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Abstract---In efforts to promote environmentally friendly products like electric bicycles, digital marketing strategies
continue to evolve to meet the informational and persuasive needs of potential consumers. This study aims to
investigate the impact of digital content usage on increasing consumer awareness and interest in electric bicycles.
The research method employed is a literature review, searching for related literature. The findings indicate that
creative, educational, and interactive visual content plays a significant role in building brand awareness and driving
consumer interest. A multi-platform strategy that utilizes social media, blogs, and email marketing has proven
effective in reaching a broader target audience. Additionally, personalized content, the use of influencers, and
interactive dialogue between the brand and consumers can enhance engagement and the likelihood of conversion.
This research provides insights into best practices in digital marketing for sustainable products, offering strategic
recommendations for electric bicycle industry players, and suggests directions for further research in digital
marketing dynamics.
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Introduction

The current technological advancements have made digital marketing one of the primary strategies for companies to
reach their consumers. With the development of information technology, digital content now plays a crucial role in
influencing consumer purchasing decisions. The benefit of digital as a form of marketing method using digital
technologies has become a key element in promoting products and services. Product and service promotions
conducted by many large and small companies through social media, websites, and mobile applications introduce
brands in a way that can reach a broader audience more personally and interactively (Syahputra & Rahmawati, 2021;
Setiawan, & Fadhilah, 2023). Digital technology also provides new and innovative platforms for marketing to
connect their products with consumers more efficiently and effectively. One of the sectors beginning to feel the
impact of the digital revolution is the electric bicycle industry (Ulum et al., 2021; Kiki & Hanifi, 2022).

The electric bicycle industry represents an advancement in transportation technology that combines the
development of electric technology with human needs for sustainable and environmentally friendly transportation
modes, such as pollution, rising fossil fuel prices, and the need for a healthy lifestyle (Purwanto et al., 2023). Electric
bicycles have a small electric motor that provides a boost to the wheels when pedalling, usually powered by
rechargeable batteries. This motor makes travel easier, especially on uphill roads, so the electric bicycle industry
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includes various types of bicycles, including city bikes, mountain bikes, and folding bikes (Haryanto et al., 2021;
Fauzi, 2020).

This shift towards digital marketing and the embracing of electric bicycles underlines a broader trend towards
sustainability and technological integration in consumer products. Companies leveraging digital platforms to
promote electric bicycles not only cater to the growing demand for eco-friendly transportation solutions but also
align with consumer preferences for digital engagement and convenience. The emphasis on digital content,
personalized marketing strategies, and the use of innovative technologies in marketing practices reflects the evolving
landscape of consumer engagement and the importance of digital fluency in reaching and influencing target
audiences (Stilo et al., 2021; Hallberg et al., 2021; Elliot et al., 2018).

This sustainable vehicle, promotion is growing more and more as part of a solution to climate change, so it
requires effective marketing to attract consumer interest. Digital content plays an important role in bridging the gap
between these technological innovations and emerging market opportunities (Li et al., 2020; Llopis-Albert et al.,
2021). The electric bike industry, taking advantage of these developments, has implemented a variety of digital
marketing tactics, such as content marketing, search engine optimization (SEO), and social media campaigns, to
attract attention and build relationships with potential consumers (Saputra & Riyanto, 2020).

Electric bikes are considered one of the eco-friendly transportation solutions, on the other hand facing the
challenge of raising consumer awareness and interest. Despite its many advantages, such as energy efficiency and its
contribution to reducing air pollution, the adoption of electric bikes is still limited (Izzati, 2022; Siregar et al., 2023).
This is due to a lack of consumer awareness and understanding of the benefits of electric bikes. Electric bikes have
emerged as an environmentally friendly alternative to transportation, offering solutions to reduce carbon emissions
and air pollution. The presence of electric bicycles is an attempt to maintain a balance between development and
environmental conservation and also one of the alternative eco-friendly solutions, that offers great potential to reduce
the carbon footprint and air Pollution in urban areas. Environmental crises, such as global warming, air pollution, and
decreased quality of life, are serious concerns that require innovative and sustainable solutions (Salmeron-Manzano
& Manzano-Agugliaro, 2018; McLoughlin et al., 2012).

On the other hand, electric bikes, by combining electric energy efficiency with human physical abilities, offer
means of transport that are not only energy-efficient but also effective in reducing greenhouse gas emissions. The use
of electric bikes as an alternative to urban transport supports global initiatives for the transition to a low-carbon
economy, in line with the goals of sustainable development set by the United Nations (Popovich et al., 2014; Hung,
& Lim, 2020).

Seeing the various benefits of electric bikes, the urgency of using electric bicycles as environmentally friendly
solutions is quite high. First, electric bikes do not produce exhaust gas emissions like conventional motor vehicles, so
their use can significantly reduce air pollution. Second, electric bikes can help overcome traffic jams. Electric bikes
take far less space than electric cars, allowing for faster and more efficient mobility on crowded city streets. Third,
electric bicycles are a more sustainable alternative to fossil-fuel vehicles. Its use can be one way to anticipate an
increasing energy shortage (Kwiatkowski et al., 2021; Muetze & Tan, 2007).

Finally, although there are some challenges in the use of electric bikes, such as safety of use, initial costs, and
charging infrastructure, however, the potential long-term benefits for the environment and urban communities cannot
be ignored.

In this context, digital marketing not only serves as a promotion tool but also as a platform to educate and inform
the public about the advantages and advantages of electric bikes over conventional vehicles. However, despite its
enormous potential, the adoption of electric bikes still faces many obstacles, including a lack of consumer awareness
and interest (Murti et al., 2023). Therefore, research into how digital marketing can raise consumers' consciousness
and interest in electric bicycles has become highly relevant. Digital marketing, with its unique ability to reach a wide
audience and provide relevant and interesting information, can play a key role in educating the public about the
benefits of electric bikes and encouraging wider adoption (Bailey et al., 2015; Yang et al., 2021).

Thus, this study looks further into consumer awareness and interest in electric bikes, which are a product that
should be placed and understood by consumers in the right way, considering challenges and obstacles such as
security, cost, and availability of recharge infrastructure.

Research Methods
A literary research method is one of the approaches in research that relies on written sources or library materials as

primary data. This method is used to collect, review, and analyze findings from previous studies that are relevant to
the research topic. In the context of research on "Use of Digital Content in Increasing Consumer Awareness and
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Interest in Electric Bicycles: Digital Marketing Approaches,” methods of literary research can be described as
follows: 1) Selection of Literary Sources following the contexts of the research that has been done, 2) Literary search
using keywords on the Internet, 3) Evaluation of literature taken (Earley, 2014; Williams, 2007).

Literary research methods enable researchers to gain an in-depth understanding of research topics through critical
analysis of previous studies. In the context of digital marketing for electric bikes, this method can provide insight
into effective strategies, consumer behaviour, and factors that influence awareness and interest in electric bicycles.

Result and Discussion
Digital marketing theory

Digital marketing is a marketing strategy that uses technology and the Internet to promote a product or service,
taking into account local consumer habits and ongoing market trends. Digital marketing covers a variety of concepts,
strategies, and practices used to promote products or services through digital channels. It is an evolution of
traditional marketing that adapts to the needs and behavior of consumers in the digital age (Wahyudi et al., 2022;
Afianti et al, 2023). Digital marketing is a conceptual understanding and strategy used to marketing goals through
various digital channels. In this digital age, marketing is no longer limited to conventional media like television,
radio, and print, but uses digital media to create brand awareness, generate prospects, and convert prospects into
sales. By leveraging social media and popular online platforms in Indonesia, such as Instagram, Facebook, and
YouTube, to increase the visibility of products or services offered (Chaffey & Ellis-Chadwick, 2019; Bala & Verma,
2018). By combining digital marketing strategies that match local preferences, companies can succeed in marketing
their products or services in the Indonesian market.

Digital marketing has almost the same meaning as conventional marketing, which means achieving
organizational goals through understanding, anticipation and satisfaction of customer needs. The distinctive is the
channel used to connect a product or service to a consumer (Kannan, 2017).

Digital marketing involves the use of digital technology for marketing goals as well as an effort to develop or
adapt marketing concepts themselves. Digital marketing can communicate in global coverage, provide two-way
interaction between companies and consumers, and enable message personalization. Effective strategies in digital
marketing include speed of distribution, appropriate media selection, and understanding consumer behaviour in the
digital world. The strategy covers four main aspects, including; First, Understanding and Knowing the Target
Audience. It is important to understand and recognize the target audience. It includes knowledge about consumer
behavior, preferences, and shopping habits. Companies can use various methods of market research, such as online
surveys, interviews, and focus groups to gain a deeper understanding of their audiences. Second, quality content
creation. Creating high-quality content that is relevant to the target audience is the core digital marketing strategy.
Content can be blog posts, infographics, videos, social media posts, email newsletters, and more. The aim is to attract
and engage the audience, as well as promote the company's products or services. The third is SEO (Search Engine
Optimization). The next digital marketing strategy is search engine optimization (SEO). SEO is about increasing the
visibility of websites in search engines so that they can be reached by organic searches. This includes the use of
relevant keywords, link building, and ensuring that websites are indexed by search engines. Fourth, Social Media
Marketing. Social media is a powerful platform to reach and engage with the audience. Social media marketing
strategies can cover everything from organic posting to specifically target paid campaigns. Fifth, analytics and
reporting. Marketing analysis plays an important role in digital marketing strategies. Marketing analysis tools can
provide valuable insights into how audiences interact with company content, products, or services. It can help
companies make data-based decisions, and maximize their efficiency (Kingsnorth, 2022; Patrutiu-Baltes, 2016). By
combining all these aspects, companies can create effective digital marketing strategies that can improve their reach
and boost their business growth.

Digital marketing scope

The scope of digital marketing covers a wide range of strategic and operational aspects that are used to promote
products or services through digital technology (Kim et al., 2021; Krishen et al., 2021; Melovi¢ et al., 2020). Digital
marketing is not limited to content, but it is an important part, including the creation and distribution of valuable and
relevant content to attract and retain an audience. 2) Google Ads. Pay-per-view campaigns through Google Ads help
companies reach their target audiences more efficiently through paid searches and display ads on the Google
network. 3) Social Media. Implementing marketing strategies on social media platforms enables brands to interact
with their audience, raise brand awareness, and drive conversions. 4) SEO and SEM (Search Engine Optimization
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and Search Engine Marketing). SEO helps increase website visibility in search engines organically, while SEM
covers paid aspects such as PPC (Pay-per-Click) to attract traffic. 5) Email marketing. Email communication is an
effective way to interact with customers, provide information about products or services, and invite them to special
events or offers. 6) Digital Marketing Offline. This includes marketing through digital media that does not require
the use of the Internet, such as digital billboards, digital radio ads, and digital TV (Chaffey & Ellis-Chadwick, 2012;
Bala & Verma, 2018).

The digital marketing scope shows a holistic approach that takes into account both online and offline strategies in
creating and running marketing campaigns. With technological advances and changing consumer behaviour, the
scope of digital marketing continues to expand, enabling brands to be more creative and innovative in building
connections with their audiences.

Consumer behavior in digital marketing

In digital marketing, consumer behavior refers to consumer actions, decisions, and mindsets when interacting with
digital platforms, such as websites, social media, and apps. Consumer behaviour is the result of a variety of factors,
including preferences, habits, and influences from the surrounding environment. In digital marketing, an in-depth
understanding of consumer behavior can help marketers in designing more effective strategies (Az-Zahra, 2021).

Consumer behavior in digital marketing refers to the way individuals search, evaluate, choose, and use the
products or services they find through digital channels. It is influenced by a variety of factors, ranging from personal
preferences to the latest social and technological trends. In addition, consumer behavior can also be influenced by
psychological factors, such as perceptions of product value, needs, and consumer motivation. By understanding these
factors, marketers can optimize content strategies, promotions, and personalization of consumer experiences to better
results. In the context of digital marketing in Indonesia, it is important to understand local consumer behavior,
language preferences in digital interactions, and emerging consumer trends. Thus, marketers can adjust their strategy
to be more relevant and attractive to the Indonesian market.

Some key aspects affect consumer behavior in digital marketing; first, accessibility of information. Consumers
have access to unlimited information through the internet. Before making a purchase, they tend to search for reviews,
compare prices, and study product specifications online. Second, brand trust. Brands that have a good reputation and
are known to have high quality are often consumer preferences. Trust in a brand can be enhanced through interactive
digital marketing and authentic content. Third, enriched user experience. Sites and apps with an intuitive user
interface and a responsive user experience tend to attract consumers more effectively. Fourth, Personalization.
Consumers tend to respond positively to targeted advertising and personalized recommendations based on their past
behavioral data and preferences. Fifth, facilities and benefits. Factors such as free shipping costs, an easy return
policy, and good customer service can influence online purchase decisions. Sixth, Social Media Impact.
Recommendations from influencers, reviews from other users, and discussions in forums can influence consumer
decisions. Seventh, FOMO (Fear of Missing Out). Marketing strategies like limited-time bids and flash sales can
create a sense of urgency that drives quick purchasing decisions. Eight, Devices and Platforms. Devices used (like
smartphones, tablets, or PCs) and platforms (like social media, email, or search engines) also have an impact on the
way consumers interact with digital content. Ninth, Consumer Psychology. Psychological aspects such as emotion,
perception, and motivation play a major role in the way consumers interact with brands and make purchasing
decisions. Ten, Consumer Life Cycle. Consumer life stages (such as students, newlyweds, or retirees) can affect the
type of product they are looking for and the digital media they are using. Eleventh, Technology Developments. New
technologies like Al, VR, and AR offer new ways for brands to interact with consumers and can change their
behavior (Guan, 2023; Mothersbaugh & Hawkins, 2016; Hidayat et al., 2022). Marketers must understand these
factors to create campaigns that resonate with their target audience and drive conversions. They also need to
constantly monitor trends and adaptations to changing consumer behaviour to remain relevant and effective.

Consumer decision-making process

The consumer decision-making process is the steps a person goes through before, during, and after purchasing a
product or service. In the business world, understanding the consumer decision-making process is crucial. This
understanding enables companies to understand consumer behaviour and identify factors that influence purchasing
decisions. The consumer decision-making process can involve several stages such as problem identification,
information search, alternative evaluation, purchase decisions, and post-purchase behavior (Kamkankaew et al,
2022).
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The importance of understanding the consumer decision-making process can help companies in designing more
effective marketing strategies. By understanding what consumers consider when buying a product or service,
companies can direct their marketing efforts to better target. In addition, an in-depth understanding of the consumer
decision-making process can help the company develop new products or services that are better suited to the needs of
the market. By knowing consumer preferences, the company can present more relevant innovations and market
demand.

The decision-making process involves five main stages (Kotler et al., 2013); 1) Identification of Needs. This
process begins when the consumer realizes that there is a need or desire to be met. It can be triggered by a variety of
factors, including advertising, the introduction of new products, or changes in life situations. (misalnya, pindah
rumah, memiliki anak). 2) Information search. Once consumers realize a need or desire, they will search for
information to find the most suitable product or service. This process can include online research, asking for
suggestions from friends or family, reading reviews, etc. 3) Alternative evaluation. Using the information that has
been found, consumers will then evaluate the various products or services available in the market. This involves
comparing factors such as price, quality, features, brand reputation, and other reviews. 4) Purchase Decision. After
evaluating all available options, consumers then formulate their final decision and make a purchase. 5) Post-
purchase. After purchasing and using a product or service, consumers will evaluate their level of satisfaction. If the
product or services meet or exceed their expectations, this can lead to brand loyalty and recurring purchases in the
future. Note that consumers can return to the previous phase at any time during this process. For example, they can
go back to the search for information or alternative evaluation phase after trying to make a purchase decision.

The influence of social media and online content

In the increasingly advanced and evolving digital era, social media and online content have become integral parts of
daily life for most people. Social media and online content offer revolutionary ways to communicate, interact, share
information, and seek entertainment. From Facebook, Instagram, Twitter, and LinkedIn to YouTube and blogs,
social media and online content have changed how individuals interact with the world around them. However, the
impact is not always positive. Like two sides of a coin, social media and online content also have side effects that can
affect users both individually and societally (Ahmad & Rosli, 2023; Smith, 2011).

In a positive context, social media and online content connect users with a variety of information and provide
platforms for discussion, sharing opinions, and interacting with people from different corners of the world. They also
facilitate communication and collaboration, strengthen relationships between individuals, and offer opportunities for
learning and self-development. Conversely, in a negative context, social media and online content can be sources of
misinformation, hoaxes, online bullying, and privacy issues. Some studies also link social media use to an increased
risk of mental health problems such as stress, anxiety, and depression.

The dual nature of social media and online content underscores the importance of navigating these platforms
responsibly. Users need to be critical of the information they encounter, practice safe online behaviors, and be
mindful of their digital well-being. Meanwhile, platforms and policymakers are called upon to enhance the positive
aspects of these digital spaces while mitigating the negative impacts, ensuring a healthier online environment for all
users.

Overall, it is crucial to have a comprehensive understanding of the influence of social media and online content,
and how these technologies can be used most effectively and safely. This objective is achieved through digital
education and awareness, both for individual users and for institutions and organizations using social media and
online content as part of their strategies.

There are several significant influences of social media and online content, both positively and negatively.
Positive aspects include; 1) Global Connectivity. Social media facilitates people's connection with friends, family,
and communities without geographic limitations. This allows a wider exchange of ideas and cultures. 2) Access to
Information. Online content provides unlimited access to information on various topics, from the latest news to
educational tutorials, enhancing individuals' knowledge and skills. 3) Business Opportunities. Social media has
become a critical marketing tool for businesses to reach a broader audience, boost brand awareness, and prompt
sales. 4) Community Support. Many online communities are formed on social media, offering emotional support,
motivation, and advice to members who share similar interests or conditions. However, negative aspects comprise; 1)
Privacy Issues. Careless use of social media can pose privacy risks, with personal data potentially unintentionally
shared with the public or third parties. 2) Misinformation. The spread of false or hoax information through social
media can occur swiftly causing confusion and social issues. 3) Addiction. Excessive use of social media can lead to
addiction, disrupt productivity, and negatively impact mental health, such as depression and anxiety. 4) Social
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Comparison. Online content often only displays the best aspects of a person’s life, leading to social comparisons and
feelings of inadequacy among other users (Carrier et al., 2015; Akram & Kumar, 2017; Siddiqui & Singh, 2016).

Thus, the influence of social media and online content depends heavily on how individuals use and respond to it.
Despite having many benefits, users need to be aware of potential risks and take steps to use them healthily and
responsibly. This includes limiting the time spent online, using privacy settings wisely, and verifying the accuracy of
information before sharing it.

Conclusion

The use of digital content in marketing strategies for electric bikes has proven effective in raising consumer
awareness and interest. Marketing strategies that leverage a variety of digital platforms, including social media,
blogs, videos, and interactive content, provide new opportunities to reach potential consumers directly and
personally. The strategic use of digital content in electric bike marketing not only increases consumer awareness and
interest but also promotes transparency, dialogue, and long-term relationships between brands and consumers.
Integration between quality content, multi-platform strategies, personalization, and educational-based approaches are
key to success in leveraging the power of digital marketing for the growth of the electric bicycle market.
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