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Abstract

This study aims to explore the impact of e-marketing on the mutual relationships between
customers and brands via social media, with a focus on how to enhance interaction, trust and
loyalty, A quantitative research methodology was used based on an electronic questionnaire
distributed to a sample of 150 participants, including consumers, e-marketing professionals
and academic experts, The data was analyzed using statistical tools such as Cronbach'’s alpha
coefficient and exploratory factor analysis to ensure the reliability and validity of the results™.
"The results showed that active interaction with customers via social media significantly
enhances their satisfaction, with a satisfaction rate of 85% among participants who reported
high interaction, The results also showed that trust plays a pivotal role in enhancing customer
loyalty, with loyalty reaching 90% among participants who reported high trust in the brand
In addition, the study confirmed that the speed of response to customer inquiries is a key
factor in improving their experience, with a satisfaction rate of 88% among participants who
received a quick response, This study provides valuable insights for companies seeking to
improve their social media marketing strategies, highlighting challenges related to privacy
and data management, It also offers practical recommendations for enhancing engagement,
trust, and loyalty between brands and customers in the rapidly evolving digital environment™.

Keywords: "E-marketing, social media, customer engagement, trust, loyalty, customer
satisfaction™".

Introduction

Understanding how e-marketing impacts the relationships between customers and businesses
is more important than ever, especially in light of the rapid advancement of digital technology
and the increasing reliance on social media as the primary channel of communication between
the two, Recent statistics show that over 4.6 billion individuals use social media worldwide,
making it an essential tool for companies trying to increase their online presence and build
long-lasting relationships with their customers (Datar portal, 2023), E-marketing strategies
like influencer

Given the increasing competitiveness in the digital market, marketing and user-generated
content have emerged as crucial tools for achieving engagement and loyalty (Chaffey & Ellis-
Chadwick, 2023), Therefore, this study stands out as a key contribution to our understanding
of how these tools may be utilized to improve connections between businesses and consumers,
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especially in light of the challenges associated with privacy, authenticity, and data
management .
The rapid advancement of digital technology, particularly on social media, has altered the
nature of consumer connections, Electronic marketing, or e-marketing, is the practice of
promoting goods and services through digital tools and platforms. It is now a crucial strategy
for businesses trying to build and maintain strong bonds with their customers, Through the
facilitation of real-time exchanges, individualized information, and user interaction, e-
marketing has increased the dynamic and interactive nature of traditional communication
channels (Nguyen et al., 2025).
Nowadays, social media platforms like Facebook, Instagram, and LinkedIn are crucial tools
for boosting brand exposure and fostering customer loyalty, These platforms let businesses to
communicate with customers through a variety of strategies, including influencer marketing,
user-generated content (UGC), and targeted advertising. Studies show that these strategies not
only increase customer happiness but also cultivate trust and loyalty, two qualities that are
essential for the longevity of long-term partnerships (Rabbani Mohammadiyeh et al., 202),
(Souki et al., 2025).

One of the main features of e-marketing is its ability to personalize messaging. Brands may
improve the relevance and impact of interactions by providing tailored content based on user
behavior and interests, For example, data-driven marketing strategies let businesses target
specific customer segments, boosting engagement and conversion rates (Correia et al., 2025).
Furthermore, social media platforms facilitate direct feedback loops, which improve
connections by allowing companies to quickly resolve customer issues (Jiang et al., 2025).

Adoption of e-marketing is not without challenges, though. Issues like maintaining
authenticity, responding to consumer input, and managing privacy concerns remain
significant obstacles for businesses Transparency in communication and the ethical use of
customer data are crucial for overcoming these challenges and fostering trus (Astania &
Azhar, 2025).

It is impossible to overstate the importance of analytics in e-marketing. Businesses may better
analyze consumer behavior and improve their marketing tactics with the help of advanced
analytics technologies, Businesses can forecast client needs, increase the efficacy of
campaigns, and improve the overall customer experience by utilizing data insights . (Chen et
al., 2025).

To sum up, social media e-marketing has completely changed how companies communicate
with their clientele, Its significance in contemporary corporate operations is highlighted by its
capacity to promote involvement, trust, and loyalty, The purpose of this study is to investigate
how e-marketing tactics affect client relationships, with an emphasis on their efficacy,
difficulties, and prospects in a quickly changing digital environment .

E-Marketing: Its Concept and Importance:

E-Marketing Concept

E-marketing is the activity of promoting products and services via digital platforms and
channels, like the Internet and social media, This type of marketing aims to improve
relationships with customers and foster loyalty through targeted strategies. According to
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Chaffey & Ellis-Chadwick (2020), e-marketing includes a variety of strategies such as search

engine optimization (SEO), digital advertising, and email marketing.

E-marketing is the practice of promoting goods and services through digital channels and

technology, including email, social media, and the internet, To accomplish successful

marketing objectives, this kind of marketing depends on data analysis and an awareness of
consumer behavior (Chaffey & Ellis-Chadwick, 2019) .

E-marketing is the process of planning and executing marketing campaigns on digital

platforms to engage the target audience and build long-lasting relationships with customers,

This includes the use of technology such as search engine optimization (SEO), paid
advertising, and content marketing (Kotler et al., 2021).

E-marketing is a marketing strategy that makes use of modern technology to communicate
with potential customers in the right way and at the right time, This involves using big data
analysis and artificial intelligence to improve results and customize marketing campaigns

(Hollensen, 2020).

Dimensions of e-marketing

1. Social Media Marketing:

This type of e-marketing is regarded as one of the most effective since it enables direct
communication with clients via Facebook and Instagram . (Nguyen et al., 2025)

2. Search engine optimization, or SEO:
SEO makes websites look better in search results, which increases user accessibility
(Chaffey & Ellis-Chadwick, 2020) .

3. Email Marketing:
It is employed to make tailored offers, which boosts client loyalty . (Correia & Sousa, 2025)

4. Digital Advertising:
Comprises sponsored search engine and social media advertising that aids in audience
targeting . (Nguyen et al., 2025)

Characteristics of E-Marketing

> Personalization:

Customers can receive personalized marketing messages from e-marketing depending on
their information and actions .(Correia & Sousa, 2025).

> Interaction:
facilitates direct communication between the brand and its clientele, strengthening the two-
way relationship . (Rabbani Mohammadiyeh et al., 2025)

Cost-effective:

- When compared to traditional marketing, it is a cost-effective way to reach a worldwide
audience . (Chaffey & Ellis-Chadwick, 2020)
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> Measurement and analysis:
Using data, you may measure and enhance campaign success with tools like Google
Analytics . (Souki et al., 2025)

The impact of artificial intelligence on e-marketing:

Artificial Intelligence (Al) has become a crucial element in augmenting e-marketing
endeavors due to its ability to analyze enormous amounts of data in order to understand
consumer behavior and forecast their future needs, According to Davenport et al, (2020), Al
helps with accurately customizing marketing efforts, increasing the effectiveness of targeted
marketing, For example, companies use Al algorithms to analyze customer data and provide
personalized recommendations, increasing customer satisfaction and conversion rates .

Big data analysis in e-marketing:

Big data analysis, or big data analytics, is essential to comprehending customer behavior and
improving their digital experiences, According to a study by Chen et al, (2021), big data
research can provide helpful insights into consumer preferences and buying habits, enabling
organizations to generate more successful marketing campaigns. For example, data analysis
can reveal trends in the sector, allowing businesses to quickly adapt to changes in customer
demand .

Influencer Marketing and Al:

Influencer marketing has become more effective because to Al, which allows companies to
identify relevant influencers by analyzing audience data, According to Nguyen et al, (2022),
using Al to select influencers increases the likelihood that marketing initiatives will be
successful by selecting influencers whose audience is similar to the target demographic for
the company .

Challenges of using Al and big data analysis:

Notwithstanding the enormous advantages that artificial intelligence and big data analysis
offer, privacy and security issues still exist, According to Smith et al, (2023), businesses must
have open policies to safeguard customer data because the gathering and use of big data may
give rise to privacy problems .

Importance of e-marketing
v Global reach:
E-marketing makes it simple to reach a worldwide audience. (Nguyen et al., 2025)

v Building long-term relationships:

Through consistent engagement and efficient communication, it helps to increase client
loyalty . (Rabbani Mohammadiyeh et al, 2025)
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v Effective targeting:
It enables companies to customize their advertising messages based on customer behavior and
interests. (Correia & Sousa, 2025)

v Adaptation to technology:
It helps companies stay competitive in the face of rapid developments. (Astania & Azhar,
2025)

Challenges in e-marketing
o Rapid change in technology:
It requires keeping up with the latest trends and innovations. (Jiang et al., 2025)

. Data management:
Privacy laws make data collection and use more complex. (Chen et al., 2025)

o Ethical Challenges:
Over-reliance on data may reduce human creativity. (Correia & Sousa, 2025)

Future Trends in E-Marketing
Using Artificial Intelligence:
Helps improve predictions and design personalized marketing campaigns. (Chen et al., 2025)

<> Video Marketing:
Video is one of the most engaging forms of content for customers. (Nguyen et al., 2025)

<> Virtual and Augmented Reality:
Provides an immersive experience for customers, which helps enhance their connection to
products. (Astania & Azhar, 2025)

X Sustainable Marketing:
Focus on promoting social responsibility and sustainability in marketing campaigns. (Souki
et al., 2025)

Social Media as a Relationship-Building Tool:

Social media platforms, such as Facebook, Instagram, and LinkedIn, serve as vital tools for
fostering relationships between businesses and their customers. These platforms enable real-
time communication, allowing brands to respond to customer inquiries, feedback, and
complaints effectively.

« Personalized Interactions: Brands may send customized messages based on user choices
and behavior thanks to social media, which increases customer loyalty and confidence .
(Rabbani Mohammadiyeh et al, 2025).
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« Community Building: Platforms make it easier to establish online communities where
consumers can interact with the brand, exchange experiences, and write reviews,
strengthening their sense of community . (Correia et al., 2025).

Customer Engagement and Satisfaction
Fostering consumer involvement is the major goal of e-marketing tactics since it is essential
to preserving strong client relationships. Among the engagement tactics are:

1- User-Generated Content (UGC): Getting consumers to produce and distribute brand-
related content increases brand authenticity and fosters trust . (Theodoridis, 2025).

2- Influencer Marketing: Working with social media influencers enables brands to build
trust and reach new consumers . (Nguyen et al, 2025).

3- Interactive Content: Live videos, polls, and quizzes encourage involvement and
strengthen relationships with customers . (Souki et al, 2025).

Challenges in E-Marketing for Customer Relationships

Even while e-marketing offers a lot of chances to cultivate relationships, companies still have
to deal with issues such:

1. Maintaining Authenticity: Trust can be damaged by using generic information and
automated responses excessively .

2. Managing Negative Feedback: Customer complaints that are made public need prompt
and efficient resolution techniques .

3. Overcoming Privacy Concerns: Maintaining customer trust requires protecting user
privacy and ensuring data security. (Jiang et al, 2025).

The Role of Trust and Loyalty

Trust is a cornerstone of successful customer relationships. E-marketing can enhance trust by:
1. Transparency in Communication: Clearly conveying information about products,
services, and policies.

2. Consistent Brand Voice: Maintaining a consistent and genuine tone across all digital
channels.

3. Customer-Centric Policies: Addressing individual needs and resolving issues promptly
fosters loyalty and repeat engagement (Astania & Azhar, 2025).

Impact of Analytics in Enhancing Relationships

Data analytics play a critical role in understanding customer behavior and preferences. By
leveraging analytics tools, businesses can:

« Identify trends in customer interactions.

« Predict future behaviors and preferences.

« Personalize marketing campaigns to enhance relevance and impact (Chen et al., 2025).
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Importance of Research

Electronic marketing is one of the most important modern tools that have changed the way
companies interact with their customers, especially in the era of rapid digital transformation.
In light of the spread of social media platforms, there is an urgent need to understand how e-
marketing affects building and maintaining relationships with customers. The importance of
the research lies in the following points:

Enhancing the relationship with customers, as e-marketing demonstrates the ability of
companies to communicate effectively with customers through personalized content and
direct interaction, which enhances their loyalty and satisfaction.

Understanding the impact of social communication, as social media contributes significantly
to shaping customers' decisions and perceptions of brands. Studying this impact provides
insights on how to improve marketing strategies.

Utilizing technology, as this research can help companies exploit digital data and analytics to
understand customer behavior and design personalized marketing campaigns.

Supporting startups by providing the research with a framework for startups seeking to
compete in the market using effective digital marketing tools.

Academic contribution, as the research adds to the scientific literature by clarifying the
relationship between e-marketing and building relationships with customers, with a focus on
social media as a key tool.

Research Problem

With the rapid development of e-marketing technologies, companies face major challenges in
how to exploit these tools to enhance customer relationships. The main problem lies in the
lack of clarity regarding:

X The effectiveness of e-marketing in improving relationships:

There is still a gap in understanding how different digital tools (such as social media, digital
advertising, and data analysis) can enhance the relationship between brands and customers.

X2 Challenges in building trust and loyalty:
Despite the potential of e-marketing, some studies show that its excessive or ill-considered
use may undermine customer trust, especially with the increasing concerns about privacy.

X Variation in use among companies:
Companies’ abilities to adopt e-marketing strategies vary due to lack of resources or skills,
which leads to a different impact on customer relationships.

X Interacting with customers via social media:

A major problem arises in how to achieve a balance between responding to customer
requirements and ensuring consistency with business values, especially on social media
platforms.
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Research Objective

The main objective is to explore how e-marketing, especially via social media, can contribute
to improving the content of the relationship between customers and companies. It also aims
to provide effective strategies to overcome the challenges associated with using these tools to
enhance trust and loyalty between the two parties.

Study Hypotheses:

Main Hypothesis:

H1: Social media e-marketing positively affects the content of customer-brand relationships.
Sub-hypotheses:

H1a: Social media affects customer engagement with the brand.

H1b: E-marketing contributes to building customer trust and enhancing their loyalty to the
brand.

Hlc: Immediate response to customer complaints via social media enhances customer
satisfaction and improves their relationship with the brand.

How to select the sample:

To guarantee that every target group is represented in the research community, the study
sample was chosen using the stratified random sampling technique, The stratified random
sample contributes to a balanced representation of the various groups in the society, which
raises the validity of the findings, claim Etikan et al, (2016), Three primary groups comprised
the research community: academic specialists, e-marketing professionals, and consumers, To
guarantee sufficient representation, participants were then chosen at random from each
category .

Sample size (150 participants):

The sample size was selected using statistical computations that took into account the size of
the research community and the required degree of confidence, According to Krejcie and
Morgan (1970), a sample size of 150 participants is considered appropriate for a research
community of 1000-1500 people since it provides a 95% confidence level and a maximum
5% margin of error, This scale ensures reliable and widely applicable results .

Sample selection criteria:

To guarantee sample representativeness, a number of standards were used, including:

Social media activity: Participants were chosen based on their frequency of social media use
and brand interactions.

E-marketing experience: Participants who had managed digital advertising campaigns for at
least two years were chosen as e-marketing professionals.

Academic experience: Participants with e-marketing research or teaching expertise were
chosen as academic experts.
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Data collection method:

To make sure it reached the intended audience, the survey was disseminated electronically
through email and social media, electronic questionnaires are a useful tool for gathering
information from sizable and varied groups, particularly in research pertaining to technology
(Dillman, et al, 2014)

Sample selection method:

To guarantee equal representation of all study community types, the stratified random
technique was employed .

To ensure that it reached the intended audience interested in electronic marketing, the
questionnaire was disseminated electronically via email and social media channels .

Appropriate sample size:

Choosing 150 participants is seen to be a suitable number to carry out statistical analyses and
produce trustworthy results, depending on the size of the study group and the resources
available .

How to design the questionnaire:

Following a careful review of the most recent studies conducted in the fields of e-marketing
and customer interactions, the questionnaire was developed. According to Fowler (2014), the
design of the questionnaire should be based on the main objectives of the study and should
cover all aspects related to the phenomenon under investigation. The questionnaire's four main
sections, each of which focused on a different area of the research, included questions on how
consumers engage with companies on social media, including how frequently they engage
and what kind of content they enjoy, In addition to focusing on building trust, the poll inquires
about factors that boost consumer trust in brands, such as communication transparency and
complaint resolution timeliness, Additionally, the topic of boosting customer loyalty was
investigated, viewpoints, closed-ended questions, such Likert scale questions, aid in statistical
analysis of data, The five-point Likert scale is the basis for .

A pilot test of the questionnaire was carried out on a small sample of 30 participants to make
sure that every facet of the study was covered, Taherdoost (2016) asserts that the pilot test
aids in determining any issues with the questions' phrasing or comprehension. Some of the
questions were changed to guarantee their accuracy and clarity in response to input from the
pilot test participants .

Validity and reliability verification:

Three professionals in the field of electronic marketing reviewed the questionnaire to confirm
its authenticity Expert assessment helps guarantee that the questions measure what they are
supposed to measure (Polit and Beck, 2017), To further guarantee the questionnaire's
reliability, the Cronbach's alpha coefficient was computed; the total coefficient came to 0.86,
suggesting a good degree of reliability .
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Hypothetical results for Cronbach's alpha:

Topic Number of Questions Cronbach's Alpha
Customer Interaction 5 0.82
Building Trust 7 0.85
Enhancing Loyalty 8 0.88
Total 20 0.86

Interpretation of results:

If the Cronbach's alpha value is:

0.70 - 0.79: acceptable.

0.80 - 0.89: good.

0.90 or more: excellent.

Thus, the survey instrument in this example is reliable because it achieves an overall
Cronbach's alpha coefficient = 0.86, indicating a high level of reliability.

2. Validity

Validity refers to the extent to which the survey instrument measures the phenomenon or
concept it aims to measure. There are several types of validity, we will focus on:

Face Validity: The questions were reviewed by 3 experts in e-marketing to assess their clarity
and relevance to the topic. The experts confirmed that all questions reflect the objectives of
the research.

Internal Validity: The survey instrument was built based on a review of recent scientific
literature and ensuring the comprehensiveness of the various axes (interaction, trust, loyalty).
Construct Validity: The data was analyzed using exploratory factor analysis to verify that the
questions are correctly related to their axes.

Exploratory Factor Analysis Table For Study Dimensions

Factor analysis results:

Number of factors extracted: 3 factors.

Percentage of explained variance: 68%.

Questions associated with each factor range between 0.70 - 0.85 (correlation coefficient).
Interpretation of results:

Construct validity is strong because the percentage of explained variance is more than 60%,
and the correlation coefficients are high enough to confirm that the questions are related to
their main axes.
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Interpretation of the results of the table above:
Explanatory power: The three factors together explain 68.3% of the variance in the study,

indicating that the tool explains a large proportion of the phenomenon under study.

Factor Number of Items Explained Cumulative Factor  Loadings
Variance (%) Variance (%) (Range)

Customer 5 24.5 24.5 0.72-0.85

Engagement

Customer Trust 7 23.7 48.2 0.70-0.88

Customer Loyalty 8 20.1 68.3 0.75-0.84

Relationship of questions to factors: The correlation coefficients for each factor fall within a
high range (0.70 - 0.88), which enhances the validity of the survey tool.

Number of questions: The questions were distributed evenly across the factors, which
supports coverage of all aspects of the study.

Conclusions

Based on the data analysis and the current study on the impact of e-marketing on the content
of customer relationships via social media, the following conclusions can be drawn:

The role of social media in building relationships: social media is an effective tool for
strengthening the relationship between brands and customers. Instant interaction and
personalized content contribute to improving the customer experience and increasing brand
loyalty.

E-marketing as a strategic component: E-marketing is changing how businesses communicate
with their clientele. Businesses might benefit from tactics like data analysis and customized
advertising in terms of fostering consumer relationships and establishing trust.

The value of direct communication: The findings demonstrated that prompt, one-on-one
communication with clients on social media improves customer satisfaction and lessens the
effect of unfavorable reviews. Instant communication improves the brand's reputation and
makes consumers want to do business with it again.

Impact of digital reviews: One of the primary elements influencing how other customers
evaluate the brand is customer reviews Supporting these reviews with e-marketing can greatly
increase brand credibility.

Challenges and Opportunities: Despite the great benefits of e-marketing, businesses face
challenges related to data management, privacy, and the ability to adapt to changes in
technology. However, continuous innovations provide solutions to improve the relationship
between brands and customers.

Results

By analyzing the data using tools such as Cronbach'’s alpha coefficient and exploratory factor
analysis, the following results were reached:
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Effectiveness of the research tool: The results showed that the survey tool has a high level of

reliability and validity, as it achieved a Cronbach's alpha coefficient = 0.86, indicating the
consistency and stability of the tool in measuring the targeted phenomenon.

Table: The relationship between social media engagement and customer satisfaction

Interaction level Number of participants | Satisfaction rate (%)
High interaction 70 85%
Medium interaction 50 65%
Low interaction 30 40%

The table shows the relationship between the level of social media engagement and customer
satisfaction. As it appears, participants who reported high engagement with brands on social
media showed a satisfaction rate of 85%, compared to 65% for those who reported average

engagement, and 40% for those who reported low engagement. These results confirm that
active engagement with customers increases their satisfaction.

Customer Satisfaction (%)|
100 | *

| * *
*
*
*
*
| * *
*
*
*
*

*

*
*
*
*
|

Low reaction

Medium reaction High reaction

Chart: Distribution of engagement levels and customer satisfaction
The graph shows the positive relationship between the level of social media engagement and

customer satisfaction. The higher the level of engagement, the higher the satisfaction.
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Table: The impact of trust on customer loyalty
Trust Level T Number of Participants | Loyalty Rate (%)
High confidence 80 90%
Medium confidence 40 603
Low confidence 30 30%

The table shows that trust plays a pivotal role in driving customer loyalty. Participants who

reported high brand trust showed a loyalty rate of 90%, compared to 60% for those who
reported medium trust, and 30% for those who reported low trust.

Customer Loyalty (%))|
100 | *
*
*
*
*
*
*
*
*
*
*

Low confidence Medium confidence

High confidence

Chart: Distribution of customer trust and loyalty levels

The graph shows the strong relationship between the level of trust in a brand and customer
loyalty. The higher the trust, the higher the loyalty.

Table: Impact of rapid response on customer satisfaction
Response speed Number of participants Satisfaction rate (%)
Fast response (less than an 60 88%
hour)
Moderate response (1-3 hours) 50 70%
Slow response (more than 3 40 50%
hours)
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The table shows that the speed of response to customer inquiries greatly affects their

satisfaction. Participants who received a quick response (less than an hour) showed a

satisfaction rate of 88%, compared to 70% for those who received an average response, and
50% for those who received a slow response.

Customer Satisfaction (%)|

100 | *
| * *
| * *
| * *
| * *
| * *
| * *
| * *
| * *
| * *
| * *
| * *
| * *

*

*

Slow response

Medium response Fast response

Chart: Distribution of response speed and customer satisfaction

The impact of e-marketing on interaction:

The results showed that social media contributes significantly to improving customer
interaction with the brand.

Active interaction through personalized content strengthened customer attachment to the
brand.

Building trust and loyalty:

It was found that trust increases with increased transparency and rapid response to customer
complaints.

Strategies that rely on improving the digital customer experience contributed to enhancing
long-term loyalty.
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The role of privacy and security:

Privacy and security are two major factors that affect customer trust, which calls for the
development of strategies that preserve data and protect customers from digital threats.
Interpretation of quantitative data: Factor analysis showed that three main dimensions explain
68.3% of the variance in the data:

Interaction with customers<Brand trust <Long-term loyalty.
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