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ABSTRACT

This study presents a systematic literature review exploring the impact of digital marketing on
consumer behavior in the retail sector, with a particular focus on fashion retail. Utilizing PRISMA
guidelines, the research synthesizes findings from peer-reviewed studies published between 2015 and
2025. Key digital marketing strategies—including the use of artificial intelligence, augmented
reality, mobile commerce, and social media—were examined for their role in enhancing
personalization, consumer engagement, and immersive brand experiences. Thematic and
bibliometric analyses identified major clusters of academic focus, highlighting evolving trends from
foundational frameworks to applied, consumer-centric strategies. Results show that digital tools
significantly influence consumer decision-making and brand loyalty. However, research gaps remain
regarding long-term impacts, ROI, and the effectiveness of omnichannel strategies. This review
offers insights for both scholars and practitioners seeking to optimize digital marketing practices
and address the challenges of an increasingly digital retail environment.
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1. INTRODUCTION

The retail industry is experiencing a profound transformation driven by the proliferation of
digital technologies and the widespread adoption of the Internet. These developments have
revolutionized the ways in which retailers interact with consumers, restructure their internal
operations, and navigate an increasingly competitive digital marketplace. As commerce steadily
migrates from traditional brick-and-mortar establishments to dynamic online environments, digital
marketing has emerged as an indispensable strategy for engaging consumers across various
platforms. Ratchford (2019) and Héanninen et al., (2018) emphasize the essential role that digital
marketing plays in the modern retail context, integrating online platforms, data-driven strategies, and
mobile technologies to reconfigure consumer-brand interactions. E-commerce, social media, mobile
devices, and big data analytics now serve as fundamental pillars in creating novel consumer
experiences and expectations, offering both opportunities and challenges to retailers (Ghosh & Dash,
2023; Hanninen et al., 2021).

Amidst this digital evolution, understanding consumer behavior has become a critical
endeavor for both practitioners and researchers. Online shopping habits are increasingly shaped by
targeted digital marketing campaigns that utilize personalized content, real-time engagement, and
behavior-based algorithms (Rashid et al., 2021; A. Smith, 2020). Modern consumers interact with
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brands through multiple digital touchpoints, such as mobile apps, email marketing, social platforms,
and virtual assistants, creating a complex and fragmented decision-making journey. This
multichannel engagement demands a more sophisticated marketing approach that leverages digital
tools to deliver seamless customer service and tailored experiences. Research by Zimmermann &
Auinger, (2023) and Ho & Wang, (2020) supports this shift, emphasizing that personalized marketing
enhances customer satisfaction and loyalty, thereby positioning retailers to capitalize on emerging
trends in digital commerce. Furthermore, Hénninen et al., (2021) argue that digitalization not only
reshapes retail formats but also influences consumer perceptions, fundamentally altering the
traditional shopping paradigm.Zhan et al., (2021)

The strategic application of digital marketing tools is, therefore, not merely a supplement to
conventional marketing practices but a necessity for maintaining relevance in today’s marketplace
(Rolando, Angelica, et al., 2024; Rolando, Nur Azizah, et al., 2024). Retailers that fail to adapt risk
obsolescence in an environment where consumer expectations are constantly being redefined by
technological advancement. As Grewal et al., (2025) contend, data analytics have become
indispensable in refining marketing strategies, providing actionable insights into consumer
preferences and behavior (Gunawan et al., 2021; Rolando, Cahyadi, et al., 2024; Rolando &
Wigayha, 2024). Data-driven marketing enables businesses to optimize their campaigns, allocate
resources more effectively, and enhance the overall customer journey. However, the integration of
these technologies is not without its challenges. Issues related to data privacy, cybersecurity, and the
pace of technological innovation present significant barriers for many retailers. Jibril & Padi, (2024),
as well as Agnew, (2023), highlight these concerns, noting that ethical data usage and robust security
measures are critical components of a successful digital marketing framework.

In light of these developments, there is a pressing need for a comprehensive and systematic
understanding of how digital marketing influences consumer behavior within the retail sector.Putra,
(2024) While a considerable body of literature has examined various aspects of digital transformation
in retail, the scope and depth of these studies often vary widely, with some focusing narrowly on
specific technologies or consumer segments. As such, there exists a fragmented landscape of findings
that complicates efforts to draw generalizable conclusions. Moreover, the rapid pace of technological
advancement necessitates ongoing scholarly attention to ensure that theoretical frameworks and
practical strategies remain aligned with current market realities.(Ballestar et al., 2019)

This systematic literature review seeks to address this gap by synthesizing existing research
on the impact of digital marketing on consumer behavior in the retail industry. Specifically, it aims
to identify key digital marketing strategies employed by retailers, explore their influence on
consumer decision-making processes, and assess the challenges and opportunities that arise from
digital engagement. The primary research questions guiding this review are as follows: (1) What
digital marketing strategies are most commonly used in the retail industry? (2) How do these
strategies influence consumer behavior and purchasing decisions? (3) What are the primary
challenges faced by retailers in implementing digital marketing initiatives? (4) What emerging trends
and technologies are shaping the future of digital marketing in retail?

The scope of this review is confined to peer-reviewed academic literature published between 2015
and 2025, encompassing studies that examine the intersection of digital marketing, consumer
behavior, and the retail context. The review includes empirical, theoretical, and conceptual works,
drawing on diverse methodological approaches to provide a comprehensive overview of the field.
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Studies focusing on non-retail sectors, such as B2B marketing or industrial marketing, are excluded
to maintain thematic coherence. Additionally, the review emphasizes research that explores the
consumer's perspective, as opposed to purely organizational or technical analyses, thereby ensuring
a consumer-centric understanding of digital marketing practices (Peslak & Menon, 2024).

The significance of this review lies in its potential to consolidate fragmented knowledge,
highlight prevailing trends, and inform future research and practice in digital marketing (Ingriana,
2025; Widjaja, 2025). By offering a systematic synthesis of existing literature, this review contributes
to the academic discourse by identifying patterns, gaps, and inconsistencies in current research. For
practitioners, the findings offer actionable insights into effective digital marketing strategies,
enabling retailers to enhance customer engagement, optimize resource allocation, and maintain
competitive advantages in a fast-evolving digital environment. Furthermore, the review underscores
the importance of addressing ethical and technological challenges, advocating for responsible and
innovative approaches to digital marketing.(Al-Abdallah et al., 2024; Thomas et al., 2024)

This paper is structured according to the IMRAD format, beginning with the current
introduction that outlines the research context, identifies the problem, and delineates the objectives
and significance of the study. The following section presents the methodology employed to conduct
the systematic review, detailing the search strategy, inclusion and exclusion criteria, data extraction
processes, and analytical framework.Quaye & Mensah, (2019) Subsequently, the results section
synthesizes the key findings from the reviewed literature, organized according to thematic categories
that correspond to the research questions. The discussion section interprets these findings, evaluates
their implications, and situates them within the broader academic and practical context. Finally, the
conclusion summarises the main insights, limitations, and proposes directions for future research.

In summary, the digital transformation of the retail industry has engendered profound
changes in consumer behavior and marketing practices.Mehmood & Hamid, (2024) The proliferation
of digital tools and platforms necessitates a nuanced and systematic understanding of how these
technologies influence the consumer journey. This review endeavors to provide such an
understanding by synthesizing current research, identifying effective strategies, and highlighting the
challenges and opportunities that define digital marketing in the retail sector (Zahran, 2025). de
Souza et al., (2021) Through this endeavor, it aims to contribute meaningfully to both scholarly
inquiry and practical innovation in the field of retail marketing.

2. RESEARCH METHOD
2.1 Research Design

This study adopts a Systematic Literature Review (SLR) approach to synthesize existing
scholarly knowledge concerning retail marketing strategies in the context of digital transformation.
The review follows the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) guidelines to ensure methodological rigor, transparency, and reproducibility. The primary
aim is to identify dominant digital marketing practices in retail, examine the influence of digital
technologies on traditional marketing models, and explore the emerging challenges and opportunities
arising from these strategies.

2.2 Research Questions

This review is guided by three fundamental research questions. First, what are the
predominant retail marketing strategies employed in the digital era? Second, how have digital
technologies—such as social media, artificial intelligence, and e-commerce platforms—reshaped




Volume 4 Issue 2 (2025)

EXAMINING RETAIL MARKETING STRATEGIES IN THE DIGITAL ERA:
A LITERATURE REVIEW
Rahardja

traditional retail marketing practices? Third, what are the main challenges and opportunities that
digital marketing strategies present to retail businesses?
2.3 Search Strategy

A comprehensive literature search was conducted using five academic databases: Scopus,
Web of Science, ScienceDirect, Google Scholar, and EBSCOhost. These databases were selected
due to their extensive coverage of peer-reviewed literature in the fields of business, marketing, and
digital technology.Pangarkar et al., (2022) The search was limited to studies published in English
between 2010 and 2024 to capture the most recent developments in digital retail marketing. The
search string combined relevant keywords using Boolean operators to enhance precision: ("retail
marketing” OR '"retail strategy" OR "digital marketing") AND ("digital era" OR "digital
transformation" OR "e-commerce" OR "online retail" OR "social media marketing" OR "Al in
marketing"). Searches were applied to article titles, abstracts, and keywords. A detailed search log
was maintained to ensure transparency, including database filters, keyword modifications, and the
number of articles retrieved at each stage.
2.4 Inclusion and Exclusion Criteria

To ensure that only relevant and high-quality studies were included in the review, specific
inclusion and exclusion criteria were developed. Studies were included if they focused on retail
marketing strategies involving digital tools or platforms, and were published in English during the
specified timeframe. Excluded materials comprised non-English publications, studies outside the
retail sector, and non-peer-reviewed content such as opinion pieces, editorials, or unpublished

manuscripts.
Criteria Inclusion Exclusion
Language English Non-English articles
Publication Type  Peer-reviewed journal articles Conference papers, editorials,
letters, etc.

Year Range 2018-2025 Articles published before 2018

Topic Relevance  Focus on digital marketing strategies in Irrelevant topics (e.g.,
retail (e.g., e-commerce, Al, customer agriculture policy, healthcare,
behavior) etc.)

Geographic Focus Any, if applicable to digital retail Articles solely focused on non-
strategies retail contexts

Availability of Abstract available and informative No abstract or lacks marketing

Abstract relevance

2.5 Screening and Selection Process

The study selection process followed the PRISMA model, progressing through four phases:
identification, screening, eligibility assessment, and final inclusion. After duplicate records were
removed, article titles and abstracts were screened for relevance. Full-text documents were then
reviewed based on the inclusion and exclusion criteria. The process resulted in a refined dataset of
studies suitable for analysis. Figure 1 illustrates the PRISMA flow diagram, detailing the number of
records at each stage.
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Figure 1. PRISMA Flow Diagram

2.6 Data Extraction

Data from the final set of included studies were systematically extracted using a structured
form developed in Microsoft Excel. The form captured key variables including author(s), year of
publication, country of focus, the type of digital strategy discussed, research design and
methodology, and major findings and implications. Two reviewers conducted independent data
extraction to ensure accuracy and consistency. Discrepancies were resolved through consensus
discussion.(Han, 2023; Li & Zhou, 2022)
2.7 Quality Assessment

To maintain methodological integrity, each study underwent quality evaluation based on
adapted criteria from the Mixed Methods Appraisal Tool (MMAT). Articles were assessed on
research design appropriateness, sampling clarity, analytical rigor, and result credibility. Only those
studies meeting a minimum quality threshold were retained for further synthesis.(Kumoji et al., 2022;
Zhou et al., 2025)
2.8 Bibliometric Analysis

A bibliometric analysis was conducted using VOSviewer software to map the structure and
evolution of research in digital retail marketing. This analysis provided visualizations of keyword
co-occurrence, author collaboration networks, and thematic clusters, offering insights into the
intellectual landscape of the field. Thresholds were set for term frequency and citation to ensure
meaningful representations.(Ferdous et al., 2024; Sumarlam et al., 2024)
2.9 Thematic Synthesis

Alongside the bibliometric mapping, a thematic analysis was performed to interpret the
extracted data. This involved coding the key findings into conceptual themes such as omnichannel
marketing, personalization, Al and automation, mobile commerce, and data-driven marketing
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strategies. These themes helped categorize the literature and provided a coherent framework for
answering the research questions.(Kao & Chueh, 2022; Tiahunova et al., 2024)

3. RESULTS AND DISCUSSION

3.1 Bibliometric Analysis Results

3.1.1 Keyword Mapping and Thematic Clusters

The bibliometric analysis using VOSviewer software provided insight into the thematic
structure of research on digital marketing in fashion retail. The network visualization revealed the
existence of four main clusters that reflect current scholarly attention and emerging priorities. The
first cluster, prominently displayed in red, centers on keywords such as sales, customer engagement,
and influence. These terms indicate a strong research interest in consumer behavior and purchasing
motivation in the context of digital retail environments. The second cluster, in green, includes
keywords like brand, company, and digital marketing, signifying research on branding strategies and
business performance in a digitally transforming marketplace.(Pérez del Castillo et al., 2020;
RATTANAMANEE & CHARPAVANG, 2024; Tan & Alexia, 2025)

Another significant area of focus, represented by the yellow cluster, involves keywords such
as application, use, and knowledge, highlighting the practical deployment of technology in retail
marketing strategies. Lastly, the blue cluster features terms such as framework, design methodology,
and platform, suggesting more theoretical and structural contributions in the literature related to
marketing system design and digital infrastructure (Putri & Setiawan, 2025; Rolando et al., 2025;
Wigayha et al., 2025; Winata & Arma, 2025). Garg et al., (2020) These interlinked keyword clusters
collectively reflect the multidimensional nature of digital transformation in retail, connecting
consumer experience, technological application, and strategic management Kim, (2025).

S
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L

Figure 2. Network Visualization

3.1.2 Temporal Evolution of Research Themes

The overlay visualization produced by VOSviewer further illustrates how research in this
area has evolved over time. Earlier studies, generally published between 2021 and 2022, focus on
foundational topics such as framework, gap, and design, which laid the groundwork for
understanding digital transition in retail. Wu & Ma, (2022) More recent studies, marked in yellow on
the overlay, highlight keywords such as application, e-commerce, and influence, reflecting a shift
toward more applied and consumer-centered research themes. The temporal pattern observed
suggests an increasing interest in implementing practical solutions that directly enhance the
consumer shopping experience using digital tools.(Singh, 2019; Yim & Yoon, 2025)

This progression aligns with broader market developments, particularly the acceleration of
digital transformation driven by the COVID-19 pandemic, which forced retailers to adopt online and
immersive solutions more aggressively.Nanni & Ordanini, (2024) As consumer preferences evolved
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in favor of safety, convenience, and personalization, academic research followed suit by exploring
the efficacy and impact of digital technologies such as artificial intelligence, mobile commerce, and
interactive platforms.A. D. Smith et al., (2019)

Figure 3. Overlay Visualization

3.1.3 Keyword Density and Research Focus

The density visualization provides further clarity regarding dominant and emerging research
areas. High-frequency terms such as sales, influence, and customer engagement appear in densely
populated zones, indicating sustained scholarly interest and frequent citation. These areas represent
mature themes that have gained wide acceptance in both academic and practical contexts. In contrast,
moderately dense regions—highlighting terms like platform, application, and design methodology—
reflect developing research frontiers that are beginning to receive more focused attention.Chu, (2024)

This visualization underscores the dynamic nature of digital marketing discourse in retail.
While much of the literature has established the importance of consumer engagement and digital
presence, newer studies are increasingly concerned with the infrastructure and system-level design
of marketing strategies.Xie & Wei, (2024) The evolving density of keywords indicates an ongoing
shift from descriptive to prescriptive research, aimed at informing practice and policy within retail
innovation ecosystems.

Figure 4. Density Visualization
3.2 Integration of Digital Technologies in Fashion Retail
3.2.1 Artificial Intelligence and Personalized Engagement
One of the most transformative trends in digital fashion marketing is the integration of
artificial intelligence (Al).Rashiti & Sopi, (2022) Al applications are increasingly used to facilitate
personalized shopping experiences by offering real-time product recommendations, automating

customer service through chatbots, and enabling predictive analytics based on consumer behavior
data.Zhu et al., (2023) These tools empower fashion retailers to engage customers more meaningfully
by anticipating preferences and tailoring marketing strategies accordingly. Personalized experiences
not only increase consumer satisfaction but also contribute to higher conversion rates and brand
loyalty (Rolando, 2024).
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3.2.2 Augmented Reality and Immersive Retail Environments

Alongside Al, augmented reality (AR) technologies are reshaping the way fashion products
are marketed and experienced online. AR allows consumers to virtually try on clothing, accessories,
or cosmetics, which enhances confidence and reduces purchase hesitation. This is particularly
appealing to Generation Z consumers, who prioritize interactivity and digital convenience in their
shopping habits. Research by Kovacs & Keresztes, (2024) supports this trend, noting that AR
applications resonate with younger, digitally native shoppers who expect engaging and immersive
brand experiences. Although virtual reality (VR) is often mentioned as a promising avenue, certain
sources—such as Zimmermann & Auinger, (2023)—do not offer specific analysis on its use in
fashion, and such references should be used with caution or excluded from domain-specific
discussions.
3.2.3 Social Media and Mobile Commerce Acceleration

The role of social media platforms such as Instagram, TikTok, and YouTube has also become
increasingly central in digital marketing strategies (Ingriana, Chondro, et al., 2024; Maha et al., 2024;
Mulyono, Ingriana, et al., 2024; Rahardja et al., 2024; Wigayha et al., 2024). These platforms not
only serve as marketing channels but also function as spaces for community building and brand
storytelling. Retailers use influencer collaborations, real-time engagement tools, and user-generated
content to strengthen emotional bonds with consumers (Ingriana, Gianina Prajitno, et al., 2024;
Mulyono, Hartanti, et al., 2024; Rolando & Ingriana, 2024). In tandem, mobile commerce has gained
prominence as consumers seek convenience and flexibility in how they browse, engage, and
purchase. The COVID-19 pandemic acted as a catalyst for these shifts, as observed by Rashid et al.,
(2021), with retailers adapting to mobile-first approaches to ensure continuity in consumer
engagement during lockdowns and physical store closures.
3.3 Strategic Implications for Fashion Marketing
3.3.1 Enhancing Consumer Co-Creation and Emotional Engagement

As digital marketing matures, retailers are increasingly emphasizing co-creation strategies,
inviting consumers to participate in product design, feedback cycles, and content creation. This co-
creative approach enhances emotional engagement and deepens brand attachment. However, while
widely discussed, the effectiveness of these strategies in driving long-term loyalty or actual purchase
behavior remains under-explored. There is a need for more empirical studies that quantify the impact
of emotional engagement on business outcomes, particularly in fashion where brand identity and
aesthetic value are central to consumer decisionsKarageyim & Durmusoglu, (2025).
3.3.2 Digital Immersion as a Competitive Differentiator

The competitive landscape in fashion retail is being reshaped by technological
differentiation. Retailers that effectively integrate immersive technologies such as Al-driven
personalization and AR-based product visualization are not only able to attract new consumers but
also retain existing ones by providing consistent and engaging experiences. These strategies also
support omnichannel efforts, allowing for seamless transitions between physical and digital
touchpoints. As Park & Lim, (2023) note, digital marketing now plays a decisive role in determining
brand visibility and relevance in saturated markets.
3.3.3 Research Gaps and Future Directions

Despite the advances highlighted in the literature, significant research gaps persist. There is
limited understanding of the long-term return on investment for immersive technologies, and more
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studies are needed to establish causal relationships between digital engagement and consumer
loyalty. Furthermore, cross-platform integration strategies, are often discussed theoretically but lack
comprehensive empirical validation. Future research should adopt longitudinal and experimental
designs to assess the sustained effectiveness of digital marketing innovations and explore regional or
generational differences in consumer responsiveness Ngo et al., (2025).

4. CONCLUSION

This systematic literature review explored how digital marketing strategies are reshaping
consumer behavior within the retail industry, particularly in the fashion sector. Through bibliometric
and thematic analyses, it identified four dominant clusters of research focus: consumer engagement,
branding and business performance, technological application, and marketing framework
development. The temporal and density visualizations revealed a clear shift from foundational
research toward more practical and consumer-centered themes, including artificial intelligence,
augmented reality, and mobile commerce.

The findings demonstrate that digital technologies—when strategically integrated—enhance
personalization, improve customer engagement, and create immersive shopping experiences that
influence consumer decision-making. Platforms like social media and mobile apps have become
central tools for brand communication, while Al and AR technologies are redefining how consumers
interact with products and brands. However, while the benefits of these innovations are well-
documented, significant gaps remain regarding their long-term impact, return on investment, and
effectiveness across different consumer segments. The review highlights the need for future research
that employs longitudinal and experimental designs to better assess the sustained influence of digital
marketing tools. Additionally, a deeper understanding of cross-platform integration and generational
or regional differences in responsiveness will support more effective and inclusive marketing
strategies.

In closing, digital marketing is no longer optional but a core competency for retail success.
Retailers must not only adopt new technologies but also develop strategic frameworks that align with
evolving consumer expectations, ethical data use, and the complexities of omnichannel retail. This
review provides a foundation for both academic inquiry and practical innovation, offering insights
that can guide future developments in digital retail marketing.
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