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Abstract

Digital marketing is now essential for customer satisfaction and loyalty, yet its impact in Nigeria’s
construction and transportation sectors remains underexplored. This study examined how digital
marketing practices affect satisfaction among listed firms, guided by Expectation-Confirmation Theory
(ECT) and Uses and Gratifications Theory (UGT). Five dimensions were analyzed: content value, social
media engagement, online visibility, relationship management, and service experience. Data from 712
managerial staff were analyzed using descriptive statistics and Covariance-Based Structural Equation
Modeling (CB-SEM). Results showed relationship management had the strongest effect on satisfaction
(B=0.31, p<0.001), followed by content value (p = 0.28, p < 0.001), social media engagement (f =
0.24, p < 0.001), service experience (p = 0.22, p < 0.01), and visibility (f = 0.19, p < 0.05).Findings
highlight that strong online relationships and valuable content most effectively enhance customer
experiences. Firms should invest in relationship systems, quality content, and responsive services to
sustain satisfaction. Despite its cross-sectional design, the study advances emerging-market scholarship
by quantifying multidimensional digital marketing effects and offering actionable insights, showing
managers can personalize interactions and strengthen loyalty through value-driven engagement.

Keywords: Digital marketing, customer satisfaction, digital content value, social media engagement,
online visibility, Nigeria, emerging markets, digital customer experience

1.0 Introduction

The way businesses connect with their customers has evolved dramatically in the digital age. The rise
of the internet and mobile technology has opened new avenues for reaching people, faster, more
interactively, and in more personalized ways (Ugwuanyi, Oraedu, & Moguluwa, 2025). This
transformation has redefined marketing communication and relationship management across industries.
Traditional tools such as billboards, radio, and print media are gradually giving way to digital platforms
that enable real-time engagement, two-way communication, and measurable performance outcomes
(Kizi, & Du, 2025). For many firms and sectors, digital marketing is no longer an optional promotional
tool, it is now a strategic necessity for survival and competitiveness (Theodorakopoulos, &
Theodoropoulou, 2024).
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In Nigeria, the wave of digital transformation is accelerating across industries. Firms increasingly use
online platforms to advertise services, manage customer relationships, and enhance operational
efficiency (Ugwuanyi, Oraedu, & Moguluwa, 2025). Yet, our observations suggest that adoption levels
vary significantly across sectors. While industries such as banking and retail have embraced digital
marketing extensively, others, such as construction and transportation, have lagged behind (Awosoji,
2021; Nwokoye, & Igwe, 2025). Similarly, our observations also suggest that these two sectors, which
are vital pillars of Nigeria’s economic development, remain slow in integrating digital strategies into
their customer engagement processes. This gap raises an important question: to what extent can digital
marketing improve customer satisfaction in Nigeria’s construction and transportation industries?

Contextually, digital marketing uses digital channels to promote products, engage customers, and build
relationships (Nwokoye & Igwe, 2025). Activities include content creation, social media, SEO, email,
and websites (Pang, Ruan & Zhang, 2024). Over the past decade, it evolved into a comprehensive
approach to customer needs. Its strength lies in reaching wide audiences, collecting real-time feedback,
and personalizing interactions (Giwa, Oyenuga, Folorunsho & Ughana, 2025).

Globally, effective digital marketing improves satisfaction, loyalty, and brand experience (Prananta et
al., 2024; Theodorakopoulos & Theodoropoulou, 2024). Customers value useful content, easy
navigation, and timely updates (Bui, Tran, Alang & Le, 2023). Social media now acts as informal
service channels with prompt responses (Sarkis & Al Geitany, 2025). Well-designed websites and apps
enable payments, progress tracking, and issue resolution (Ariani, Rozi, Muhammad & Safitri, 2025).

In Nigeria, limited evidence exists on digital marketing’s role in industrial sectors (Aniekan et al., 2025;
Ugwuanyi et al., 2025). Construction relies on long-term contracts, while transportation depends on
real-time delivery, scheduling, and safety. Both face rising expectations for quality, speed, and
transparency, yet many firms still use outdated practices and underutilize digital tools.

Most Nigerian studies focus on banking, telecom, and retail (Awosoji, 2021; Nwokoye & Igwe, 2025),
with few addressing construction and transportation (Ibeh, Kaine, Ohai & Johnson, 2025). Thus, insight
is lacking on how these industries can leverage digital tools. Moreover, digital marketing comprises
multiple dimensions affecting satisfaction differently (Aniekan et al., 2025; Ugwuanyi, Oraedu &
Moguluwa, 2025). Identifying which dimensions matter most is vital for effective strategies and
resource allocation in Nigeria’s construction and transportation sectors.

The justification for this review is because customer satisfaction is vital for business success and
sustainability (Giwa, Oyenuga, Folorunsho & Ughana, 2025). In Nigeria’s construction and
transportation sectors, satisfied customers renew contracts and maintain loyalty. Yet many firms face
dissatisfaction from delays, poor communication, lack of transparency, and inconsistent delivery—
problems worsened by limited use of digital marketing tools that could improve efficiency (Prananta,
Maulidiana, Sufa & Wahyudi, 2024).

Some firms in these sectors now experiment with websites, email, and social media, but evidence shows
their impact on satisfaction is not systematically measured (Awosoji, 2021). It remains unclear if
customers find these initiatives valuable or if they improve experience (Ibeh et al., 2025). Moreover,
little is known about which digital marketing aspects—content value, social media, search visibility,
relationship management, or service experience—most influence satisfaction in Nigeria’s industrial
context (Awosoji, 2021; Nwokoye & Igwe, 2025).

Prior studies in emerging economies often use fragmented methods or treat digital marketing as one
construct (Aniekan et al., 2025; Ugwuanyi et al., 2025). This simplification ignores its multidimensional
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nature and varied impacts. Our study addresses this gap by empirically testing five dimensions—content
value, social media engagement, online visibility, relationship management, and service experience—
on customer satisfaction in Nigeria’s listed construction and transportation firms.

Our study is significant in several ways. First, it provides empirical evidence on digital marketing
adoption in Nigeria’s construction and transportation industries—sectors vital to national development
yet often overlooked in research. Second, it advances theory by decomposing digital marketing into five
constructs, offering a multidimensional framework that clarifies which aspects most strongly drive
customer satisfaction, enriching future scholarship in marketing and service management.

For practitioners, findings highlight strategies yielding the greatest returns in satisfaction and loyalty.
For policymakers, results provide evidence to support digital infrastructure and innovation initiatives,
enhancing competitiveness and customer experience standards across industries.

The overall aim of this study is to examine how digital marketing practices influence customer
satisfaction experience among Nigeria’s listed construction and transportation firms.
The specific objectives are to:

Determine the effect of Digital Content Value on customer satisfaction experience.
Assess the effect of Social Media Engagement on customer satisfaction experience.
Evaluate the effect of Online Visibility on customer satisfaction experience.

Examine how Digital Relationship Management affects customer satisfaction experience.
Investigate the effect of Digital Service Experience on customer satisfaction experience.
2.0 Literature Review

This section reviews existing literature to establish a conceptual, theoretical, and empirical foundation
for the study. It synthesizes what is already known about the relationship between digital marketing and
customer satisfaction, highlighting gaps that the present research seeks to address. The review proceeds
in three interrelated parts of conceptual, theoretical and empirical reviews.

2.1 Conceptual Review

The review defines digital marketing and its five dimensions—content value, social media engagement,
online visibility, relationship management, and service experience—alongside customer satisfaction.
This grounding ensures variables are clearly understood within scholarship and industry realities.

2.1.1 Digital Marketing

Digital marketing strategically uses internet platforms to communicate value, engage customers, and
build relationships (Awosoji, 2021). Unlike traditional one-way media, it enables real-time, interactive,
and personalized exchanges (Al-Gasawneh et al., 2024; Ibeh et al., 2025). Tools include websites,
search engines, social media, email, and apps (Nwokoye & Igwe, 2025). Beyond awareness, it enhances
customer experience across the service journey, streamlining communication and transparency in
sectors like construction and transportation.

2.1.1.1 Digital Content Value

Content value reflects usefulness, relevance, and quality of digital information (Yum & Kim, 2023).
Customers judge credibility by accuracy, timeliness, appeal, and tailoring. In industry, valuable content
includes updates, safety info, or visuals (Bui et al., 2023). High-quality content builds trust and loyalty
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(Alkufahy et al., 2023), while poor or outdated material reduces satisfaction (Ilyas et al., 2021). Thus,
content value forms the foundation of digital marketing in Nigeria’s construction and transportation
sectors.

2.1.1.2 Social Media Engagement

Social media engagement involves interactive communication and co-creation on platforms like
Facebook, X, Instagram, LinkedIn, and YouTube (Al-hujri & Bhosle, 2025). It requires dialogue,
prompt responses, and participation (Al-Hujri et al., 2025). For construction and transportation firms,
it enables milestone sharing, updates, and real-time issue resolution. Strong engagement fosters trust
and satisfaction (Sarkis & Al Geitany, 2025), while inactive practices cause disengagement and
dissatisfaction (Olowo & Kolapo, 2025).

2.1.1.3 Online Visibility

Online visibility reflects how easily firms are found via search engines, directories, or mentions (Pang
et al., 2024). It links to SEO, branding, and web presence (Ariani et al., 2025). High visibility ensures
customers access accurate service and reputation information (Salameh et al., 2022). For industrial
firms, visibility on tender sites, portfolios, or testimonials strengthens credibility and accessibility, key
drivers of satisfaction in digital interactions (Ariani et al., 2025).

2.1.1.4 Digital Relationship Management

Digital relationship management (DRM) refers to the systematic use of digital tools to build, maintain,
and enhance long-term customer relationships (Demirel, 2022). It often involves customer relationship
management (CRM) systems, personalized email updates, loyalty platforms, and feedback mechanisms
that track and respond to customer needs (Kumar, Mokha, & Pattnaik, 2022). Research suggests that
DRM enables firms to deliver consistent and tailored experiences, thereby reinforcing trust and
satisfaction (Haghighinasab, Ahmadi, & Khobbakht, 2025). In construction and transportation
industries, where our experience suggests that services are project-based or continuous, effective
relationship management through digital can ensure smooth communication, prompt issue resolution,
and sustained client confidence.

2.1.1.5 Digital Service Experience

Digital service experience encompasses the overall quality of a customer’s interaction with a company’s
digital interfaces, such as websites, mobile applications, chatbots, or e-portals (Mokha, & Kumar,
2022). It includes ease of navigation, responsiveness, design aesthetics, speed, and security (Bankuoru
Egala, Boateng, & Aboagye-Mensah, 2021). A seamless digital experience allows customers to find
information, make inquiries, and transact efficiently, enhancing their sense of convenience and
satisfaction (Mamakou, Zaharias, & Milesi, 2024). For instance, we propose that a transportation
company offering real-time tracking and online booking, or a construction firm with a client dashboard
showing project updates, can enhance perceived value and trust. Our experience within Nigeria’s
construction and transportation section suggest that a poor digital service experience, by contrast, can
frustrate users and diminish satisfaction even when other marketing efforts are strong.

2.1.2  Customer Satisfaction Experience

Customer satisfaction is the evaluative judgment after consuming a product or service, based on
expectations met or exceeded (Aniekan et al., 2025). In digital contexts, it arises when online
interactions, service quality, and responsiveness meet customer needs (Kizi & Du, 2025). Satisfaction
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reflects not only the final outcome but also the engagement process—ease of access, query response
speed, and transaction efficiency (Ugwuanyi et al., 2025). In construction and transportation, where
reliability and transparency are critical, digital tools that simplify and personalize interactions
significantly boost satisfaction and loyalty.

2.2 Theoretical Review

This review highlights two consumer psychology theories underpinning the study’s model:
Expectation-Confirmation Theory (ECT) and Uses and Gratifications Theory (UGT). Both explain how
digital marketing influences expectations, engagement, and satisfaction. Each is examined by origin,
assumptions, applications in marketing communication, empirical outcomes, criticisms, and relevance
to linking the study’s focal variables.

2.2.1 Expectation-Confirmation Theory (ECT)

Developed by Richard L. Oliver (1980; Xu et al., 2025), ECT explains post-purchase satisfaction and
repurchase intentions. Rooted in cognitive dissonance and expectancy-value frameworks (Cheng,
2021), it posits satisfaction depends on confirmation between expectations and performance. Positive
confirmation yields satisfaction; negative disconfirmation leads to dissatisfaction (Juliana et al., 2021).

ECT is widely applied in digital marketing to explain online service satisfaction, e-commerce loyalty,
and app usage (Cheng, 2021). Studies show website usability and content expectations influence
satisfaction and reuse intentions (Ampadu et al., 2023; Xu et al., 2025). Critics argue it oversimplifies
by emphasizing cognition over emotional/social factors (Cheng, 2021; Juliana et al., 2021) and assumes
stable expectations despite dynamic digital contexts (Ampadu et al., 2023).

For this study, ECT is vital in explaining how digital marketing dimensions—content value,
engagement, visibility, relationship management, and service experience—shape performance
perceptions compared against expectations. Satisfaction depends on the degree of confirmation, making
ECT a suitable theoretical lens.

2.2.2 Uses and Gratifications Theory (UGT)

UGT, developed by Katz, Blumler, and Gurevitch (1973-1974; Sichach, 2023), challenged passive
audience models, proposing users actively select media to meet needs (Aldamen, 2023). It assumes
individuals choose channels fulfilling cognitive, affective, personal, and social needs (Sukmawati et al.,
2025), with gratifications such as information, entertainment, social interaction, and identity
reinforcement (Sichach, 2023).

UGT has explained social media engagement, brand communities, and digital advertising responses
(Stark & Schneiders, 2022). Customers interact with brand content for information, social connection,
and identity expression, influencing satisfaction, loyalty, and advocacy (Naguim et al., 2023). Critics
note it can be descriptive, lacking predictive precision, and often ignores contextual/technological
factors (Aldamen, 2023; Sichach, 2023). Its strength lies in recognizing consumer agency and
motivation (Sukmawati et al., 2025).

In this study, UGT clarifies why customers engage with digital marketing. Gratifications from valuable
content, engaging social media, visible presence, relationship management, and service experience
drive satisfaction. When informational and social needs are met, satisfaction and loyalty increase
(Naguim et al., 2023).

2.3 Empirical Review
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The empirical review section examines previous studies that have investigated the connection between
digital marketing and customer satisfaction, drawing insights and identifying inconsistencies that justify
the present investigation within Nigeria’s construction and transportation sectors.

2.3.1 Digital Marketing and Customer Satisfaction

Research shows digital marketing is vital for customer satisfaction in both emerging and advanced
economies. Awosoji (2021), through a Lagos survey of 400 customers, found mobile, email, search,
and social media marketing significantly improved satisfaction, especially when personalized and
responsive. The study concluded that strategic digital practices enhance loyalty and strengthen
customer-brand ties. Extending this, Al-Gasawneh et al. (2024) used PLS-SEM in Jordan to show
adaptive, customer-centric strategies increase satisfaction by aligning promotions with expectations.

Ibeh, Kaine, Ohai, and Johnson (2025) examined Nigeria’s agro-processing sector, finding digital
channels improved service value and satisfaction, boosting competitiveness. Likewise, Nwokoye and
Igwe (2025) studied Guaranty Trust Bank Lagos, surveying 100 respondents with regression analysis,
and found digital marketing strongly linked to satisfaction. They concluded consistent digital
engagement is essential for retention in Nigeria’s service industries, offering lessons transferable to
construction and transportation.

2.3.2 Digital Service Experience and Customer Satisfaction

Evidence shows digital service quality is a key driver of satisfaction and loyalty. Bankuoru et al. (2021)
studied Ghana’s banking sector during COVID-19 using surveys and regression analysis. Results
revealed that reliable, secure, and responsive digital banking services significantly improved
satisfaction and retention, highlighting superior service standards as essential for sustaining post-
pandemic loyalty.

Building on this, Mokha and Kumar (2022) examined E-CRM and customer experience in service firms
using SEM. Findings showed E-CRM enhances experience, which mediates satisfaction and loyalty.
Their model suggests investing in E-CRM capabilities is crucial for continuous engagement in digital
contexts.

Mamakou, Zaharias, and Milesi (2024) analyzed e-commerce shoppers with SEM, finding user
experience strengthens the impact of e-service quality, showing intuitive interfaces raise satisfaction.
Similarly, Akin and Yetgin (2025) studied digital banking apps with surveys and path analysis,
revealing ease of use, personalization, and seamless functionality directly boost satisfaction and loyalty.
Collectively, these studies confirm that engaging, reliable, user-centric digital services are vital for
sustaining satisfaction across industries.

2.3.3 Social Media Marketing and Customer Satisfaction

Research consistently links social media marketing activities (SMMAs) with customer satisfaction. Al-
Hujri and Bhosle (2025) found trendiness, interactivity, and word-of-mouth indirectly enhance
satisfaction by improving brand image in retail. Extending this, Al-Hujri et al. (2025) showed in
Yemen’s telecom sector that SMMAs strengthen brand awareness and loyalty, with satisfaction
mediating the relationship. Their survey of 420 customers using SEM confirmed SMMAs significantly
boost awareness and loyalty, with engagement driving satisfaction that fosters loyalty.

Evidence from Nigeria reinforces these findings. Olowo and Kolapo (2025) surveyed 310 SME
customers in Oyo and Ogun States, using regression analysis to show consistent, interactive social

1581



Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

media use improves satisfaction and responsiveness. Similarly, Sarkis and Al Geitany (2025) examined
the food and beverage industry with SEM, finding digital engagement builds emotional connections,
responsiveness, and retention. Overall, studies demonstrate that strategic social media marketing
enhances interaction, visibility, and brand engagement, sustaining long-term customer relationships.

2.3.4 Digital Content Value and Customer Satisfaction

The perceived value of digital content has also been recognized as a determinant of customer
satisfaction in online environments. In this regard, Ilyas et al. (2021) examined how digital marketing
initiatives influence perceived customer value and satisfaction in Pakistan’s retail banking sector. Using
a quantitative cross-sectional survey design with 324 respondents, the researchers applied multiple
regression analysis to test their hypotheses. Findings indicated that digital marketing activities
significantly enhance customers’ perceived value, which in turn strengthens satisfaction and loyalty.
Similarly, Alkufahy et al. (2023) investigated the mediating role of perceived value between e-
marketing, satisfaction, and loyalty in Jordanian online service firms. Employing a survey of 410 digital
consumers and analyzing data through structural equation modelling (SEM), the study revealed that
perceived value serves as a vital cognitive link, transforming e-marketing exposure into satisfaction and
long-term loyalty.

Bui et al. (2023) studied Vietnam’s e-commerce with 356 participants using SEM, finding informative
and entertaining digital content boosts satisfaction and loyalty. Yum and Kim (2023) surveyed 298
South Korean users with path modelling, showing content value, trust, and satisfaction predict loyalty.
Together, these works highlight meaningful, credible digital content as central to customer satisfaction
and loyalty in today’s marketplace.

2.3.5 Online Visibility and Customer Satisfaction

Salameh, Ijaz, Omar, and Muhammad (2022) tested online advertising’s impact on satisfaction in
Pakistan’s retail sector. Using a cross-sectional survey of 387 shoppers and SEM, they found advertising
boosts satisfaction only when it strengthens brand knowledge, showing visibility works via awareness
and understanding rather than exposure.

Pang, Ruan, and Zhang (2024) studied 758 Chinese Al-driven website users with SEM, showing
visibility and interactivity foster engagement, immersion, and loyalty. Ariani, Rozi, Muhammad, and
Safitri (2025) surveyed 412 Indonesian e-commerce consumers using PLS-SEM, finding tailored
promotions and adaptive displays boost satisfaction when aligned with brand communication. Together,
these works show online visibility creates interactive, personalized experiences that drive satisfaction
and loyalty.

2.3.6 Digital Relationship Management and Customer Satisfaction

Demirel (2022) examined service quality in Turkey’s digital CRM using a survey of ICT firm
employees and customers, analyzed with SEM. Results showed responsiveness, reliability, and ease of
use strongly enhance satisfaction, highlighting quality-driven engagement as central to digital CRM.

Similarly, Kumar, Mokha, and Pattnaik (2022) surveyed 312 Indian online banking users with
regression analysis, showing E-CRM boosts experience, satisfaction, and retention. Haghighinasab,
Ahmadi, and Khobbakht (2025) studied Iranian digital-only banks via surveys and executive interviews,
finding E-CRM and reputation directly drive satisfaction and loyalty, with reputation strengthening the
E-CRM link. Together, these works show digital relationship management built on quality, experience,
and trust sustains satisfaction in data-driven services.
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2.4 Summary of Literature Review

The reviewed studies suggest that digital marketing practices, whether expressed through visibility,
content value, relationship management, or service experience, significantly enable customer
satisfaction. While most evidence emanate from banking, e-commerce, and service industries, there
remains limited empirical investigation within Nigeria’s construction and transportation sectors. This
study therefore proposes to contribute new evidence by empirically examining how digital marketing
strategies and its five dimensions of digital content value, social media engagement, online visibility,
digital relationship management, and digital service experience might individually and jointly enhance
customer satisfaction experiences among Nigeria’s listed firms in the country’s construction and
transportation sector.

3.0 Research Methodology

This section presents the methodological approach for examining how digital marketing practices affect
customer satisfaction in Nigeria’s listed construction and transportation firms. It details choices from
philosophy to data analysis, justifying each against alternatives.

3.1 Research Setting

The study focused on listed construction and transportation firms in Nigeria, key to national
development. Despite their importance, these sectors lag in adopting digital marketing compared to
banking or telecoms. Their distinct operations—Ilong project cycles in construction and real-time
service in transportation—provide fertile ground for assessing digital marketing’s role in enhancing
satisfaction.

3.2 Research Philosophy

A pragmatic philosophy was adopted to explore real-world links between digital marketing and
satisfaction. Pragmatism emphasizes practical solutions, combining theory with empirical verification
through quantitative data (Dolan et al., 2022).

Alternatives were considered: positivism stresses objectivity but overlooks contextual relevance, while
interpretivism captures subjective meaning but lacks generalizability. Pragmatism balances both,
offering rigorous analysis with managerial insights (Gamage, 2025), making it suitable for applied
marketing and management research (Dolan et al., 2022).

33 Research Design

The study employed a quantitative, cross-sectional survey to collect numerical data at one point in time,
enabling analysis of relationships between five digital marketing dimensions and satisfaction (Banna et
al., 2022).

Other designs were unsuitable: longitudinal studies track changes but demand extensive resources,
while experiments require variable manipulation not feasible in business contexts (Frey, 2021). The
survey design thus ensures efficiency, validity, and generalizability from a large respondent base
(Banna et al., 2022).

34 Population of the Study

The population includes marketing, communications, and customer relations managers in Nigeria’s
listed construction and transportation firms, identified by the Nigerian Exchange Group. These
professionals directly manage digital marketing and customer engagement. With about 15 construction
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and 12 transportation firms employing ~1,000 managers, the defined population supports effective
sampling and statistical representation.

3.5 Sampling Frame and Sample Size Determination

The sampling frame consisted of the list of managerial employees within the selected firms, obtained
through corporate directories and official company websites. To determine an appropriate sample size
(n), the Yamane (1967) formula for finite populations was applied:

B N

" 14N (e)?
Where N = population size (1,000), and e = margin of error (0.05). Substituting values gives a minimum
sample size of 286 respondents. The questionnaire was digitally distributed through participants’
workgroup WhatsApp platforms, which served as natural clusters, and respondents were encouraged to
share the survey link with eligible colleagues using a snowball approach. This combination widened
the study’s reach and enabled participation to exceed 350 individuals, consistent with Hair et al. (2019),
who recommend a minimum of 200 responses for robust CB-SEM analysis.

3.6 Sampling Technique

A multistage sampling technique was used. The population was divided into construction and
transportation strata to ensure balanced representation. Stratified sampling minimized bias and
improved representativeness (Ahmed, 2024). Within each stratum, WhatsApp workgroups served as
natural clusters for digital questionnaire distribution, efficiently reaching professionals. Snowball
sampling further expanded participation by encouraging respondents to share links with colleagues.
This combined approach widened reach, diversified responses, and enhanced logistical efficiency,
statistical precision, and inferential robustness (Ahmed, 2024).

3.7 Instrumentation
3.7.1 Research Instrument

Data were collected via a structured questionnaire, widely used in marketing and management research
for standardized large-scale data (Taherdoost, 2022). The instrument contained seven sections
measuring study constructs with validated scales adapted to Nigeria’s industrial context. Section A
captured demographics (gender, age, position, experience), while Section B measured customer
satisfaction and digital marketing’s five dimensions (see Table 3.1).

Table 3.1: Questionnaire Sections and Source of Adapted Items

Questionnaire Construct Measured Source / Reference Notes on Adaptation

Section

Section B Digital Content Value = Chaffey & Ellis-Chadwick Adapted 5 items to
(2019); Sweeney & Soutar measure perceived
(2001) usefulness, quality,

and relevance of
digital content.

Section C Social Media Hollebeek, Glynn, & Brodie Used 8 items from
Engagement (2014) Consumer Brand
Engagement scale,
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covering cognitive,
affective, and
behavioral dimensions
of engagement.

Section D Online Visibility Pang, Ruan, & Zhang (2024) 6 items adapted to
capture visibility,
interactivity, and
prominence of digital

presence.
Section E Digital Relationship Payne & Frow (2017); Kumar, 8 items adapted to
Management (E-CRM) Mokha, & Pattnaik (2022) measure
personalization,

responsiveness, trust,
and coordination in
digital interactions.

Section F Digital Service Lemon & Verhoef (2016); 8 items from E-S-
Experience Parasuraman, Zeithaml, & QUAL and customer
Malhotra (2005) journey frameworks,

covering efficiency,
fulfillment, system
availability, and

privacy.
Section G Customer Satisfaction ~ Oliver (1980); Anderson & 5 items adapted to
Experience Srinivasan (2003) measure overall

satisfaction, intention
to reuse, and
comparative
assessment against
alternatives.

Source: Researchers’ compilation (2025)
3.8 Validity and Reliability of Research Instrument

To ensure rigor, validity and reliability of the instrument were established. Content validity was
confirmed through expert review by three marketing academics and two industry professionals, who
assessed clarity, relevance, and coverage. Their feedback guided revisions before a pilot test with 30
participants, which refined ambiguous items and confirmed comprehensibility and applicability.

Construct validity was tested using Confirmatory Factor Analysis (CFA) within CB-SEM to verify
variable loadings (Usakli & Rasoolimanesh, 2023). Reliability was measured with Cronbach’s Alpha
and Composite Reliability (CR), with >0.70 considered acceptable (Trabelsi et al., 2024). Convergent
and discriminant validity were examined via Average Variance Extracted (AVE) and Fornell-Larcker
criteria, ensuring internal consistency and construct distinctiveness. Compared to qualitative methods
like inter-rater checks, these quantitative tests provide objective, replicable evidence, ideal for CB-SEM
studies.
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Results summarized in Table 3.2 show all constructs achieved Cronbach’s Alpha and CR above 0.70,
confirming internal consistency (Usakli & Rasoolimanesh, 2023). AVE values exceeded 0.50,
indicating satisfactory convergent validity (Li et al., 2023).

Table 3.2: Summary of Reliability and Validity Metrics for Constructs

Construct No. of Items Cronbach’s Alpha Composite Average Variance
(a) Reliability (CR) Extracted (AVE)

Digital Content 5 0.89 0.91 0.67

Value

Social Media 8 0.87 0.90 0.65

Engagement

Online Visibility 6 0.85 0.88 0.61

Digital 8 0.88 0.90 0.64

Relationship

Management

Digital Service 8 0.86 0.89 0.63

Experience

Customer 5 0.91 0.93 0.68

Satisfaction

Experience

Source: Researcher’s Computation (2025)

All measurement indicators surpassed the minimum reliability and validity benchmarks, confirming the
robustness of the research instrument for subsequent structural analysis using CB-SEM. In addition to
internal consistency and convergent validity, discriminant validity was examined using the Fornell—
Larcker criterion, which requires that the square root of each construct’s AVE exceed its correlations
with other constructs (Fornell & Larcker, 1981, as cited by Afthanorhan, Ghazali, & Rashid, 2021).
This ensured that each latent construct is empirically distinct from the others.

Table 3.3: Fornell-Larcker Discriminant Validity Matrix

Construct DCV SME oV DRM DSE CSE

Digital 0.82
Content
Value (DCV)

Social Media 0.61 0.81
Engagement
(SME)

Online 0.57 0.63 0.78
Visibility
(oVv)
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Digital 0.59 0.60 0.55 0.80
Relationship

Management

(DRM)

Digital 0.54 0.58 0.52 0.61 0.79
Service

Experience

(DSE)

Customer 0.63 0.66 0.60 0.64 0.67 0.82
Satisfaction

Experience

(CSE)

Note: Diagonal elements (bold) represent the square root of AVE for each construct; off-diagonal
elements indicate inter-construct correlations.

Table 3.3 shows square roots of AVE (diagonal) exceed inter-construct correlations (off-diagonal),
confirming discriminant validity. Each construct—digital content value, social media engagement,
online visibility, relationship management, service experience, and customer satisfaction—is
empirically distinct (Li et al., 2023). Combined with convergent validity, these results demonstrate
strong psychometric properties, providing a solid basis for CB-SEM structural model estimation.

3.9 Procedure for Data Collection

Data were gathered over three months using digital methods. Questionnaires were administered via
Google Forms and distributed through WhatsApp workgroups, serving as natural clusters in listed firms.
Snowball sampling encouraged respondents to share links with colleagues, expanding reach.

A pilot test with 30 respondents refined clarity and reliability. Formal permission was obtained, and
participants were informed of confidentiality and voluntary participation. Reminder messages sustained
engagement. Compared to physical surveys, digital distribution enabled wider participation, faster
responses, and improved reliability across firms and departments.

3.10 Method of Data Analysis

Analysis was conducted in two stages using AMOS 26 and SPSS 28. First, descriptive statistics (means,
SDs, frequencies) summarized respondent traits and variable patterns. Second, CB-SEM tested
hypothesized relationships among constructs. CB-SEM was chosen over PLS-SEM for theory-
confirming objectives, emphasizing model fit and covariance reproduction (Usakli & Rasoolimanesh,
2023). Fit indices included CFI, TLI, RMSEA, and y?/df. Path coefficients were then examined to assess
strength and direction of influence between digital marketing dimensions and satisfaction.

3.11 Ethical Procedures

Ethical clearance was obtained from the institutional review board. Respondents were informed of
objectives, assured anonymity, and allowed to withdraw freely. Data were securely stored and used only
for academic purposes. This approach aligns with Hasan et al. (2021), emphasizing consent,
confidentiality, and responsible handling. Compared to covert methods, transparency and voluntariness
ensured integrity and trustworthiness throughout the study.
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4.0 Data Analysis and Results

Data from managerial staff in listed construction and transportation firms were collected digitally via
WhatsApp clusters and snowball sampling over four weeks, yielding 712 valid responses. Analysis
followed two stages: descriptive statistics (frequencies, percentages, means, SDs) summarized
respondent characteristics, while CB-SEM tested hypothesized relationships between digital marketing
dimensions and customer satisfaction experience.

4.1 Demographic Profile of Respondents

A total of 712 managerial-level staff participated in the study. The sample was almost evenly split by
gender, with 51.4% male (M = 1.49, SD = 0.50) and 48.6% female, reflecting a balanced gender
representation. Age distribution indicated a predominantly young workforce, with the majority aged
25-30 years (53.7%), followed by 31-35 years (25.7%), 36—40 years (7.3%), 41-45 years (8.1%), and
4650 years (5.2%) (M = 1.85, SD = 1.8).

Departmental affiliation showed that most respondents worked in Communications (59.8%), with
Customer Relations (21.6%) and Marketing (18.5%) also represented (M = 2.0, SD = 0.63). Position-
wise, over half were Communications Managers (54.2%), followed by Marketing Managers (15.9%)
and Customer Relations Managers (15.3%). Smaller groups included Digital Marketing Managers
(4.6%), Social Media Managers (5.3%), and Brand Managers (4.6%) (M = 2.4, SD = 1.24).

Experience levels varied, with 45.1% having 1-3 years, 17.3% with 4-6 years, 15.4% with 7-10 years,
14.0% under 1 year, and 8.1% over 11 years (M = 2.6, SD = 1.15). Sectoral representation was almost
equal, with 50.7% in Construction and 49.3% in Transportation (M = 1.49, SD = 0.50). Overall, the
demographic profile indicates a young, relatively experienced, and sector-representative sample,
providing a solid foundation for examining the influence of digital marketing on customer satisfaction
in Nigeria’s listed construction and transportation industries.

Table 4.1: Demographic Profile of Respondents

Variable Category Frequency Percent Mean (M) SD
® (%)

Gender Male 366 51.4 1.49 .50
Female 346 48.6

Age (years) 25-30 382 53.7 1.85 1.8
31-35 183 25.7
3640 52 7.3
41-45 58 8.1
46-50 37 52

Department/Function Marketing 132 18.5 2.0 .63
Communications 426 59.8
Customer 154 21.6
Relations
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Position/Job Role Marketing 113 15.9 24 1.24
Manager
Communications 386 54.2
Manager
Customer 109 15.3
Relations
Manager
Digital 33 4.6
Marketing
Manager
Social Media 38 53
Manager
Brand Manager 33 4.6
Years of Experience <l year 100 14.0 2.6 1.15
1-3 years 321 45.1
4-6 years 123 17.3
7-10 years 110 154
11+ years 58 8.1
Sector Construction 361 50.7
Transportation 351 493 1.49 .50

4.2 Exploratory Factor Analysis (EFA)

We first assessed the adequacy of our data before extraction and found it satisfactory, with a Kaiser-
Meyer-Olkin (KMO) value of 0.93 and a significant Bartlett’s Test of Sphericity (¥*(378) = 12,432.10,
p <.001). Using Principal Component Analysis with Varimax rotation, we identified two distinct latent

constructs, Digital Marketing (comprising five dimensions) and Customer Satisfaction Experience (one
dimension). The five subdimensions of digital marketing collectively explained 69.3% of the total
variance, with eigenvalues ranging from 3.99 to 6.21, and factor loadings between 0.62 and 0.90, all
exceeding the acceptable threshold of 0.60. In a separate factor solution, Customer Satisfaction
Experience accounted for 64.8% of the total variance, with item loadings ranging from 0.72 to 0.90,
confirming strong construct validity (see Table 4.2).

Construct /" No. of Items Loading Range Eigenvalue Variance
Dimension Explained (%)
Digital 69.3 (Cumulative)
Marketing

Dimensions
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Digital Content 5 0.70-0.88 6.21 15.2
Value

Social Media 5 0.68-0.89 5.42 13.3
Engagement

Online Visibility 4 0.65-0.84 4.87 12.0
Digital 5 0.66-0.90 4.39 10.8
Relationship

Management

Digital Service 5 0.62-0.86 3.99 9.6
Experience

Customer 5 0.72-0.90 3.24 64.8
Satisfaction

Experience

Note: All loadings > 0.60; KMO = 0.93; Bartlett’s Test p < .001.

4.3 Confirmatory Factor Analysis (CFA)

We tested a two-construct measurement model comprising Digital Marketing and Customer
Satisfaction Experience using AMOS 26. The model demonstrated an excellent fit across all indices,
confirming that our hypothesized structure aligned well with the empirical data (see Table 4.3).

Fit Index Obtained Value Recommended Model Evaluation
Threshold

x*/df 2.47 <3.00 Acceptable

CFI 0.958 >0.95 Excellent

TLI 0.951 >0.95 Excellent

RMSEA (90% CI) 0.046 (0.041-0.051) <0.06 Excellent

SRMR 0.043 <0.08 Excellent

In summary, our EFA and CFA results (see Tables 4.2 & 4.3) confirm that Digital Marketing is a
multidimensional construct made up of five strong dimensions, collectively explaining 69.3% of the
variance, while Customer Satisfaction Experience emerged as a distinct and reliable construct
explaining 64.8% of the variance. Our measurement model achieved an excellent fit (CFI = 0.958,
RMSEA = 0.046), confirming construct validity and providing a solid foundation for testing the
structural relationships in the subsequent SEM analysis.

4.4 Hypotheses Testing and Path Analysis

We proposed five directional hypotheses (H1-H5), each aligned with our research objectives. To assess
the strength and direction of the effects of the digital marketing dimensions on customer satisfaction
experience, we examined the path coefficients (f), critical ratios (CR), and significance values (p).
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Hypothesis Path Standardized C.R. p-value  Decision
Estimate ()

H1 Digital Content Value — 0.28 4.97 p<.001 Supported
Customer Satisfaction Experience

H2 Social Media Engagement — 0.24 4.26 p<.001 Supported
Customer Satisfaction Experience

H3 Online Visibility — Customer 0.19 3.52 p<.01 Supported
Satisfaction Experience

H4 Digital Relationship Management 0.31 5.84 p<.001 Supported
— Customer Satisfaction
Experience

HS Digital Service Experience — 0.22 4.18 p<.001 Supported

Customer Satisfaction Experience

Note: CR = Critical Ratio, = Standardized Regression Weight.

4.4.1 Interpretation of Findings

Our CB-SEM results reveal that all five dimensions of digital marketing have significant positive effects
on customer satisfaction experience. Digital Relationship Management (f =0.31, p <.001) emerged as
the strongest driver, showing that personalized engagement through CRM systems and responsive
online communication builds meaningful relationships that enhance satisfaction. Digital Content Value
(# = 0.28, p <.001) followed closely, suggesting that when firms create high-quality, relevant, and
value-rich content, customers feel more connected and satisfied with their overall experience.

We also found that Social Media Engagement (f = 0.24, p < .001) plays a powerful role, consistent,
interactive, and authentic online engagement deepens trust and emotional connection. Digital Service
Experience (f = 0.22, p < .001) reinforces that seamless, responsive, and user-friendly digital
interactions are key to keeping customers satisfied. Finally, Online Visibility (f = 0.19, p < .01)
demonstrates that being easily discoverable and accessible online enhances brand recognition and
strengthens customer relationships.

Consequently, our findings confirm that when digital marketing practices are integrated, combining
strong relationships, valuable content, active engagement, responsive service, and high visibility, they
collectively drive superior customer satisfaction across Nigeria’s listed construction and transportation
firms. Next, we summarize our findings (see Table 4.5).

4.2 Summary of Findings

Hypothesis Summary Statement Result

HI Digital Content Value has a significant positive effect on customer Supported
satisfaction experience.

1591



Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

H2 Social Media Engagement has a significant positive effect on Supported
customer satisfaction experience.

H3 Online Visibility has a significant positive effect on customer Supported
satisfaction experience.

H4 Digital Relationship Management has a significant positive effect on ~ Supported
customer satisfaction experience.

H5 Digital Service Experience has a significant positive effect on Supported
customer satisfaction experience.

4.5 Discussion of Findings

We found that Digital Content Value has a strong positive effect on customer satisfaction experience.
In other words, when organizations in Nigeria’s construction and transportation sectors provide high-
quality, informative, and engaging digital content, their customers are more likely to feel satisfied. This
aligns with prior studies (Ilyas et al., 2021; Alkufahy et al., 2023), which showed that customers value
content that is useful, credible, and personally relevant. From the Expectation—Confirmation Theory
(ECT) perspective, satisfaction occurs when the content meets customers’ expectations. Likewise, Uses
and Gratifications Theory (UGT) explains that customers seek information and value through websites
or social media; when these needs are met, they feel gratified and satisfied.

Our results also showed that Social Media Engagement significantly enhances satisfaction. That is,
when customers in Nigeria’s construction and transportation sectors interact with organizations via
comments, likes, or messages, they feel more connected and valued. This supports previous findings
(Olowo & Kolapo, 2025; Sarkis & Al Geitany, 2025), which demonstrate that active engagement on
social media fosters emotional bonds. UGT highlights that engagement satisfies social and relational
needs, while ECT shows that fulfilling expectations for responsiveness increases satisfaction.
Engagement thus builds trust and confirms that companies value their customers’ voices.

As part of our results also, online Visibility showed a weaker but still positive relationship with
satisfaction. That is to say that, while being easily discoverable online is beneficial in Nigeria’s
construction and transportation sectors, their customer satisfaction depends on the quality of what
customers find (Ariani ef al., 2025; Pang et al., 2024). UGT emphasizes that visibility attracts users
seeking information, but gratification occurs only if their needs are met. ECT reinforces that satisfaction
arises when online experiences meet prior expectations. Visibility opens the door, but content and
interaction shape the actual experience.

Among all dimensions, Digital Relationship Management had the strongest effect on satisfaction.
Responsive, personalized, and trustworthy digital relationships build loyalty and long-term satisfaction
(Kumar et al., 2022; Haghighinasab et al., 2025). ECT explains that meeting customers’ expectations
for support drives satisfaction, while UGT shows that meaningful relationships and reassurance fulfill
emotional needs. Genuine online relationships, not just promotions, are central to customer happiness.

Finally, we found that digital Service Experience positively influences satisfaction. That is to say that,
in Nigeria’s construction and transportation sectors, reliable, user-friendly, and efficient digital
platforms increase contentment, consistent with Bankuoru et al. (2021) and Mamakou et al. (2024).
ECT confirms that meeting expectations for convenience enhances satisfaction, while UGT indicates
that fulfilling needs for efficiency and control gratifies customers. Well-designed, responsive services
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thus become emotional satisfiers that can shape overall satisfaction in Nigeria’s construction and
transportation sectors.

5.0 CONCLUSION AND RECOMMENDATIONS
5.1 Summary of the Study

We set out to examine how digital marketing practices influence customer satisfaction experience
among Nigeria’s listed construction and transportation firms. Specifically, we evaluated the effects of
five dimensions of digital marketing, Digital Content Value, Social Media Engagement, Online
Visibility, Digital Relationship Management, and Digital Service Experience, on customer satisfaction.
Grounded in the Expectation-Confirmation Theory (ECT) and the Uses and Gratifications Theory
(UGT), we adopted a quantitative approach, collecting data from 712 respondents across both sectors.

Our data analysis proceeded in two stages. First, we used descriptive statistics to summarize respondent
characteristics and highlight patterns in the data. Next, we applied Covariance-Based Structural
Equation Modelling (CB-SEM) to test the hypothesized relationships among the constructs. Our
findings showed that all five dimensions of digital marketing exert significant positive effects on
customer satisfaction experience, although the strength of these effects varied.

These results provide empirical evidence that well-designed digital marketing initiatives can
meaningfully enhance customer satisfaction in sectors traditionally considered less digital. By
demonstrating the specific ways in which content quality, social engagement, online visibility,
relationship management, and service experience drive satisfaction, our study highlights practical
avenues for organizations to strengthen customer relationships and loyalty through strategic digital
initiatives.

5.2 Conclusions

Based on findings, we conclude digital marketing strongly shapes customer satisfaction in Nigeria’s
construction and transportation sectors. First, valuable and credible digital content enhances satisfaction
by answering questions and aiding decisions. This supports ECT, as expectations are met, and UGT,
since content fulfills informational and social needs.

Second, interactive and responsive social media engagement significantly boosts satisfaction.
Customers value timely replies, conversational tone, and authentic interaction, which align with UGT’s
relational gratifications, showing engagement builds emotional connection and loyalty.

Third, online visibility contributes to satisfaction only when paired with meaningful content and
consistent messaging. Mere visibility attracts attention, but satisfaction depends on trustworthy
experiences, resonating with ECT’s emphasis on expectation confirmation.

Fourth, robust digital relationship management—through responsiveness, reliability, and
personalization—has the greatest impact. It confirms expectations (ECT) and gratifies customers by
fostering connection and value (UGT), reinforcing loyalty.

Finally, seamless, reliable, user-friendly digital service enhances satisfaction. Easy navigation, minimal
issues, and timely support build confidence. This meets expectations (ECT) and gratifies needs for
efficiency and control (UGT), showing digital service drives both functional and emotional trust.

53 Implications of the Findings
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Our research findings empirically validate the Expectation-Confirmation Theory (ECT) and Uses and
Gratification Theory (UGT) within Nigeria's construction and transportation industries. The results
demonstrate that expectation confirmation and user gratifications influence multiple digital marketing
dimensions, underscoring the interplay between cognitive and emotional factors in shaping satisfaction.

In terms of policy, organizations should develop policies that prioritize digital content quality, social
media responsiveness, relationship management protocols, and platform usability. Policies that embed
continuous monitoring and improvement of digital touchpoints can ensure customer expectations are
consistently met.

For practice, managers should strategically invest in building strong digital relationships, creating
engaging content, maintaining active social media presence, ensuring visibility, and streamlining digital
services. For instance, integrated digital systems that personalize customer interactions can strengthen
loyalty and satisfaction.

54 Recommendations

Based on our findings, we recommend that organizations in Nigeria’s construction and transportation
sectors should:

i. Develop high-value digital content that is informative, relevant, and engaging, meeting customers’
cognitive and social needs.

ii. Maintain authentic social media presence with prompt responses and meaningful interactions to build
trust and loyalty.

iii. Support online visibility with consistent, credible brand messaging so exposure translates into
positive experiences.

iv. Invest in digital relationship management for personalized, responsive, and reliable interactions that
strengthen long-term ties.

v. Enhance digital platforms to be seamless, efficient, and user-friendly, ensuring smooth, convenient,
and satisfying customer interactions.

5.5 Limitations and Future Research

Our study is limited by its cross-sectional design and focus on the construction and transportation
sectors, which may restrict generalizability. Future research could adopt longitudinal designs, explore
other industries, and investigate additional mediating or moderating variables such as customer trust,
loyalty, or digital literacy.

5.6 Contribution to Knowledge

Our study makes a unique contribution by empirically quantifying how multiple dimensions of digital
marketing influence customer satisfaction in an emerging-market context. It extends theory by
demonstrating the combined explanatory power of ECT and UGT across five digital marketing
dimensions, and offers actionable insights for organizations seeking to enhance customer experiences,
loyalty, and engagement through strategic digital initiatives.

References

Afthanorhan, A., Ghazali, P. L., & Rashid, N. (2021, May). Discriminant validity: A comparison of
CBSEM and consistent PLS using Fornell & Larcker and HTMT approaches. In Journal of Physics:

1594



10.

11.

12.

13.

Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

Conference Series (Vol. 1874, No. 1, p. 012085). IOP Publishing. https://doi.org/10.1088/1742-
6596/1874/1/012085

Ahmed, S. K. (2024). How to choose a sampling technique and determine sample size for research: A
simplified guide for researchers. Oral Oncology Reports, 12, 100662.
https://doi.org/10.1016/j.00r.2024.100662

Aldamen, Y. (2023). Understanding social media dependency, and uses and gratifications as a
communication system in the migration era: Syrian refugees in host countries as a case study. Social
Sciences, 12(6), 322. https://doi.org/10.3390/socsci12060322

Al-hujri, A., & Bhosle, V. (2025). The role of social media marketing activities to enhance customer
satisfaction through brand image as mediating variable. Journal of Emerging Technologies and
Innovative Research, 12, 204-222. https://www.jetir.org/papers/JETIR2502421.pdf

Al-Hujri, A., Al-Hakimi, M. A., Alshageri, S., Vasant Keshavrao, B., & Al Koliby, L. S. (2025). The
impact of social media marketing activities on brand loyalty and awareness: The mediating role of
customer satisfaction in Yemen’s telecom industry. Cogent Business &amp, Management, 12(1).
https://doi.org/10.1080/23311975.2025.2509793

Alkufahy, A. M., Al-Alshare, F., Qawasmeh, F. M., Aljawarneh, N. M., & Almaslmani, R. (2023). The
mediating role of the perceived value on the relationships between customer satisfaction, customer
loyalty and e-marketing. International Journal of Data & Network Science, 7(2), 891-900.
http://dx.doi.org/10.5267/i.1jdns.2022.12.022

Al-Gasawneh, J., Alsoud, M., Alhawamdeh, Z. M., Bani-Ata, T. J., Alghizzawi, M., & Daoud, M. K.
(2024, February). Exploring the influence of digital marketing strategies on enhancing customer
satisfaction in contemporary business environments. In 2024 2nd international conference on cyber
resilience (ICCR) (pp. 1-7). IEEE. https://iceexplore.ieee.org/abstract/document/10532885

Ampadu, S., Jiang, Y., Gyamfi, S. A., Debrah, E., & Amankwa, E. (2023). Perceived value of
recommended product and consumer e-loyalty: an expectation confirmation perspective. Young
Consumers, 24(6), 742-766. https://doi.org/10.1108/YC-08-2022-1597

Anderson, R. E. & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A contingency framework.
Psychology and Marketing, 20, 123-138. http://dx.doi.org/10.1002/mar.10063

Aniekan, E. A., Aniefiok, O. A., & Affiah, E. A. (2025). Assessing the influence of digital payments
systems on customer satisfaction in petroleum retail outlets in Akwa Ibom State, Nigeria. International
Journal of Management Practice and Innovation, 13(2), 130-143.
https://doi.org/10.5281/zenodo.15547111

Ariani, A. A., Rozi, F., Muhammad, A. & Safitri, E. D. (2025). Personalisation and brand visibility: a
key to enhancing customer satisfaction in e-commerce. International Journal of Graphic Design (IJGD),
3(1), 137-155. https://doi.org/10.51903/ijgd.v3i1.2751

Awoso0ji, A. A. (2021). Digital marketing effect on customer satisfaction: A cross sectoral study in
Nigeria. [OSR Journal of Business and Management (IOSR-JBM), 23(9), 32-37.
https://www.iosrjournals.org/iosr-jbm/papers/Vol23-issue9/Ser-5/E2309053237.pdf

Banna, M. H. A., Sayeed, A., Kundu, S., Christopher, E., Hasan, M. T., Begum, M. R., ... & Khan, M.
S. L. (2022). The impact of the COVID-19 pandemic on the mental health of the adult population in

1595


https://doi.org/10.1088/1742-6596/1874/1/012085
https://doi.org/10.1088/1742-6596/1874/1/012085
https://doi.org/10.1016/j.oor.2024.100662
https://www.jetir.org/papers/JETIR2502421.pdf
https://doi.org/10.1080/23311975.2025.2509793
http://dx.doi.org/10.5267/j.ijdns.2022.12.022
https://ieeexplore.ieee.org/abstract/document/10532885
https://doi.org/10.5281/zenodo.15547111
https://doi.org/10.51903/ijgd.v3i1.2751
https://www.iosrjournals.org/iosr-jbm/papers/Vol23-issue9/Ser-5/E2309053237.pdf

14.

15.

16.

17.

18.

19.

20.
21.

22.

23.

24.

25.

26.

Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

Bangladesh: a nationwide cross-sectional study. International journal of environmental health
research, 32(4), 850-861.

Bankuoru Egala, S., Boateng, D., & Aboagye Mensah, S. (2021). To leave or retain? An interplay
between quality digital banking services and customer satisfaction. Infernational journal of bank
marketing, 39(7), 1420-1445. https://doi.org/10.1108/1JBM-02-2021-0072

Bui, T. T, Tran, Q. T., Alang, T., & Le, T. D. (2023). Examining the relationship between digital
content marketing perceived value and brand loyalty: Insights from Vietnam. Cogent Social
Sciences, 9(1). https://doi.org/10.1080/23311886.2023.2225835

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation and practice
(7th ed.). Pearson Education.

Cheng, Y. M. (2021). Investigating medical professionals' continuance intention of the cloud-based e-
learning system: an extension of expectation—confirmation model with flow theory. Journal of
Enterprise Information Management, 34(4), 1169-1202. https://doi.org/10.1108/JEIM-12-2019-0401

Demirel, D. (2022). The effect of service quality on customer satisfaction in digital age: customer
satisfaction based examination of digital CRM. Journal of Business FEconomics and
Management, 23(3), 507-531. https://doi.org/10.3846/jbem.2022.15328

Dolan, S., Nowell, L., & McCaffrey, G. (2022). Pragmatism as a philosophical foundation to integrate
education, practice, research and policy across the nursing profession. Journal of Advanced Nursing,
78(10), e118-e129. https://doi.org/10.1111/jan.15373

Frey, B. B. (2021). The SAGE encyclopedia of research design. Sage Publications.

Gamage, A. N. K. K. (2025). Research design, philosophy, and quantitative approaches in scientific
research  methodology. Scholars  Journal of Engineering and  Technology,2, 91-103.
https://doi.org/10.36347/sjet.2025.v13i102.004

Giwa, M. A., Oyenuga, O. G., Folorunsho, R., & Ughana, J. D. (2025). Digital transformation and
customer satisfaction in the Nigeria banking Industry: An empirical study of Guaranty Trust Bank’s
mobile banking users. Lagos Journal of Banking, Finance and Economic Issues, 6(1), 208-218.
https://njp.unilag.edu.ng/index.php/LIBFEl/article/view/2622

Haghighinasab, M., Ahmadi, D., & Khobbakht, F. (2025). Electronic customer relationship
management and reputation: drivers of customer satisfaction and loyalty in digital-only
banking. Journal of Financial Services Marketing, 30(1), 4. https://doi.org/10.1057/s41264-024-
00297-1

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results
of PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Hasan, N., Rana, R. U., Chowdhury, S., Dola, A. J., & Rony, M. K. K. (2021). Ethical considerations
in research. Journal of Nursing Research, Patient Safety and Practice, 1(01), 1-4.
http://journal.hmjournals.com/index.php/JNRPSP

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media:
Conceptualisation, scale development and validation. Journal of Interactive Marketing, 28(2), 149-165.
https://doi.org/10.1016 j.intmar.2013.12.002

1596


https://doi.org/10.3846/jbem.2022.15328
https://doi.org/10.36347/sjet.2025.v13i02.004
https://doi.org/10.1057/s41264-024-00297-1
https://doi.org/10.1057/s41264-024-00297-1
http://journal.hmjournals.com/index.php/JNRPSP
https://doi.org/10.1016_j.intmar.2013.12.002

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

Ibeh, J., Kaine, O., Ohai, 1., & Johnson, I. A. (2025). Effects of digital marketing on customer
satisfaction in agro-processing industry: The experience of ABC Highland Seeds Company Nigeria
Limited. Journal of Emerging Trends in Management Sciences and Entrepreneurship, 7(1), 226-240.
https://jetmase.com/index.php/jetmase/article/view/111

Ilyas, G. B., Munir, A. R., Tamsah, H., Mustafa, H., & Yusriadi, Y. (2021). The influence of digital
marketing and customer perceived value through customer satisfaction on customer loyalty. Pz. 2
Journal of Legal Ethical & Regulatory Issues, 24 (S4), 1-14. https://www.abacademies.org/articles/the-
influence-of-digital-marketing-and-customer-perceived-value-through-customer-satisfaction-on-
customer-loyalty-12252.html

Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert scale: Explored and explained. British
Journal of Applied Science & Technology, 7(4), 396-403. https://doi.org/10.9734/BJAST/2015/14975

Juliana, J., Stella, B., Austine, C. V., Budiono, E. D., & Klarissa, K. (2021). Antecedents on customer
satisfaction Tuku coffee shop: a perspective expectation-confirmation theory and Kano's
model. International Journal of Social, Policy and Law, 2(3), 1-11.
https://doi.org/10.8888/ijospl.v2i3.44

Kizi, M. D. D. & Du, C. L. (2025). The influence of digital marketing on customer loyalty in the
restaurant industry in Uzbekistan. Open Access Library  Journal, 12, 1-21.
https://doi.org/10.4236/0alib.1113434.

Kumar, P., Mokha, A. K., & Pattnaik, S. C. (2022). Electronic customer relationship management (E-
CRM), customer experience and customer satisfaction: Evidence from the banking industry.
Benchmarking: An International Journal, 29(2), 551-572. https://doi.org/10.1108/B1J-10-2020-0528

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer
journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

Li, Y. T, Jiang, Q., Jia, Y., Zhang, Y. F., Xiao, Y. Y., Wang, H., ... & Jiao, J. (2023). A Chinese version
of the revised fibromyalgia impact questionnaire: A validation study. International Journal of
Rheumatic Diseases, 26(2), 242-249. https://doi.org/10.1111/1756-185X.14472

Mamakou, X. J., Zaharias, P., & Milesi, M. (2024). Measuring customer satisfaction in electronic
commerce: The impact of e-service quality and user experience. International Journal of Quality &
Reliability Management, 41(3), 915-943. https://doi.org/10.1108/IJQRM-07-2021-0215

Mokha, A. K., & Kumar, P. (2022). Examining the interconnections between E-CRM, customer
experience, customer satisfaction and customer loyalty: A mediation approach. Journal of Electronic
Commerce in Organisations, 20(1), 1-21. https://doi.org/10.4018/JEC0O.292474

Naguim, M., Nfissi, A., & Mamnoun, S. (2023). Uses and Gratifications of Korean Entertainment
Consumption among Moroccan Fans. International Journal of Arts and Humanities Studies, 3(4), 1.
https://doi.org/10.32996/bjahs

Nwokoye, C. V., & Igwe, C. P. (2025). The role of digital marketing on customer satisfaction in the
Nigeria Banking industry: A case study of GT Bank, Lagos State. International Journal of Business
Research and Management, 2(3), 1-13. https://doi.org/10.61148/1IJBRM/07.1044

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.
Journal of Marketing Research, 17(4), 460-469. https://doi.org/10.1177/002224378001700405

1597


https://www.abacademies.org/articles/the-influence-of-digital-marketing-and-customer-perceived-value-through-customer-satisfaction-on-customer-loyalty-12252.html
https://www.abacademies.org/articles/the-influence-of-digital-marketing-and-customer-perceived-value-through-customer-satisfaction-on-customer-loyalty-12252.html
https://www.abacademies.org/articles/the-influence-of-digital-marketing-and-customer-perceived-value-through-customer-satisfaction-on-customer-loyalty-12252.html
https://doi.org/10.9734/BJAST/2015/14975
https://doi.org/10.8888/ijospl.v2i3.44
https://doi.org/10.4236/oalib.1113434
https://doi.org/10.1108/BIJ-10-2020-0528
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1111/1756-185X.14472
https://doi.org/10.1108/IJQRM-07-2021-0215
https://doi.org/10.4018/JECO.292474
https://doi.org/10.61148/IJBRM/07.1044
https://doi.org/10.1177/002224378001700405

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

Olowo, J. D., & Kolapo, O. P. (2025). Influence of social media usage on customer satisfaction of
selected SMEs in Oyo and Ogun States of Nigeria. Greener Journal of Social Sciences, 15(1), 151-160.
https://doi.org/10.15580/gjss.2025.1.052425089

Pang, H., Ruan, Y., & Zhang, K. (2024). Deciphering technological contributions of visibility and
interactivity to website atmospheric and customer stickiness in Al-driven websites: The pivotal function
of online flow state. Journal of Retailing and Consumer Services, 78, 103795.
https://doi.org/10.1016/j.jretconser.2024.103795

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A multiple-item scale for
assessing electronic service quality. Journal of Service Research, 7(3), 213-233.
https://doi.org/10.1177/1094670504271156

Payne, A., & Frow, P. (2017). Relationship marketing: Looking back, looking forward. Journal of
Services Marketing, 31(1), 11-15. https://doi.org/10.1108/JSM-01-2016-0013

Prananta, A. W., Maulidiana, L., Sufa, S. A., & Wahyudi, M. A. (2024). Impact of digital marketing
strategies on consumer purchasing decisions in the Indonesian Market: The mediating role of customer
satisfaction. International ~ Journal of Business, Law, and Education, 5(1), 530-538.
https://doi.org/10.56442/ijble.v5i1.417

Salameh, A. A., [jaz, M., Omar, A. B., & Muhammad, H. (2022). Impact of online advertisement on
customer satisfaction with the mediating effect of brand knowledge. Frontiers in Psychology, 13,
919656. https://doi.org/10.3389/fpsye.2022.919656

Sarkis, N., & Al Geitany, S. (2025). The power of digital engagement: unveiling how social media
shapes customer responsiveness in the food and beverage industry. Administrative Sciences, 15(7), 278.
https://doi.org/10.3390/admsci15070278

Sichach, M. (2023, November). Uses and gratifications theory: Background, history and
limitations. http://dx.doi.org/10.2139/ssrn.4729248

Stark, B., & Schneiders, P. (2022). Uses and Gratifications research: Von Elihu Katz, Jay G. Blumler,
und Michael Gurevitch (1973). In Schliisselwerke: Theorien (in) der Kommunikationswissenschaft (pp.
47-67). Wiesbaden: Springer Fachmedien Wiesbaden.

Sukmawati, N. A., Monoarfa, T. A., & Krissanya, N. (2025). Analysis of the effectiveness of tiktok
social media content@ Iblindonesia. International Journal of Current Economics & Business
Ventures, 5(2). https://scholarsnetwork.org/journal/index.php/ijeb

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item
scale. Journal of Retailing, 77(2), 203-220. https://doi.org/10.1016/S0022-4359(01)00041-0

Taherdoost, H. (2022). Designing a questionnaire for a research paper: A comprehensive guide to
design and develop an effective questionnaire. Asian Journal of Managerial Science, 11(1), 8-16.
https://doi.org/10.51983/ajms-2022.11.1.3087

Tanujaya, B., Prahmana, R. C. 1., & Mumu, J. (2022). Likert scale in social sciences research: Problems
and difficulties. FWU Journal of Social Sciences, 16(4), 89-101.
http://doi.org/10.51709/19951272/Winter2022/7

1598


https://doi.org/10.15580/gjss.2025.1.052425089
https://doi.org/10.1177/1094670504271156
https://doi.org/10.1108/JSM-01-2016-0013
https://doi.org/10.3389/fpsyg.2022.919656
https://doi.org/10.3390/admsci15070278
https://dx.doi.org/10.2139/ssrn.4729248
https://doi.org/10.1016/S0022-4359(01)00041-0

53.

54.

55.

56.

57.

58.

59.

Tuijin Jishu/Journal of Propulsion Technology
ISSN: 1001-4055
Vol. 46 No. 04 (2025)

Theodorakopoulos, L., & Theodoropoulou, A. (2024). Leveraging big data analytics for understanding
consumer behaviour in digital marketing: A systematic review. Human Behavior and Emerging
Technologies, 2024(1), 3641502. https://doi.org/10.1155/2024/3641502

Trabelsi, K., Saif, Z., Driller, M. W., Vitiello, M. V., & Jahrami, H. (2024). Evaluating the reliability
of the athlete sleep behavior questionnaire (ASBQ): A meta-analysis of Cronbach’s alpha and intraclass
correlation  coefficient. BMC  Sports  Science, Medicine and  Rehabilitation, 16(1), 1.
https://doi.org/10.1186/s13102-023-00787-0

Ugwuanyi, C. C., Oraedu, C., & Moguluwa, S. C. (2025). Self-service technologies experience,
customers' satisfaction and reuse intention in retail banking: Evidence from Nigeria. International
Journal of Business Information Systems, 50(2), 191-214. https://doi.org/10.1504/1JBIS.2025.148790

Usakli, A., & Rasoolimanesh, S. M. (2023). Which SEM to use and what to report? A comparison of
CB-SEM and PLS-SEM. In Cutting edge research methods in hospitality and tourism (pp. 5-28).
Emerald Publishing Limited. https://doi.org/10.1108/978-1-80455-063-220231002

Xu, X., Masukujjaman, M., Sobhani, F. A., & Rafi, K. N. (2025). Modeling the re-patronage intention
of Malaysian green hotels using expectation-confirmation theory and theory of perceived value.
Humanities and Social Sciences Communications, 12(1), 1-13. https://doi.org/10.1057/s41599-025-
05852-2

Yamane, Y. (1967). Mathematical Formulae for Sample Size Determination (2nd ed.). Harper and
Row.

Yum, K., & Kim, J. (2023). The influence of perceived value, customer satisfaction, and trust on loyalty
in entertainment platforms. Applied Sciences, 14(13), 5763. https://doi.org/10.3390/app14135763

1599


https://doi.org/10.1186/s13102-023-00787-0
https://doi.org/10.1108/978-1-80455-063-220231002
https://doi.org/10.3390/app14135763

