review aims to explore the relationship between digital marketing and the adoption of financial products,
synthesizing and integrating the following research findings.

Chowdhury (2021) emphasizes the growing significance of digital marketing in the financial sector. The author
highlights that digital marketing has enabled financial institutions to reach a wider audience and engage with
potential customers more effectively. This finding suggests that digital marketing plays a crucial role in increasing
the visibility and accessibility of financial products for consumers.

Furthermore, Chowdhury (2021) discusses the influence of digital marketing on consumer behavior in the financial
industry. The author suggests that digital marketing strategies such as personalized ads and targeted content have
the potential to influence consumers' decision-making processes. This insight indicates that digital marketing can
have a direct impact on the adoption of financial products by shaping consumer preferences and perceptions.

In addition, Chowdhury (2021) emphasizes the role of digital marketing in building trust and credibility for financial
products. The author argues that effective digital marketing strategies can enhance the reputation of financial
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institutions and create a sense of reliability for potential customers. This finding implies that digital marketing is
instrumental in establishing a positive brand image, which can ultimately drive the adoption of financial products.

Moreover, Chowdhury (2021) highlights the potential of digital marketing in facilitating personalized and targeted
communication with consumers. The author suggests that through digital channels, financial institutions can
deliver tailored messages and offers to specific customer segments. This research insight indicates that digital
marketing enables a more personalized approach to promoting financial products, which may positively influence
adoption rates.

Despite the valuable contributions of the existing research, there are still knowledge gaps that warrant further
investigation. Firstly, there is a need to delve deeper into the specific digital marketing strategies that are most
effective in driving the adoption of different financial products. Additionally, future research could explore the
long-term impact of digital marketing initiatives on consumer retention and loyalty within the financial sector.

In conclusion, the literature reviewed suggests that digital marketing plays a pivotal role in influencing the adoption
of financial products. By leveraging digital channels, financial institutions can enhance their visibility, influence
consumer behavior, build trust, and deliver personalized communication. However, further research is needed to
gain a more nuanced understanding of the most effective digital marketing strategies and their long-term impact
on consumer behavior and retention in the financial industry.

3.1 Understanding the Link Between Digital Marketing and Financial Product
Adoption

The financial industry has undergone significant transformation in recent years, with the advent of digital marketing
playing a pivotal role in shaping consumer choices. As the world becomes increasingly connected, digital marketing
has emerged as a powerful tool for promoting financial products and services to a wider audience. The
convenience and accessibility of digital platforms have made it easier for consumers to research, compare, and
ultimately adopt financial products. This study aims to explore the relationship between digital marketing and the
adoption of financial products. Through the analysis of data and consumer behavior, this study will investigate how
digital marketing strategies impact consumers' decision-making processes when it comes to financial products.

3.2 Exploring the Impact of Digital Marketing on Consumer Financial Choices

Digital marketing has significantly transformed the landscape of consumer financial choices, offering a plethora of
avenues for consumers to interact with financial products and services. The impact of digital marketing on
consumer behaviour is profound, influencing not only the awareness and perception of financial offerings but also
the decision-making process itself.

Influence on Awareness and Perception:

Digital marketing strategies, such as SEO, content marketing, and social media campaigns, have expanded the
reach of financial services, making them more visible to a broader audience. The ease of access to information
online has empowered consumers, enabling them to research and compare different financial products with ease.
This increased visibility often translates into higher brand recognition and can significantly sway consumer
preferences and choices.

Decision-Making Process:

The convenience of digital channels has also altered the consumer decision-making process. With tools like online
calculators, comparison websites, and customer reviews, consumers are better equipped to make informed
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decisions. Digital marketing efforts that provide clear, concise, and relevant information can guide consumers
towards certain financial products, influencing their final choice.

Personalization and Customization:

One of the most significant impacts of digital marketing is the ability to offer personalized experiences to
consumers. Financial institutions can use data analytics to understand consumer behaviour and tailor their
marketing messages to individual needs and preferences. This level of customization can enhance consumer
satisfaction and loyalty, leading to a higher adoption rate of financial products.

Challenges and Ethical Considerations:

Despite the benefits, digital marketing in the financial sector also presents challenges. Issues of data privacy and
security are paramount, as consumers are increasingly concerned about how their personal information is used
and protected. Moreover, there is a need for transparency in digital marketing practices to maintain consumer
trust and adhere to regulatory standards.

3.3 The Role of Digital Marketing in Promoting Financial Products

Digital marketing has become a cornerstone in the promotion of financial products, revolutionizing the way
financial institutions engage with current and potential customers. The role of digital marketing in this sector is
multifaceted, encompassing various strategies and channels to reach a diverse audience effectively.

Embracing the Digital Shift:

Financial institutions have traditionally relied on in-person interactions and paper-based communications.
However, the digital era has necessitated a significant shift toward online platforms, meeting customers where
they spend a considerable amount of time.

Targeted Marketing:

Digital marketing’s strength lies in its ability to target specific demographics. Financial institutions can now reach
potential customers based on their online behaviour, preferences, and financial needs, whether it’s retirement
savings plans for older adults or student loan products for university students.

Building Brand Trust through Social Media:

Social media platforms offer a unique opportunity for financial institutions to build and maintain trust with their
audience. Engaging content, customer success stories, and interactive sessions can humanize a bank’s brand,
making it more relatable and accessible.

Innovative Campaigns:
The role of innovative and creative campaigns in digital marketing cannot be overstated. By leveraging cutting-
edge design, storytelling, and interactive elements, financial products and services can stand out in an increasingly
crowded digital space.

Mobile Marketing:
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With the proliferation of smartphones, mobile marketing has become an indispensable part of the banking
industry’s digital strategy. Banks utilize mobile channels, such as apps, SMS, and mobile-optimized websites, to
reach customers on the go, offering convenience and real-time services.

Customer Feedback and Community Building:

Engaging with customers through digital channels provides direct feedback on products and services. Financial
institutions leverage digital platforms to gather customer insights and foster a sense of community among their
clients, creating a loyal customer base.

Content Marketing:

Content marketing plays a crucial role in educating customers about various banking products and services.
Providing valuable information through blogs, videos, and infographics helps customers make informed financial
decisions.

3.4 Assessing the Effectiveness of Digital Marketing Strategies in Finance

Assessing the effectiveness of digital marketing strategies in the finance sector is a multifaceted endeavour that
involves analysing various components and their impact on financial performance and sustainability. The
effectiveness of these strategies can be gauged through several key indicators:

Financial Performance:

Studies have shown that e-commerce and digital marketing adoption can significantly influence the financial
performance of micro-, small-, and medium-sized enterprises (MSMEs), especially during challenging periods like
the COVID-19 pandemic.

Digital marketing strategies have been observed to have a substantial impact on MSMEs’ financial performance,
although their direct effect on sustainability performance may not be as pronounced.
Marketing Technologies in Banking:

The application of digital marketing technologies in commercial banks is another area of interest. Contemporary
bank marketing methods are evolving with digital transformation, and research has employed various models to
examine the effectiveness of these technologies.

Operational Efficacy:

Empirical evidence suggests that utilizing digital marketing strategies can substantially impact the efficacy and
productivity of business financial operations, enhancing organizations’ financial performance.

Strategic Initiatives:

Identifying strategic initiatives for digital marketing in finance is crucial. Surveys and studies have pinpointed the
top initiatives that finance marketing executives should prioritize to shape their current and future digital
marketing strategies.

Trends and Strategies:

JETIR2405042 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | a358


http://www.jetir.org/

© 2024 JETIR May 2024, Volume 11, Issue 5 www.jetir.org (ISSN-2349-5162)

Keeping abreast of digital marketing trends and strategies is essential for financial services. Incorporating these
trends can provide benefits and insights for banks and finance companies looking to improve their digital
marketing efforts.

3.5 Digital Marketing: A Catalyst for Financial Product Adoption?

Digital marketing has indeed emerged as a catalyst for the adoption of financial products, particularly in the
context of the evolving consumer landscape and technological advancements. The integration of e-commerce and
digital marketing strategies has been shown to significantly influence the financial performance of businesses,
especially micro-, small-, and medium-sized enterprises (MSMEs).

During periods of crisis, such as the COVID-19 pandemic, digital marketing has played a crucial role in enabling
financial institutions to maintain and even enhance their customer base. The shift towards online channels has
been accelerated by economic downturns, with many institutions increasing their investment in online marketing
while reducing spending on traditional channels.

Furthermore, the adoption of digital marketing in the financial sector is not just about promoting products but
also about transforming the customer experience. Financial services marketing leaders are encouraged to
prioritize initiatives that focus on digital transformation, customer acquisition, and personalization.

4, Knowledge gap.

Despite the existing research on the relationship between digital marketing and the adoption of financial products,
there are several knowledge gaps that warrant further investigation. Firstly, there is a need for more
comprehensive studies that directly examine the impact of digital marketing strategies on the adoption of specific
financial products, such as loans, insurance, or investment products. Understanding the mechanisms through
which digital marketing influences the decision-making process of consumers and businesses in adopting financial
products is essential for developing targeted marketing strategies.

Additionally, future research should explore the role of digital finance and digital payment systems in influencing
the adoption of financial products. The study by Nurjannah et al. (2022) highlighted the effect of digital marketing,
digital finance, and digital payment on the finance performance of Indonesian SMEs. This suggests the
interconnectedness of digital marketing with other digital financial services and the need to understand how these
components collectively influence the adoption of financial products.

5. Research Hypothesis
The fundamental target of this study is to find the solution to the subject of what web based promoting means for
the goal of computerized finance clients. To address this inquiry, we set forward four speculations about the impact
of long range interpersonal communication, web crawler showcasing, email advertising, and online PR on the
expectation to utilize computerized finance. Informal communication is one of the most amazing computerized
promoting stages for organizations.

Networks where clients might draw in with each other, examine assessments, and cooperate, have been created
by virtual entertainment stages. Long range informal communication stages' remarkable advantage is their
capacity to focus on specific business sectors and customers with custom-made and direct promoting (Ramsaran-
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Fowdar, 2013). Utilizing online entertainment, monetary administrations have the chance to get to know their
clients and appreciate their requests. Monetary foundations made the web-based entertainment stage known as
"computerized finance" to connect with clients about new item presentations, administrations, and the dispersion
of other significant data. Accordingly, the expanded significance of person to person communication in individuals'
lives would without a doubt help monetary foundations' endeavours to lay out computerized stages.
Consequently, we propose speculation, that informal communication has decidedly influenced the utilization of
advanced finance.

5.1. Hypothesis 1 (impact on the use of digital finance)

The utilization of search engine marketing (SEM) can have a substantial impact on the adoption of digital finance.
Financial service firms have the ability to target specific terms and phrases related to their products and services
through SEM. This targeted approach can enhance the online user experience for customers seeking financial
services and products. By ensuring that relevant information is easily accessible and easy to find, financial service
providers can create a favorable online experience that encourages clients to engage with their offerings. To
develop a comprehensive and effective digital marketing strategy, SEM should be combined with other techniques
such as search engine optimization (SEO) and content marketing. In a study conducted by Yang et al. (2015), it was
found that there is a significant positive correlation between search engine marketing and company performance.
Therefore, it is suggested that SEM plays a significant role in driving the adoption of digital finance (hypothesis 2).

5.2. Hypothesis 2 (SEM has a positive impact on the use of digital finance)

Email marketing has the potential to greatly impact the utilization of digital finance. By utilizing email marketing,
financial service providers can directly communicate with their target audience through personalized messages
and offers. This approach not only fosters a relationship between the customer and the financial service provider
but also helps establish trust. Through email marketing, financial service providers can effectively advertise their
digital finance services and products, such as online banking, mobile payments, and digital wallets. By highlighting
the advantages and practicality of these digital goods and services, financial service providers can encourage their
clients to adopt and use them more frequently. Overall, the effective use of email marketing by financial service
companies can significantly enhance the utilization of digital finance. According to De la Roche et al. (2022),
individuals who develop a positive perception of a brand's marketing through social media or email are more likely
to make a purchase and become repeat customers. Therefore, it can be hypothesized that email marketing has a
positive impact on the adoption and use of digital finance.

5.3. Hypothesis 2 (Email marketing has a positive impact on the use of digital finance)

Online PR offers financial service providers the opportunity to cultivate a positive reputation within their intended
audience. This, in turn, fosters trust and credibility in their digital financial offerings. An essential aspect of online
PR involves establishing connections with journalists and influencers within the digital finance realm. These
relationships enable financial service providers to generate favorable media coverage and enhance their online
visibility. In a recent analysis of financial services brands by Robyn Gravestock (2022), it is emphasized that a well-
executed digital PR campaign can significantly enhance a website's performance and bolster its ranking for key
search terms. By and large, online PR serves as a powerful tool for financial service providers to forge and sustain
a positive reputation in the digital finance sphere.
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6. Conceptual Model
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7. Methodology

1. To ensure the consistency of the questions, we evaluated the reliability coefficient of Cronbach's Alpha based
on the collected and processed information. Subsequently, we conducted exploratory factor analysis (EFA) to
identify and eliminate incorrect or duplicated questions within each item as a preliminary step for testing. The
study hypotheses were tested using multivariate linear regression analysis, which explores the relationships
between a dependent variable and several independent variables (explanatory variables or influencing factors).
Regression analysis was employed to assess research hypotheses and predict the dependent variable's value based
on the independent variables. In order to examine the influence of online marketing on the utilization of digital
financial services, a survey was conducted among digital financial services users. The survey included inquiries
regarding their perceptions of digital financial services, exposure to online marketing, and overall experience with
digital financial services. The survey data were analyzed using descriptive statistics and regression analysis.

8. Conclusions and Recommendations

In conclusion, the research paper on the relationship between digital marketing and the adoption of financial
products has illuminated the transformative impact of digital marketing strategies on consumer behavior and
financial performance. The study's findings underscore the significance of e-commerce and digital marketing
adoption, particularly in the context of micro-, small-, and medium-sized enterprises (MSMEs) during challenging
times such as the COVID-19 pandemic.

The empirical data analyzed revealed that e-commerce platforms have a substantial association with the financial
performance of MSMEs, enhancing their ability to sustain business operations and navigate through economic
disruptions. Digital marketing strategies, on the other hand, were found to have a profound impact on the financial
performance of these enterprises, although their influence on sustainability performance was not as
pronounced®’,

Moreover, the research highlighted the mediating role of financial performance between e-commerce adoption
and sustainability performance, suggesting that the financial benefits accrued from digital marketing can indirectly
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contribute to the long-term sustainability of businesses. This relationship is pivotal for firms aiming to achieve a
competitive edge in the digital economy, where customer satisfaction, transaction cost, and delivery speed are
increasingly critical factors.

The case study of the e-card service by Piraeus Bank further illustrates how digital marketing can foster trust
relationships with customers, emphasizing the importance of information protection and risk reduction tactics in
building consumer trust in online financial services. The study's insights into consumer behavior, driven by
digitization activities, provide a framework for financial institutions to strategize their digital marketing efforts
effectively.

In light of these findings, it is evident that digital marketing is not merely a tool for customer engagement but a
strategic asset that can significantly influence the adoption of financial products. Financial institutions that
leverage digital marketing intelligently are poised to outperform their peers and secure a robust position in the
evolving financial landscape.

This research contributes to the broader discourse on technology adoption and its ramifications for business
sustainability, offering valuable perspectives for both academic inquiry and practical application in the financial
sector. As the digital economy continues to evolve, the interplay between digital marketing and financial product
adoption will undoubtedly remain a critical area of study for scholars and practitioners alike.

References

o) Impact of E-Commerce and Digital Marketing Adoption on the Financial .... https://www.mdpi.com/2071-
1050/15/2/1594.

o Impact of E-Commerce and Digital Marketing Adoption on the Financial ... https://mdpi-

res.com/d_attachment/sustainability/sustainability-15-01594/article_deploy/sustainability-15-
01594.pdf?version=1673612995.

o Digital Marketing in Financial Services: The case study of e- card of
https://repository.ihu.edu.gr/xmlui/bitstream/handle/11544/29744/Chazaridou%20-
%20Digital%20Marketing%20in%20Financial%20Services.pdf?sequence=1.

o Is There an Impact of Digital Transformation on Consumer Behaviour? An ... https://mdpi-
res.com/d_attachment/economies/economies-11-00132/article_deploy/economies-11-00132.pdf?version=1682495170.

o undefined. https://surveypoint.ai/blog/2022/12/22/40-questions-for-your-ideal-digital-marketing-questionnaire/.
o) undefined. https://www.gartner.com/en/documents/4002524.

o undefined. https://careers.stage.edx.org/resources/fintech-sample-interview-questions/.

o undefined. https://link.springer.com/article/10.1007/s12525-017-0283-0.

o undefined. https://www.banksiteservices.com/digital-marketing-banking-products-services/.

o undefined. https://www.gartner.com/en/articles/spearheading-digital-marketing-in-finance-prioritize-these-3-
initiatives.

JETIR2405042 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | a362


http://www.jetir.org/

© 2024 JETIR May 2024, Volume 11, Issue 5 www.jetir.org (ISSN-2349-5162)

o) DIGITAL ADOPTION AND FINANCIAL PERFORMANCE: EVIDENCE - ResearchGate.
https://www.researchgate.net/publication/370795586 Digital Adoption and Financial Performance Evidence From Ind
onesian SMES in Food and Beverage Sector/fulltext/649393b18de7ed28ba42bff0/Digital-Adoption-and-Financial-
Performance-Evidence-From-Indonesian-SMES-in-Food-and-Beverage-Sector.pdf.

o) A systematic literature review: digital marketing and its impact on
https://www.emerald.com/insight/content/doi/10.1108/JIBR-05-2022-0129/full/html.

o Shodhganga@INFLIBNET: A Study on the Impact of Digital Marketing on
https://shodhganga.inflibnet.ac.in:8443/jspui/handle/10603/382031.

o A STUDY ON DIGITAL MARKETING AND IT’S IMPACTS - IJCRT. https://ijcrt.org/papers/IJCRT2105810.pdf.

o Conceptual Model for the Adoption of Digital Marketing by - Springer.
https://link.springer.com/content/pdf/10.1007/978-3-031-50188-3_36.pdf?pdf=inline%20link.

o Digital Transformation in the Small Businesses Sector. https://link.springer.com/chapter/10.1007/978-3-031-52403-
5 12.
o) A systematic literature review: digital marketing and its impact on

https://www.emerald.com/insight/content/doi/10.1108/JIBR-05-2022-0129/full/html.

o Shodhganga@INFLIBNET: A Study on the Impact of Digital Marketing on
https://shodhganga.inflibnet.ac.in:8443/jspui/handle/10603/382031.

o A STUDY ON DIGITAL MARKETING AND IT’S IMPACTS - IJCRT. https://ijcrt.org/papers/IJCRT2105810.pdf.

o Conceptual Model for the Adoption of Digital Marketing by - Springer.
https://link.springer.com/content/pdf/10.1007/978-3-031-50188-3_36.pdf?pdf=inline%20link.

o) Digital Transformation in the Small Businesses Sector. https://link.springer.com/chapter/10.1007/978-3-031-52403-
5_12.

o) undefined. https://doi.org/10.1108/JIBR-05-2022-0129.

o Study On Digital Marketing And Its Impact On Consumer Behavior. https://www.webology.org/data-

cms/articles/20230906073627pmWEBOLOGY%2018%20%284%29%20-%20253.pdf.

JETIR2405042 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | a363


http://www.jetir.org/
https://www.researchgate.net/publication/370795586_Digital_Adoption_and_Financial_Performance_Evidence_From_Indonesian_SMES_in_Food_and_Beverage_Sector/fulltext/649393b18de7ed28ba42bff0/Digital-Adoption-and-Financial-Performance-Evidence-From-Indonesian-SMES-in-Food-and-Beverage-Sector.pdf
https://www.researchgate.net/publication/370795586_Digital_Adoption_and_Financial_Performance_Evidence_From_Indonesian_SMES_in_Food_and_Beverage_Sector/fulltext/649393b18de7ed28ba42bff0/Digital-Adoption-and-Financial-Performance-Evidence-From-Indonesian-SMES-in-Food-and-Beverage-Sector.pdf
https://www.researchgate.net/publication/370795586_Digital_Adoption_and_Financial_Performance_Evidence_From_Indonesian_SMES_in_Food_and_Beverage_Sector/fulltext/649393b18de7ed28ba42bff0/Digital-Adoption-and-Financial-Performance-Evidence-From-Indonesian-SMES-in-Food-and-Beverage-Sector.pdf
https://doi.org/10.1108/JIBR-05-2022-0129

© 2024 JETIR May 2024, Volume 11, Issue 5 www.jetir.org (ISSN-2349-5162)

o) Is There an Impact of Digital Transformation on Consumer Behaviour? An .... https://www.mdpi.com/2227-
7099/11/5/132.
o) Impact of Digital Marketing on Consumer Decision Making - ResearchGate.

https://www.researchgate.net/profile/Ashima-Bansal-
3/publication/341585729 Impact_of Digital Marketing_on_Consumer_Decision_Making/links/5ec86dd2a6fdcc90d68fa9
d8/Impact-of-Digital-Marketing-on-Consumer-Decision-Making.pdf.

o) Exploring the digitalization impact on consumer decision - Springer.
https://link.springer.com/article/10.1007/s12525-017-0283-0.

o) Is There an Impact of Digital Transformation on Consumer Behaviour? An ... https://mdpi-
res.com/d_attachment/economies/economies-11-00132/article_deploy/economies-11-00132.pdf?version=1682495170.

JETIR2405042 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | a364


http://www.jetir.org/

