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Abstract 

This study analyzes important elements including ease, trust, transparency, and customisation to look at 

how digital marketing affects customer happiness. Through the use of structured surveys, the study draws 

attention to the positive and negative aspects of digital marketing, such as increased accessibility and 

participation as well as worries about intrusive advertising and data protection. Age affects online 

shopping behaviour, according to statistical data, highlighting the necessity of focused tactics. According 

to the study's findings, companies should prioritize interactive content, ethical data handling, and 

personalization in order to increase consumer happiness and cultivate enduring loyalty in the cutthroat 

digital market. 
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Introduction  

Digital marketing has completely changed how companies communicate with their customers by using 

digital platforms like email, social media, search engines, and content marketing to produce engaging and 

customized experiences. Since the success of digital marketing initiatives depends heavily on customer 

happiness, it is critical to comprehend the elements that affect consumer interactions and perceptions. This 

study examines important factors that influence customer happiness in the digital sphere, including 
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convenience, transparency, trust, and customisation. In an increasingly competitive online environment, 

the research seeks to offer insights that assist organizations in improving engagement, honing their digital 

marketing tactics, and creating enduring customer connections by examining consumer responses and 

behaviours. 

Objectives:  

 To provide recommendations for businesses to enhance their digital marketing efforts and improve 

customer satisfaction. 

 To identify the key factors influencing customer satisfaction, including personalization, relevance, 

trust, transparency, and data privacy. 

 To examine the effectiveness of different digital marketing strategies in influencing customer 

decision-making. 

 To assess the role of trust and transparency in shaping customer perceptions of digital marketing. 

 To analyze customer preferences regarding data privacy and personalized advertising in digital 

marketing. 

Review of Literature 

1. Singh, A., & Kaur, M. (2022): "Social Media Marketing and Its Influence on Customer Satisfaction in 

India" This research investigates the impact of social media marketing on customer satisfaction. It 

reveals that interactive posts, timely responses, and engaging campaigns on platforms like Instagram 

and Facebook significantly boost customer satisfaction.  

2. Anderson, E., & Park, S. (2023): "The Influence of Mobile Marketing on Customer Satisfaction" This 

research investigates how mobile-friendly content and applications affect customer satisfaction. The 

study found that seamless user experiences and targeted mobile ads significantly enhance satisfaction 

levels.  

3. Thomas, R., & Patel, S. (2023): "Consumer Perceptions of AI-Powered Digital Marketing Tools" The 

study examines customer reactions to AI-driven chatbots and recommendation systems in digital 

marketing. Results show that customers appreciate quick, personalized assistance, which improves 

satisfaction and brand trust. 

Customer Satisfaction towards Digital Marketing 

As companies use online platforms like social media, email marketing, search engines, and content 

marketing to interact with customers, customer happiness is a crucial factor in determining success in 

digital marketing. Customer experiences are greatly impacted by elements including ease, trust, 

transparency, personalization, and data privacy. While too many or irrelevant ads can cause digital fatigue, 

personalized ads and tailored suggestions increase engagement. Credibility and trust are increased when 

marketing strategies are transparent, even when it comes to pricing and data usage. Overall customer 
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happiness is also influenced by the simplicity of information availability, smooth online transactions, and 

prompt customer service. 

But issues like commercial saturation, privacy issues, and differing customer trust levels continue to exist. 

The necessity for ethical data processing is highlighted by the fact that while some customers value 

personalized content, others find it intrusive. Businesses must improve their digital marketing strategies by 

prioritizing customer-centric methods, increasing ad relevancy, and guaranteeing transparency in order to 

increase customer happiness. Businesses may increase engagement, boost brand loyalty, and succeed over 

the long run in the cutthroat digital market by attending to these issues and satisfying customer 

expectations. 

Data Analysis 

1. Percentage Analysis of Engagement with Digital Marketing Platforms 

Email marketing is the most popular digital marketing medium, with 43.3% of respondents using it, 

followed by social media (40.0%), according to the survey. Conversely, lesser interaction was seen with 

content marketing (5.8%) and search engine ads (10.8%). This suggests that firms should keep using 

personalized email campaigns to sustain engagement and customer satisfaction as email marketing 

continues to be a dominating channel for consumer connection. 

S. No Digital Marketing 

Platform 

No. of 

Respondents 

Percentage (%) 

1 Social media  48 40.0 

2 Email marketing  52 43.3 

3 Search engine  13 10.8 

4 Content marketing  7 5.8 

Total 100 100 % 

(Primary Data) 

2. Correlation Analysis: Digital Marketing Purchase Frequency vs. Income Level 

A very slight negative association (r = -0.011) was found when monthly income and purchase frequency 

based on digital marketing promotions were correlated. The link is not statistically significant since the p-

value (0.906) was significantly greater than the conventional significance level (0.05). This implies that 

wealth level has no bearing on the frequency with which people buy goods affected by digital marketing, 

suggesting that other elements such as relevance, ease, and trust may be more important in influencing 

consumer choices. 
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Monthly Income Pearson Correlation 1 -0.011 

Sig. (2-tailed)  0.906 

N 120 120 
How  often  do  you Pearson Correlation -0.011 1 
purchase a product    

based on digital 
   

Sig. (2-tailed) 0.906  
marketing promotions 

 N 120 120 

(Primary Data) 

4. Age vs Use of Digital Marketing Platforms: A Chi-Square Test 

Age group and the use of digital marketing platforms were found to be statistically significantly 

correlated by the chi-square test (p-value = 0.001). According to the analysis, This emphasizes the 

necessity of age-specific marketing plans, with companies concentrating on SEO-driven tactics for 

senior customers and social media interaction for younger audiences. 

Findings & Suggestions 

Findings 

 Engagement with Digital Marketing Platforms: Search engine ads (10.8%) and content marketing 

(5.8%) have lesser engagement than email marketing (43.3%), which is the most engaged channel. 

Social media (40.0%) comes in second. 

 Customer Interaction with Digital Ads: Of the respondents, just 14.2% interact with digital ads on 

a daily basis, while 33.3% do so infrequently. This suggests that ad targeting and relevancy need to 

be improved. 

 Influence of Digital Marketing on Purchases: Although 29.2% of respondents claim that digital 

marketing has a considerable impact on their purchases, 45.8% claim that it only occasionally 

affects them, indicating that other criteria such as convenience and trust are also important. 

 Trust in Digital advertisements: From survey questionnaire, 40% fully trust digital commercials, 

but 28.3% do not trust them at all. This indicates that marketing campaigns need to be more 

transparent and credible. 

 Relevance of Personalized Ads: According to 54.16% of respondents, personalized ads are 

irrelevant. This suggests that companies should improve their targeting tactics to better suit the 

interests of their target audience. 

 Important Factors Driving Engagement: The most engaging marketing technique is interactive 

content (43.3%), followed by product reviews (25.0%). Brand reputation (14.2%) and discounts 

(17.5%) are less important drivers. 
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 The influence of demographics on digital marketing Age and the frequency of online buying were 

found to be significantly correlated by the chi-square analysis (p-value = 0.001), suggesting that 

younger consumers (18–35 years old) use digital marketing platforms more frequently. However, 

the frequency of shopping is not substantially influenced by occupation (p-value = 0.0858). 

 

Suggestions 

 

 Improve Personalization: Businesses can leverage cutting-edge AI and machine learning to 

enhance ad targeting and content recommendations, as a sizable portion of consumers find 

personalized ads useless. 

 Optimize Ad Relevance and Frequency: Companies should use frequency capping and improved 

segmentation to lessen ad fatigue and boost engagement, as 33.3% of respondents said they seldom 

ever interact with digital ads. 

 Boost Transparency and Trust: In order to establish credibility, organizations need to concentrate 

on ethical marketing strategies, transparent communication, and validated customer testimonials, 

as 28.3% of customers do not trust digital advertisements. 

 Leverage Interactive Content: Businesses should use videos, quizzes, polls, and live streams to 

draw in customers, since 43.3% of respondents said that interactive content is the most engaging. 

 

Conclusion 

Consumer experiences are shaped by personalization, trust, transparency, and relevance, according to a 

survey on customer satisfaction with digital marketing. Despite the widespread usage of channels like 

social media and email marketing, many consumers find digital advertisements to be overwhelming and 

irrelevant; 54.16% of respondents say that targeted ads do not match their interests. Furthermore, only 

40% of people completely trust digital ads, highlighting the need for more openness. Additionally, the 

study discovered that interactive content (43.3%) is the most engaging marketing tactic, and 29.2% of 

respondents believe digital marketing has a major impact on their purchases. According to statistical 

analysis, occupation has no effect on online buying behavior, but age does (p-value = 0.001). 
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