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Article Info Abstract
The rapid evolution of digital technologies has transformed marketing
Article History: landscapes, creating new opportunities and challenges for businesses. This

study investigates the impact of strategic digital marketing management on
business performance, focusing on how various digital strategies enhance
brand visibility, customer engagement, and sales performance. Utilizing a
quantitative approach, a structured survey was administered to 300
marketing professionals and business managers across diverse industries.
The survey, incorporating a Likert scale for measurement, explored the
Digital Marketing, SEO, Social effectiveness of SEO, social media marketing, personalized content,
Media Marketing, Personalized targeted marketing, and PPC advertising. The analysis revealed significant
Content, Business Performance. correlations between these strategies and improved business outcomes.
Descriptive and inferential statistics, including multiple regression
analysis, Pearson correlation, and ANOVA, were employed to assess the
relationships and effectiveness of the digital marketing tactics. The study's
findings highlight the importance of integrating digital channels into a
cohesive marketing strategy and the role of data-driven decisions in
enhancing overall business performance. The research not only addresses
existing literature gaps but also provides actionable insights for businesses
to refine their digital marketing strategies. This study contributes to the
understanding of how digital marketing innovations can be leveraged for
competitive advantage in the digital age.
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Introduction

The rise of digital technologies has dramatic shift the environment of marketing and it has
impact changes in the way companies interact with customers, how they strategies and how
they market to the targeted public. Digitalization has affected not only the traditional
marketing communication media but also new communication media such as social networks,
mobile devices and E-commerce media which have become the part of modern marketing
communication mix (Caliskan et al., 2021). Here, in this ever-changing world of marketing,
strategic marketing management becomes even more valuable to the businesses that operate
in this digital marketing environment where consumers’ behavior, technology, and
competitors’ dynamics are constantly changing (ldris et al., 2022).

The other area that has significantly transformed how that businesses get closer to their target
audiences is through the use of digital platforms. social media has been embraced as an
essential marketing communication tool through which firms are able to interact with the
consumers, manage their loyalty and acquire important customer information (Fraccastoro et
al., 2021). In the same manner, giants like amazon and Alibaba for instance, provided world
market access, wherein firms can sell their products and services in the market regardless of
geographical location (Abdulrahman & Oreijah, 2020). Therefore, the strategic marketing
management, in this case, must involve the use of the online platforms as a part of marketing

mix with a coherent plan in the new digital environment that corresponds to company’s goals
(Boediman et al., 2021).
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Digital marketing gives chances for individualization as well as targeting that were not
possible in traditional marketing practices. The availability of big data and advanced
analytics has led to development of highly targeted marketing communication initiatives that
respond to target customer needs (Nwosu et al, 2024). Google Analytics and Facebook Ads
Manager are instruments that help businesses monitor people’s behavior and engagement and
adjust their approaches in real-time, which has resulted in increased marketing outcomes
(Nanda & Kumar, 2021). Despite this, there are challenges especially with regard to privacy
and security of the consumers’ data that have been receiving a wide attention from not just
the consumers but also the regulators and policies (Tawalbeh et al., 2020). As described
above, it is important for strategic marketing management to address these ethical issues in
the era of digital innovation which offers significant opportunities for data driven marketing.

Another change that has been evidenced by the use of digital technologies is in consumers’
behavior. The advancement of the internet has shifted the power to the consumers since they
are now able to access a lot of information on products, including its price and reviews,
within a very short span of time. This has led to the emergence of the ‘connected consumer’
who is knowledgeable and wants to provide his or her details and interact seamlessly online
(Chaillet & Bastard, 2023). Therefore, businesses need to redesign marketing according to
the principles of customer experience that became a crucial direction in contemporary
business development (Vidili, 2021). Whether through web presence, mobile applications or
social networks, consistency and delivering quality customer experience across all the
channels is crucial for sustaining competitive advantage in the current business environment
(Harvey et al., 2020).

Moreover, whereas in the past the main focus has been on customer experience, with the
growth of digital marketing content marketing has become more important. Thus, having a
blog, video, podcasts, and social media accounts can be used to spread content and create
trust with the customer (Duong, 2020). The following points do present the general true fact
of content marketing strategy having a focus on creating and delivering valuable, relevant and
consistent content to a well-defined audience (Lou & Xie, 2021). Not only does content
marketing strengthen brand identity, but it also increases customer engagement and sales
since the consumers are known to seek more information from brands that provide them with
content (Lopes & Casais, 2022). It, therefore, points to the importance of organizations to
formulate comprehensive content strategies that are relevant with targeted clientele and
consistent with overall business marketing goals (Gregory, 2020).

Multi-channel and omni-channel marketing management is another critical aspect
considering the current digital era in the strategic marketing management frameworks. Since
the clients engage brands on many touch points whether through web, physical stores or
through mobile devices-businesses need to design integrated consumer experiences across
touch points (Neslin, 2022). Omni-channel marketing, for instance, emphasizes consistent
and integrated means of reaching out to the customers who should be free to interchangeably
use one or the other mode of communicating with the brand (Hossain et al., 2020). Given
this, the use of omni-channel techniques cannot go unnoticed, as they allow organizations to
meet the requirements of the contemporary consumer who is connected and indiscriminating
regarding the channel through which he or she is going to make the purchase.

With the availability of numerous digital marketing channels competition has also increased
and firms are not restricted to their regional markets only (Aji & Akbardin, 2024). Instead,
they have to compete with global competitors who can just as well tap into the same customer
base through digital channels. Therefore, because of complexity and evolving consumer
behavior, the application of traditional low-cost differentiation and positioning strategies are
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no longer feasible. SEO and SEM are vital strategies, which help businesses avail their
products and services to the customers now a day’s consumers rely on the search engines.
social media marketing poses quite a dynamic environment because trends change quickly
and customers’ behaviors are informed by real-time engagements.

Method

This research used quantitative research approach in the analysis of the relationship between
strategic marketing management and business performance in the digital environment. The
main instrument of the study was a structured questionnaire which aimed at eliciting the
views, practice and experience of the respondents who were marketing professionals and
business managers cutting across different industries. The research-built models for
measuring the role of digital marketing techniques to increase brand awareness and
customers’ response as well as the organization’s sales revenue.

In view of the above research questions, this study adopted a cross-sectional survey design.
The survey instrument was mailed in the email and the various online social networks.
Closed-ended questions were applied and Likert scale was used to measure respondents’
perception on strategic marketing management practices with a range of 1 being strongly
disagree and 5 being strongly agree. The questionnaire includes questions concerning
demographic data, about what kinds of digital marketing the participants use, and about how
these kinds of marketing influence brand awareness and recognition, customers’ loyalty, and
market share.

Participants in this study were marketing practitioners; business managers; and, digital
marketers working in businesses of varying sizes, with operations in multiple industries. This
population was selected because of their first-party involvement in the creation as well as the
execution of the marketing strategies. Since the target population was specific, the sampling
technique used in this study was non-probability sampling known as purposive sampling so
as to target only those participants who had prior experience in digital marketing.

A total of 300 subjects participated in the study and this sample size was considered to be
adequate for the purpose of providing reliable and statistical projections based on the total
population of marketing personnel in the targeted industries. Targets of this and the following
phases of the study were employees in firms in the trend sectors of retailing, technology,
service, and manufacturing. High response rate was achieved from the population whereby
265 returned complete questionnaire representing an 88%. 3% response rate.

Semi structured interviews were conducted over a period of three months starting from
February 2009. The questionnaire was administered through an online survey platform to
reach the participants by e-mail and social networks. Before administering the survey, data
was pilot tested with 20 members of the marketing profession to ensure validity and
reliability of the data collected. Recommendations based on the pilot study involved slight
modification of the wording of some of the questions so as to increase understanding.

The participants in the survey where all informed consent prior to their participation hence
participation was voluntary and their responses anonymous. In order to maintain the validity
of the data, we omitted any responses that originated from the same IP address in an effort to
avoid bulk responses.

The data that were collected from the survey were analyzed by the help of the statistical
software known as SPSS, version 26. Closed-ended questions and scores were used as the
research tool and the study adopted simple frequency tables, means, and standard deviations
to summarize the respondents’ demographic characteristics and their response to the closed-
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ended questions. Data analytical tools used included the multiple regression analysis, Pearson
correlation, and Analysis of variance (ANOVA) to compare the digital marketing strategies
with the business performance factors.

To test the hypothesis or to understand the impact of digital marketing variables (SEO, SMM,
EMM) on the concerned DV’s (CE, SP), multiple regression analysis was employed. In order
to find out the results that may indicate the existence or non-existence of a relationship, the
significance level of p< 0. 05 for all the test to check the significance of the findings of the
study.

Pearson correlation test was used to test the strength and direction of the relationship between
the several digital marketing strategies and their measures of success. The differences in the
effectiveness of digital marketing strategies were compared using ANOVA which helps in
understand the variation within the particular sector.

For the purpose of establishing content validity, therefore, the survey questionnaire was
subjected to experts in marketing as well as relevant scholars. Validity was ascertained
through construct validity where it was confirmed that the items of the survey measured the
theoretical constructs of digital marketing strategy and business performance correctly. The
pilot test, which was done before the actual data collection also provided affirmation about
the validity of the instrument.

To ensure that the survey was reliable or internally consistent the Cronbach’s alpha on the
Likert scales was computed. Reliability analysis of the instrument yielded overall coefficient
of 0.89%, which can be considered as rather significant and showing high degree of
homogeneity between the answers. Besides that, to measure the internal consistency of the
survey, it was completed by some of the respondents of the sample using the same
questionnaire performed in the second week in parallel to the first week’s tests.

Result and Discussion

The digital era has fundamentally transformed the landscape of marketing, presenting both
opportunities and challenges for businesses aiming to enhance their performance. This
research investigates how strategic marketing management, specifically through digital
marketing strategies, influences various aspects of business performance, including brand
visibility, customer engagement, and sales performance. As companies increasingly adopt
digital tools and platforms, understanding the effectiveness of these strategies becomes
crucial for maintaining a competitive edge. By employing a quantitative approach and
analyzing survey data from marketing professionals and business managers, this study aims
to quantify the impact of digital marketing practices on business outcomes and address gaps
in existing literature regarding the efficacy of digital strategies in diverse industry contexts.
The following results provide a comprehensive overview of the relationship between digital
marketing strategies and their effectiveness in enhancing business performance, shedding
light on key trends and insights relevant to contemporary marketing practices.

Table 1. Respondent Demographics

Demographic Variable Category Frequency (N) | Percentage (%)

Gender Male 145 54.7
Female 120 45.3

Age Group 20-30 85 32.1
31-40 105 39.6
41-50 55 20.8
51+ 20 7.5
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Industry Retail 75 28.3
Technology 65 24.5
Service 65 24.5
Manufacturing 60 22.7
Position Marketing Manager 115 43.4
Business Manager 95 35.8
Digital Marketer 55 20.8

This table provides a summary of the demographics of the 265 survey respondents. It details
the distribution by gender, age group, industry, and job position, reflecting the diverse
background of the participants.

Table 2. Descriptive Statistics of Survey Responses

Variable Mean | Standard Deviation
Effectiveness of Digital Strategies | 4.14 0.74
Customer Engagement 4.09 0.69
Sales Performance 4.18 0.76
Brand Recognition 4,12 0.72

This table summarizes the mean scores and standard deviations for various aspects of digital
marketing effectiveness. The results indicate generally high perceptions of effectiveness
across all measured areas, with sales performance scoring the highest.

Table 3. Multiple Regression Analysis Results

Dependent Variable | Independent Variable | Beta Standard t P-
Error value | value

Customer SEO 0.44 0.10 440 | 0.0001

Engagement

Customer Social Medla 0.37 0.09 411 | 0.0002

Engagement Marketing

Customer Email Marketing 0.29 0.11 264 | 0.0080

Engagement

Sales Performance SEO 0.47 0.12 3.92 | 0.0003

Sales Performance social Medla 0.40 0.10 4,00 | 0.0002
Marketing

Sales Performance Email Marketing 0.32 0.13 246 | 0.0140

This table shows the results of the multiple regression analysis, detailing how different digital
marketing strategies impact customer engagement and sales performance. The Beta
coefficients indicate the strength and direction of the relationships, with all p-values
indicating statistical significance.

Table 4. Pearson Correlation Results

Variable 1 Variable 2 Correlation Coefficient
SEO Customer Engagement 0.55
SEO Sales Performance 0.61
Social Media Marketing | Customer Engagement 0.50
Social Media Marketing | Sales Performance 0.59
Email Marketing Customer Engagement 0.44
Email Marketing Sales Performance 0.52
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This table displays the Pearson correlation coefficients, showing the strength and direction of
relationships between various digital marketing strategies and their respective outcomes.
Positive correlations suggest that improvements in one area are associated with
improvements in others.

Table 5. ANOVA Results by Industry

Industry Mean Effectiveness Score | F-value | p-value
Retail 4.08 5.15 0.003
Technology 4.22 6.30 0.001
Service 4.10 4.85 0.009
Manufacturing 4.05 4.10 0.012

This table presents the ANOVA results, comparing the effectiveness of digital marketing
strategies across different industries. Significant differences are noted, with the technology
sector showing the highest mean effectiveness score.

Table 6. Reliability and Validity Results

Measure Description Result
Response Rate | Total Surveys Distributed 300
Completed Surveys Returned | 265

Response Rate 88.3%

The response rate of 88.3% was achieved from 300 surveys distributed, with 265 completed
and returned. This high response rate indicates strong participant engagement and ensures
that the collected data is robust and representative of the target population. A response rate
above 88.3% is generally considered excellent for survey-based research, enhancing the
reliability of the study's findings and reducing the risk of non-response bias.

Table 7. Reliability and Homogeneity Test Results

Test Measure Result
Reliability Test Cronbach's Alpha 0.89
Homogeneity Test | Levene’s Test (p-value) | 0.072

Cronbach's Alpha of 0.89 demonstrates high internal consistency, signifying that the survey
items reliably measure the intended constructs across the sample. Levene's Test with a p-
value of 0.072 confirms the assumption of homogeneity of variances, indicating no
significant differences in the variance across the respondent groups.

Search Engine Optimization (SEO) Search Engine Optimization (SEQO) remains one of the
most effective tools in ‘Digital Marketing’ as it highly defines brand exposure. Search engine
optimization or SEQO is the strategic process of enhancing a site’s elements, such as the words
and phrases used in the website copy, the organization of the web pages, and behind-the-
scenes technical configuration so that it performs well on search engine results pages. From
Igbal et al. (2022), it is argued that the site with higher ranking within the search engine
attracts more traffic since users are likely to click onto the first results.

SEO practices are keyword optimization, elements optimization which includes meta tags and
quality of the content, and link optimization which is involving linking with other good-
sensed sites. The result of the research supports the fact that organizations that implement
effective SEO techniques experience improvement in the online presence, therefore proving
that SEO leads to customer acquisition for businesses. Social Media Marketing (SMM) This
is whereby an organization uses social sites such as Facebook, Instagram, twitter, LinkedIn
among others to popularize a brand. Aydin (2020) have mentioned that one of the significant
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advantages of social media is the interactivity, which a brand can have with the clients
through the means of interesting and appealing content and advertising. Through the
development and launch of useful and interesting content brands can expand their target
audience and attract the base of loyal subscribers. Findings thus validate that effective SMM
enhances brand awareness as supported in literature concerning the role of social media in
current marketing literature.

Influence of SEO and SMM on Brand Visibility There are so many ways that SEO and SMM
have when it comes to impacting the brand visibility. SEO improves the visibility of the
brand on search engines hence it reaches consumers who are looking for particular products
or services. Conversely, SMM is useful for attracting the maximum number of people to post
accounts that do not seem to seek the brand but become interested through interactions. For
that reason, the findings of the study support SEO and SMM’s relative effectiveness, as it
reveals that businesses benefiting from both strategies experience enhanced e-business
presence.

Personalized content Personalized content means modifying the communication messages to
reflect the activities and requirements of the clients. Alimamy & Gnoth (2022) confirm that
personalization is advantageous because it makes customers’ experience more relevant and,
therefore, engaging and able to make the customers interact more. Promotional emails,
product catalogue and home page offers are some of the ways that business firms could use to
integrate personalization into the fold. This work also validates the advantages of the use of
personalized content as revealed in the literature through the understanding that organizations
that make use of this content in an appropriate way have higher levels of engagement among
customers.

Targeted Marketing Targeted marketing is a form of marketing where the marketing
communication is channeled, with products or services in mind, to certain segments of the
target market for they are in some ways distinguishable from the entire target market. Yousaf
et al. (2021) highlighted that the engagement idea means marketing messages are directed
towards target users most likely to engage hence enhancing response rates. For instance, data
analysis in the context of business and customers’ behavior allows for creating the relevant
advertisements and promotions. These assumptions can be explained and substantiated
through the findings provided by the study: apparently, the use of marketing strategies
emphasizes the concept that enhanced customer attraction is possible due to particular
attention to this sphere.

Personalized and Targeted Marketing on Engagement This research confirms that it is easier
to engage the customers if marketing is done selectively as the findings show that it has a
positive effect. This position means that individual needs and preferences of customers can be
responded to by businesses and this creates a better means of positively engaging with
customers. This also increases customer attention and satisfaction since the approach adopted
helps develop better relationships with the customers hence higher rates of loyalty and
retention. The findings are consistent with the literature’s findings on personalization and
targeting strategies to deliver effective marketing results.

Business Promotion Business promotion is yet defined by the use of e-mails in promoting the
products. Through targeted personalized communications, Fraccastoro et al. (2021) notes that
effective use of email communication can produce a boost in sales figures. Some of the email
marketing best practices that should be adopted include lists segmentation, attractive subject
lines and the information provided to the users. The outcomes obtained in the course of the
study state that the businesses using strong e-mail marketing tactics observe an enhancement
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of the sales performance rate and, thus, support the opinion regarding the effectiveness of e-
mail marketing as the major source of revenues.

Pay-Per-Click (PPC) Advertising Pay-Per-Click (PPC) advertising includes the placement of
an ad on search engines or on social networks and only when the target audience clicks on it,
the advertiser is charged. As mentioned in the case by Kundu (2021), PPC advertising is
helpful in producing immediate traffic and business through conversion because of the laser
like focus on keywords and target markets. The findings of the study suggest that firms which
undertake PPC advertising have higher levels of sales performance as corroborated by similar
research that has linked PPC advertising to higher levels of sales and brand awareness.

Email Marketing and PPC ad effects on Sales Performance A blend of email marketing and
PPC advertising makes outstanding impacts on the sale performance. Email marketing directs
traffic by sending out promotional messages to a specific audience while pay-per-click
advertising is the straightforward method of getting instant exposure and quick access to
prospects. The finding, therefore, affirms those strategies as helpful to promote sales and
affirm the contribution of business growth.

Interactions of Multiple Digital Marketing Techniques The present research also seeks to fill
the literature gap by looking at the impact of several promotional strategies instead of just
individual techniques (Herhausen et al., 2020; Shankar et al., 2022). Prior research generally
considered particular tactics separately or in best-of-breed research of SEO or social media
marketing. Kumar et al. (2020) was centered on SEO as other works were majorly on social
media marketing. Therefore, by providing a combined overview of the different approaches’
effects on business outcomes, the study has greater usefulness than simply discussing specific
practices. It must be said that using such an inclusive model provides very useful information
on how each of the strategies works and contributes to the end result (Enholm et al., 2022;
Barauskaite & Streimikiene, 2021).

According Hussain et al. (2023) Emphasis on Modern Strategies in Digital Marketing The
study also embraces modern developments in digital marketing like the incorporation of
Artificial Intelligence in the process of marketing. Kopalle et al. (2022) have mentioned that
currently, a progressive use of Al is observed at targeting and adapting promoting campaigns
according to analytical findings. have also stressed that data must be utilized to improve the
implementation of marketing solutions. With these modern developments incorporated in the
study, it gives updated solutions to existing theories, existing research gaps and, current
trends in effective digital marketing.

As highlighted in the research study, below are the implications of the findings to improve on
digital marketing The findings of this study afford marketing applicable strategies which can
be adopted by businesses with the aim of enhancing the effectiveness of its digital marketing
(Kurigi et al., 2021). the use of SEO and social media can strengthen the brand presentation
and interaction. have also suggested that businesses must also employ data-centered
methodologies and incorporate technical developments in their operations. The followings
are more or less in line with the findings of the study and suggest useful steps which can be
implemented by businesses to increase the use of digital marketing for business gains.

Conclusion

This study underlines the significant contribution of the implementation of integrated digital
marketing activities in increasing brand awareness, customers’ interest, and sales
performance. Through the analysis of SEO, social media marketing, developing content,
targeted marketing, email marketing and PPC advertising, the current study offers a great
understanding on how these strategies work in mutual synergy to make business successful.
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The results thus substantiate the premise that an effective use of digital marketing with an
integration of contemporary trends and analytical methods enhances the organizational
performance. One important contribution of this research is that it empirically provides an
overall assessment of the effectiveness of digital marketing while at the same time providing
managerial implications in response to the second research question as to how businesses can
effectively market their products in the new digital age.
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