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Abstract: Customer loyalty is often seen as one of the decisive factors in determining the fate of organizations. In the
age of digitization, organizations should think of advanced strategies to increase their competitiveness and market share
by employing the potential of digital content and enhancing their digital capabilities. Recently, many digital media have
appeared available to organizations to build their brand, reach their target customers and retain them, and promote
their products. Digital media represented a real revolution that made it difficult for organizations to survive in the
business environment without investing in these means. Therefore, the aim of the study is twofold: 1) to explore the effects
of digital content marketing and digital marketing capabilities on digital marketing success; 2) to investigate the impact
of digital marketing success on customer loyalty. This research was conducted on a sample of online restaurant
customers through a questionnaire distributed to 187 customers. IBM SPSS 25.0 and AMOS 22.0 were used as the main
programs for analysing the collected data from 165 online restaurant customers. Structural equation modelling was
applied to test the research's hypothesized effects. The results indicated that digital content marketing and digital
marketing capabilities had significant effects on digital marketing success based on the perspectives of online restaurant
customers in Jordan. Moreover, digital marketing success substantially impacted customer loyalty of online restaurant
customers in Jordan. It was concluded that for organizations to ensure a positive effect of digital marketing on customer
loyalty, more attention should be paid to critical factors such as digital content and digital capabilities. The study calls
for researchers to explore more factors affecting the success of digital marketing. It informs marketing managers that
customer loyalty in the digitization era depends on the ability to create, communicate and deliver digital content using
digital technologies and the quality of digital content and capabilities that deliver customer value.
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Introduction. Customer loyalty is one of the most vital factors affecting organizational outcomes such as
performance. Therefore, drivers affecting customer behaviour gained great attention in the literature
(Mohammad, 2019; Alshurideh et al., 2017; Al-Hawary, 2013a; Al-Hawary, 2013b; Massari and Passiante
2006). Recently, the literature on customer loyalty underlined digital marketing as one of the critical factors
stimulating customer behaviours like purchase decisions (Mahalaxmi & Ranjith, 2016; Altarifi et al., 2015;
Al-Hawary and Harahsheh, 2014). Some studies (e.g., Khan and Islam, 2017; Dilham et al., 2018; Tariq et
al., 2022; Eldahamsheh et al., 2021; Adam et al., 2020) found that digital marketing is positively associated
with customer satisfaction and customer loyalty. However, studies carried out to explore the factors that play
a significant part in digital marketing success are still rare, meaning a gap in the literature. Hence, the
importance of this investigation to fill such a gap in the literature.

Digital marketing is much broader than Internet marketing, online marketing, and e-marketing (Al-
Shormana et al., 2021; Alshawabkeh et al., 2022; Al-Nawafah et al., 2022). According to Atshaya and Rungta
(2016), digital marketing is divided into internet marketing and non-internet marketing. Internet marketing,
also called online marketing, is marketing through internet channels, i.e., mobile marketing, social media
marketing, and web banners, while non-internet marketing is marketing via offline techniques such as MSS
marketing and video marketing. There are many advantages of digital marketing. It allows a high level of
interactivity with customers, information quality, effective targeting and segmentation of customers, reaching
customers through social media networks, and flexibility (Al-khawaldah et al., 2022; Al-Alwan et al., 2022;
Al-Hawary and Obiadat, 2021; Veleva and Tsvetanova, 2020; Al-Hawary and Alhajri, 2020). Nonetheless,
the authors indicated some challenges of digital marketing, like lack of customer trust, and publicity of
negative feedback affecting the organization's image.

Techniques of digital marketing include social media marketing, pay-per-click advertising, mobile
marketing, content marketing, search engine optimization, search engine advertising, web marketing, and
television advertising (Kaushik, 2016; Low et al., 2020). The success of digital marketing depends on using
such techniques in an effective and efficient manner. In a recent study by Herhausen et al. (2020) about digital
marketing capabilities, the authors indicated that the ability of an organization to do digital marketing tasks
contributes to its digital marketing success.

Based on the studies mentioned above, this study aims to explore how digital content marketing and digital
marketing capabilities enhance digital marketing success and investigate the effect of digital marketing
success on customer loyalty using data from restaurant customers. The study instructs managers and
researchers about the importance of the effective use of digital marketing to prompt customer loyalty.

This study is structured as follows. The next section shows literature review in which definitions and
dimensions of research constructs were highlighted in addition to hypotheses development, followed by a
section on methodology and research methods, which contains research conceptual model, data collection
tool, and measurements were identified. Finally, the study ends up with research conclusions.

Literature Review. Customer loyalty has been defined as a step that precedes customer repurchase
behaviour (Minh and Huu, 2016). Customer loyalty is a result of overall customer satisfaction. Hence, loyal
customers are satisfied and motivated to purchase products and services (Al-Dmour et al., 2019). Customer
loyalty's definitions were categorized into behavioural and attitudinal types (Rashid et al., 2020; Husnain &
Akhtar, 2016). According to Massari and Passiante (2006), customer loyalty is conceptualized as an attitude
leading to a relationship with a brand and as a behaviour related to customers' past purchases. Hence, both
attitudinal and behavioural components should be used to define customer loyalty. In their model of customer
loyalty, Costabile (2001), cited in Massari and Passiante (2006), indicated that the behavioural dimensions of
customer loyalty are related to his or her purchase practices, while the attitudinal dimensions are concerned
with his or her satisfaction, trust, and commitment.

Dimensions of customer loyalty are categorized into two types: attitudinal and behavioral dimensions
(Shammout, 2020; Al-Hawary and Hussien, 2016). Oliver (1999), cited in Minh and Huu (2016), indicated
that attitudinal loyalty is developed based on customer cognitive sense, customer affective sense, and
purposeful customer manner. These three stages result in customer behavioral loyalty. Attitudinal loyalty
could be described in terms of customer recommendations or positive word-of-mouth, customer intention to
repurchase, and customer willingness to pay higher prices for specific goods or services (Lai et al., 2019; Ong
et al., 2016), while behavioral loyalty represents an actual purchase behavior. El-Adly (2019) used customer
attitudinal loyalty to measure respondents repurchase intention and positive recommendations. Aldaihani and
Ali (2019) used both attitudinal and behavioral dimensions to measure customer loyalty.

An important path of marketing research emphasized factors increasing customer loyalty. Examples of
such factors encompass digital marketing (Khan and Islam, 2017; Lopez Garcfia et al., 2019; Koeswandi et
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al., 2020; Bakhtieva, 2017; Verona and Prandelli, 2002; Yasmin et al., 2015; Choi and Kim, 2004; Muniesa
and Giménez, 2020). One of the most significant characteristics of digital marketing in customer loyalty is
that the environment of firm-customer interaction is changed with the introduction of digital technologies
(Nam and Kannan, 2020; Kannan, 2017). Some determinants of customer loyalty such as customer satisfaction
and service quality are well established in the literature (Lai et al., 2009). Still, there is a need to explore more
drivers of customer loyalty. Digital marketing has been defined as processes and activities implemented to
create, communicate, and deliver customer value via digital technologies (American Marketing Association,
2013, cited in Herhausen et al., 2020). Similar definitions indicate that digital marketing refers to exchanging
products and services using electronic devices (Khan and Islam, 2017). Makrides et al. (2020) defined the
term as using digital channels for advertising. Yasmin et al. (2015) described digital marketing as digital
promotional techniques that direct customer attention to specific goods and services. The success of digital
marketing requires paying great attention to numerous factors. According to Baltes (2015), one of the most
vital antecedents of digital marketing is the quality of content marketing. Hence, it was regarded as a key
factor in digital marketing success. Digital marketing capabilities are also critical determinants of digital
marketing success (Herhausen et al., 2020; Low et al., 2020; Phiri, 2020).

The Content Marketing Institute (Baltes, 2015) defined content marketing as creating and distributing
adequate content to attract and acquire specific profitable customers. Using digital technologies to distribute
such content renders it as digital content. Bala and Verma (2018) indicated that digital content could be
distributed via numerous formats like images, podcasts, webinars, banners, videos, blogs, and how-to guides.
In terms of the effect of digital content marketing on digital marketing success, one can say that digital content
is one pivotal component of digital marketing (Bala and Verma, 2018). It has significant effects like increasing
customer trust in the brand (Holliman & Rowley, 2014) and customer profitability (Kee and Yazdanifard,
2015). Digital content takes the same definition of digital marketing plus the information-sharing dimension
(Holliman & Rowley, 2014). In order to investigate the impact of digital content marketing on digital
marketing success, the following hypothesis was postulated:

H1I: Digital content marketing has a significant impact on digital marketing success.

Herhausen et al. (2020) specified four themes of such capabilities, which are online channels (Internet use
and e-readiness), social media (social media use), digital relationships (digital CRM capabilities), and digital
technologies (IT capabilities). Low et al. (2020) added that digital marketing is applied using different
technologies such as search engine optimization (SEO), customer relationship management (CRM), affiliate
marketing, social media, search engine advertising (SEA), web marketing, e-mail, web communities, radio,
and television advertising. In a study by Phiri (2020), four capabilities of digital marketing were used: digital
marketing innovation, digital strategy development and execution, leadership capability, and e-market sensing
capability. Kotane et al. (2019) indicated that digital marketing capabilities have many advantages like
reducing information uncertainty. In order to explore the effect of digital marketing capabilities on digital
marketing success using data collected for the present study, the following hypothesis was presumed:

H?2: Digital marketing capabilities have a significant impact on digital marketing success.

In a study on the effect of digital marketing on customer loyalty, Khan and Islam (2017) identified four
factors of digital marketing that enhance customer loyalty. These factors are value-added attributes, content
attributes, customer service attributes, and 27/7 appearance. Mahalaxmi and Ranjith (2016) examined the
impact of digital marketing on customer purchase decisions and found that respondents prefer purchasing
products through digital channels. However, such channels do not affect changing their purchase decisions.
For Adam et al. (2020), digital marketing plays a significant role in customer satisfaction and loyalty. Dilham
et al. (2018) added that digital marketing driven by customer satisfaction and good relationships significantly
influences customer loyalty. The following hypothesis was assumed using the present data:

H3: Digital marketing has a significant impact on customer loyalty.

Methodology and research methods. The sample of the current research was drawn from customers of
five fast food restaurants. Based on a convenient sampling technique that helps contact available participants
(Koerber and McMichael, 2008), 187 customers agreed to participate in the study. Questionnaires were
distributed with the help of delivery call centres in the restaurants. Hence, 165 valid questionnaires were
collected. As shown in Figure 1, three hypotheses were suggested to explore the impact of digital content
marketing on digital marketing success (H1), the impact of digital marketing capabilities on digital marketing
success (H2), and the impact of digital marketing on customer loyalty (H3). The figure shows three latent
constructs using structural equation modelling (SEM) by SPSS Amos 22.0. i.e., digital marketing content and
capabilities, digital marketing, and customer loyalty. Testing the hypotheses (H1, H2, and H3) results in
finding answers to three questions related to effects between constructs.
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Figure 1. Research conceptual model
Sources: developed by the author.

Digital marketing content was measured using five items based on previous studies (e.g., Bala and Verma,
2018; Lou and Xie, 2020; Baltes, 2015; Andag et al., 2016). Digital marketing capabilities were measured
based on Phiri (2020) and Herhausen et al. (2020) using five items related to capabilities of digital
technologies, e-market sensing capability, digital marketing innovation, and digital CRM capabilities.
Customer loyalty was measured using five items adapted from Rashid et al. (2020). Using five items, they
conceptualized this construct based on positive customer word-of-mouth, customer patronage, customer
recommendations, and customer repurchase intention. Respondents were asked to fill out questionnaires on a
scale of 5-point Likert scale, in which responses were anchored from 1 (strongly disagree) to 5 (strongly
agree).

Results. EFA was performed using SPSS 24.0. In order to explore factor loadings on their related factors
(Khwaja et al., 2020). Firstly, the Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Bartlett's
Test of Sphericity (BTS) was used to check if the questionnaire item is acceptable for EFA. KMO value should
be greater than 0.50 and the value of BTS should be significant at a < 0.05 (Andag et al., 2016). Secondly, all
factors' absolute value was greater than 0.40 (Estiva and Diflo, 2020; Khwaja et al., 2020). Therefore, items
with factor loadings (FL) below 0.40 were eliminated (Teng et al., 2020; Abazeed, 2020). Figure 2 shows the
results of components reduction.

Eigenvalue

1 2 3 4 5 6 78 9 10 11 12 13 14 15 16 17 18 19 20

Factor Number

Figure 2. Scree plot of components extraction based on Eigenvalues
Sources: developed by the author based on SPSS outputs.

Table 1 shows that the twenty indicators were loaded on four factors: digital content marketing (Q1-Q5),
digital marketing capabilities (Q6-Q10), digital marketing success (Q11-Q15), and customer loyalty (Q16-
Q20).
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Table 1. Results of reliability and validity

Variables Items FL a CR AVE r(1) r(2) r (3) r4 +“JAVE
a) Q1 0.765 0.861 0.859 0.549 - 0.741
.. Q2 0.696
Digital Q3 0755
content Q4 0' 827

marketing Q5 0' 761
?) Q6 0.722 0.898 0.897 0.635 0.373 - 0.797
.. Q7 0.779
Digital Q8 0821

marketing Q9 0'7 3]

capabilities Q10 0' 829
3) Ql1 0736 0864 0862 0557 0527 0.642 - 0.746
Disital Q12  0.720

marﬁeting QI3 0.780
success Ql4 0728

Q15 0.764
Q16 0.739 0.857 0.855 0542 0563 0534 0.624 - 0.736
@) Q17  0.726

Customer QI8 0.711
loyalty Q19 0.785
Q20 0.717
Note: CR — composite reliability, AVE — average variance extracted, r —correlation, VAVE — square root
of the average variance extracted.
Sources: developed by the authors based on AMOS outputs.

It could be noted that all factor loadings were greater than 0.60 (Wasiuzzaman et al., 2021). Reliability
was measured via Cronbach’s alpha coefficient (Mandrou et al., 2020) and composite reliability (Chung et
al., 2020), which should be no less than 0.70 (Lou and Xie, 2020; Al-Hawary, 2012). Convergent and
discriminant validity was tested based on the average variance extracted (AVE) and the square root of the
AVE. According to Lou and Xie (2020), values of the AVE should be greater than 0.50 to ensure convergent
validity. The square root of every latent construct should be higher than its correlation coefficient (r) with
other latent constructs. Results of reliability show acceptable values of Cronbach’s alpha and composite
reliability, i.e., greater than 0.70 (Zhang and Wang, 2021). Furthermore, convergent and discriminant validity
criteria were met since all AVE values are greater than 0.50 (Wasiuzzaman et al., 2021), and the square root
of AVE values for each construct is higher than the correlation between that construct and other constructs
(Helmy and Wiwoho, 2020).

Confirmatory factor analysis (CFA) was performed to confirm the exploratory factor analysis results and
examine the model goodness-of-fit. Based on the measurement model (Figure 3) the model approves the
results of exploratory factor analysis. Three indices were used to check the model fit, chi-square/degree of
freedom (2/df), comparative fit index (CFI), and Standardized Root Mean Residual (SRMR). (Khwaja et al.,
2020; Lou and Xie, 2020). Table 2 indicates that both measurement and structural models fit the current data
well.

Table 2. Measurement and structural models fit

Model - Indices y2/df GFI CF1 RMSEA
Measurement model 1.231 0.951 0.933 0.01
Structural model 1.285 0.912 0.930 0.01
Criteria <3.0 >0.90 >0.90 <0.080
Results Accepted Accepted Accepted Accepted

Note: y2/df — chi-square/degree of freedom, GFI — goodness of fit index, CFI — comparative fit index,
RMSEA — root mean square error of approximation).
Sources: developed by the author based on AMOS outputs.
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Figure 3. Research measurement model

Sources: developed by the author based on SPSS outputs.

The structural model in Figure 4 was configured based on the measurement model to test research
hypotheses. The model fit (Table 2) deems the model's results acceptable. The results of the structural model
(Table 3) illustrate that all hypotheses were supported. Digital content marketing has a significant impact on
digital marketing success as stated in H1 (B = 0.346, CR =4.421, P = 0.000).
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Likewise, digital marketing capabilities has a significant impact on digital marketing success as suggested
in H2 (B = 0.465, CR = 5.889, P = 0.000), and digital marketing has a significant impact on customer loyalty
as postulated din H3 (B = 0.632, CR = 6.599, P = 0.000).

Table 3. Results of hypotheses testing

Hypothesis Estimate SE CR P
Digital content marketing = Digital marketing success 0.346 0.078 4.421 0.000
Digital marketing capabilities = Digital marketing success 0.465 0.079 5.889 0.000
Digital marketing success = Customer loyalty 0.632 0.069 6.599 0.000

Note: SE — standard error, CR — composite reliability, P — significant level.
Sources: developed by the author based on AMOS outputs.

Conclusions. The aim of this study is to investigate the impact of digital content marketing and digital
marketing capabilities on digital marketing success, which in turn was assumed to show a significant effect
on customer loyalty. The results found that digital content marketing significantly affected digital marketing
success. The result agrees with Baltes (2015), who stated that content marketing quality is crucial for digital
marketing success. The results also showed a significant effect of digital marketing capabilities on digital
marketing success. In line with this result, previous studies (e.g., Herhausen et al., 2020; Low et al., 2020;
Phiri, 2020) regarded digital marketing capabilities as pivotal drivers of digital marketing success.

Moreover, the results pointed out that digital marketing success significantly affected customer loyalty.
Similarly, Adam et al. (2020) argued that digital marketing positively relates to customer satisfaction. For
Dilham et al. (2018), digital marketing significantly improves customer satisfaction and engenders customer
loyalty.

Based on these results, it was concluded that digital marketing is one of the biggest drivers of customer
loyalty in the digitization era. It shows influences on both attitudinal and behavioral components of customer
loyalty, which means that elevating customer interaction with the brand and, at the same time, increases his
or her intention to purchase. Digital marketing, if effectively and efficiently applied, leads to more satisfied
customers who become loyal customers on the ground of their satisfaction experience. Therefore,
organizations are required to pay great attention to digital marketing in order to improve customer loyalty.
However, ensuring the positive impact of digital marketing on customer loyalty depends on critical factors
required for digital marketing success such as digital content and digital capabilities. Organizations must
ensure that their digital content and digital capabilities are sufficient to create, communicate and distribute
value to customers and therefore make certain of their satisfaction in the first place and so their loyalty.

The current study is one of the first to empirically provide evidence on two of the critical antecedents of
digital marketing success: digital content marketing and digital marketing capabilities. Furthermore, the study
enriched the literature on customer loyalty by investigating the impact of digital marketing on customer
loyalty. Besides, the study informed marketing managers that digital marketing capabilities and the quality of
digital marketing content are critical factors in ensuring digital marketing success. The ability to create and
distribute digital content using digital technologies does not guarantee that the organization actually
implements digital marketing. Perhaps the most important word in the American Marketing Association's
(2013) definition of digital marketing is the «value» the organization should deliver to its customers.

Despite the important results found in the current study, it is limited to the small sample size of customers
who agreed to participate. It is also limited to the hypothesized effects between digital content marketing and
digital marketing capabilities and success and the effect of the later construct on customer loyalty. The
mediating role of digital marketing in the relationship between both digital content marketing and digital
marketing capabilities and customer loyalty was not assumed. Therefore, larger samples should be used from
different sectors to generalize results. Researchers are called to investigate the effects of digital content
marketing and digital marketing capabilities on customer loyalty through digital marketing.
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BrnuinB epeKTHBHOCTI HM(POBOro MAPKETHHIY HA JIOSVIBHICTH KJII€HTIB

JloANBHICTh CHOXHMBAYIB YaCTO PO3TIISIAETHCA SK OIWH i3 BUPIMIAIBHUX (AKTOPIB Yy BH3HAYEHHI MOJI
opranizaniif. CTpiMKuii po3BUTOK LU(POBi3alii ClIOHyKae opraHizamii 0 po3poOKu MepeoBUX CTpaTerii
LIO0 MiJBHUIIEHHS KOHKYPEHTOCIPOMOXKHOCTI Ta 30UIBLICHHS YacCTKH PUHKY 332 PaxyHOK BHKOPHCTAHHS
noTeHIiany nu@poBOro KOHTEHTY Ta PO3LIMPEHHS HU(POBUX MOXKIMBOCTEH. ABTOPOM 3a3HAuCHO, MIO
OCTaHHIM YacOM OpraHi3aiii OTpHMaad JOCTYN 10 HHM3KM HU(POBUX 3ac00iB MacoBoi iHgopmarii. Lle
JI03BOJISIE TM CTBOPUTH BJIACHUHM OpeHJ, OXONMUTH HUTFOBUX KIIIEHTIB Ta YTPUMYBATH iX, a TAKOXK MPOCYBATH
cBoi mpoayktu. Ll poBi Meia cTamu CripaBKHLOIO PEBOIIOIIEI0 Ta BUMATAOTh B/l OpraHi3alliid J0OaTKOBUX
iHBeCTHIIIH y 1X po3BUTOK. B OCHOBI JaHOTO MOCTiIKEHHS JIC)KHUTh METa BH3HAUMTH: 1) BILUTUB IHPPOBOTO
KOHTEHTY-MapKeTHHIY Ta MOMJIMBOCTEH IM(POBOr0 MapKETHHIy Ha Horo e(exkTHBHICTh; 2) BIUIMB
e()eKTUBHOCTI ITU(POBOTO MAPKETHHTY HA JIOSIBHICTh KIIEHTIB. J[sl MOCSATHEHHS MOCTaBIIEHOI METH OYyIJIO
TIPOBE/ICHO aHKeTyBaHHs 187 KilieHTiB oHmaiiH-pecTopanis Mopnanii. EMmipuuse K0CTiKeHHS POBEIEHO
32 JIOMOMOTOI0 MOJICIIOBAHHS CTPYKTYPHUX DIBHSHB, sIKi OyJIO 3aCTOCOBAHO JJisi TEPEBIPKU TilOTE3
JOCHI/DKEHHs. 3a OTpPUMaHHMHU pe3yJbTaTaMH BCTAHOBIEHO, MO0 NH(POBUII KOHTEHT-MAapKETHHT 1
MOJJIMBOCTI TUPPOBOTO MAPKETUHTY MAIOTh 3HAYHHUI BIUTMB HA e()eKTHBHICTH IIM(YPOBOrO MapKeTHHTy. J{o
TOTO, €PEKTUBHICTh MUPPOBOTO MAPKETHHTY CYTTEBO BILTUBAE HA JIOSUTbHICTH KITI€HTIB OHJIAWH-PECTOPAHIB B
Wopnawii. Pe3yabTaTé 1OCITiKEHHS AI0Th MiJCTABU CTBEPKYBATH, IO JUIS 3a0€3M1EUEHHS TO3HTHBHOIO
BILTUBY TU(PPOBOTO MAPKETHHTY Ha JIOSUIBHICTD KITIEHTIB, OpraHi3allisM CIIif TPUIUIATH OUTbIIe YBard TAKUM
KPpUTUYHUM (akTopaMm, fK HUGPOBUI KOHTEHT Ta LUGPOBI MOMNJIIMBOCTI. Y CTaTTi 3a3HAYCHO, IO
MEPCHEKTUBHUM HAIPSIMKOM TOAAJbIIMX AOCHIIKeHb € BHUBYEHHS OLIBLIOI KiIbKOCTI (hakTopiB, sIKi
BIUIMBAalOTh Ha €(EeKTUBHICTh LU(PPOBOrO MapKeTHHTY. Pe3ynpTaTd AOCHiKeHHS 1H(OPMYIOTbH
MapKeTOJIOTIB, IO JIOSUIBHICTh KIIE€HTIB B €moXy IudpoBizalii 3aleKUTh BiJl 34aTHOCTI CTBOPIOBATH,
nepeaBaTé Ta JOCTaBISATH NU(POBUI KOHTEHT 3a JAOTIOMOTO0 IU(PoBUX TexHONOoTiH. CyTTeBe 3HAYCHHS
MaIOTh SIKICTh ITU(PPOBOTO KOHTCHTY Ta MOKIMBOCTI, Ki 3a0€3M1eUyIOTh IIIHHICTh IS KIIIE€HTIB.

Kuro4doBi cioBa: mudpoBrii KOHTEHT-MapKETUHT, MOYKJIMBOCTI IU(PPOBOTO MapKETHHTY, €PEKTUBHICTh
1M (POBOrO MAPKETHHTY, JIOSUTBHICTS KiTieHTiB, Mopaamis.
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