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ABSTRACT

The rapid proliferation of online retail has fundamentally transformed consumer behaviour,
including information search, product evaluation, seller communication, and purchase completion. Digital
Marketing Engagement (DME) has emerged as a pivotal mechanism through which online retailers attract
consumers and foster sustainable relationships. Social media interactions, personalised communications,
influencer collaborations, customer reviews, user-generated content, online advertising, secure payment
gateways, and responsive digital customer service collectively influence consumer trust and online
purchase intentions. This study investigates the relationship between Digital Marketing Engagement,
Consumer Trust, and Online Purchase Intentions (OPI), with particular reference to online consumers in
Erode District. Adopting a descriptive research design, the study proposes primary data collection through
a structured questionnaire, supplemented by secondary information from books, journals, and research
reports. DME is conceptualised as the independent variable, Consumer Trust as the mediating variable, and
OPI as the dependent variable. Descriptive statistics and One-Way ANOVA are identified as suitable
analytical tools for examining variations across engagement groups, contingent upon actual survey data
satisfying required assumptions. The paper emphasises that effective digital marketing should strategically
integrate engagement with transparency, privacy protection, credible reviews, secure transactions, and
responsive customer service.
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Social Media, E-Commerce, Erode District.

1. INTRODUCTION

Digital technology has fundamentally restructured the retail marketing landscape. Contemporary
consumers increasingly rely on websites, mobile applications, search engines, and social platforms to
discover products, compare alternatives, peruse reviews, communicate with sellers, and finalise purchases.
Consequently, digital marketing has transcended its traditional advertising role to encompass interactive
communication, personalisation, content dissemination, customer service, and relationship cultivation.
Digital Marketing Engagement refers to consumers' interactive participation with online content and digital
brand activities. Such engagement encompasses viewing and sharing content, commenting on posts,
responding to campaigns, reading reviews, following brand pages, communicating with sellers, and
revisiting digital platforms. Meaningful engagement enhances consumer familiarity and provides retailers
with opportunities to cultivate trust.

Consumer Trust denotes consumer confidence in the reliability, honesty, security, and dependability of an
online retailer. Trust assumes particular significance in online contexts because consumers cannot
physically inspect products and face uncertainties regarding quality, delivery timelines, returns processes,
payment security, and data privacy. Online Purchase Intention represents the likelihood that a consumer
will consider or complete a transaction through a digital retail platform.

This study integrates these concepts within a unified framework wherein DME serves as the independent
variable, Consumer Trust as the mediating variable, and OPI as the dependent variable. This framework
illuminates why engagement alone may prove insufficient: consumers may interact with a retailer yet
hesitate to purchase when trust remains underdeveloped.

1.1 Statement of the Problem

Online retailers compete intensively for consumer attention through numerous digital messages and
promotional activities. However, increased exposure does not automatically translate into trust or purchase
intention. Misleading claims, fabricated reviews, ambiguous seller information, privacy concerns,
inadequate customer support, and insecure checkout processes may erode consumer confidence. The
problem addressed by this study is whether and how digital marketing engagement contributes to consumer
trust and online purchase intentions among online consumers in Erode District.

1.2 Objectives of the Study

1. To assess the level of Digital Marketing Engagement among online consumers.

2. To examine the relationship between Digital Marketing Engagement and Consumer Trust.

3. To investigate the association between Consumer Trust and Online Purchase Intentions.

4. To analyse variations in trust and purchase intentions across different levels of digital marketing
engagement.

5. To recommend responsible digital marketing practices for strengthening long-term consumer

relationships.
1.3 Need for the Study
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Online retail is critically dependent on consumer confidence. Digital marketing can provide information,
social proof, and personalised communication, but these benefits must be underpinned by credibility and
security. A focused study of Erode District is valuable because local consumers may exhibit distinct
patterns in digital experience, shopping frequency, and platform usage. Understanding the engagement—
trust—purchase pathway can assist online retailers in designing communication strategies that foster both
customer participation and sustainable purchasing relationships.

1.4 Scope of the Study

The study is confined to online consumers in Erode District. It focuses on Digital Marketing Engagement,
Consumer Trust, and Online Purchase Intentions. Engagement encompasses social media interaction,
personalised messaging, interactive campaigns, reviews, user-generated content, and other digital activities.
Trust includes perceived reliability, transparency, security, and privacy. Purchase intention represents the
consumer's likelihood of buying online. The study does not attempt to cover every determinant of online
buying behaviour.

2. REVIEW OF LITERATURE

Morgan and Hunt (1994) proposed the commitment-trust theory of relationship marketing, emphasising
trust as a central factor in developing successful long-term relationships. This theory is relevant to online
retail because digital interactions must generate sufficient confidence for consumers to maintain
relationships with sellers.

Gefen, Karahanna, and Straub (2003) examined trust and technology acceptance in online shopping,
demonstrating that trust is an important element of online consumer behaviour, particularly where
consumers perceive uncertainty in electronic transactions.

Hajli (2015) explored social commerce constructs and consumer intention to buy, highlighting the role of
social interaction and social commerce mechanisms in shaping purchase intention. Reviews,
recommendations, and social information provide valuable signals for consumers evaluating online
products.

Kotler, Kartajaya, and Setiawan (2017) described the paradigm shift from traditional marketing toward
connected and digitally enabled marketing. Consumers increasingly participate in conversations and
influence one another through digital networks, rendering engagement an important marketing dimension.
Chaffey and Ellis-Chadwick (2019) defined digital marketing as the use of digital technologies and
communication channels to achieve marketing objectives, supporting the importance of coordinated digital
channels, customer interaction, and relationship building.

The literature collectively suggests that digital engagement is most effective when supported by trust,
transparency, credible reviews, personalisation, and secure transactions. The present study applies these

principles to online consumers in Erode District.

Author & Year Focus Major Contribution
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Author & Year Focus Major Contribution

Relationship _ _ _

Morgan & Hunt (1994) ) Trust is central to long-term relationships
marketing

Gefen, Karahanna & Straub ) ) ) ) )
Online shopping Trust supports online shopping behaviour

(2003)

N ) Social interaction influences purchase
Hajli (2015) Social commerce ) )
intention

Kotler, Kartajaya & Setiawan
(2017)

Digital marketing

Connected consumers actively participate
in digital marketing

Chaffey &  Ellis-Chadwick
(2019)

Digital marketing

Digital channels support communication

and engagement

2.1 Research Gap

Existing literature provides substantial discussion of online trust, social commerce, and digital marketing.
However, a local-context study that explicitly positions DME as an independent variable, Consumer Trust
as a mediating variable, and OPI as a dependent variable can provide additional practical insight. The
present study addresses this gap by focusing on online consumers in Erode District.

3. CONCEPTUAL AND THEORETICAL FRAMEWORK

The conceptual framework posits that stronger Digital Marketing Engagement may contribute to higher
Consumer Trust, which in turn may strengthen Online Purchase Intentions. Trust is treated as a mediating
mechanism because consumers may engage with digital content without purchasing unless they perceive

the information and seller as reliable.

Variable Role Illustrative Indicators
Digital Marketing Social interaction, content engagement,
Independent o ) )
Engagement personalisation, campaigns, reviews
Reliability,  transparency, privacy,
Consumer Trust Mediating _ o
security, seller credibility
) ] Likelihood of purchase,
Online Purchase Intention Dependent )
recommendation, repeat purchase

3.1 Theoretical Foundation
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The study is grounded in Relationship Marketing Theory and the Theory of Planned Behavior.
Relationship Marketing Theory supports the role of trust in long-term consumer—brand relationships. The
Theory of Planned Behavior provides a broader behavioural basis for understanding how attitudes and
perceived factors contribute to behavioural intentions. Within this framework, trust serves as an important
mechanism connecting digital engagement with purchase intention.

4. RESEARCH METHODOLOGY

The study adopts a descriptive research design. Primary data are intended to be collected from online
consumers using a structured questionnaire, while secondary data are obtained from books, journals,

research articles, and reports.

Component Description
Research design Descriptive research design
Study area Erode District, Tamil Nadu
Population Online consumers
Primary source Structured questionnaire / online survey
Secondary source Books, journals, articles, and reports
Independent . .
ariable Digital Marketing Engagement
Mediating variable Consumer Trust
Dependent variable Online Purchase Intentions

Frequency, percentage, mean, standard

Statistical tools deviation, and One-Way ANOVA, subject to

data assumptions

4.1 Sampling and Data Collection

The target population comprises consumers with experience in online retail platforms. A structured
questionnaire can be distributed through Google Forms and suitable respondent networks in Erode District.
The final sample size, sampling technique, and response rate should be stated precisely after data
collection. The source document refers to 384 participants and convenience sampling; these details should

be retained only if they correspond to the actual completed survey dataset.
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4.2 Research Tool

The questionnaire utilises a five-point Likert scale ranging from Strongly Agree to Strongly Disagree. It
contains respondent profile items, Digital Marketing Engagement statements, Consumer Trust statements,
and Online Purchase Intention statements.

No. Statement Scale

I regularly interact with online retail content on digital o
1 5-point Linket
platforms.

2 Social media content helps me discover online products. 5-point Linket

Personalised recommendations are useful when they o
3 ] 5-point Likert
match my interests.

Online reviews increase my confidence in an online o
4 ) 5-point Likert
retailer.

5 Clear product and seller information increases my trust. 5-point Likert

Secure payment facilities increase my willingness to buy o
6 ’ 5-point Likert
online.

Clear privacy information improves my confidence in a o
7 o 5-point Likert
digital platform.

Responsive online customer service increases my o
3 5-point Likert
engagement.

I am more likely to purchase from an online retailer | o
¢) Ut 5-point Likert
rust.

Positive digital interactions increase my intention to o
10 ) 5-point Liker
purchase again.

4.3 Statistical Tools

Frequency and percentage analysis describe respondent characteristics. Mean and standard deviation
summarise Likert-scale perceptions. One-Way ANOVA examines whether mean trust or purchase-
intention scores differ significantly across defined levels of digital marketing engagement, provided the

assumptions for the test are reasonably satisfied. Actual statistical values should be calculated from the
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completed dataset; this paper does not invent numerical values or p-values.

5. DATA ANALYSIS AND INTERPRETATION

The source paper provides a research framework rather than a verified numerical dataset. Accordingly, the
following framework explains how results should be interpreted after actual survey data are entered.

Analysis Purpose Interpretation
Frequency & Describe respondent Shows distribution by demographic and shopping
Percentage profile characteristics

Measure average _ o
Mean _ Higher mean indicates stronger agreement
perception

o o Lower value indicates responses are more closely
Standard Deviation Measure variation
clustered

Significance indicates at least one engagement
One-Way ANOVA Compare groups ) ) ) ]
group differs in mean trust or purchase intention

Correlation ) o Shows direction and strength of association when
) Examine association ]
(optional) appropriate

5.1 Interpretation of Digital Marketing Engagement

Higher engagement may indicate that consumers actively interact with online retail content. Interactive
posts, useful product information, personalised recommendations, and credible reviews can increase
attention. Engagement should not, however, be interpreted as purchase intention by itself.

5.2 Interpretation of Consumer Trust

Trust is expected to be influenced by transparency, seller credibility, secure payment systems, privacy
practices, reviews, return policies, and customer service. Positive perceptions of these factors can reduce

uncertainty about online transactions.

5.3 Interpretation of Online Purchase Intention

Purchase intention reflects the likelihood of choosing an online retailer or product. Trust is expected to play
an important role because consumers are more likely to purchase when they believe the seller will provide
the promised product and service and protect transaction information.

5.4 ANOVA Interpretation

If actual analysis shows a statistically significant ANOVA result, the researcher can conclude that mean
trust or purchase-intention scores differ across at least two engagement groups. If the result is not

statistically significant, the researcher should report that the observed group differences are not statistically
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significant under the selected test conditions.

6. FINDINGS OF THE STUDY

1. Digital Marketing Engagement is an important factor associated with Consumer Trust and Online
Purchase Intentions.

2. Interactive content, personalised recommendations, and influencer partnerships can strengthen
consumer interest and digital participation.

3. Customer reviews and user-generated content can provide social proof and reduce uncertainty about
product quality.

4. Transparent communication, privacy information, and secure checkout can strengthen baseline
credibility.

5. Consumer Trust functions as an important bridge between digital engagement and Online Purchase
Intentions.

6. Consumers are more likely to consider purchasing when digital information is relevant, credible,
and easy to verify.

7. Digital marketing strategies that focus only on short-term promotion may be less effective than
strategies that also build trust and relationships.

8. Descriptive statistics and One-Way ANOVA provide useful tools for examining variations in trust
and purchase intention across engagement groups, subject to the actual data and assumptions.

7. SUGGESTIONS

1. Online retailers should increase meaningful interaction through social media and other digital
platforms.

2. Digital content and recommendations should be relevant and personalised rather than excessive or
misleading.

3. Retailers should promote genuine reviews and user-generated content to provide credible social
proof.

4. Websites and digital platforms should clearly communicate seller information, product details,

privacy practices, and transaction security.

5. Retailers should maintain transparent return, refund, cancellation, and delivery policies.

6. Digital customer service should respond promptly and clearly to customer questions and
complaints.

7. Retailers should monitor customer feedback and use it to improve digital service quality.

8. Personalisation should be balanced with privacy, transparency, and appropriate consumer control.

9. Digital marketing strategies should be designed around both engagement and trust rather than

focusing only on immediate sales.

10. Retailers should periodically evaluate whether digital communication practices improve customer
satisfaction and long-term purchase relationships.

8. LIMITATIONS OF THE STUDY
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1. The study is restricted to online consumers in Erode District and therefore may not represent

consumers in other districts or regions.

2. Convenience sampling, if used, limits generalisation to the wider online consumer population.

3. If the study uses 384 participants, conclusions are limited to the characteristics and quality of those
responses.

4. Structured survey responses may be affected by individual perceptions and self-reporting bias.

5. The study focuses mainly on Digital Marketing Engagement, Consumer Trust, and Online Purchase

Intentions and does not include every determinant of online buying behaviour.

6. Digital platforms and consumer preferences change rapidly, so relationships observed at one point
in time may change.

7. Statistical conclusions depend on the quality of the final dataset and the assumptions of the selected
tests.

9. FUTURE SCOPE

Future studies can compare different districts, demographic groups, shopping frequencies, and digital
platforms. Longitudinal research can examine whether trust and purchase intention change as consumers
gain online shopping experience. Future research can formally test mediation using suitable statistical
procedures and investigate privacy concerns, artificial intelligence, recommendation systems, and digital

payment security.

10. CONCLUSION

Digital marketing engagement has become an important element of online retail marketing. Interactive
content, personalised communication, influencer activity, reviews, user-generated content, transparency,
and secure checkout can contribute to consumer confidence and engagement. The framework places
Digital Marketing Engagement as the independent variable, Consumer Trust as the mediating variable, and
Online Purchase Intentions as the dependent variable.

The central implication is that online retailers should not measure digital marketing success only by views,
clicks, or short-term sales. Sustainable online retail relationships require consumers to feel that information
is credible, sellers are dependable, personal information is treated responsibly, and transactions are secure.
Trust can therefore serve as an important bridge between digital engagement and purchase intention.

With special reference to Erode District, the study provides a structured basis for examining how digital
engagement and trust interact in online retail. Actual survey data and appropriate statistical analysis can
strengthen the empirical conclusions and help retailers develop digital strategies that combine customer

interaction with transparency, security, and long-term relationship building.

September 2026 IJICMTH DOI : 10.67851/ijcmth.vol.1.issue.2.040 Page 9



11. REFERENCES
11.1 Books
1. Arikunto, S. (2019). Prosedur penelitian suatu pendekatan praktik.
2. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing: Strategy, Implementation and
Practice. Pearson Education.
3. Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education.
4. Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0: Moving from Traditional to Digital.
Wiley.
5. Laudon, K. C., & Traver, C. G. (2021). E-Commerce: Business, Technology, Society. Pearson
Education.
6. Solomon, M. R. (2020). Consumer Behavior: Buying, Having, and Being. Pearson Education.
7. Tuten, T. L., & Solomon, M. R. (2020). Social Media Marketing. SAGE Publications.
11.2 Journal References
8. Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An
integrated model. MIS Quarterly, 27(1), 51-90.

September 2026 IJICMTH DOI : 10.67851/ijcmth.vol.1.issue.2.040 Page 10



	1. INTRODUCTION
	1.1 Statement of the Problem
	1.2 Objectives of the Study
	1.3 Need for the Study
	1.4 Scope of the Study

	2. REVIEW OF LITERATURE
	2.1 Research Gap

	3. CONCEPTUAL AND THEORETICAL FRAMEWORK
	3.1 Theoretical Foundation

	4. RESEARCH METHODOLOGY
	4.1 Sampling and Data Collection
	4.2 Research Tool
	4.3 Statistical Tools

	5. DATA ANALYSIS AND INTERPRETATION
	5.1 Interpretation of Digital Marketing Engagement
	5.2 Interpretation of Consumer Trust
	5.3 Interpretation of Online Purchase Intention
	5.4 ANOVA Interpretation

	6. FINDINGS OF THE STUDY
	7. SUGGESTIONS
	8. LIMITATIONS OF THE STUDY
	9. FUTURE SCOPE
	10. CONCLUSION
	11. REFERENCES
	11.1 Books
	11.2 Journal References


