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Abstract  

Due to the advancement of technology, marketers finds it difficult to predict the behaviors of their customers, this 

force them to transform their marketing activities into digital system. Moreover, in the context of literature there are 

many contradictory findings between digital marketing and consumer buying behavior. Therefore, the study 

recommends the inclusion of new variable to test the relationship between digital marketing and consumer buying 

behavior. Base on that, this study will introduce digital skills to moderate the relationship between digital marketing 

and consumer buying behavior among selected shopping malls in Kano state.  
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Introduction  

Every business is aim to persuade its target audience to 

purchase its products, not just to purchase but keep 

repeating that behavior towards its product. In this era of 

modern technology, customers’ attraction and needs 

satisfaction is much more complicated than producing 

the product or services (Sharma, 2016). Due to mass 

production and presence of different brands in the 

market, redirecting a consumer to make choice about 

particular product imposes difficulties and challenges 

among competing companies in the present time (Ahsan, 

Shahadat, & Thomas, 2015).  
 

Consequently, having knowledge about consumer 

behavior is very important to marketer as they will know 

much about how consumer make choice on 

goods/services and factors that affect his choice (Dinu & 

Dinu, 2012). Consumer behavior keeps changing 

frequently and he/she behaves in specific ways and 

situation to the extent that behavior analysis could 

provide explanations about that (Najam’ul Zia, 2016). 

Hence, marketer needs strongest tool among the four 

types of promoting tools that can influence it target 

population. Advertising is meant to induce public 

because it is a method of pursuing and arousing the 

customer’s decision process. It disseminates information 

to the potential customer about the features and 

functions of the products (Najamul Zia, 2016). 

Nowadays, companies use different media to send their 

message to prospective consumers; this may be via print, 

television media and digital marketing (Nirmala & Pais, 

2016).  
 

However, in digital market medium for communicating 

is much more convenient than traditional marketing as 

medium of communicating is mainly through website, 

chat, Email, etc. To expand and grow any business 

worldwide digital marketing is one of the fast ways to 

develop as they use digital tools which makes marketing 

much easier. It reaches large number of customers from 

all over world in less number of times. Through 

analytics it is very easy to measure efficiency of a 

campaign where as in traditional marketing it is very 

difficult to measure efficiency of a campaign. In digital 
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market it is very easy to make changes and update 

information continuously from time to time according to 

their goals and services and with the help of internet 

customers at any place and at any time can go through 

the given information which is beneficial for them 

(Zarina, 2021).  
 

Today online shopping provide various brands and it 

becomes convenient for customers to shop at any time at 

any place by just downloading one app by using internet, 

it also provide exchange or return policy which increases 

satisfaction level in the customers. Today many people 

rely on online shopping for many kinds of products 

weather it is grocery items or it is clothing, today many 

people also knows how to visit company website and 

refer to the particular product  and make order of 

particular product and gives feedback. It is the right of 

each and every customer to get complete information 

related to every product nothing should be hidden from 

the customers as they can file complain for any product 

if they are cheated. With the other related products 

customers can make comparison and place order at any 

time according to their preferences , as digital marketing 

provides 24 hours services to the customers so that they 

can do shopping at any time whenever they are free . 

Now there is no need to take out time from busy 

schedule for the shopping as customers can do it at any 

time at any place without any fear as there is transparent 

pricing of the product and they can do comparison from 

many and buy product of least price (Unenabasi, 2019).  

 

In the context of literature there are many contradictory 

findings between digital marketing and consumer buying 

behavior. Study findings like Chih and Dong, (2005); 

Hirst and Aswin, (2008); Moshrefjawadi et al., (2012); 

Theo and Liu, (2007) show positive relationship between 

trust and consumer buying behavior. While previous 

studies like Arif et al., (2014); Bashir et al., (2015); 

Clems et al., (2014) Moshrefjawadi et al., (2014). Tariq 

et al., (2016); Masood, (2013); Iqbal and Hanjra, (2012) 

show nagetive relationship between trust, convenience. 

Beside these inconsistencies among the findings in the 

literature, some researchers like Zarina, (2021); Tandon, 

Kaur and Malik, (2019); Tandon and Kaur, (2018) 

among others, also recommend the inclusion of new 

variable to test the relationship between digital 

marketing and consumer buying behavior. Base on that, 

this study will introduce digital skills to moderate the 

relationship between digital marketing and consumer 

buying behavior among selected shopping malls in Kano 

state.   
 

Literature Review 

Concept of Digital Marketing 

Marketing is traditionally the means by which an 

organization communicates to, connects with, and 

engages its target audience to convey the value of and 

ultimately sell its products and services.  Marketing has 

been around for a long time. In the past, businesses have 

been spreading the word about their products or services 

traditional marketing channels such through newspapers 

and word of mouth. Today the development of digital 

marketing has changed the way brands and businesses 

utilize technology and digital channels for marketing 

activities.   

Promotion of products has become an increasingly 

important component in the new digital age, mostly 

thanks to digital marketing. The traditional form of 

marketing is lagging behind digital marketing, which 

offers users new opportunities like personalized 

messages or answers to a search query (Istvanic, Milic & 

Krpic, 2017) Digital marketing campaigns are becoming 

more prevalent as well as efficient, as digital platforms 

are increasingly incorporated into marketing plans and 

everyday life, and as people use digital devices instead 

of going to physical shops.  

Digital marketing is the innovative in the 21st Century 

because it utilizes digital technology and mass media 

devices like television, radio and the Internet to reach a 

wide spectrum of consumers in an appropriate, 

significant, and individual manner. The most common 

digital marketing tool used today is Search Engine 

Optimization (SEO). Its role is to maximize the way 

search engines like Google find your website 

(Wikipedia, 2019). Digital marketing is broad term that 

describes the set of marketing process and marketing of 
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products or services using digital technologies, medium 

or channels mainly on the Internet, but also including 

mobile phones, display advertising, to promote a product 

or service or build a digital brand (Wikipedia, 2019).  

Digital marketing is the avenue of deelectronic 

communication which is used by the marketers to 

endorse the goods and the services towards the 

marketplace. The supreme purpose of the digital 

marketing is concerned with consumers and allows the 

customers to intermingle with the product by virtue of 

digital media (Sathya, 2015). It is also regarded as the 

use of technologies to help marketing activities in order 

to improve customer knowledge by matching their needs 

(Chaffey, 2013).  

Digital marketing includes internet marketing techniques 

search engine optimization (SEO), search engine 

marketing (SEM), content marketing, influencer 

marketing, content automation, campaign marketing, 

data-driven marketing, e-commerce marketing, social 

media marketing, social media optimization, e-mail 

direct marketing, display advertising, e– books, and 

optical disks and games are becoming more common in 

our advancing technology. In fact, digital marketing now 

extends to non-Internet channels that provide digital 

media, such as mobile phones (SMS and MMS), call 

back, and on-hold mobile ring tones (Wikipedia, 2019).  

Internet marketing– often called online marketing or e-

marketing is a subset of digital marketing and is 

essentially any marketing activity that is conducted 

online through the use of internet technologies. It is in 

fact the most important component since the majority of 

digital marketing activities fall within the boundaries of 

Internet marketing. The channels that make up digital 

marketing include: Web sites, Social media platforms, 

Banner placement, email marketing, mobile marketing, 

SEO, pay per click campaigns, Web TV, SMS, 

billboards and anything else with a digital foundation 

(Chris, 2017). Businesses are spending more on and 

partaking in online marketing than ever before, the world 

over. Understanding the consumer behavioural factors 

that influence e- marketing effectiveness is crucial. 

(Jenyo & Soyoye, 2015).   

Digital Marketing has changed the way companies 

market their business and will continue to remain 

relevant in companies as it is a necessity now and into 

the future from an organizational perspective, digital 

marketing is being used by businesses because it cost 

effective, offers a wider and measurable reach compared 

to traditional marketing. For example, to reach 2,000 

customers by newspaper or direct mailing the budget is 

around 200900 dollars but with digital marketing the 

cost of advertisement is around 50-75 dollars (Bhargava 

2015).  

From the consumer point of view, digital marketing 

provides consumers with a wide range of product and 

service options, bargaining power because they are able 

to compare prices, convenience as they can shop 

whenever they want, take advantage of promotions and 

provide feedback and reviews.    

Concept of Consumer Buying Behavior 

According to Agwu, Ikpefan, Atuma and Achugamonu 

(2014), consumer behaviour is an act people display in 

actual or possible use of market products. They added 

that it is decision making by individual in utilizing their 

available resource on their relevant consumption. In 

another definition by Agwu, Ikpefan, Atuma and 

chugamonu (2014), CB is a course of action that 

involves issues such as, purchasing, using, evaluation 

and disposal of the items that he expects satisfaction 

from it. Consumer behavior is the product of physical, 

psychological and social behavior of potential 

consumers. This is because it (product) comes to his 

knowledge, evaluate, use it and inform others about it 

(Reetika, 2015). 
 

Factors Affecting Buying Behavior 

The most fundamental among the determinants of 

persons’ needs and behavior is culture. It exists in every 

society or group and from this society human behavior is 

learned. The basic values of society, wants, perception 

etc. are learned by a child in his family and environment 

institutions (Kotler& Armstrong, 2012). 

In the aspect of social factor, Sethi and Chawla (2014) 

mentioned family members, reference groups, relatives, 
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social status and society’s role as the factors that 

influence consumer behaviors. Another factor that 

affects CB is personal features of the buyer such as life-

cycle-cycle stage, age occupation, lifestyle, economic 

situation, self-concept and personality as well (Kotler & 

Armstrong, 2012). They added that psychological factors 

such as beliefs and attitudes, motivation, learning and 

perception are major influences of consumer behavior 

 

Underpinning Theory 

Underpinning theory is the set of ideas which has been 

used as the foundation to support the structure of the 

whole research design. Therefore, this study is anchored 

on the Theory of Service Quality Gap Model 

propounded by Parasuraman, Zeithaml and Berry (1985) 

has been considered appropriate. This model highlights 

the main requirements for delivering high service 

quality. Customers generally have a tendency to 

compare the service they 'experience' with the service 

they 'expect'. For example, if a customer shops online 

from Jumia stores, he/she would have a predefined 

expectation in terms of how he/she is to be treated or 

catered for; in terms of he/she needs as ordered, etc. If 

the experience of this customer does not match the 

expectation, there arises a gap. 

 

Empirical Review  

Ong  Choon Hee and Woo Say Yen (2018) conducted 

research on the influence of advertising media on 

consumer purchasing behavior in the food and beverage 

industry in Malaysia. The findings revealed that print, 

broadcast and social media advertising has a positive and 

significant relationship with consumer behavior.  

The study of Ani and Anyosor (2017) on radio and 

television advertising of commercial banks in Anambra 

state found that radio/ television advertising has a 

significant influence in stimulating consumer behavior.  

Lubna, Munham Shehzad and Saba Arshad's (2017) 

study on the effect of television advertising in cellular 

companies on user's behavior indicated that TV advert 

significantly influenced the user's behavior.  

Research on advertising and consumer choice of 

telecommunication service in Nigeria by David, Abina 

Oyenian (2015) examined the influence of advert on 

consumer choice of telecommunication service. The 

result depicted that advertisement and income of 

consumer have the impact of consumer choice of 

telecommunication service in Nigeria. Adjn-Tetty, 

Bolfrey, Bugase, Adotey, and Dodoo (2013), conducted 

research in Ghana on the advertising and use of Mobile 

telecommunication networks of students from two 

universities. The findings showed that MTN is the most 

preferred telecommunication network it also explained 

that respondents paid much attention to television by 

75%; radio by 15%; print 3% and online 4%.   

Similarly, the study of Bolatito (2012) on the Effect of 

advertising on consumer preference for telecom firm in 

Nigeria revealed that advertising influenced the 

respondents' behavior with the highest preference for 

MTN networks service.  Rishante's work titled the effect 

of TV advert on mobile telecom companies in Nigeria 

on viewers' choice preference explained that out of the 

two hypotheses one showed that no significant effect 

between TV advert of mobile telecom network on 

viewer's' preference and the other result revealed that 

significance existed on age on viewers' preference of TV 

advert of mobile telecom network.  

Proposed Model 

This study proposes the following Model where digital 

skills is the variable that can moderate the relation 

between predictor variable (digital marketing) and 

criterion variable (consumer buying behavior). 

Therefore, the model can be depicted as;  
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Conclusion  

Conclusively, in the context of literature there are many 

contradictory findings between digital marketing and 

consumer buying behavior. Therefore, study 

recommends the inclusion of new variable to test the 

relationship between digital marketing and consumer 

buying behavior. Base on that, this study will introduce 

digital skills to moderate the relationship between digital 

marketing and consumer buying behavior among 

selected shopping malls in Kano state.   
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