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AIDA Model (Action, Interest, Desire and Action) is one of the most used and popular steps being 

used and examine when focusing on consumer purchase decision-making processes. By looking on 

the relationship between AIDA Model’s steps and how much they influence marketing strategies, 

the research would like to finally examine if the relationship is mediated by the abilities of the SMEs 

digital marketing players and in the end to the digital marketing performance consist of financial 

and non-financial performance. The research concluded that SMEs in Sarawak still yet able to fully 

utilized most of the steps in AIDA Model for the benefits of their digital marketing strategies. 

However, their capabilities and realization towards the important of data analytics especially those 

that provided by digital marketing platforms and tools seems to have positively impacting their 

marketing strategies and therefore digital marketing performance. 
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1. BACKGROUND OF THE STUDY 

This research aims to measure the current digital and e-

commerce capabilities of small and medium-sized enterprises 

(SMEs) in Sarawak. This will be accomplished by gauging 

the respondents' levels of knowledge, experience, and 

performance with the help of the Awareness, Interest, Desire, 

and Action (AIDA) Model. Other studies have also focused 

on the performance of Digital Marketing (DM). However, the 

measurement in this study is improved further by the addition 

of a further essential component in assessing the effectiveness 

of DM activities called data analysis capabilities (Gever, 

2017). These capabilities can alter a company's marketing 

strategy, which in turn can affect the performance of digital 

marketing. The AIDA Model will be incorporated into the 

study questionnaire in order to assess the respondents' use of 

the data gained from DM operations in all scenarios relevant 

to the model.  
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At this time, all of the people and places on earth are 

linked together through a single network known as the 

Internet. Over half of the world's population, or around 4.5 

billion people, are connected to the internet; of this number, 

3.8 billion are considered to be active social media users. 

There are currently 7 billion people in the globe (Hootsuite, 

2020). The Internet is the only single system that is used 

consistently by a significant majority of people all over the 

world. It is also possible to draw a conclusion from the same 

data, which is that out of the total population of 7.75 billion 

people in the globe, 5.19 billion people use mobile phones, 

and 4.64 billion people, or 59%, utilize the internet. Active 

social media users make up around 49 percent of the world's 

population, which is equal to 3.80 billion people (Hootsuite, 

2020). Because of the lightning-fast pace at which the Internet 

was developed and put into use, human existence has been 

thrust into the digital age, which has prompted literary works 

to investigate the relationship between the digital and the real 

worlds. (Wang & Loo, 2019). Smartphone applications, 

social media platforms, the Internet, and a wide variety of 

other forms of digital networking tools are now ingrained in 

the daily routines of billions of people all over the world. At 

this time, there are 4.54 billion individuals who have access 

to the Internet, which is equivalent to 59 percent of the entire 

population of the globe (Saura, 2021). The consumption of 
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digital media is a significant component for a great number of 

people. In 2019, 2.95 billion individuals throughout the world 

were active in digital activities; this number is projected to 

climb to roughly 3.43 billion by 2023 (• Digital Users 

Worldwide 2020 | Statista, n.d. 2020). 

Data is the most important factor in assessing the success 

of any online marketing endeavor in the present climate of 

digital marketing (Singaraju & Niininen, 2021). Both small 

and medium-sized enterprises (SMEs) and large 

organizations (corporations) are finding success with various 

digital marketing strategies. SMEs stand for small and 

medium-sized businesses. These companies are employing 

data science and digital marketing in an effort to expand their 

customer base, boost brand awareness, and break into new 

market niches (Saura, 2021). This research study aims to 

ascertain the valid and reliable determinants of digital 

marketing performance on the Sarawak's Small and Medium 

Enterprises (SME) digital marketing players through the 

effectiveness of their marketing strategies derived from data 

analytics capability. Since data and the decision-making 

process play an important role in evaluating the performance 

of digital marketing (Khade, 2016), the purpose of this 

research study is to determine the valid and reliable 

determinants of digital marketing performance on the 

Sarawak's Small and Medium Enterprises (SMEs) 

 

2. LITERATURE REVIEW 

2.1 AIDA Model 

Business, as defined by Mackey et al., (2013), "is the 

voluntary exchange of value generated by two parties." As 

such, it is crucial for business executives to understand the 

decision-making process clients go through when making a 

purchase (Kusumawati, 2019). Marketing campaigns and 

advertisements may sway consumers at this phase of the 

buying process (Dahiya & Gayatri, 2018), and pricing and 

other visible details may influence their decisions. 

Awareness, Interest, Desire, and Action are the meanings 

behind the letters AIDA. The advertising industry makes use 

of this method for classifying the various responses a 

customer may have to an advertisement. When it comes to 

managing marketing and advertising campaigns, AIDA is 

generally seen as the gold standard measuring the steps of 

purchase decision (Purbaningsih et al., 2022). Elmo Lewis 

introduced the AIDA model in 1898 (Ganesh*, 2020). Since 

then, the AIDA framework has been shown to be useful in a 

wide range of social settings. The AIDA idea is very useful 

in the advertising industry since it is used to evaluate the 

success of marketing initiatives. 

 

2.1 Digital Marketing 

The term "digital marketing" refers to the practice of 

using the Internet or other forms of online advertising to 

attract new clients (Sridevi et al., 2021). Literature defines 

digital marketing as "the process of promoting a business's 

goods and services utilizing any and all forms of electronic 

media and communication" (Omar et al., 2020). To a large 

extent, this definition accords with what (Chaffey, 2010) 

describes as the online definition of marketing: the effort to 

employ digital technology to achieve the marketing objective. 

According to Chaffey's findings, digital marketing can 

effectively identify, forecast, and respond to customers' needs 

in real time. Relatedly, web marketing helps keep customers 

happy and satisfied. In digital marketing, the connection with 

the customer is managed in a way that yields financial gain 

for the business and additional equity for the customer 

(Ghorbani et al., 2021). Internet marketing, as defined by 

(Tiago & Veríssimo, 2016), encompasses any and all efforts 

made, both online and offline, to encourage others to make a 

purchase from a website or other media on the internet; 

accordingly, internet marketing is carried out with the use of 

technological tools. 

 

2.2 Digital Marketing Performance 

The success of a company's marketing efforts conducted 

via the use of any and all digital marketing channels is 

measured by the latter's "digital marketing performance" 

(Facebook, Instagram, TikTok, Google Ads, other message 

applications, etc). (Brar, 2021) research utilized analytics data 

from digital marketing to evaluate the efficacy of these 

strategies. The success of a company's digital marketing 

efforts can be measured using the scorecard approach 

developed by (Fatin & Rahman, 2020). This approach takes 

into account the following factors: the company's capacity for 

innovation and learning, the effectiveness of its internal 

business processes, and the level of its customers' 

satisfaction. Similar to the emphasis placed on digital 

analytics by (Mero, 2016) recommend using web analytics 

like Google Analytics, Facebook Insights, SEMrush, and 

many other online tools to evaluate the success of your digital 

marketing campaigns. 

 

2.3 Marketing Strategies 

For businesses to success in any business environment 

especially related to digitalization, marketing strategy is a 

must and crucial. According to González Moreno et al., 

(2022), a business whose marketing campaigns had a 

significant impact on the local community who would include 

the company's heavy use of social media and merchandise 

would stand out in the market. Marketing strategy is being 

used in order to increased competitiveness and therefore the 

most effective in product promotion and for quality 

development (Ariadini, 2022). In research by Brar et al., 

(2021), the research found that marketing strategy can also be 

designed in order to assist a discovering process of market 

strategy, to have better perspectives of competitive marketing 

environment including on how to effectively handling 

situation related to business decision making process. Pricing, 

product, promotion, distribution, marketing research, sales, 
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advertising, merchandising, etc., may all play a role in the 

overall framework of a marketing strategy (Proctor, 2020).  

 

2.4 Data Analytics Capabilities 

Data management expertise may provide a corporation a 

competitive edge that is difficult to duplicate. The extensive 

use of digital platforms and the general availability of the 

internet have also led to a radical shift in the last decade in 

how firms' skills for value creation and innovation are 

developed (Ducange et al., 2018). New and challenging 

opportunities to meet the needs of customers all over the 

world have arisen as a result of the widespread adoption of 

digital platforms. With so much information accessible on the 

wants and preferences of people throughout the world, 

businesses face a variety of difficulties (Coviello et al 2017). 

We call these massive, never-before-seen troves of 

information "big data," because they are truly revolutionary 

(Gupta & George, 2016). Big data text analytics on customer 

reviews, for instance, might help companies learn more about 

their clients' propensities to make purchases after reading 

about their products and services (Apampa, 2020). 

3. RESEARCH FRAMEWORK 

This research aims to investigate the moderating effect 

of data management capabilities on the direct and indirect 

impact of interest as one of the customers' decision-making 

processes (AIDA) adopted by digital marketing players as 

guidance in performing digital marketing activities on digital 

marketing performance. Figure 1 shows a potential pathway 

between AIDA and successful digital marketing; this study 

aims to investigate if data analytics capabilities mitigate this 

connection. An extensive literature search was conducted, 

and a theoretical framework was created to help reach the 

study's goals. An intriguing aspect of this research is its focus 

on the factors that influence customers' final purchasing 

decisions. One major goal of this study was to develop a 

research framework that would encompass all of the critical 

factors that shape and affect the digital marketing players of 

Sarawak's SMEs toward digital marketing performance. The 

research also confirms previous findings that show how data 

management skills might regulate the relationship between 

interest and digital marketing success.

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Proposed research framework 

 

4. METHOD 

A self-administered questionnaire written in English was 

used to collect information from residents of all of Sarawak's 

major cities. Data collection was done over the course of four 

months in an effort to reduce bias. The survey was completed 

independently and sent electronically (through Google 

Form), and many follow-up activities were taken to persuade 

the intended audience to complete it. Participants came from 

the following locations: Betong; Bintulu; Kapit; Kuching; 

Limbang; Miri; Mukah; Samarahan; Sarikei; Serian; Sibu; 

and Sri Aman. There was a total of 10 questions used for the 

assessment, and each item was assessed on a seven-point 

Likert scale in order to determine how well each predictor 

performed. Meanwhile, the capabilities of data management 

included twenty indicators in four domains (data collection, 

data processing, data interpretation, and data 

implementation). In the end, we selected five metrics to 

evaluate the efficacy of digital marketing in four distinct 

areas. The questionnaire was pilot tested with the SPSS 

software once it was drafted for demographic frequencies and 

the SmartPLS 4.0 we used in order to analyze the 

Confirmatory Factor Analysis (CFA) and to examine the 

direct and indirect relationship of the study proposed research 

framework.  

 

5. CONFIRMATORY FACTOR ANALYSIS (CFA) 

With the total numbers of 179 respondents, the replies 

came from every single person who were targeted for the 

survey consist of SMEs actively participating in digital 

marketing activities. A CFA (confirmatory factor analysis) 

was performed on the retrieved data to verify the reliability of 

the measuring scale before continuing with the structural 

modeling. Tabulated in Table 1 below are the findings of the 

factor analysis with the value of Cronbach alpha (CA) 

Composite Reliability (CR) and Average Variant Extracted 

(AVE). the CFA result shows that the research obtained good 
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model fit and having adequate and if not high value of 

reliability. Based on the study's applicability in light of its 

relevance and the issue at hand, the quantitative data strategy 

is the approach that should be implemented. Consistent with 

the approach provided above, a questionnaire handled by the 

digital marketing actors was used to collect the required data. 

Also, this study used a cross-sectional design, and 

measurements of several variables were taken at the same 

time.

 

Table 1. The confirmatory factor analysis result 

  Cronbach's 

alpha 

Composite 

reliability 

(AVE) 

Average Variant 

Extracted 

Factor Loadings 

AIDA (AWARENESS, INTEREST, 

DESIRE, ACTION) 

0.877 0.897 0.655 0.793 

DATA ANALYTICS 

CAPABILITIES 

0.954 0.958 0.512 0.714 

DIGITAL MARKETING 

PERFORMANCE 

0.958 0.962 0.663 0.820 

DIGITAL MARKETING 

STRATEGIES 

0.946 0.952 0.570 0.754 

6. DIRECT EFFECTS  

Table 2 shows that there is a correlation between the 

customers’ decision-making steps (AIDA) and the success of 

digital marketing. PLS analysis showed a positive correlation 

between all of the relevant factors and the success of digital 

marketing. Both the T statistics and P values of the result 

shows values of significant relationship between all the 

suggested variables

  

Table 2. Path Coefficients between Independent Variables and Digital Marketing Performance (Direct Impact) 

Path Coefficients T statistics  P values 

AIDA (AWARENESS, INTEREST, DESIRE, ACTION)-> DATA ANALYTICS CAPABILITIES 14.40 0.00 

AIDA (AWARENESS, INTEREST, DESIRE, ACTION)-> DIGITAL MARKETING STRATEGIES 2.82 0.01 

DATA ANALYTICS CAPABILITIES -> DIGITAL MARKETING STRATEGIES 11.33 0.00 

DIGITAL MARKETING STRATEGIES -> DIGITAL MARKETING PERFORMANCE 20.97 0.00 

 

7. INDIRECT IMPACTS 

The results of the mediation analysis are shown in table 

3, where there is a significant positive correlation between 

AIDA and digital marketing strategies and a mediating 

impact of data analytics capabilities (t=8.26, p = 0.00). These 

findings suggested that data analytics capabilities mediated 

the connection between AIDA and the planning of digital 

marketing strategies. 

 

Table 3. The Mediating Impact of Data Management Capability on Interest with Digital Marketing Performance 

Variable T statistics P values 

AIDA -> DATA ANALYTICS CAPABILITIES -> DIGITAL MARKETING STRATEGIES 8.26 0.00 

8. CONCLUSION 

The result from this study proved that SMEs digital 

marketing players in Sarawak show an amazing realization an 

interest when towards the steps in consumer decision-making 

process when implementing planning and implementing their 

digital marketing strategies. This research has shown that the 

Awareness, Interest, Desire, and Action (AIDA) model of the 

customer's decision-making process may be used to explain 

the causal relationship between the proposed predictors and 

digital marketing performance. The AIDA model can help 

those involved in digital marketing gain a deeper 

comprehension of the consumer decision-making process. 

Based on the findings, it's clear that the AIDA framework 

must be strictly adhered to while carrying out digital 

marketing campaigns. This study also demonstrated the 

extent to which digital marketing players among Sarawak's 

SMEs understand the value of data and how it can help them 

take their digital marketing campaigns to the next level of 
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success. The findings of this study show that the effectiveness 

of digital marketing campaigns may be influenced by a 

company's data management capabilities. Consequently, it 

provides theoretical support for the findings of (Saidali et al., 

2019), who demonstrated that data management skill was a 

key driver of success across all marketing efforts, particularly 

those involving digitalization. Because data management 

skills are crucial to the success of the process of segmenting 

online consumers, companies engaged in digital marketing 

need to ensure they have access to this potent information. 

This is because only those with skill in data management will 

be able to come up with effective advertising plans. Any issue 

might be exposed along with its remedy if only we had access 

to enough data. Using data, they were able to develop an 

original strategy, setting them apart from the competition. 

Those suggestions would be truly original, completely out of 

the box, and in step with the latest market tendencies. 

Moreover, to the best of our knowledge, no previous 

studies have investigated the proposed dimensions employed 

in this study and their direct association with the success of 

digital marketing in Sarawak or anywhere else in the world. 

The findings of this research add to the existing body of 

knowledge about the connection between digital marketing 

performance in Sarawak and factors such as digital marketing 

professionals' level of awareness, interest, desire, action, data 

management competence, digital marketing strategies and 

digital marketing performance performance. In fact, these 

findings shed new light on and expand our understanding of 

the literature on both the performance of digital marketing 

and the behavior of digital marketing actors. From a scholarly 

point of view, this study provides new insight into the 

mindsets and opportunities for growth among Sarawak's 

digital marketing professionals. Those that rely on digital 

marketing performance as a proxy for their company's 

success should utilize the findings of this study to their 

advantage by concentrating on the activities most likely to 

enhance online consumers' decision-making stages for the 

benefit of digital marketing players. This study's findings 

might inform industry participants on the kinds of digital 

marketing knowledge and skills they should acquire. 
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