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The Impact of Digital Marketing on Purchase Decision: A Field Study
on a Sample of Customers of Yemeni Consumer Food Manufacturing
Companies in the Capital Sana'a

Abstract

This study aimed to determine the impact of digital marketing (digital pricing,
digital promotion, and digital distribution) on purchase decision (perception, conviction,
and purchase decision) among a sample of customers on Yemeni consumer food
manufacturing companies in the capital Sana'a. To achieve the objectives of the study and
test its hypotheses, the descriptive analytical approach was used, along with a
questionnaire as the data collection tool. The study population consisted of a sample of
customers of Yemeni consumer food manufacturing companies in the capital sana‘a, with
a sample size of 384 individuals. A stratified random sampling method was employed
due to the absence of a community framework. The data were analyzed using the SPSS
software. The results revealed that companies implement digital marketing at an average
level across all its dimension, except for digital distribution, which was implemented at a
high level, As for the purchase decision, it was found to be high in all its dimensions,
except for conviction, which was at an average level. The study results also showed a
statistically significant positive impact of digital marketing dimension on the purchase
decision of customers of Yemeni consumer food manufacturing companies. Based on the
results, the study recommended that Yemeni food manufacturing companies should pay
more attention to digital marketing to influence consumer purchase decisions and work
to enhance this relationship by considering digital marketing and purchase decision as
part of their operational philosophy, taking into account the advantages technology offers
in predicting and influencing consumer behavior.
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