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Survey: The Impact of Digital Marketing on Consumer Behavior in

the Retail Sector — A Study in the US and Canada
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Dear Participant,

This study aims to explore the impact of digital marketing tools and
strategies on consumer behavior in the retail sector in the US and
Canada. The data collected through this questionnaire will be used
strictly for academic purposes. All information will remain confidential
and anonymous. Your participation is voluntary and greatly

appreciated.

Demographic Information — 48|, gaall clibul) sl

Choices [ <)Ly Question [ J\3udl

Male / <5 [0 Gender | _uiall

Female / i O

Under 20 / 20 o i O
21-30 00
31-40 O
41-50 O

Over 50 / 50 ge <10




Choices [ «),Laay) Question [ Ji3dl

USA / Kl O Country of Residence |/ sl

Canada / jax [

120 il 6 a1 Da Co ) e ehdll Gl dae
3-5 0 Number of online purchases in the

6-10 0 past 6 months
More than 10 ;e 2SI O

10/

Survey Dimensions — ;Luiul) | glaa : Gl

D) Gagel) il il 1 g Y ) gaal)

Dimension 1: Exposure to Digital Marketing Tools

P AR Gulaiall aladiul Al aplual) Ao oliddiga saa LAl
Please indicate the extent of your agreement with the following

Statements.




Scale [ audil) Statement [ 5Ll

01 02 03 04 05 it ] e (S8 claiiall wldle) )l 1.

RERPINT
| frequently see product advertisements while

browsing the internet.

01 02 03 04 05+ &g 50 alie e Laag 5 iy 50 s Jilasy ibess 2.

| receive promotional emails from online retailers.




Scale [ audil) Statement [ 3Ll

0102030405 . elaaV) dalsl By e dlas cldle o 3.

| follow brands on social media.

(11 02 O3 04 05 cehyall U8 leadl o))y cilawzs 131 4.
| read customer reviews before making a

purchase.

el JLB Ao ) Gagudl) 50 i SGN gaal)

Dimension 2: Impact on Purchase Decision

Scale [ audil) Statement [ 3,Luall

01 02 03 04 OIS e ehall ahlE e g Bl Gasaal) S.
Digital marketing influences my purchase

decisions.




Scale [ audil) Statement [ 3;Lull

01 0203 04 05 Al LEDley Saalie s clatie ehdy a8l 6.

| purchase products after viewing their digital

advertisements.

01 02 03 04 05 Cebal hE AN 8 saels Lyl clasleal) 7.

Digital content helps me decide what to buy.

01 02 03 04 05  elyall iad Zadd ) A 5 img el 8.

Digital promotions encourage me to purchase.

A jlal) dadladly AE Ao A0 I gaal)
Dimension 3: Brand Trust

Scale [ audil) Statemen [ t5,Lull

01 02 03 04 OIS Al Gldlally S8 e wh Byl Gagudll 9.

Digital marketing increases my trust in brands.




Scale [ audil) Statemen [ t5;Lull

01 020304 05 aflacas 5 cui¥) e dbiais cilaglaa g 10.

. C_MS\
Detailed online information enhances product

credibility.

01 02030405 . delite ad) sgine a il il s 11.

| prefer brands with engaging digital content.

Vsl (Ao B Guguil) il sl gaal)

Dimension 4: Customer Loyalty
Scale [ audil) Statement [ 3Ll

010203 04 05 lehaalss Janiy bl Adlall Guis 0 shyill 512,

-

-




Scale [ audil) Statement [ 3Ll

| repurchase from brands due to their digital

engagement.

01 02 O3 O4 05 L) e Jealsii ) Ll cLa L el 3.

| feel connected to brands that engage me

digitally.

O1 0203 04 05 . (S e 25 pag el Gl Jie 48| zalll14,
Digital loyalty programs increase my brand

loyalty.

— Thank You nadig <& :lay))

L) 13 8 oS Liag ol oll K

Thank you for your time and valuable participation.
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