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Abstract

This study examines the relationship between digital marketing practices, customer satisfaction,
customer engagement, and purchase intent. The focus is on the digital marketing strategies of service
companies during an epidemic and the resulting closure. It sought to analyze the digital evolution of
marketing practices and customer buying intentions. Covid 19 was considered as the predominant
epidemic and its impact on the digital evolution of cause-oriented marketing strategies. Five
dimensions of digital marketing strategies were considered with eighteen items and three items of
customer satisfaction and purchase intention for practical purposes. Structural equation modeling was
used to study 535 customer responses of service companies. Findings show that SEM / SEO, display
and E-CRM methods significantly affect customer satisfaction and purchase intention. In addition, a
mediation-mediation approach was developed. Customer satisfaction significantly influenced the
intention to buy and was a good mediator between digital marketing practices and the intention to
buy. In addition, customer engagement moderated the relationship between content marketing and the
relationship with purchase intent. This research work generally helps marketers of service companies.
Digital channel managers explicitly understand their strengths in relation to the five dimensions of
digital marketing strategies. Accordingly, they formulate their decision-making plans to improve
customer satisfaction and thus purchase intent.
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Digital transformation of digital marketing; Service companies; Customer satisfaction; Customer
participation; Intention to buy
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Tests of Normality
Kaolmogarov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.

k1 0549 g4 184 838 384 3495

2 074 g4 .0ga2 804 e84 A02
h3 034 g4 732 830 384 A

B 423 owsp Slp & 0godT
One-Sample Test

TestValue =3
95% Confidence Interval of the
Mean Difference
1 df Sig. (2-tailed) Difference Lower Lpper
b1 37.692 383 .000 1.04620 9916 1.1008
2 38.818 383 .000 1.06867 1.01549 11214
b3 36.711 383 .000 1.00164 9480 1.05653
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[ViewlProchbject] [PrinthameIFreeze] [EstimateIForecastlStatle‘.esids]

Dependent Variable: Y
Method: Least Squares
Date: 061316 Time: 13:51
Sample: 1196

Included observations: 196

Yariable Coefficient Std. Errar t-Statistic Prob.

C 0.279596 0.094152 2 969629 0.0034

H1 0.214754 0.018765 11.44436 0.0000

W2 0123573 0.028853 4 282830 0.0000

H3 0.290096 0.023105 12.55540 0.0000

Hd 0.303558 0.022756 13.33976 0.0000
R-squared 0.905909 Mean dependentvar 4217693
Adjusted R-squared 0.903939 3.D. dependentwvar 0277888
S.E. ofregression 0.086128 Akaike info criterion -2.040784
Sum squared resid 1.416846 Schwarz criterion -1.957158
Log likelinood 204 9968 Hannan-Cluinn criter. -2.0069238
F-statistic 4587377 Durbin-Watson stat 1.625603
Prob(F-statistic) 0.000000

(S
Correlations
X1 %2 %3 W4 ¥
X1 Pearson Correlation 1 “a14 | -628 | -434 | -538
Sig. (2-tailed) .000 .000 .000 .000
N 410 410 410 410 410
2 Pearson Gorrelation -84 1 512 258 435
Sig. (2-tailed) .000 .000 .000 .000
N 410 410 410 410 410
%3 Pearson Correlation -628 512 1 -202 -105
Sig. (2-tailed) .000 .000 .000 034
N 410 410 410 410 410
w4 Pearson Gorrelation - 4347 258 | -.202° 1 567
Sig. (2-tailed) .000 .000 .000 .000
N 410 410 410 410 410
¥ Pearson Correlation -538 439 -105 56T 1
Sig. (2-tailed) .000 .000 034 .000
N 410 410 410 410 410
** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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