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Abstract. Advances in information technology, especially the internetinternet, 

have affected all economic activities in Indonesia, including business activities 

and trade in agricultural products. Previous digital marketing research has 

mainly highlighted its practice in developed countries for non-agricultural 

commodities and using the point of view of businesses and sellers. In contrast, 

digital marketing research in developing countries, especially for agricultural 

products, using the consumer-side perspective still needs to be improved. This 

research is here to fill the research gap. This study analyzes the factors influenc-

ing consumer decisions in using digital marketing to purchase agricultural 

products. Data collection was carried out by surveying 200 consumers of food 

agriculture businesses spread across all regencies/cities in West Sumatra, Indo-

nesia. Data were analyzed using logit regression. The results showed that digital 

marketing was significantly influenced by education level and digital lifestyle, 

while gender, income, number of families, age, and reference group had no sig-

nificant effect. The higher the level of consumer education and the more inten-

sive and digital living culture it has, the more significant the proportion of con-

sumers using e-marketing to purchase agricultural products. This study recom-

mends targeting highly educated consumers with a digital culture by intensify-

ing the use of websites, social media, and viral marketing as marketing media 

for agricultural products. 

Keywords: Digital Marketing, Agricultural Online Marketing, Purchasing De-

cision. 

1 Introduction 

The development of information technology has brought fundamental changes in the 

activities of human life. One of the advances in information technology is essential to 

internet use. Information technology is quickly developing and advancing, completely 

changing our lives and business activities [1]. Based on Susenas data, internet use in 

Indonesia continues to increase yearly (Figure 1) and has impacted changes in com-

munity activities, especially in business and trade. The use of the internetinternet for 

sales and marketing purposes has been on the rise over the past decade. This trend has 

accelerated since the start of the COVID-19 pandemic [2]. Consumers increasingly 

use the internetinternet to find information or buy products. In many economic sec-

tors, online information and communication technology is becoming a prerequisite for 

participating in our rapidly modernizing society

 

[3] . The early stages of the COVID -
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19 pandemic saw farmers' increased reliance on direct market sales and online mar-

keting [4]. Adopting Internet services by businesses can significantly impact their 

performance and introduce new business models and new directions through innova-

tion [5]. 

 

 

Fig 1. The percentage of households accessing the internet. 

internetinternet can be used of the internetinternet can be applied in marketing 

strategies, especially digital marketingcanns, to build businesses that can reach mar-

kets in a wider geographical area [6]. As the industry grows, digital advertising strate-

gies must be developed to ensure businesses remain competitive [7]. Companies to-

day have to rely on digital channels to reach potential customers. Digital marketing 

has become essential for businesses to reach and attract customers. Currently, the use 

of e-marketing still dominates apparel buying [8], handicrafts, furniture [5], and ser-

vices [9]. 

Along with changes in consumer buying trends, the use of the internetinternet for 

other business sectors also has the potential to be developed, including the digital 

marketing of agricultural products. This condition opens up new opportunities for 

marketing agricultural products and challenges that must be faced, considering the 

character of agricultural products that are perishable and not durable. Prices of agri-

cultural products also tend to fluctuate, so this condition can affect consumer deci-

sions to purchase agricultural products. Information and communication technology 

applications in agriculture, especially in Indonesia, are critical to disrupting and trans-

forming the sector into more climate-smart and sustainable. 

The application of digital marketing for agricultural products is largely determined 

by the availability of technology infrastructure in each region [10], especially the 

internet network. Regional digital infrastructure is critical infrastructure in the digital 

economy [11]. Unlike any other resource, the Internet has become the most vulnera-

ble resource over the past few decades. With high-speed internet connections, transac-

tions become faster and more accurate, and e-commerce platforms grow rapidly. Peo-

ple from developing countries like Indonesia must catch up in adopting technology, 

including digital marketing technology [12]. Previous research has pointed out that 

there needs to be more knowledge about the factors that act as barriers to adopting 

online shopping technology in developing countries [13]. Susenas data (2020) shows 

that internet use in Indonesia still needs to be evenly distributed. Of the 19 regen-

cies/cities, there are ten regencies/cities whose level of internet usage is still below the 

average for the province of West Sumatra. It is suspected that the use of digital mar-
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keting to purchase agricultural products in West Sumatra, Indonesia, is dominated by 

consumers in areas with high internet use.  

Additionally, it is believed that individual characteristics [14], socio-demographic 

characteristics [12], and cultural characteristics [15] have a significant influence on 

consumer decisions when it comes to using digital marketing to purchase agricultural 

products. The previous studies found that the proportion of Internet users buying and 

selling fresh agricultural products online is still low than the size of the fresh agricul-

tural market and the large number of Internet users (Cang & Wang, 2021). Moreover, 

while several studies have highlighted digital marketing from the enterprise [9] and 

marketer side [7] in developed countries [3], there still needs to be more research 

from the customer side and developing countries. This study addresses three potential 

segments often ignored in digital marketing studies. First, most digital marketing 

studies are conducted in developed countries, but more studies in developing coun-

tries still need to be conducted. Second, most digital marketing studies are highlighted 

on manufacturing industrial products and services, still limited to agricultural prod-

ucts, and third, most digital marketing studies are carried out based on the company or 

seller side and are still limited from the consumer side. So, this research was conduct-

ed to fill the research gap. 

2 Methods 

The research was conducted in a qualitative descriptive manner. Data collection is 

carried out by surveying consumers of agricultural products. The surveyed consumers 

are spread across all regencies/cities in West Sumatra, Indonesia. Consumers are di-

vided into two regional groups, namely consumers in areas with high levels of inter-

net usage and consumers in regions with low internet usage. 

Areas with a high level of internet use are all regencies/cities whose internet usage 

level is above the provincial average of 46.43 percent, while areas with low internet 

usage are all regencies/cities whose internet usage level is below the provincial aver-

age. Based on this classification, ten districts/cities have low internet usage, and nine 

districts/cities have high internet usage. The classification of the observation area can 

be seen in Table 1. This study surveyed 200 respondents who were taken using quota 

and accidental sampling techniques. Data collection techniques are carried out by 

distributing questionnaires and in-depth interviews. 

Table 1. Classification of consumer observation areas based on internet use.  

No Regions with internet usage below the 

provincial average (under 46.43%) 

Regions with internet usage above the   

provincial average (above 46.35%) 

1 Mentawai Island (20.88%) Agam (48.74%) 

2 Pesisir Selatan (36.03%) Dharmasraya (48.50%) 

3 Solok Regency (37.67%) Padang (63.61%) 

4 Sijunjung (40.46%) Solok City (62.27%) 

5 Tanah Datar (43.45%) Sawahlunto (55.30%) 

6 Padang Pariaman (39.87%) Padang Panjang (71.48%) 

7 Lima Puluh Kota (36.22%) Bukittinggi (73.84%) 
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8 Pasaman (35.43%) Payakumbuh (62.13%) 

9 Solok Selatan (41.07%) Pariaman City (62.29%) 

10 Pasaman Barat (34.24%)  

 

The variables used in this study refer to the factors that influence consumer deci-

sions in using digital marketing to purchase agricultural products: individual, social, 

demographic, and cultural factors. The selection of research variables was carried out 

by referring to several variables in previous studies, namely based on the results of 

research by [16], [17], [18], [19], [20], and [21] 

Table 2. Research variables and their measurements. 

Variable  Sub variable noted 

Dependent Variable  

 Y Consumers of agricul-

tural  

products 

Y=1 if consumers have purchased  

agricultural products through e-marketing;  

0 others 

 

Independent Variable 

Individu-

al Factor 

 

X1 gender =1 female; 0 male 

X2 age =1 gen Y and Z; 0 others 

X3 job =1 have a fixed job; 0 others 

X4 income =1 have a fixed income; 0 others 

X5 Working time =1 work  8 hours per day; 0 others 

X6 education =1 high education;  0= others 

X7 Confidence/trust =1 based on testimonials; 0 others 

Socio-

demo-

graphic 

factors 

 

X8 Reference group 1= life partner 

2= primary family 

3= friend 

4= neighbor 

5= others 

X9 Family member Family number  

Cultural 

factors 

 

X10 Digital lifestyle 1= digital lifestyle; 0 others 

 

The first objective is to analyze the mean difference test of two independent sam-

ples using an independent sample t-test. The second objective is analyzed using the 

Logit approach using the following equation: 

 

𝑌𝑖 =  
𝑒

(𝛼+ 𝛽𝑔𝑒𝑛𝑑𝑒𝑟 + 𝛽𝑥𝑎𝑔𝑒+ 𝛽𝑗𝑜𝑏+⋯………..𝛽𝑑𝑖𝑔𝑖𝑡𝑎𝑙 𝑙𝑖𝑓𝑒 𝑠𝑡𝑦𝑙𝑒

1+ 𝑒
(𝛼+ 𝑔𝑒𝑛𝑑𝑒𝑟+ 𝛽𝑎𝑔𝑒+ 𝛽𝑗𝑜𝑏 +⋯…..+ 𝛽 𝑑𝑖𝑔𝑖𝑡𝑎𝑙 𝑙𝑖𝑓𝑒 𝑠𝑡𝑦𝑙𝑒)                       (1) 

Noted: 

Y = if consumers have purchased agricultural 

products through = digital marketing; 0 others 

X1, gender  = female=1 ; 0 male 

X2, age = Y+Z generation  =1 ; 0 others 

X3, job = have a fixed job=1; 0 others 

X4, income = have a fixed income=1; 0 others 

X5, Working time = equal 8 hours per day =1; 0 others 
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X6, education = high education =1; 0 others 

X7, confident/trust  = based on testimonials =1; 0 others 

X8, reference group = life partner (1) 

 = primary family (2), 

 = friend (3), 

 = neighbour (4),  

 = others (5) 

X9, family numbers = family numbers 

X10, digital lifestyle = digital lifestyle (internetinternet asks more 

than 3 hours per day =1; =0 others 

μ =    error term 

3 Results and Discussion 

This study shows that female consumers are more dominant in both observation areas 

than male consumers. The number of consumers in Generation Y and Generation Z 

are more dominant than consumers of Generation X. The majority of consumers have 

a high education level. They are also actively seeking information on agricultural 

products from previous consumer testimonials. 

Table 3 Characteristics of consumers in the two observation areas. 

Karakteristik Regions with internet 

usage below the provin-

cial average (< 46.43 

percent) 

Regions with internet 

usage above the provin-

cial average (> 46.43 

percent) 

Individual Factor number percent number Percent 

X1 gender     

 female 64 32.0% 85 42.5% 

 male 1 0.5% 50 25.0% 

X2 age     

 Y generation (born 1980-1995) 11 5.5% 19 9.5% 

 Z generation (born 1995-2010) 46 23.0% 95 47.5% 

 X generation (born 1965-1980) 8 4.0% 21 10.5% 

X3 job     

 Have a Fixed job 11 5.5% 33 16.5% 

 others 54 27.0% 102 51.0% 

X4 income     

 Have a fixed income 15 7.5% 49 24.5% 

 others 50 25.0% 86 43.0% 

X5 Working time     

 Equal 8 hours per day 21 10.5% 61 30.5% 

 others 44 22.0% 74 37.0% 
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X6 education     

 Highly educated  64 32.0% 127 63.5% 

 Poorly educated 1 0.5% 8 4.0% 

X7 trust     

 Based on testimonials 48 24.0% 87 43.5% 

 others 17 8.5% 48 24.0% 

Social demografi factors     

X8 Reference group     

 Life partner 0 0.0% 0 0.0% 

 Primary family 6 3.0% 10 5.0% 

 friend 29 14.5% 51 25.5% 

 neighbour 2 1.0% 8 4.0% 

 others 28 14.0% 66 33.0% 

X9 Family numbers     

 Small family (1-4 number) 31 15.5% 59 29.5% 

 others 34 17.0% 76 38.0% 

Cultural factors     

X10 Digital lifestyle     

 Have a digital lifestyle  

(internet access > 3 hours /day) 

61 30.5% 110 55.0% 

 others 4 2.0% 25 12.5% 

 

The analysis of the difference in the second sample shows that there are statistical-

ly significant differences in individual and cultural factors. In contrast, there are no 

statistically significant differences in social demographic factors. Female consumers 

are more dominant in areas with low internet use, but income and working time are 

relatively lower compared to areas with high internet usage. The digital lifestyle is 

more dominant in the two observation areas. 

Female consumers dominate the online purchase of agricultural products, both in 

areas with high and low internet usage. According to previous research, gender signif-

icantly affects consumer behavior in online shopping [19]. Alfan (2019) also states 

that gender significantly affects consumer buying behavior online. The results of the 

statistical comparison test show that there is a significant difference at the one percent 

significance level.  

There is a different trend in the types of products purchased online between female 

consumers and male consumers [22]. This study found that male consumers were 

more interested in online shopping for ready-to-eat food and plant seeds. In contrast, 

female consumers were more varied in buying agricultural products, not only ready-

to-eat food but also fresh food, fruit, flowers, and so on. 
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Table 4. Differences in characteristics between consumers in areas with low levels of internet 

use and consumers in areas with high levels of internet usage. 

Consumer characteristics Regions with in-

ternet usage below 

the provincial 

average (< 46.43 

percent) 

Regions with 

internet usage 

above the provin-

cial average (> 

46.43 percent) 

p-value  

Individual factors 

gender 0.753 0.630 0.080* significant 

age 26.7 28.1 0.399  

job 0.169 0.244 0.210  

income 0.231 0.363 0.051* significant 

Working time 0.323 0.452 0.081* significant 

education  0.985 0.941 0.087* significant 

Trust/believe 0.738 0.644 0.174  

Social demografi factors 

Reference group 3.80 3.96 0.328  

Family numbers 0.477 0.437 0.599  

Cultural factors 

Digital lifestyle 0.938 0.815 0.007** significant 

Note: Significance at level 10% (*); 5% (**) and 1% (***) 

About 85 percent of consumers who buy agricultural products online are consum-

ers who are in the millennial age or Generation Y and Generation Z. The average 

consumer is 26-28 years old in the two observation areas. The outcomes of this inves-

tigation are consistent with [22] that millennials in urban areas tend to make purchas-

es online, and millennials are satisfied with their previous online shopping experience. 

They consider it more profitable and practical than buying in traditional shops but 

also very risky. 

This logit analysis observed ten variables that were expected to influence customer 

choice while utilizing e-marketing to purchase agricultural products. These variables 

consist of individual factors (gender, age, occupation, income, working time, educa-

tion, and beliefs), socio-demographic factors (reference group and number of family 

members), and cultural factors (digital living culture). 

The logit analysis results that individual factors (i.e., consumer education) and cul-

tural factors (digital living culture) influence consumer decisions in using digital mar-

keting to purchase agricultural products. In contrast, socio-demographic factors have 

no significant effect. The education level factor (X6) is a characteristic that signifi-

cantly influences customer decisions while using digital marketing to buy agricultural 

products. The logit analysis results show that the education level is statistically signif-

icant at the 10% level with a positive coefficient value. This indicates that the higher 

the level of consumer education, the greater the probability of using digital marketing 

in purchasing agricultural products. This is consistent with earlier study findings that 
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young, highly educated women residing in modest households with stable financial 

circumstances tend to purchase food online. [21]. The Odds ratio results for the X6 

variable (consumer education) obtained a value of 46.30, which means that the proba-

bility of highly educated consumers using e-marketing in purchasing agricultural 

products is 46.30. The likelihood that a consumer will utilize e-marketing to buy agri-

cultural products increases with consumer education levels. 

 Opportunities for using e-marketing in purchasing agricultural products by edu-

cated consumers can still be increased because it is supported by the increasingly 

rapid development of information technology. In addition, consumers with higher 

education tend to have better internet access than consumers with middle and low 

education. Consumer education can also influence how he uses the internetinternet to 

support his activities, including purchasing the products he needs. 

Cultural factors that influence consumer decisions in the use of e-marketing to pur-

chase agricultural products are digital living culture. This is indicated by the intensity 

of internet use by consumers in their daily activities. The logit analysis's findings 

indicate that the digital culture of life (X10) on consumers has a statistically significant 

effect at the five percent significance level with a positive coefficient value. This 

indicates that consumers in the digital age are more likely to buy agricultural products 

through e-marketing. This is in accordance with the results of research conducted by 

[23] that the development of information technology and internet use also influences 

online buying behavior by customers. Advances in information and communication 

technology have moved people to actively obtain information on agricultural products 

they want by visiting websites, social media, and other communication channels. 

The emergence of digital culture in community life has facilitated the purchase of 

agricultural products and allowed consumers to track the products' locations and de-

livery to their location, as well as to keep an eye on the producers of those products 

[24]. Currently, consumers often share content in the form of products they like on 

social media pages so that it becomes viral content and provokes reactions from po-

tential consumers to find the seller's link or website [25]. Viral marketing is one of the 

current consumer lifestyles, which causes the proportion of people who use digital 

marketing to increase. The development of social media as a lifestyle also affects the 

use of digital marketing by consumers. 

4 Conclusion 

There are differences in characteristics between consumers who shop online in areas 

with high levels of internet usage and consumers in areas with low levels of internet 

usage. Significant differences in characteristics are seen in individual factors (gender, 

income, working time, and education) and cultural factors (digital living culture), 

while socio-demographic factors are not significantly different. Consumers who live 

in areas with high levels of internet use tend to be dominated by female consumers 

who are highly educated, have a fixed income, and have a digital culture. 

Consumer education and adopting a digital lifestyle impact consumers' decisions 

to acquire agricultural products through e-marketing. The percentage of customers 

who use e-marketing to buy agricultural products increases with consumer education 

and the intensity and digitality of the living culture. Practicality: Customers choose 

digital marketing because it is time and energy-efficient and offers a variety of distri-

bution advantages. 
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