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Abstract— The rapid growth of digital marketing has 

enabled businesses to track consumer behavior using 

various interaction metrics such as click-through rate, 

engagement, bounce rate, and time spent on content. 

Understanding how these metrics influence marketing 

effectiveness has become important for improving digital 

strategies. 

This study aims to analyze the impact of consumer 

interaction metrics on online marketing effectiveness 

using a data analytics approach. The research is based on 

primary data collected through a structured 

questionnaire. Statistical techniques such as descriptive 

analysis, correlation, regression, and ANOVA were used 

to examine the relationships between variables. 

The findings show that engagement and click-related 

behaviors have a positive influence on purchase 

decisions, while bounce behavior negatively affects 

marketing effectiveness. However, the impact of 

interaction metrics is moderate, indicating that other 

factors such as trust, content quality, and user experience 

also play an important role. 

The study provides useful insights for marketers to 

improve digital campaigns using a data-driven approach 

and highlights the importance of combining interaction 

metrics with user experience strategies. 

 

Index Terms— Digital Marketing, Consumer Interaction 

Metrics, Engagement, Bounce Rate, Purchase Behavior, 

Data Analytics 

I. INTRODUCTION 

 

Digital marketing has become very important for 

businesses today because of the growth of the internet 

and technology. Unlike traditional marketing, it allows 

companies to interact directly with customers and 

track their behavior in real time. 

Consumer interaction metrics like click-through rate 

(CTR), engagement, bounce rate, and time spent help 

businesses understand how users respond to online 

content. These metrics give useful insights, but they do 

not always lead to actual purchases, creating a gap 

between interaction and real marketing success. 

Consumer decisions are also influenced by other 

factors such as content quality, trust, brand image, and 

user experience. So, focusing only on metrics is not 

enough. 

This study uses a data analytics approach to 

understand how different interaction metrics affect 

marketing effectiveness. It aims to identify which 

factors truly influence consumer behavior and help 

businesses improve their digital marketing strategies. 

 

II. MATERIALS AND METHODS 

 

2.1 Research Design and Methods 

This study used a quantitative cross-sectional design 

with a structured questionnaire. It included 

demographics, consumer interaction metrics, and 

marketing effectiveness. 

The independent variables were clicking behavior, 

engagement, time spent, bounce rate, and content 

preference. The dependent variable was purchasing 

likelihood. Responses were collected using a Likert 

scale through Google Forms using convenience 

sampling. 

Data was analyzed in Excel using descriptive analysis, 

correlation, regression, and ANOVA to understand 

relationships and impact. 

 

2.2 Ethical Considerations 

Participation was voluntary and anonymous. No 

personal data was collected, and responses were used 

only for academic purposes. Data was handled 

honestly and secure. 
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III. RESULTS 

 

3.1 Descriptive Analysis 

Time Spent After Clicking an Advertisement 

 

 
 

Most users spend only a short time on websites after 

clicking ads, showing limited engagement. 

This indicates a need to improve website content and 

user experience to retain users longer. 

 

3.2 Purchase Behavior Purchase After Seeing an 

Advertisement 

 

 
 

The results show that while many consumers respond 

positively to ads, improvements in targeting and 

engagement are needed to increase conversions. 

 

3.3 Likelihood of Purchase After Interaction 

 
 

The results show that interaction creates moderate 

interest but stronger factors like trust, content, and 

offers are needed to convert it into actual purchases. 

 

3.4 Engagement & Behavior 

 
 

The findings indicate that engagement with online 

content increases purchase intention, but businesses 

need to strengthen their strategies to convert this 

intention into actual buying behavior. 

 

3.5 Trust Factors 
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3.6 Statistical Analysis 

Correlation and Regression Results 

The analysis shows a weak to moderate positive link 

between engagement and purchase likelihood, with 

engagement and time spent increasing it while bounce 

rate reduces it, indicating other factors also play a role. 

 
 

3.7 ANOVA Results 

The ANOVA results show no significant difference in 

purchase likelihood across age groups (F = 0.1196, p 

= 0.9483 > 0.05), indicating that age does not strongly 

influence buying behavior. 

 

3.8 Summary of Results 

The study shows that respondents are active digital 

users, frequently engaging with platforms like 

Instagram and YouTube. While users interact with 

online content, their engagement is mostly moderate, 

and many do not spend much time after clicking ads. 

Online marketing has some impact on purchase 

behavior, but it is limited, as interaction alone does not 

strongly drive conversions. Video content is most 

preferred, and trust factors like reviews and ratings 

play a major role in influencing decisions. 

Statistical analysis shows a positive but moderate 

relationship between interaction and purchase 

behavior, while age has no significant impact. Overall, 

interaction improves marketing effectiveness, but it 

works better when combined with quality content, 

trust, and good user experience. 

 

IV. DISCUSSION 

 

The study shows that consumer interaction (likes, 

shares, comments) has a positive but moderate effect 

on marketing effectiveness. Users engage with 

content, but many do not stay long or complete 

purchases, showing a gap between interest and action. 

Video content is the most preferred, and trust factors 

like reviews and ratings strongly influence decisions. 

Statistical results also support a moderate relationship 

between interaction and purchase, while age has no 

significant impact. Overall, interaction works better 

when combined with good content, trust, and user 

experience. 

4.1 Implications for Practice 

Businesses should focus on engaging and video-based 

content to attract users. Improving website experience 

can reduce bounce rate and increase conversions. 

Building trust through reviews, transparency, and 

strong brand image is important. Using data analytics 

can help marketers make better decisions and improve 

campaigns. 

 

4.2 Contributions to Knowledge 

This study shows that interaction metrics are useful 

but not enough alone to drive marketing success. It 

highlights the combined role of interaction, trust, and 

content quality. It also adds value by analyzing 

multiple interaction factors together and supporting 

results with statistical methods like correlation, 

regression, and ANOVA. 

 

4.3 Limitations of the Study 

The study is based on a small sample size, which may 

not represent all users. It also focuses on limited 

variables and basic analysis methods. Other factors 

like income, psychology, and brand loyalty were not 

included. 

 

4.4 Suggestions for Future Research 

Future studies can use larger samples and include more 

variables like trust and user experience.  Advanced 

methods like structural equation modeling and studies 

across different industries can provide deeper insights. 
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V. CONCLUSION 

 

The study concludes that interaction metrics have a 

positive but moderate impact on marketing 

effectiveness. Engagement and time spent increase 

purchase chances, while bounce rate reduces it. 

However, factors like trust, content quality, and user 

experience are equally important. Businesses should 

follow a balanced and data-driven approach to 

improve results. 
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