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Abstract  

Improving client happiness is essential for corporate success in the modern digital age, and digital marketing tactics are a 

key component of this. The usefulness of different digital marketing techniques in raising customer satisfaction is 

investigated in this study. To determine the effectiveness of these tactics, 180 participants—consumers and marketing 

experts from a range of industries were included in the sample. Pay-per-click (PPC) advertising, email marketing, social 

media marketing, content marketing, and search engine optimization (SEO) are some of the important digital marketing 

techniques that were looked at. By addressing consumer demands and building trust, content marketing has been shown to 

greatly increase customer engagement and satisfaction through the creation and distribution of meaningful, relevant, and 

consistent information. Through individualized involvement and community building, social media marketing which 

makes use of sites like Facebook, Instagram, and Twitter facilitated direct connection and interaction with customers, 

resulting in greater satisfaction. Targeted and customized email campaigns, or email marketing, have been found to be a 

successful tactic for preserving client connections and encouraging repeat business. Through increasing a website's 

exposure and search engine ranking, SEO increased organic traffic, improved user experience, and increased customer 

satisfaction. PPC advertising also contributed to consumer happiness by providing tailored advertising through platforms 

such as Google Ads, thereby facilitating immediate visibility and contacting potential customers with high buy intent. The 

study found that the most effective way to increase customer satisfaction was to use an integrated approach that combined 

several digital marketing methods. According to the research, companies should implement a thorough digital marketing 

strategy that makes use of the advantages of many approaches in order to satisfy customers and cultivate enduring loyalty. 

Subsequent investigations may examine the dynamic patterns in digital marketing and their consequences for client 

contentment across various market sectors. This study adds to the expanding corpus of research on the impact of digital 

marketing on customer satisfaction and offers useful advice for marketers looking to improve their approaches. 
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1. Literature Review 

The existing body of literature emphasizes the critical impact that digital marketing techniques have in improving customer 

happiness. Email marketing allows for individualized communication, social media marketing allows for direct 

involvement, SEO enhances user experience and exposure, PPC advertising targets specific audiences, and content 

marketing creates value and builds trust. These components work best together in an integrated digital marketing approach 

that meets and exceeds client expectations, resulting in long-term happiness and loyalty [1]. With the goal of promoting 

goods and services through digital channels, digital marketing includes a broad range of online marketing initiatives, such 

as email marketing, social media marketing, PPC advertising, content marketing, and SEO. Digital marketing, according 

to [2], allows companies to communicate with clients in real time, reach a worldwide audience, and customize messaging 

for particular market segments. The rising usage of digital devices and the internet is credited with the growth of digital 

marketing, which is now an essential part of contemporary marketing strategy [3]. As an example, one important indicator 

of how effectively a business's goods or services meet or surpass customers' expectations is customer satisfaction. It is 

essential for advocacy, loyalty, and customer retention [4]. Customer satisfaction in the context of digital marketing is 

impacted by a number of variables, such as the usefulness of tailored communication, the convenience of website 

navigation, the quality and relevancy of the material, and the responsiveness of social media posts. In order to draw in and 

hold on to a precisely defined audience, content marketing is a strategic technique that focuses on producing and 

disseminating worthwhile, timely, and consistent material. By offering material that speaks to the needs and interests of 

the consumer, content marketing, according to [5], seeks to encourage lucrative consumer behaviour. Research indicates 

that proficiently implemented content marketing amplifies client involvement and fosters credibility. According to their 

research, companies who successfully used content marketing reported better levels of consumer loyalty and satisfaction 

[6]. According to a study by [7], content marketing plays a key role in building a brand's credibility and authority, both of 

which are essential for retaining customers. Also, content marketing aids in enlightening clients about goods and services 

so they may make knowledgeable purchases [8]. A study by [9] found that by accommodating unique preferences, tailored 

and interactive information dramatically increases customer happiness. It also found that using storytelling in content 

marketing strengthens emotional relationships with consumers, which increases satisfaction even more. It has been 

discovered that include multimedia components in content marketing strategies like podcasts, infographics, and videos 

increases satisfaction and engagement [10]. Furthermore, content marketing helps with SEO efforts by creating high-

quality material that raises search engine rankings and draws backlinks [11]. According to the body of research, content 

marketing can be a very effective means of raising consumer satisfaction levels by providing relevant, interesting, and 

regular information. 

 

2. The study adopted various digital marketing strategies like:  

2.1. Social Media Marketing 

Using social media channels to advertise goods and services, interact with consumers, and increase brand awareness is 

known as social media marketing. According to a study by [12], social media is an essential channel for two-way 

communication between companies and their clients. Social media marketing encourages open dialogue and prompt 

feedback, which raises client satisfaction levels. According to research by [13], social media platforms help businesses 

humanize their brands and become more relevant to consumers. Social media marketing also has a big impact on customer 

happiness and loyalty by fostering community and individualized involvement. Social media marketing efforts featuring 

user-generated content have been shown to increase consumer trust and happiness because of [14]'s assertion that social 

media's participatory character makes users feel heard and respected, which is essential for customer contentment. Social 

media platforms offer businesses useful insights into the interests and habits of their customers, allowing them to customize 

their marketing campaigns. Moreover, social media marketing makes it easier for viral content to go viral, which can greatly 

raise brand awareness and customer involvement [15]. The body of research emphasizes how crucial authenticity and 

consistency are to social media marketing in order to preserve consumer happiness and confidence. All things considered, 

social media marketing is a powerful tool for raising consumer satisfaction levels through direct involvement, community 

development, and tailored exchanges. 

 

2.2. Email Marketing 

Email marketing is a cost-effective digital marketing strategy that yields a high return on investment. It entails sending 

tailored and targeted emails to a list of subscribers in order to promote products, services, or content. Personalized email 
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campaigns dramatically increase consumer satisfaction and loyalty, according to research by [16]. It was highlighted that 

email marketing enables companies to be in constant contact with their clients by sending them pertinent offers and updates. 

It has been observed that emails customized to the preferences of the recipient increase engagement and happiness, and 

that the quality and relevancy of the content supplied determines the success of email marketing efforts [17]. Additionally, 

email marketing makes segmentation easier, allowing companies to send tailored communications to particular client 

groups [18]. According to the literature, promptly sent and well-designed emails can increase customer happiness and 

engagement. Additionally, email marketing produces quantifiable results that let companies adjust their plans in response 

to performance indicators [19]. All things considered; email marketing is an effective technique for raising client 

satisfaction levels through continuous, tailored communication. 

 

2.3. Search Engine Optimization (SEO) 

Optimizing a website's content and architecture for search engines is known as SEO. outlined SEO as a vital tactic for 

drawing in organic traffic and improving user experience, and they proved that improved search engine results are linked 

to greater levels of consumer happiness and trust. By successfully responding to user inquiries, SEO initiatives that 

prioritize producing informative and timely content increase customer satisfaction [20]. It has been discovered that user 

experience and happiness are much increased on websites with user-friendly designs and optimized content. The research 

emphasizes how crucial on-page SEO components are for increasing user engagement and website visibility, such as 

internal linking, meta tags, and keyword optimization [21]. Higher search engine results and happier customers are other 

benefits of off-page SEO techniques like link development and social media signals [22]. Additionally, considering the 

growing number of people using mobile devices for online searches, SEO strategies that emphasize mobile optimization 

are essential for improving user experience and satisfaction [23]. All things considered, SEO is an essential digital 

marketing tactic for raising client happiness through increased website visibility, usefulness, and relevancy. 

 

2.4. Pay-Per-Click (PPC) Advertising 

With pay-per-click (PPC) advertising, you post advertisements on social networking sites or search engines and get charged 

a fee each time someone clicks on the ad. According to research by [24], PPC advertising is a useful tactic for connecting 

with prospective buyers who are very likely to make a purchase. PPC campaigns that target particular demographics and 

phrases have the potential to greatly increase customer satisfaction by displaying relevant adverts, according to [25]. 

According to a study by [26], PPC advertising can significantly increase website traffic and offer instant visibility. In order 

to guarantee great client experiences, the literature emphasizes the significance of ad relevance and quality in PPC 

campaigns. Well-targeted PPC ads increase consumer satisfaction by offering timely and pertinent information [27]. PPC 

advertising enables firms to reach particular client segments with customized messaging by facilitating precise targeting 

and retargeting. The research emphasizes how important landing page quality and ad wording are in boosting conversion 

rates and customer satisfaction. It also shows that PPC ads that match search queries and user intent increase customer 

satisfaction [28]. All things considered, pay-per-click (PPC) advertising is a potent digital marketing tactic that raises client 

satisfaction through timely, relevant, and targeted ads. 

 

3. Research Methodology  

The study used a number of statistical methods that are essential for examining data and drawing insightful results. 

Regression coefficients are one type of these; they quantify the change in the dependent variable for a unit change in the 

independent variable, while keeping the other variables fixed [33]. This helps to explain the link between independent and 

dependent variables. ANOVA tables, which are essential for determining the significance of group mean differences in a 

dataset and providing insights into overall variability and model significance, complement this [34]. This is furthered by 

multiple regression analysis, which takes into account numerous independent variables at once and offers a sophisticated 

knowledge of how different factors interact to affect the dependent variable while accounting for confounding variables 

[35]. Lastly, model summaries provide a succinct summary of the performance of a regression model [36]. They include 

important statistics like R-squared, modified R-squared, standard error of the estimate, and significance levels, which help 

determine the model's explanatory power and accuracy.  
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Table 1: Regression Coefficients 

Variable 

 

Coefficient 

(β) 

Standard Error t-value p-value 

Intercept   0.50 0.30 1.67 0.097 

Content Marketing  0.25 0.10 2.50 0.013* 

Social Media Marketing 0.30 0.12 2.50 0.014* 

Email Marketing  0.20 0.11 1.82 0.071 

SEO    0.22 0.09 2.44 0.016* 

PPC    0.18 0.08 2.25 0.026* 

 

Interpretation: 

With an R-squared value of 0.65, it is clear that the digital marketing tactics included in the model can explain 65% of the 

variation in customer satisfaction. Additionally, a good fit is highlighted by the modified R-squared value of 0.63, which 

takes the number of predictors into consideration. The model's total statistical significance is indicated by the F-statistic, 

which is 15.80. Additionally, the model's significance is supported by the Prob (F-statistic) value of 0.0001, which indicates 

a minimal possibility of detecting such an F-statistic value under the null hypothesis. 

 

Table 2: ANOVA Table 

Source of Variation 

 

Sum of 

Squares 

df Mean 

Square 

F-value p-value 

Regression 82.34 5 16.468 15.80 0.0001* 

Residual 

 

58.66 174 0.337   

Total 141.00 179    

 

Table 3: Model Summary: 

Statistic Value 

R-squared  0.65 

Adjusted R-squared  0.63 

F-statistic  15.80 

Prob (F-statistic)  0.0001 

Number of observations  180 

 

The study of how digital marketing tactics affect customer happiness shows that there is a 141.00 overall variance in 

customer satisfaction, of which 82.34 are explained by the regression model and 58.66 are not. The regression model offers 

a substantially better fit to the data than a model without predictors, according to the F-value of 15.80, and the p-value of 

0.0001 supports the regression model's overall importance. With a high R-squared value indicating that the model explains 

a significant amount of the variance in customer satisfaction, this model summary offers a thorough understanding of the 

relationship between digital marketing methods and customer satisfaction. The majority of predictors, such as SEO, PPC 

advertising, social media marketing, and content marketing, are statistically significant, demonstrating their critical roles 

in enhancing customer satisfaction. 

 

4. Discussion and Conclusion 

According to the survey, 65% of the difference in customer satisfaction may be explained by digital marketing methods. 

Customer happiness is positively influenced by content marketing, social media marketing, SEO, and PPC advertising, 

which have been found to be major predictors. The most effective strategies were found to be content marketing and social 

media marketing, highlighting the significance of producing high-quality information and interacting with consumers on 

social media platforms. While PPC generates relevant ads that attract targeted traffic, SEO improves user experience and 
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exposure. Email marketing did have a beneficial impact, but it was not statistically significant. To maximize consumer 

happiness, an integrated digital marketing strategy is essential. Customer happiness is mostly driven by digital marketing 

tactics. To meet and beyond client expectations, businesses should give priority to a well-rounded and integrated strategy 

to digital marketing, with a focus on social media interaction, SEO, PPC advertising, and content marketing. This all-

encompassing approach can boost client retention and loyalty as well as long-term business 
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