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ABSTRACT 

 Digital marketing leverages various online channels to increase brand awareness, 

which in turn influences consumer behavior by fostering trust, creating emotional connections, 

and improving brand image, leading to increased purchasing intentions and customer loyalty. 

 This study examined the utilization of digital marketing in building brand awareness 

and its influence on consumer behavior. Specifically, it sought to determine the profile of the 

respondents in terms of age and sex, their perceptions of digital marketing in relation to 

increased reach and visibility, engaging interactions, and targeted messaging, as well as the 

significant differences when profile variables are considered. A descriptive research design 

was employed with 35 respondents, and data were analyzed using weighted mean and 

significance testing. Findings revealed that respondents strongly agreed that digital marketing 

enhances brand visibility, fosters engaging interactions, and creates positive responses 

through personalized messaging. Results also showed that age and sex did not significantly 

affect the utilization of digital marketing in brand awareness and consumer behavior. Based 

on the findings, a marketing plan was proposed to maximize digital platforms, improve 

engagement, and ensure consistent messaging. The study provides valuable insights for 

businesses, marketing students, consumers, and future researchers in understanding the role 

of digital marketing in shaping consumer decisions.   



INSTABRIGHT e-GAZETTE  

ISSN: 2704-3010 
Volume VII, Issue II 
October 2025 
Available online at https://www.instabrightgazette.com  
********************************************************************************************************* 

********************************************************************************************************* 

Editorial Team 
Editor-in-Chief: Alvin B. Punongbayan  Associate Editor: Andro M. Bautista 
Managing Editor: Raymart O. Basco  Web Editor: Nikko C. Panotes 

Manuscript Editors / Reviewers: 

Chin Wen Cong, Christopher DC. Francisco, Camille P. Alicaway, Pinky Jane A. Perez, 
Mary Jane B. Custodio, Irene H. Andino, Mark-Jhon R. Prestoza, Ma. Rhoda E. Panganiban, Rjay C. Calaguas, 

Mario A. Cudiamat, Jesson L. Hero, Albert Bulawat, Cris T. Zita, Allan M. Manaloto, Jerico N. Mendoza 
 

********************************************************************************************************* 

Keywords: Digital marketing, Increased Reach and Visibility, Engaging Interactions, and 

Targeted Messaging 


