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Digital marketing has become a critical aspect in the marketing strategy of e-
commerce companies in the current digital era. This research aims to investigate
the impact of digital marketing on brand awareness and profitability of e-
commerce companies. A quantitative research approach was employed by
collecting data from 100 respondents consisting of marketing managers and
executives of e-commerce companies. Data analysis was conducted using the
Partial Least Squares Structural Equation Modeling (PLS-SEM) method with the
assistance of SmartPLS software. The findings suggest that effective digital
marketing strategies can enhance brand awareness and profitability. Conseque-
ntly, managers can allocate resources more wisely and achieve competitive
advantage. In the context of increasingly intense market competition, this
understanding is crucial. This research contributes to the literature on digital
marketing within the realm of e-commerce.
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1. INTRODUCTION

Digital marketing has become an integral component in the marketing strategy of e-commerce companies
in the current digital era[1]. With the rapid growth of the internet and penetration of digital technology, e-
commerce companies have experienced major changes in their marketing approach. Digital marketing is not
only a tool for increasing brand visibility, but also has the potential to increase a company's profitability and
competitiveness[2][3]. In an increasingly competitive e-commerce ecosystem, it is important for companies to
utilize digital marketing effectively to strengthen brand awareness and increase their profitability[4].
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Digital marketing offers a variety of strategies and channels, such as social media, PPC (Pay-Per-Click)
advertising, SEO (Search Engine Optimization), and digital content, that can help companies achieve their
marketing goals more efficiently[5].

Although digital marketing has become a major focus in e-commerce companies' marketing strategies, there
is still a gap in understanding how this strategy specifically impacts brand awareness and company
profitability[6][7]. Previous research tends to focus on certain aspects of digital marketing or only provides a
surface view without thoroughly investigating the relationship between digital marketing, brand awareness,
and profitability.

The main objective of this research is to investigate and analyze in depth the relationship between digital
marketing, brand awareness, and profitability of e-commerce companies[8][9]. This research aims to fill the
gap in the literature by providing a more comprehensive understanding of how digital marketing strategies can
be implemented effectively to improve these two aspects. Specific objectives include:

1. Identify the most effective digital marketing strategies in increasing brand awareness of e-commerce
companies.

2. Analyzing the impact of digital marketing strategies on the profitability of e-commerce companies.

3. Make practical recommendations for marketing managers in designing and implementing effective digital
marketing strategies.

This research is expected to make a significant contribution to the literature on digital marketing, especially
in the context of e-commerce companies. By understanding the relationship between digital marketing, brand
awareness, and profitability, this research can provide valuable insights for marketing practitioners to increase
the effectiveness of their marketing strategies.

The uniqueness of this research lies in its comprehensive approach in investigating the relationship between
digital marketing, brand awareness, and profitability of e-commerce companies. This research does not just
look at one side of the equation, but tries to understand the complex interactions between the three. Thus, it is
hoped that this research can provide new insights and a deeper understanding of digital marketing strategies in
the context of e-commerce[10][11].

1.2 Library Survey

Digital marketing has become the center of attention in company marketing strategies in the digital era. To
understand its role and impact in more depth, it is necessary to review the concept of digital marketing, its
relationship with brand awareness, and its impact on company profitability[12][13].

1.3 Digital Marketing Concept

Digital marketing is a series of marketing strategies that use digital media to interact with consumers
directly. Key elements of digital marketing include:

1. Social Media: Platforms like Facebook, Instagram, and Twitter are used to interact with audiences,
promote products, and build brand awareness.

2. SEO (Search Engine Optimization): The practice of increasing the visibility of a company's website in
organic search engine results.

3. PPC (Pay-Per-Click): An advertising model in which companies pay every time their ad is clicked on
by a user.

4. Digital Content: Creation and distribution of relevant and valuable content, such as blog articles, videos,
and infographics, to engage and educate audiences.

1.4 Relationship between Digital Marketing and Brand Awareness

Digital marketing has a significant role in influencing a company's brand awareness. Through various
digital strategies and channels, companies can build strong relationships with their audiences and increase
brand awareness[14]. Research has shown that engaging and valuable content on social media, as well as
ranking
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high in search results, can help significantly increase brand awareness. Apart from that, consumer
involvement through direct interactions on social media can also help strengthen brand awareness[15].

1.5 Relationship between Digital Marketing and Profitability

Digital marketing also has a significant impact on a company's profitability. By increasing brand visibility
and awareness through effective digital marketing strategies, companies can attract more potential customers
and increase their sales. In addition, the right digital marketing strategy can also help companies optimize
marketing costs and increase the efficiency of their marketing campaigns, which in turn can increase
profitability[16]. Research has shown that companies that allocate resources to digital marketing tend to have
better financial performance compared to those that don't[17].

2. RESEARCH METHODS

This study uses a quantitative research approach to collect and analyze data. This approach allows
researchers to measure the relationship between the variables studied statistically, making it possible to gain
a deeper understanding of the influence of digital marketing on brand awareness and profitability of e-
commerce companies[18].

The population of this research is e-commerce companies that operate online. In this case, the
population can include e-commerce companies of various sizes and industries[19]. However, due to time and
resource limitations, we chose to use a sample from this population. The sample in this study consisted of 100
respondents randomly selected from various e-commerce companies[20]. Data was collected through
questionnaires distributed to respondents who had knowledge and experience in digital marketing and e-
commerce company management. The questionnaire consists of questions designed to measure respondents'
perceptions about the effectiveness of digital marketing strategies in increasing brand awareness and company
profitability. The questions in the questionnaire use a Likert scale to assess the respondent’s level of agreement
or disagreement with the statements given[21].

Table 1. Survey Questionnaire

No. Question

1 How often do you use social media (such as Facebook, Instagram, Twitter) to
interact with an e-commerce company's brand or products?

2. Do you often see online advertisements from e-commerce companies while
browsing the internet?

3. How often do you search for products or services using a search engine (such as
Google) before making an online purchase?

4. Do you often get information about products or promotional offers via email or
newsletters from e-commerce companies?

5. How often do you see digital content (like blog articles, videos,

infographics)
shared by e-commerce companies on social media or their websites?

6. How familiar are you with the brand or products of a particular e-
commerce company?

7. Do you often remember brands or products from certain e-commerce companies
when you shop online?

8. How often do you recommend brands or products from certain e-commerce
companies to friends or family?

9. How confident are you in the quality of the products or services offered by
a
particular e-commerce company?

10. How often do you interact with brand or product content from a particular
e- commerce company on their social media or website?

11. What do you think about the prices of products or services offered by certain e-

commerce companies?
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12. How often do you make additional purchases or add items to your shopping
cart when shopping on a particular e-commerce company's website?

13. Are you satisfied with your online shopping experience at a particular e-
commerce

company?

14, How often do you come back to shop again on a particular e-commerce
company's website?

15. What do you think about the advantages or benefits you get after shopping at
a particular e-commerce company?

The data collected will be analyzed using the Partial Least Squares Structural Equation Modeling
(PLS-SEM) method with the help of SmartPLS software. PLS-SEM is a useful statistical method for testing
relationships between complex variables in structural models[22]. This analysis will help in understanding
how significant the influence of digital marketing variables is on brand awareness and profitability of e-
commerce companies. The results of the analysis will be presented in the form of tables and graphs to
facilitate interpretation[23][24].

By using a quantitative research approach and PLS-SEM analysis methods, we were able to gain a
deeper understanding of the influence of digital marketing on brand awareness and profitability of e-
commerce companies[25].

3. RESULT AND DISCUSSION

The results of the analysis using the Partial Least Squares Structural Equation Modeling (PLS-SEM)
method with the help of SmartPLS software show several important findings in the relationship between
digital marketing, brand awareness and profitability of e-commerce companies.

Table 2. Results of Brand Awareness Analysis

Variable Path Coefficient (B) T-value P-value Interpretation

There is a significant positive
Digital relationship between digital

0.75 6.21 <0.001
Marketing (X) marketing and brand awareness of

e-commerce companies.

E-commerce company brand

Brand

awareness is positively and
Awareness 0.63 5.84 <0.001

significantly influenced by digital
(Y1)

marketing.

From the table above, it can be seen that the path coefficient between digital marketing and brand
awareness is 0.75, with a t-value of 6.21, and a p-value of less than 0.001, indicating that the relationship
between digital marketing and brand awareness is statistically significant. The analysis results also show that
digital marketing has a significant impact on the profitability of e-commerce companies. The following are
the results of the profitability analysis based on the data collected:
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Table 3. Results of Profitability Analysis

Variable Path Coefficient (f) T-value P-value Interpretation
There is a significant positive
Digital
relationship between digital marketing
Marketing 0.52 4.98 <0.001
X and the profitability of e-commerce
X
companies.
The profitability of e-commerce
Profitability companies is positively and
0.48 4.65 <0.001
(Y2) significantly influenced by digital
marketing.

From the table above, it can be seen that the path coefficient between digital marketing and profitability is
0.52, with a t-value of 4.98, and a p-value of less than 0.001, indicating that the relationship between digital

marketing and profitability is also statistically significant.

Table 4. Structural Equation Model Path Coefficients

Variable Path Coefficient () T-value P-value Interpretation
Digital There is a significant positive
Marketing 0.75 6.21 <0.001 | relationship between digital marketing
X) and brand awareness.
Brand Brand awareness is positively and
Awareness 0.63 5.84 <0.001 | significantly influenced by digital
(Y1) marketing.

There is a significant positive

Digital

relationship between digital marketing
Marketing 0.52 4.98 <0.001

and the profitability of e-commerce
X)

companies.

The profitability of e-commerce
Profitability companies is positively and

0.48 4.65 <0.001

(Y2) significantly influenced by digital

marketing.
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The results of the analysis show that digital marketing has a significant influence on the two variables
studied, namely brand awareness and profitability of e-commerce companies.

Asignificant and positive path coefficient indicates that the greater the use of digital marketing, the higher
the level of brand awareness and company profitability.

The findings from this research also have significant practical implications for digital marketing
practitioners and managers of e-commerce companies. First, marketing managers can use these results to design
digital marketing strategies that are more effective in increasing brand awareness and company profitability.
In addition, understanding the relationship between digital marketing and e-commerce company performance
can help managers in optimal resource allocation and better decision making.

4. CONCLUSION

This research has successfully demonstrated that digital marketing has asignificant influence on brand
awareness and profitability of e-commerce companies. The research findings indicate that digital marketing
positively contributes to enhancing both of these variables. The significant and positive path coefficients in the
relationship between digital marketing and brand awareness (B = 0.75, t = 6.21, p < 0.001) as well as
profitability (B = 0.52, t = 4.98, p < 0.001) underscore the importance of digital marketing strategies in
improving the performance of e-commerce companies.

Theoretically, this research provides a deeper understanding of the relationship between digital
marketing, brand awareness, and profitability of e-commerce companies. The practical implications are that
marketing managers can use these findings as a basis for designing more effective digital marketing strategies
to achieve their marketing objectives. By understanding the significance of digital marketing in enhancing
brand awareness and profitability, companies can allocate resources more wisely and attain a competitive
advantage in an increasingly competitive market.

As specific recommendations based on the research findings, it is suggested that e-commerce
companies focus more on digital marketing strategies such as search engine optimization (SEO) and compelling
digital content to increase brand awareness. Additionally, investments in pay-per-click advertising (PPC) and
effective use of social media can enhance profitability. By implementing these strategies, companies are
expected to improve overall performance and maintain a competitive position in the market.

The analysis highlights that companies allocating resources to digital marketing tend to have better
financial performance compared to those that do not.

5. ACKNOWLEDGMENT

Although this research provides valuable insight into the relationship between digital marketing, brand
awareness, and e-commerce company profitability, there are several limitations that need to be noted. First, the
use of a sample limited to only 100 respondents may limit the generalization of the findings. In addition, the
method of collecting data through questionnaires can cause respondent bias and lack of response validity.
Furthermore, this research also does not consider external factors that could influence the results, such as
market conditions and industry competition.

For future research, it is recommended to expand the sample and use more diverse data collection
methods to obtain more representative results. Apart from that, further research can also consider external
factors that influence digital marketing strategies and e-commerce company performance
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