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Abstract: Marketing activity through digital medium is becoming popular among the entrepreneurship. This have

managed to influence the purchasing behavior of the citizens. However, there certain people who still doubting the use
of technology in daily life. There also a few people whom still not confident in using technology. Thus, this purpose of
this study is to research the impact of purchasing behavior toward digital marketing. Theory of planned behavior is use
in this research to explain the independent variables, which is attitude, subjective norms, perceived behavior and pricing
that effecting the purchasing behavior. Besides, descriptive analysis, correlation analysis and regression analysis are use
analyze the significant of independent variables towards dependent variable. This study uses quantitative method and
381 sets of questionnaires are distributed around Kangar. Reliability test are conduct for 40 respondents and obtain
Cronbach’s Alpha 0.731, which is acceptable. Statistical Package for the Social Sciences (SPSS) is used to evaluate the
data collected. Under regression analysis, this study find out that the attitude, subjective norms and pricing have an
impact to digital marketing. While perceived behavior control has no significant to the dependent variable.
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INTRODUCTION

use digital marketing because of the cost itself. The cost
is affordable and much lower than traditional marketing.
[32] stated that “You can easily plan a successful online
marketing strategy within your budget by the use of
digital marketing that offers an inexpensive technique in
comparison to other advertising channels such as radio,
TV and more.”

Digital marketing is one of the technologies in this era
that have assist a lot of the marketer to promote their
product, brand or service. This type of marketing covers
all the marketing activity using the digital device and the
internet. Via digital channels, marketing is being given
control, tools and data to help them evaluate the
campaign’s effectiveness. Company use the digital
platform such as social media, emails, search engine and
others website to communicate with existing and
potential clients. For example, now in most company
there are a new position have introduce known as “social
media admin” where their job is to manage the social
media pages of the company. They need to create
content regarding the product or service to draw
attention of the customers. This will build brand
awareness among people. The purchasing activities also
shifting to accommodate the change. This is how
marketing activity being affected.

Digital marketing consists of several type such as search
engine optimization, pay per click advertisement,
content marketing and social media platform. This type
of marketing can grab the attention of those buyers
because it mostly offers lower price than physical store
with other side benefit. It also helps the customer to
easily compare the price of the product and service.
According to Sanjay and Nishant (2018), apparently the
benefits of internet marketing are far more than the
benefits of traditional marketing. Online marketing is a
more efficient and faster way of directly reaching the
buyer and is the ideal way for businesses to advertise
locally or abroad. Furthermore, based on the study by
[44], they indicate that the use of internet marketing will
go beyond the boundaries and introduce the
demographics of internet users with goods and services.
Digital marketing is use extensionally by seller to
market their product or service and by using the internet
as the medium [17].

Digital marketing also being separated into two which is
online channel and offline channel. The primary
difference would be that online channel were based
entirely on Internet while the for offline activity, they
only require device and not inevitably hooked up to the
Internet By digitalize, the victual advertisement can
possibly run 24/7 without any boundaries and can reach
wider range of customers [17]. Most company like to
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online company needs to convince customers to do
online shopping, and then the customer will select a
desired company from a large number of competitors.
The online company therefore needs to establish
effective customer relationships to be selected.
Understanding consumer behaviour is a key to building
such relationships [19].

Digital Marketing
Digital marketing is a new form of marketing that appear
in this technology era [4]. It is designed as a digital
channel that help market a brand while providing patch
for company to do business [4]. Digital advertising and
marketing are one form of marketing being widely used
to sell services or products and to reach consumers
through using the usage of virtual channels [17]. The
term “digital marketing” that describing the technique of
the usage of virtual technologies to gather clients and
build client preferences, sell brands, keep customers and
increase sales has evolved over time from a specific term
describing the advertising of services and products using
virtual channels to an umbrella term [20]. According to
[4], digital marketing and internet marketing are two
different things with digital marketing using both online
and offline technologies, while internet marketing only
use technologies or online. Using these technologies, it
also can assist the customer in gaining information for
their buying activities [13]. Digital are believed can
change the consumer behaviour toward the products,
company, and brands [24]. The way marketer markets
the product and the way in which the clients are
shopping for the identical have been change with the
introduction of digital marketing [45]. In the study by
[42] stated that the barrier in the marketing industry are
being break because of the expanding of digital
marketing.

Attitude
Attitude is the evaluation of performing a selected
behaviour concerning the attitude item, which include
buying the product [6]. Attitude describes how people
are inclined to respond to an incentive [2]. Attitude was
also found to be the most important factor affecting
behavioral goals [5]. As indicated by [53], attitude is
considered to be an important factor in impacting
consumer intention in the purchase of products as those
with strong positive attitudes seemed to have more
intentions to buy the products. Attitude is assumed to be
directly related to behavior of intent [53]. [24], noted
that people tend to have attitudes toward things like
politics, shopping, religion, food, music, etc. In addition,
he elaborated in his study that it is the impact of attitudes
that lets people put those things in a frame whether they
like it or not. Attitude is taken into consideration as key
idea on client conduct that become described as set of
beliefs, revel in and emotions forming a predisposition
to behave in a given direction [10]. Trust has been found
to have a significant positive effect on the intention to
use online shopping, according to [35]. It is also
supported by [26] by saying that online purchasing
online has a positive influence on trust. [54] supported
the evidence that there are significant online buying
behaviours or intentions of buying a particular product
online with trusting sources of online information. [8],
found confidence to be an important factor in
influencing the intention of buying. It was also
supported by [55] tested the impact of confidence on the
adoption of online shopping and found a significant
positive effect of confidence on the intention to buy
online.

Purchasing Behavior
[45] stated that purchasing behaviour marketing is a
process of establishing relationships between products
offered in the market and targeted purchasing behaviour
groups. Consumer behaviour is also defined as customer
behaviour in purchasing, using, evaluating and
classifying goods and services that are expected to meet
their need [47]. [3], argue that consumer behaviour is
the result of an emotional reaction and customers can
create situations to purchase products or services. There
are three independent factors influencing this emotional
response: pleasure, stimulation, and dominance. A
consumer behaviour understanding allows a marketer to
take marketing decisions that are compatible with their
consumer needs. Product type, prior purchase via the
Internet and gender are the factor that have an effect on
purchase intention [8]. According to [5], consumer
buying behavior is a decision process in addition to an
attitude of the people concerned in purchasing and using
products. After recognizing a need or a want, clients
start attempting to find products or services that fit their
requirements. Behaviors are influenced by internal
states and external factors [43] Attracting customers to
an online company is very difficult because first the

Subjective Norms
[2] stated that, while challenging and performing the
identical, subjective norm can be stated as a form of
perception that people approve or disapprove of certain
behaviour. The subjective standard also provides them
with information on the suitability of the behaviour
under consideration while independently affecting
purchase intention [26]. Subjective norms refer to the'
perception of the person that most people who are
important to him believe that the behaviour in question
should or should not be carried out' [35]. Subjective
standards are explained as social environment (social
groups) influences on individuals affecting their
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behaviour or intentions [33]. Empirical studies have
shown that family and friends ' social influence has an
impact on buying intentions [53]. [20] also stressed the
importance of mass media and external communication
in influencing the intention toward a product that can be
considered as part of social standards. Subjective norms
contain the ideals of a person about the extent to which
other people are affected by the assumption that the
individual is or is no longer involved in the behaviour
[24]. Subjective norms are determined by other people's
perceived social pressure for an individual to act in a
certain way and their motivation to comply with the
views of those individuals. Before making a shopping
decision, consumers tend to listen to verbal
recommendations from close families and relatives,
friends or even media. Therefore, in order to shift the
perception of Malaysian consumers to e-stores, online
retailers need to maximize efforts to promote and deliver
good customer services to increase their interest in
online shopping [27].

to [23], perceived was proven to have significant impact
on the intention to purchase via internet with various
information and high-quality items’ descriptions must
be provided to the clients to assist customers in making
an properly-informed decision.
Pricing
Price is the amount for which product, service or idea is
exchanged, or offered for sale regardless of its really
worth or value to potential [3]. The definition of prices
policy is one of the most important management
decisions, because it influences the profitability of
companies and the competitiveness of the market. Price
is one of the most flexible elements of the marketing
mix, which at once and in the short term interferes with
a company's profitability and price efficiency [8]. Price
is one of the non-product attributes of brand associations
where it can be a significant association in the formation
of brand perceptions, especially in terms of value and
desirability, and is a criterion by which consumers often
segment their knowledge of a market or category [33].
Many consumers are willing to spend extra money if
they have the perception that the product, they have
purchased carries extra value. This value comes in the
form of a better taste, a more creative design, and
improved performance, an enhanced visual appeal or
function [33]. Pricing strategy are varying to
accommodate the different market and sector while
classify the strategy into three type such as cost-based
pricing, competition-based pricing and customer
valuebased pricing [34]. Promoting prices is considered
to be a very important marketing stimulus for motivating
consumers and the feeling of anticipated regret by
consumers is also an incentive to buy. When faced with
price discounts, consumers are more likely to encourage
purchasing behaviour. Since online shopping customers
are often offered a better deal, they can get the same
product at a lower price as they buy at the store [20].
Because online stores offer a variety of products and
services to customers. It gives customers more
opportunities to compare prices from different websites
and find products at lower prices than purchases from
local retail stores [20]. Some websites offer auction or
best offer option to customers so that they can make a
good deal for their product. It also makes shopping a real
chance game and treasure hunt, making shopping a fun
and entertainment [20].

Perceived Behaviour Control
Perceived behavior control consists of the belief of one’s
own talents and sense of control over the situation and
is described as an aggregate of locus of control and selfefficacy (perceived ability to carry out the challenge)
[29]. Perceived behavioural control reflects beliefs
regarding the access to resources and opportunities
needed to perform a behavior [9]. [50] argues that
perceived behavioural control can be conceptualized as
the ability of individuals to control their behaviour and
their level of trust in their ability to perform or not.
Therefore, the belief of an individual will influence the
behavioural intention of the individual and will
encourage him / her to perform the target behaviour. As
noted earlier, their level of confidence in performing the
actual behaviour strongly influences the behavioural
intention of people [50].
On the contrary, the finding by [23] found that perceived
control of behaviour is still a significant predictor
influencing intention. The study also confirms that
perceived control of behaviour has a positive
relationship which means that it is not unusual to have
greater control impact in explaining variability in
behaviour. It is determined by the beliefs of the
individual about the power of both internal and
situational factors to facilitate behaviour performance.
The more control and individuals feel about making
purchases of products, the more likely they are to do so
[53. Behaviour control is specified in the form of selfefficacy as a condition in which people believe a
behaviour is easy or difficult to do [51]. The perceived
usefulness of the website commonly depends on the
performance of technological traits which includes
advanced search engines like google and the private
carrier supplied via the service issuer to [23]. According

Theory of Planned Behaviour
Theory of Planned Behaviour (TPB) is introduced by
[2]. It is the extension of the Theory of Reasoned Action
(TRA) which explains one's intention to form if the,
behaviour of two factors: attitude and subjective norms.
In 1988, Azjen added a new factor that was perceived as
control of behaviour, and then called Planned Behaviour
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Theory [51]. TPB model provide a better explanation of
behavioural model that a person is assumed to perform
certain behaviour if that person has actual control over
the behaviour [2]. Thus, when a person has a more
favourable attitude and subjective norm, and with the
acceralation of perceived behavioural control and
intention, that particular person will perform the actual
behaviour [2]. In TPB model, behavioural beliefs are
expected to influence attitude, so as the effect of
normative beliefs on the subjective norms while control
beliefs constitute the foundation of behavioural control
[54]. Attitude, subjective norms and perceived
behavioural control are the differential pathways to
behavioural intention outlined by the TPB [49].

number of respondents is being determine by using the
Krejcie and Morgan table [24a]. The target sample are
given questionnaire that contains question about the
independent variable, dependent variable and
demographic factors. They are given time to answer the
question. In the questionnaire, the demographic factors
are being asked to identify and observe the respondent
background. It also to analyze whether they aware of
how the digital world work.
Data Collecting Instrument
The questionnaire is the main instrument of the data
collection. The questionnaire is being divided into two
section with section A are consist of the demographic
question while section B are related to the independent
variable and dependent variable. The questionnaire uses
Likert Scale as a measure tool. Likert Scale with 5 point
are used with option 1- Strongly Disagree, 2- Disagree,
3- Neutral, 4- Agree and 5- Strongly Agree [26a]. The
respondent needs to respond to the question by choosing
these options for each question. The questionnaires are
being distributes using Google form and paperbased
survey.

METHODOLOGY
Population and Sample
This research use convenience sampling because the
focus of data collection is only in Kangar area where it
is near to the researcher place. The are no inclusive basis
when asking the respondent to answer the question. For
this research, we randomly selected 381 people out of
67,700 Kangar populations to be the respondents. The
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To accept the hypothesis made, the significant value of
the variable must be lower than 0.05 in the regression
analysis. This is to measure how strong the independent
variable will affect the dependent variable. Based on the
analysis done, out of the four variables, only perceive
behavior control was found to have no significant effect
on digital marketing with significantly higher than 0.05
with 0.721. However, this cannot be indicated that there
is no impact, but the effect maybe minimum to certain
degree towards digital marketing. The factor that
contributed to this result is because the consumers have
control on themselves. They not easily sway with the
marketing activity run and have their own mindset on
the product and brand. This result also being support by
another past researcher. In the research by [42], the
finding of the study also shows that there are no
relationship between perceived behavior control and
digital marketing. Therefore, the hypothesis that is
perceived behavior control has an impact towards digital
marketing is rejected.

state that online shopping customers are often offered a
better deal, they can get the same product at a lower
price as they buy at the store. Hence, the last hypothesis
where pricing have an impact on digital marketing is
accepted.
CONCLUSIONS
This study, which is of an investigative and conceptual
nature, offers a variety of options for future studies, both
in terms of development of hypothesis and approval of
concept. In fact, more studies will be needed to refine
the findings and further elaborate them. The empirical
findings answer the research questions of the study and
help achieve its goals. These results have a few
significant implications in both evaluating and
developing the variable. This study creates an
opportunity to modify and justify the theories and
constructs emerging from the analysis. For example,
further analysis of why the perceived behavior control
variable is not compatible with the dependent variable
will be required. One could also enquire if and in what
extent different variable and theory can be identified
than can be used to build many frameworks. This study
will provide these researchers with valuable information
when selecting the variable in the future.

Next, the variable that will be discussed is attitude.
Based on the significant value which is 0.01 argue that
there is significant effect of attitude to the digital
marketing. This indicates that the customers that have
attitude behavior are easy to cajole. There also another
factor where the customer has certain feeling or soft
sport on the product or service. So, they unconsciously
will attract to the colorful and interesting digital
advertisement activity. This will bring desire to the
buyers to purchase the certain product. So, from the
hypothesis, attitude has an impact on the digital
marketing.
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