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Abstract

This study aims to investigate the mediating role of customer loyalty on the
effect of digital content marketing strategy on customer purchase intention in
Palestinian services SMEs. By using advanced statistical methods. It relied on the
quantitative method in answering study questions and testing hypotheses. This study's
population was all individuals from digital channel users in Palestine who were willing
and able to answer the questionnaire. And the sampling method was (convenience) non-
random sampling, and the size was (385) participants. Data were collected using a
questionnaire, the primary method for collecting data.

This study supports that customer loyalty plays a significant role in the impact of
digital content marketing strategy dimensions on customer purchase intentions in the
Palestinian services SMEs.

In the end, many recommendations to improve digital content marketing strategy are
provided for marketers and decision-makers, including: they have to improve their digital
content marketing strategy continuously to include its dimensions like: entertaining content,
informational content, content related to social interaction and subjective norms, and content
that reflects self-expression. Also, service providers consider the steps of purchase intention in

their minds when they are creating their strategy.
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Chapter One:

Introduction

1.1. Background

In 1996, Bill Gates famous saying “Content is King” quoted and today it
inspired curiosity to dive deep on this study. It was the brainwave to understand how a
specific, strong, unique, well-organized type of information could be the most critical
step in the whole purchase decision process. Today both the easy access to the internet,
and the widespread of smartphones, have increased customers’ interest in digital
content. They consider the internet as the primary source of information, and they need
to find everything they want to know there. So, it has become essential for marketers to
keep pace with the trend and smartly get the maximum advantage of it and convert the
potential customers into customers (Yazgan-Pektas and Hassan, 2020).

According to Vinerean (2017), marketers started using digital content marketing
(DCM), considered it the most vital element in the digital marketing field, and used it to
engage, interact, convert, and remind customers of their products and brands. To do so,
they include different forms and types of it in their marketing strategy, such as text,
images, videos, email marketing, webinars, infographics, user-generated content and
others to bring value to them. Moreover, they started improving it’s features which
could help to increase customers’ satisfaction levels, and maintain their relationship to
be long-term by enhancing their general content, brand education, financial benefit,
recommendation, etc... (Khandelwal et al., 2018).

According to Erlangga et al. (2021), this strategy plays a significant role in

affecting customer purchase intention (PI). That means it could affect companies’



profitability which is the main goal for any business. This study and by taking into
consideration uses and gratification theory dimensions: content information, content
entertainment, social interaction, and self-expression, and a dimension of behavioral
theory dimensions: subjective norms, aims to find the main elements that affect
customer behavior in the Palestinian services SMEs and how could customer loyalty
change this relationship.

Here in Palestine, companies are using digital channels -especially social media
platforms, but there are no studies about DCM. So, this study aims to identify how the
Palestinian services SMEs could use the DCM strategy to keep pace with the
digitalization explosion and communicate data in the best way. Moreover, this study
analyzes to what extent this strategy affects customer purchase intention and customer

loyalty.

1.2. Statement of the Problem

DCM process goes beyond selling, it aims to influence customers behavior by
communicating with them in the right way. Therefore, this process is vital for
companies to affect customers purchase intention.

This study investigates the impact of DCM strategy on customer purchase
intention in Palestinian services SMEs by assessing the role of customer loyalty as a
mediating factor, using related theories, which are uses and gratification and behavioral
theory, in order to take into consideration the dimensions of DCM strategy (content
entertainment, content information, social interaction and subjective norms, and self-

expression).



Thus, it aims to analyze the gap between the DCM strategy and the purchase
intention in the Palestinian SMEs to find the key reasons that could help services SMEs
match and exceed their customers’ expectations on digital channels. Also, it’s the first
study that analyzes the relationship between the variables here in Palestine, and one of
the leading studies in general who studies the mediating role of customer loyalty.

It’s important to study this topic, and the relationship so many people can benefit
from this study: at first, all marketing departments in the SMEs that provide services to
improve their digital marketing content to match their targeted audience’s information
needs and help them make a purchase decision. Secondly, it helps the decision-makers
in these companies to add this strategy to their plans. And finally, it’s a starting point for
future studies and help other researchers to start over the results. The importance of this
study comes from the importance of the digital marketing concept, as recently it has

become at the top of marketing strategies and tools.

1.3. Significance of the Study

This study helps examine effective DCM dimensions that aids and encourages
SMEs, especially those that provide services, to use this strategy to give value to gain
customers’ trust and build long-term relationships that enhance profitability.

Customer loyalty role is also tested as a mediator factor to understand how it
affects the purchase intention through this strategy. Moreover, it’s one of the first
studies that analyzes the relationship between DCM and Purchase intentions along with
customer loyalty in the Palestinian market. It’s imperative to focus on the Palestinian
SMEs because of their significant role in the economy as it’s the most prominent sector

here in Palestine, with a percentage about 92% - 93%. (Diek & Jawabra, 2020)



After reviewing multiple kinds of research related to the topic:

Febrian & Bangsawan (2021), recommended future research to study the effect
of DCM on purchase intentions. Also, Milhinhos (2015) recommended that further
studies should be done because of the unique nature of content marketing and the
limited research in this area. Moreover, another study stated that DCM significantly
affects customer purchase intentions, purchase behavior, and trust. (Sethna, Hazari &
Bergiel, 2017). On the other side, Malthouse, Calder, Kim & Vandenbosch (2016),
discussed much evidence about user-generated content and purchase intention and
concluded that DCM has no influence on customer behavior and sees it as just a
reminder.

So, it’s essential to study this topic in order to fill this gap and examine the
relationship between DCM strategy and customer purchase intention here in Palestine.

But to make an addition, this study tests customer loyalty as a mediator.

1.4. Study Objectives
The main objective of this study is to examine the mediating role of customer
loyalty in the impact of DCM strategy on purchase intention in the Palestinian services
SMEs. The main objective of this study is divided into the following sub-objectives:
e To identify the degree of digital content marketing dimensions in Palestinian
services SMEs.
e To identify the degree of purchase intention in Palestinian services SMEs.

e To identify the degree of customer loyalty in Palestinian services SMEs.



e The measure of the relationship between digital content marketing strategy
dimensions, purchase intention, and customer loyalty in Palestinian services

SMEs.

1.5. Study Questions

This study investigates the main question of what is the impact of digital content
marketing strategy on the purchase intention of Palestinian services SMEs? And to
answer this main question, the thesis focuses on the following sub-questions:
Study Question 1: What is the degree of digital content marketing strategy in the
Palestinian services SMES?
Study Question 2: What is the degree of customer loyalty in the Palestinian services
SMEs?
Study Question 3: What is the degree of customer purchase intentions in the

Palestinian services SMES?

1.6. Study Hypotheses

Hypothesis 1: Digital content marketing strategy, customer loyalty, and customer
purchase intentions are correlated to each other in the Palestinian services SMEs.
Hypothesis 2: Customer loyalty plays a significant role in the impact of digital content
marketing strategy dimensions on customer purchase intentions in the Palestinian

services SMEs.



1.7. Study Structure

This study is presented in five chapters. Having outlined the contents of it in the
first chapter, and mentioned the aim, objectives, study problem, hypothesis, questions
and the significance of it. Chapter two discusses the literature review which contains
what other researcher found, where they stopped and the gap that this research
addresses. Chapter three discusses the conceptual model methodology, and it contains
the methods of collecting and analyzing data, the study instrument and how it built and
its validity and reliability, the design of this study, sampling method, population and
sample size and data analysis method. Chapters four presents an analysis of the
collected data and findings. The final chapter concludes this research, give practical
implementations, list the limitations that the researcher face, and give future

recommendations.



Chapter Two:

Literature Review

3.1. Summary of Literature Review:

This study investigates the mediating role of customer loyalty in the impact of
digital content marketing strategy on consumer purchase intention in Palestinian
services SMEs, reporting on the main findings in the literature. It is, therefore, divided
into five main parts: (1) DCM: the concept, its importance, and strategies, (2) PI:
concept, significance, and dimensions, (3) CL, (4) UGT, and (5) Palestinian SMEs.

This chapter also explains the theoretical framework that explains the UGT
aspects. Also, the empirical structure includes evidence from literature and studies on
the concept and dimensions of DCM. An in-depth summary of the information at the

end of the review provides a recap of this literature review.

3.2. Theoretical literature review:
3.2.1. The Concept of Digital Marketing

First, what is marketing in general? Marketing is “The process by which
companies create value for customers and build strong customer relationships in order
to capture value from customers in return” (Kotler & Armstrong, 2010:29). Marketers
and companies must find a way to execute marketing activities to communicate value,
satisfy customers’ requirements, and attract attention. They also must keep their actions
and methods updated to stay in the intense competition (Kee & Yazdanifard, 2015;

Yazgan-Pektas & Hassan, 2020).



In recent years, due to the current digital era and the limitations in the
communication of the traditional tools, marketing has changed from traditional to digital
in many companies, bringing enormous opportunities for them (Baltes, 2015; Febrian et
al., 2021; Kee & Yazdanifard, 2015).

The era of mobile internet played a significant role in this change. When people
had fixed internet access, they used their desktops or laptops to explore job-related
things or search for formal things. But today, by using mobiles to explore the internet,
their attitude changed, and they started searching for life-related content and interacting
with other users; they became 24 hours audience (Bu et al., 2020) .That was supported
by the trend of digital marketing and social media. According to Chaffey (2015), digital
marketing means using technology to match customers’ needs by improving their
knowledge.

However, social media it’s a form of electronic communication. Using it, people
can make online communities and share content like information, ideas, personal
messages, videos, and photos. Marketers exploit social media and use it for marketing
purposes because of the vast advantages offered by social media platforms (Social
Media Dictionary). These trends expose users to a massive number of information and
products/services and give them the ability to compare things head-to-head easier than
ever (Khandelwal et al., 2018; Yazgan Pektas & Hassan, 2020).

Moreover, it made consumers’ access to information more accessible. It made a
more intelligent customer who understands the power and importance of knowledge and
information and how it helps to make a better purchase decision, so they start to demand
more and more and expect to be answered and entertained 24/7 (Baltes, 2015; Kee &

Yazdanifard, 2015).



Further, these audiences know they have the right to choose the kind of
information they want to receive and whether to believe it or not (Hipwell & Reeves,
2013; as cited in Bala & Verma, 2018). Because of that, marketers had to find a way to
promote their brands and feed customers’ curiosity. To do that, they start creating
accurate and great content without any manipulation of information. This introduced a
new major trend, and it’s one of the most rapidly growing concepts in marketing which

is “Digital Content Marketing.” (Kee & Yazdanifard, 2015; Bu et al. 2020).

3.2.2. Digital Content Marketing: History and Concept

The concept of digital content marketing was introduced long ago by Koiso-
Kanttila (2010). According to Kee and Yazdanifard (2015), it’s trending in the
marketing world, as mentioned before, due to consumer behavior change and the shift in
technological aspects. Moreover, it’s a compelling marketing tactic in the digital, fast-
moving, information-driven world; consequently, many researchers defined it in many
ways.

Baltes (2015) mentioned there is no universally accepted definition of content
marketing. Other researchers defined it as the art of communicating with your customer
without selling to them but by influencing their behavior. It works on providing
consistent, ongoing, and valuable information that they need and makes them more
intelligent by improving their loyalty and satisfying their need for information
(Khandelwal et al., 2018; Febrian et al., 2021).

Rowley (2008) found out, “content marketing can be defined as a management
process where a firm identifies, analyze and satisfy customer demand to gain profit with

the use of digital content distributed through electronic channels” (p. 522).



10

Furthermore, according to Yazgan-Pektas & Hassan (2020), Kotler et al. (2018:
167) defined it as an “approach aimed at developing interesting and useful content for
the target audience to spread and have people comment on it.” In addition, the Content
Marketing Institute defined content marketing as: “the marketing and business process
for creating and distributing relevant and valuable content to attract, acquire, and engage
a clearly defined and understood target audience — with the objective of driving
profitable customer action.”

Baltes (2015) agreed with this definition and added that it’s a well-defined
content marketing strategy could attract, engage and retain an audience in the long term.
Furthermore, Barry Graubart in Content Marketing Institute defined content marketing
as an approach used by companies seeking to share contextually relevant content to
create or reinforce their brand messaging.

This concept weighted the business world, and according to Kee and
Yazdanifard (2015), enterprises gradually began to engage with the concept of DCM. It
became an integral part of their marketing plans as it brought enormous opportunities
for them. It is being practiced by all sizes and types of organizations and businesses, and
it has become the most important and critical tool for the success of digital marketing.
They started measuring companies’ communication failure and success depending on
the quality of their content, which means companies who wish to remain competitive
must rethink their marketing strategies (Baltes, 2015). Also, there is a significant
positive role of DCM on PI, which means it would help them to achieve profits
according to Nawaz & Kaldeen (2020), and increase customer loyalty as there is a

significant positive between it and customer loyalty according to Ilyas et al. (2021).
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3.2.3. Dimensions of Digital Content Marketing
Many researchers before used the uses and gratification theory and planned

behavior theory to explain the dimensions of digital content marketing as follows:

3.2.3.1. Uses and Gratification Theory

Uses and gratification are used in the context of both traditional and new media.
Previously, it has been used in the traditional media such as radio, TV, and newspaper
(Luo, Chea, & Chen, 2011; McQuail, 2010; Pai & Arnott, 2013; Tankard Jr. and James,
2000; West & Turner, 2007; as cited in Ifinedo, 2016). Later, as mentioned in the same
study, it was introduced in the context of computer-mediated communication (CMC)
technologies (Cheung & Lee, 2009; Cheung et al., 2011; Dholakia et al., 2004; Ku, Chu,
& Tseng, 2013; Luo et al., 2011).

Generally, it is considered a main theoretical approach for studying how and
why individuals utilize particular media for many decades (Plume & Slade, 2018). It
was defined as an influential sociological theory or paradigm and a main theoretical
method to study and explain individuals’ reasons, needs, and desires and understating
their motivations for using a specific media channel to satisfy particular needs. (Katz et
al., 1974 as cited in; Ifinedo, 2016 and Bu et al., 2020). Other researchers added that
people use specific channels in addition to communication because they are seeking to
fulfill particular gratification needs. (Ku, Chen, et al., 2013; as cited in Ifinedo, 2016).

Whiting & Williams (2013) agreed and mentioned that this theory gives an
understanding of social media uses by explaining why and how consumers use it, the
varied reasons that make them like using it, and its primary objective. Lariscy et al.

(2011) added in the same study that the theory mainly assumes that people review
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media that fulfill their needs and lead to ultimate gratification. Febrian et al. (2021)
added that it explains consumer motivation from functional, hedonic, and authentic
sides.

Rubin (1994), as cited in Lim & Ting (2012), agreed and added up that the
primary objective of this theory is to explain and understand people’s psychological
needs, which specify the reasons and motivations behind engaging with certain media.
Both Febrian et al. (2021), and Lim & Ting (2012), discover that this theory had five
assumptions:

1- It assumes that the active audience and media use are goal-oriented.

2- The first step in connecting the satisfaction needs for confident media choices
depends on the audience.

3- Media compete with other sources to satisfy customer needs.

4- A person has enough self-awareness of their media use, interests, and motives to
provide an accurate picture of their use.

5- The audience can only assess media content.

Many researchers studied this theory and identified many themes and factors for it:

Whiting & Williams (2013), had discussed seven themes which were: (1) social
interaction; (2) information seeking; (3) pass time; (4) entertainment; (5) relaxation; (6)
communicatory utility; (7) convenience utility; (8) expression of opinion; (9)
information sharing; and (10) surveillance/knowledge about others. Lim & Ting (2012)
used it in terms of (1) entertainment gratification; and (2) information gratification. Bu
et al. (2020) used: (1) information content; (2) entertainment content; (3) social
interaction; (4) and self-expression and considered the same four classifications in order

to study DCM in food tourism.
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However, as the interactive nature of internet users, UGT has been classified as
a very suitable theory for investigating these users (Azam, 2015; as cited in Febrian et
al., 2021). Consequently, social media marketers must use this theory to develop better
instruments and scales to measure social media platforms (Whiting & Williams, 2013),
as many researchers have used it to explain the measurement of digital content
marketing (Hollebeek and & Macky, 2019). Furthermore, Plume & Slade (2018)
mentioned that marketers could measure good digital marketing content by using this
theory, which helps understand the motivations for using social media. And according
to Maczuga (2014), as cited in Bu et al. (2020), using this theory in DCM also helps
marketers develop their brand by increasing brand awareness, attention, traffic,

engagement, sales, and so on.

3.2.3.2. Social interaction “SI”

The first dimension of UGT is social interaction. It's defined by Whiting &
Williams (2013) as using social media platforms to interact with others and
communicate with them. And this definition was proved by one of the study's main
findings: 88% of people used social media for SI. Bu et al. (2020), and according to
previous studies, proposed that SI helps transfer knowledge (Nonaka and Takeuchi,
1995), as people can easily, effectively, and efficiently share their knowledge and adopt
opinions through virtual communities (Kim et al., 2011) As digital marketing and social
media a two-way interaction between customers and brands, it facilitates knowledge
transformation and communication between them (Quinn, 2016; as cited in Bu et al.,
2020). As noted by other researchers and mentioned before, DCM helps the consumer

to understand the products and services better. Ko et al.'s (2005) scale and as cited in
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Whiting & Williams (2013), included two main factors in this dimension: meeting

people with the same interests and keeping updated with ongoing news.

3.2.3.3. Content Information “CI”

The second dimension of UGT is Cl, and it was introduced by Papacharissi and
Rubin (2000) in their research about seeking out information and internet usage. And it
means using social media to self-educate or search for information (Whiting &
Williams, 2013). Moreover, Ducoffe (1995), as cited in Febrian et al. (2021), defined it
as the degree of useful, sensible, and resourceful information that any website can
provide. Plume & Slade (2018) cited in their research that it’s the most commonly
identified gratifications of social media, and it’s defined as the search for information
and consume it as an act of learning. Moreover, one of the most important reasons for
people to go online is to search for and gather information (Maddox, 1998; as cited in
Lim & Ting, 2012), and as people’s need for more and more information is increasing
day by day, they start searching about it outside their reference groups (Hsu and Lu,
2004; as cited in Bu et al., 2021).

Social media today is one of the primary sources of information, as Whiting &
Williams (2013) found out that 80% of the respondents of their research outline that
they use social media to seek out information about products, sales, deals, events,
birthdays, parties and businesses. Haqg (2009), as cited in Lim & Ting (2012), suggested
that the customers’ perceptions of the company in general and the products/services it
provides were directly influenced by the quality of information their website offers.

In the same study, Bauer and Greyser (1968) mentioned that the main reason

people choose a specific media source is its ability to provide information. For example,
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Xiang and Gretzel (2010), as cited in Bu et al. (2021), said that users who travel seek to
collect information about their destination through social media, assisting them in
decision making. According to Chung and Han (2017), in the study of Bu, the sources
of information on social media vary, and it may be people like influencers or
organizations like service or product providers. They mentioned that people are willing
to adopt information for another group member expecting the same experience. In
addition, the demand for CI is increasing because consumers are not taking information
passively but are willing to choose the ClI that satisfies their specific needs (Hur et al.,

2017; as cited in Bu et al., 2021).

3.2.3.4. Content Entertainment “CE”

The third dimension of UGT is content entertainment. According to Bu et al.
(2021), most brands have used brand entertainment on social media platforms.
According to Whiting & Williams (2013), 64% of respondents used social media as a
source of entertainment. Many researchers defined CE. In general, entertainment value
means the extent of fun and enjoyment individuals feel from using the online network to
interact with others (Ku, Chen, et al., 2013; Pai & Arnott, 2013; as cited in Bu et al.,
2021). It’s also defined in social media and websites as using these channels to provide
entertainment, enjoyment, and fun to the users and the extent to which it can entertain
them (Febrian et al., 2021; Whiting & Williams, 2013).

Besides, users will be motivated to use media or re-visit the website more often
if it provides them higher entertainment value, increasing the benefits provided for
them. (Luo, 2002; as cited in Lim & Ting, 2012). CE brings back a lot of benefits to

brands. According to Bu et al. (2021), it helps build an emotional connection and
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provides continuous sensory immersion between audience and brand. The audience
prefers this type of content because it has both informational impact and informational
value directly related to internet advertising content (Goldsmith & Lafferty, 2002; as
cited in Bu et al., 2021). Moreover, some research in the tourism sector found that
people are willing to search for more information and entertainment on social media in

the future if they got reliable and complete (Hur et al., 2017).

3.2.3.5. Self-Expression “SE”

The fourth dimension of UGT is self-expression. It is defined as “the extent to
which individuals try to control others’ impressions of them” (Choi et al., 2016). Plume
& Slade (2018) defined it as people’s need to express themselves and their personal
experiences with others. Also, most social media platforms encourage users to share and
express their personalities through personal images, information, graphic design, and
other content to positively influence how others perceive them (Choi et al., 2016). And
this happens increasingly today, and it’s supported by Whiting & Williams (2013);
respondents’ answers showed that 56% of them used social media to express their
thoughts and opinions, and, as a result, they rated it as the most effective platform to
express personalities of brands and customers. It brings a higher value being ever
(Orehek and Human, 2016; as cited in Bu et al., 2021).

Choi et al. (2016) assured that it had been listed as a primary motivation for the
users to use social media as they can express themselves to people outside their groups
by providing specific information. The main purpose is to find out the mutual social
norms between individuals among members of the social group (Wooten and Reed,

2004; as cited in Bu et al., 2021). Moreover, this feature gave users a powerful
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motivation for participating in online activities, so it has been considered one of the

social media’s unique and distinctive features (Lee and Ma, 2012; as cited in Bu et al.,

2021).

3.2.4. Planned Behavior Theory

The second theory is planned behavior theory which is one of the most
influential theories that the researcher thinks could be linked to this topic.

According to Hughes et al. (2009), when customers intend to buy, their
intentions are predictable by three antecedents: attitudes, subjective norms, and
perceived behavioral control. These are the dimensions of planned behavior theory,
developed by Icek Ajzen, and it explains intentions to predict an individual’s behavior
through attitudes, subjective norms, and perceived behavioral control (PBC). Every
dimension of these varies for individuals according to the situation and behavior
(Ferdous, 2010).

The most profound explanation of each term was best by (Hughes et al.,2009,
P.40), as follows:

- Behavioral Beliefs “Attitude”: a customer’s belief that behavior leads to a particular
result and his evaluation of this
e Attitude towards behavior: a combination of belief, strength, and evaluation.
- Normative Beliefs: a customer’s belief that specific peers think he should perform the
behavior and his motivation to comply with these peers
e  Subjective norms: a combination of belief, strength, and motivation to comply.
- Control beliefs: a customer’s belief that he has the opportunity, knowledge,

ability, skill, and resources to perform the behavior.
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e Perceived behavioral control combines belief, strength, and perceived power.
As Hughes et al. (2009) found, perceived behavioral control was significantly stronger

than attitudes and subjective norms.

3.2.5. Purchase Intentions

Purchase Intention (PI) is “what we think we will buy” (Park, J. 2002; as cited in
Rezvani et al., 2012). According to Nawaz & Kaldeen (2020), purchase intention is
similar to decision-making (Mirabi et al., 2015). In this process, customers explain their
likelihood, willingness, or plan to purchase specific brands, and according to Schiffman
& Kanuk (2004); as cited in Subasinghe & Weerasisri (2019), it measures the possibility
of buying it. Also, as cited in the same study, it had been identified by Keller (2001); as
a key indicator to predict consumption behavior and measure the effectiveness of
purchase behavior. So they conclude the difference between attitude and purchase
intention; they defined attitude as the evaluation of products/services, and purchase
intention as the motivation to perform a behavior. And they measured purchase
intention as a substitute for actual choice. They defined it as the consumer’s behavioral
tendency to purchase the product.

The online purchase process is arranged into three categories: pre-sales, sales,
and post-sales. In the first phase, retailers had to provide all possibilities for customers
to access the products easily and offer reasonable prices in order to draw their attention
(Khandelwal et al., 2018). Kotler & Armstrong (2011); as cited in Subasinghe &
Weerasisri (2019), mentioned this stage and stated it as the evaluation stage of the
Buyer Decision Process in which the consumer ranks brands to form purchase

intentions. Then in the second phase, customers decide to buy, so they order and pay.
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The last phase is where retailers and customers build long-term communication; they
provide essential services and solutions for problems. In this process, and according to
Lim & Ting (2012), they need to be given an entertaining and informative online
shopping experience, which agrees with the uses and gratification theory.

The study of Febrian et al. (2021) provides evidence that the uses and
gratification theory and user-generated content — classified as the two main theories of
digital content marketing-had, had a significant positive effect on customer engagement
and purchase intention. Also, according to Ajzen (1991), in the same study, many
researchers linked purchase intention with planned behavior theory. This agrees with
Soebagyo (2014); as cited in Nawaz & Kaldeen (2020), this process was also considered
a component of consumer behavior, such as the attitude towards products/services. As
for social media specifically, their study provided evidence that it had a significant
effect on the intention of customers to purchase a product or service (Akhtar, Tahir, &
Asghar, 2016).

And this was supported by the study of Toor et al., (2017) and Rudyanto (2018),
which prove the influence on purchase intention specifically via online communication
or word of mouth. In the end, it’s noteworthy that many factors have a relationship with
purchase intention like (1) demographic factors such as age, gender, profession, and
education, (2) other particular features of products, (3) perception of consumers, (4)
country of origin and (5) perception of country of origin (Lu, M. 2007 & C. L. Wang,

Li, Barnes, & Ahn, 2012; as cited in Rezvani et al., 2012).
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3.2.6. The Concept of Customer Loyalty

There are many descriptions and definitions for brand loyalty. According to
Gronholdt (2010), it is the extent to which consumers have attached to the brand and
entails repeated purchases and recommendations of a brand to others. Researchers
divided customer loyalty into two definitions: behavioral and attitudinal. From the
behavioral side, it’s the customer’s behavior of repurchasing because they like a
particular brand or service. It includes a proportion, probability of purchase, and
purchase sequence (Jiang et al., 2015 & Zeithaml et al., 1996). From the attitudinal side,
it reflects the emotional and psychological desire of the customer to repurchase the
product and recommend it to others (Baumann et al., 2012).

Many empirical studies have demonstrated that brand loyalty directly affects
purchase intentions (Dick and Basu, 2017). But companies, according to Khandelwal et
al. (2018), can’t affect consumers’ decisions and gain customer loyalty through
traditional marketing methods. So, they started using digital marketing and considered it
as one of the primary and most powerful strategies today to gain customer loyalty, as
it’s become easier to find their needs and communicate with them. This strategy
ultimately increases the chances of purchase.

Moreover, according to Febrian et al. (2021), this strategy helps in engaging the
company’s customers to be long-term loyal customers, as it is considered an adaptive
process that allows companies to collaborate with customers and partners to jointly
create, communicate, deliver, and maintain value for all stakeholders (Kannan & Li,

2016).



21

3.2.7. Palestinian Services SMEs

There is no universally standard definition of Small and Medium-sized
Enterprises (SMES). It depends on the criteria used to define the conditions and situation
of these enterprises: sales, market size, employment rate, and invested capital (Dindees,
2018). Ministries and governments worldwide have recognized SMEs for their
contributions to economic prosperity and growth, new job creation and employment,
and social cohesion and development (Morrison, Breen, & Ali 2003) (OECD, 2004).

Around the world, small enterprises are projects or businesses with 10 — 20
employees or less. And the medium-sized ones are defined as businesses with 100 — 500
employees (Palestinian Business Report, 2014). The EU classified a business as small
when the number of its employees is less than 50, and the medium-sized one is less than
250. In the Arab countries, according to Al-Sarayrah (1996), as cited in; Dindees
(2018), it had been classified from activity size as follows:
- Micro enterprises: less than five employees, investing less than 5000$ (in addition to
real estate and buildings)
- Small enterprises: 5 — 15 employees, investing less than 15,000$ (in addition to real
estate and buildings)
- Medium enterprises: 16 — 25 employees, investing 15,000 — 25,000$ (without real
estate and buildings)

Here in Palestine, and according to PCBs, these numbers in small business is 1-
4, and for the medium ones is 5 — 20. And according to the Palestinian Business Report
(2014), the proportion of these enterprises is 95% of the GDP, which means it’s critical

and vital to the economy.
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3.4. Study Gap

The researcher has benefited from the previous studies in designing the study
and building the study tool, the questionnaire. The questionnaire of this study was built
and developed depending on dimensions, scales, and items from previous studies. The
difference between this study compared to the other studies that it’s the first one in
Palestine talking about digital content marketing strategy in general not only social
media or digital marketing. Moreover, it’s the first study that analyzes the relationship
between the digital content marketing strategy and customer purchase intention in
Palestine as the other studies have been done in other geographical areas. In addition,
this is the first study that takes into consideration customer loyalty as a mediating
variable.

This study is a leading one as it used two main theories instead of one planned
behavior theory and uses and gratification theory. The field of this study services SMEs

in Palestine. And the targeted sample is the customers of these companies in West bank.
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Chapter Three:

Methodology

This chapter outlines and presents the used methodology in this study by
explaining the study design, data sources, study instrument (Questionnaire) steps, and
design, questionnaire validity and reliability, study conceptual model, the population of
the study, sample size, and analytical method.

5.1. Study Design

This study used a quantitative approach in order to reach the findings and
investigate the mediating role of customer loyalty in digital content marketing strategy
and purchase intention in the Palestinian services SMEs. To do that, a structured
questionnaire was used as a primary source of data tool to gather information from the
targeted population. The sample of this study was chosen non—randomly (convenience)

sample of digital channels users.

5.2. Data Collection

In this study, two data sources are involved in collecting data: primary source
and it were collected by distributing a structured questionnaire to Palestinian digital
channels users. And secondary sources, like data gathered in the literature review,
which already exists from previous studies, research papers, articles, journals, books,

dissertations, etc.

5.3. Study Instrument
As mentioned before, a structured questionnaire was used after wording
modifications in order to make it clear and related to the main topic, and it was

distributed online.
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5.3.1. Questionnaire Design

The questionnaire is designed in four sections; the first one studies demographic
and general information about the respondents and their digital behaviors. It's divided
into five variables; gender, academic level, digital channels they use, their behavior
towards Palestinian services SMEs, and content preferences.

The second section is "Digital Content Marketing Strategy"”, and it consists of
four sub-sections: 1) content entertainment, which consists of five items, 2) content
information, which consists of six items 3) social interaction, which consists of four
items and 4) self-expression, and consisted of three items.

The third section, "customer loyalty", consists of four items. And the last section

is "purchase intention”, which consists of four items.

5.3.2. Questionnaire Steps And Items

After reviewing the previous studies, the questionnaire was built as follows:

Variable Dimension Scale Source
Digital Content The (funny or social) content intends me to purchase Febrian,
Content Entertainment  the services. Ahadiat,
Marketing Exciting content by the services providers intends Bangsawan,
Strategy me to purchase their service. 2021

I enjoy engaging with service providers’ online
content.

Services providers online content is exciting.

Services providers online content is entertaining.

Table (2): Content Entertainment Scale
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Variable Dimension Scale Source

Digital Content The online content by services providers is efficient Bu, Parkinson,
Content Information to get information. Thaichon, 2020;
Marketing The online content by services providers provides Febrian,
Strategy the least information. Ahadiat,

The online content by services providers satisfies
my need.

The availability of information about services by the
service provider is useful in aiding my decision.
Accurate information by service providers on online
channels improves my decision effectiveness.
Timely information on online channels improves

my performance of taking the decision.

Bangsawan,2021

Table (3): Content Information Scale

Variable Dimension Scale Source
Digital Social The online content by the service provider can Yin, 2019;
Content Interaction stimulate me to purchase the service. Bu,
Marketing | care about what other consumers have to say Parkinson,
Strategy online about their experience with the services Thaichon,
I care what my friends have to say about their 2020
experience with the service
I care what online users are saying about service
experiences
Table (4): Social Interaction Scale
Variable Dimension Scale Source
Digital Self- The online content by services providers can meet my Bu, Parkinson,
Content Expression expectations to present my personality Thaichon, 2020
Marketing The online content by services providers can make me
Strategy gain a sense of belonging

Engaging with online content by service providers make

me feel that other people think I am friendly

Table (5): Self-Expression Scale
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Variable Dimension Source
Customer I intend to say positive things online about services providers | deal Tabrani,
Loyalty with Amin, Nizam

I am willing to recommend family and friends to purchase services
that I’m satisfied with.

I recommend the service to anyone who seeks online advice

I will continue buying more services from services providers who

can satisfy all my needs online.

2018

Table (6): Customer Loyalty Scale

Variable Dimension Source

Purchase I plan to buy services that offers information on digital channels Pektas,

Intention | intend to buy services that offers information on digital Hassan 2019
channels

I think of buying services that offers information on digital
channels
I make an effort buy services that offers information on digital

channels

Table (7): Purchase Intention Scale

5.4. Validity and Reliability of the Questionnaire

5.4.1. Validity of The Questionnaire

Before distributing the final version to the targeted respondents, the

questionnaire was developed, edited, approved, and passed all needed steps. It was sent

to the supervisor and six more evaluators to evaluate each dimension and its consistency

validation with the main objectives to achieve this study’s main aim.

Digital content marketing strategy dimensions, purchase intention and customer

loyalty, are identified from previous literature and tested by the supervisor and other
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people before publishing to the final respondents, so the validity of this instrument
content for the present study was ensured. The evaluators agreed it would achieve the

main objectives and answer the questions.

5.4.2. Reliability of the Questionnaire

According to Fink (2013), the minimum number of questionnaires in a pilot
should be above ten questionnaires. It’s considered a critical step in the earlier
observation of pretesting the questionnaire and its reliability. So, the questionnaires for
this study were tested before final distribution to a sample of digital users.

To calculate the score of reliability, Cronbach’s Alpha test was used, and it was
used for the instrument before and after the main survey. The researcher distributed
thirty questionnaires to the sample with the same characteristics of targeted digital users
and discussed it with them.

As done internationally, and to achieve the meaning of data reliability, before
respondents started answering, a full clarification was given to them; as a result, they
were able to answer the questionnaire easily.

Also, to ensure that the acceptable Alpha value that meets the statistical
requirement for the instrument to be characterized as reliable should be equal to or
above 0.70, according to Tavakol & Dennick (2011).

The reliability of this questionnaire was tested as the following: It was compared
to the suggested (0.7) thresholds. The researcher examined the result of insignificant
factor loadings and low factor loadings. Its cab is seen that (see table 8) the P-values are
all less than 0.01, suggesting that all remaining factor loading are significant. In

addition, based on the threshold suggested by Bagozzi, Yi, & Philips (1991) is (0.7) and
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(0.5), respectively, for the values of reliability and mean of item variance, the result of
each construct is shown below its threshold, which implies that the reliability and
convergent validity are acceptable. Therefore, the measurement model is proved to be

adequate, as shown in table (8):

Dimensions No. of Items Reliability Result
Content Entertainment 5 0.891 Pass
Content Information 6 0.787 Pass
Social Interaction 4 0.772 Pass
Self-Expression 3 0.851 Pass
Digital Content Marketing 18 0.900 Pass
Customer Loyalty 4 0.874 Pass
Purchase Intention 4 0.862 Pass

Table (8): Cronbach's Alpha Value of Each Dimension
The above table illustrates that this questionnaire is valid, and all variables are

considered reliable as all Cronbach Alpha scores are above 0.70.

5.5. Conceptual Model

The main objective of this study is to test the role of mediating variable
“Customer Loyalty” in the impact of the independent variable “Digital Content
Marketing Strategy” on the dependent variable ‘“Purchase Intention” on Palestinian
SMEs using the uses and gratification theory and planned behavioral theory.

The conceptual framework is developed from the literature review as shown in
the questionnaire scale, and the below figure UGT adopted by many researchers and
consists of four main dimensions. According to Bu, et al. (2020), and Ifinedo (2016),

these dimensions are content information (CI), content entertainment (CE), social
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interaction (SI), and self-expression (SE). The behavioral theory was used by Ferdous

(2010).
v
CONCEPTUAL MODEL
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Figure (1): Conceptual Model
The figure above illustrates the study three types of variables which are:

b

independent variable “Digital Content Marketing Strategy” and its dimensions, (1)
Content-Entertainment, (2) Content Information, (3) Social Interaction and Subjective
Norms, and (4) Self-Expression. The dependent variable is “Purchase Intention”, and

the moderate variable is “Customer Loyalty.”

5.6. Population of Study

The population of this study is all people who have the ability and willingness to
help in this study and who share the required characteristics needed to understand and
achieve the study objectives. Therefore, the targeted population is all users of digital

channels. And the number of the target population is 1,800,000. (Meta, 2022).
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5.7. Sample of Study

The sample of this study was chosen based on scientific rules and methods, and
it was a non-random (Convenience) sampling method.

The Minimum Sample Size of this study was 385, and it was calculated based on
the following equation and according to Daniel's (1999) equation.

(n) — z2 P(1 P)

Where:

n : Sample size required,

z: Z statistic for a level of confidence required,

P : Expected prevalence or proportion (If the expected prevalence is 20%,
then P=0.2), and

d: Precision (if the precision is 5%, then d = 0.05).

The sample size = uﬁ_};"s) 385

Collected sample size = 396 observations

5.8. Method of Data Analysis

The primary data were analyzed using the Statistical Package for Social
Sciences (SPSS).

In this study, the researcher used frequency to describe the demographic
variables. And used mean and standard deviation to answer the study question, Pearson
correlations to test the hypothesis, hierarchical regression analysis to test the significant
impact of the digital content marketing strategy on customer purchase intention in

Palestinian SMEs, and the mediating role of customer loyalty.
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Chapter Four:

Data Analysis and Discussion

This chapter analyzes the data collected from the targeted sample using a
questionnaire. And the findings presented in three sections: Participant Profile, Study
Questions, and Testing Hypothesis.

In order to achieve the main aim, a quantitative method was utilized. The sample
size was 384 participants with a 77% respondent rate. 384 were distributed, 296
questionnaires were answered, while 50 of them were invalid. Data were collected by

using the Fifth-Likert scale.

4.1 Respondents Profiles
Table (9) presents the demographic data of respondents in terms of gender,

academic level, and their general behavior towards online channels of their services

providers.

Demographic Variables Sample size (n=246) Percent
Frequency

Gender

Male 165 67.1

Female 81 32.9

Academic level

Diploma or Less 33 134

BA 147 59.3

Masters or higher 67 27.2

Do you usually follow your services providers online? (ISPs — electricity company — dentist — insurance ...

Yes 168 68.3

No 78 31.7

Table (9): Demographic Variables of Study
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As shown above, the number of respondents was (246), 67.1% of them were
male and 32.9% were women.

The variance between genders’ percentage, was due to inability to monitor the
respondents as it was distributed online, and it reached a higher number of male than
female.

The largest percentage of them, which were 59.3%, got BA degree, 27.2% got
master’s degree and the remaining percentage got diploma or less which forms only
13.4% of the respondents.

Respondents were also asked if they are following services providers that they
benefit from them on their digital channels, and the result shows that 68.3% already did.
Meanwhile 31.7% of the respondents answered no. These numbers help

in understanding respondents’ behavior towards digital content marketing and

taking purchase decision.

4.2 Study Questions

In this section, the aim is to answer study questions: How do digital content
marketing strategy dimensions affect consumer purchase intentions in the Palestinian
services SMEs with the mediating role of customer loyalty.

To judge the level of items on the Likert-Scale, the study considered that if the
mean of the item is (1-2.33), then the level is low, (2.34-3.66) moderate, but for the

high-level item, the mean will be (3.67-5.00).

Degree Range
High 5-3.67
Moderate 3.66-2.34
Low 2.33-1

Table (9): Submitted Data Analysis Procedures for Likert Scale Data Source:

Irigat and Diebes (2019)
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To answer the study question: “What is the reality of digital content marketing

strategy in the Palestinian services SMEs?”

Items Mean SD Degree Rank
The (funny or social) content intends me to Moderate 5
_ 2.8008 1.21763
purchase the services.
Exciting content by the services providers Moderate 1
] ] ] 3.2967 1.21107
intends me to purchase their service
I enjoy engaging with service providers’ Moderate 4
_J Y eneasihe P 3.0407 1.19111
online content
Services providers' online content s Moderate 2
- 3.2846 1.19195
exciting
Services providers' online content is Moderate 3
o 3.2561 1.14440
entertaining
Content Entertainment 3.1358 99449 Moderate
The online content by services providers is Moderate 3
o _ ) 3.1626 1.14553
efficient to get information
The online content by services providers Moderate 4
_ ) _ 3.1220 1.22615
provides the least information
The online content by services providers Moderate 6
o 3.0894 1.00210
satisfies my need.
The availability of information about Moderate 1
services by the service provider is useful in 3.2724 1.07429
aiding my decision.
Accurate information by service providers Moderate 5
on online channels improves my decision 3.1098 1.14292
effectiveness
Timely information on online channels Moderate 2
improves my performance of taking the 3.2073 1.11103
decision
Content Information 3.1606 77917 Moderate
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The online content by the service provider Moderate 4
_ _ 3.4187  1.11369
can stimulate me to purchase the service.
| care about what other consumers have to High 2
say online about their experience with the 4.0854 1.03649
services
| care what my friends have to say about High 1
) ) ) ) 4.3577 90016
their experience with the service
| care what online users are saying about High 3
] ) 4.0325 1.06472
service experiences
Social Interaction + Subjective norms 3.9736 19527 High
The online content by services providers Moderate
can meet my expectations to present my 3.0935 1.03184
personality
The online content by services providers Moderate
) ) 3.0894 1.06528
can make me gain a sense of belonging
Engaging with online content by service Moderate
providers make me feel that other people 3.1667 1.09202
think I am friendly
Self-Expression 3.1165 93312 Moderate
Digital Content marketing 3.3270 B77T77 Moderate

Table (10): Descriptive Statistics of Digital Content Marketing Strategy

As shown in table (10), the “Digital Content Marketing Strategy” dimensions
have a moderate degree. That means people are aware, to some extent, of the type of
content that they are receiving from service providers and how and when to make a
purchase decision. And also, companies are aware of the entertaining content provided

and try to make it influential to their target to affect their purchase decision (M= 3.3270,

SD=.67777).
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The degree of the first dimension in digital content marketing strategy, “Content
Entertainment,” is moderate (M = 3.1358, SD = .99449). According to respondents’
answers, the most item of entertaining content they like and intends them to make a
purchase decision is “EXciting content by the services providers intends me to purchase
their service” with a moderate degree (M = 3.2967 — SD = 1.21107). In the second
place comes “Services providers’ online content is exciting”, with a moderate degree as
well (M = 3.2846, SD = 1.19195). The third item, according to respondents’ answers, is
“Services providers’ online content is entertaining” with a moderate degree also (M =
3.256, SD = 1.1444). The fourth one is also had a moderate degree (M = 3.407, SD =
1.1911) which is “I enjoy engaging with service providers’ online content” And the last
one is “The (funny or social) content intends me to purchase the services” (M = 2.8008,
SD =1.2176).

These results show that users enjoy the exciting and entertaining content
provided by service providers more than the funny content and are willing to make the
purchase decision more than just engaging with them. In my opinion, this brings many
benefits to the brands. Besides encouraging them to make the decision that achieves the
primary goal of any business, which is profitability, the brand will be recognized by the
users and stay at the top of their minds.

These results also, comply with the study of Luo (2002), as it mentioned that
users would be motivated to or re-visit the website more often if it provides them higher
entertainment value. And also, Bu et al. (2021) emphasized that it brings back many
benefits and builds an emotional connection which also makes them recognizable by

users.
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“Content Information”, the second dimension of digital content marketing
strategy, also achieved a moderate degree (M = 3.1606, SD = .77917). The respondents
selected the fourth item, “The availability of information about services by the service
provider is useful in aiding my decision, ” as the most essential item. It got a moderate
degree (M = 3.272, SD = 1.0742). The second-ranked item was the sentence number
Six, “Timely information on online channels improves my performance of taking the
decision,” with a moderate degree and high deviation (M= 3.2073, SD=1.1110). The
third-ranking was the first sentence, “The online content by services providers is
efficient to get information”, and got a moderate degree with a high deviation (M =
3.1626, SD = 1.1455). The fourth item was the second sentence, “The online content by
services providers provides the least information”, as shown in the table with a
moderate degree and high deviation (M = 3.1220, SD = 1.22615). The fifth-ranked
sentence was, “Accurate information by service providers on online channels improves
my decision effectiveness,” with a moderate degree and high deviation (M = 3.1098, SD
= 1.14292). And the last one was the sixth sentence with a moderate degree and high
deviation (M = 3.0894, SD = 1.00210), which says, “The online content by services
providers satisfies my need.”.

These numbers mean, in other words, that service providers here in Palestine do
not provide the least needed information to the audience. But the audience would like to
get more information, and it may improve their ability to make the decision. In my
opinion, the availability of information by the service providers will enhance the
purchase decision of the targeted audience. So, services providers have to focus on
providing data about their services and offer continuously and make sure it reaches the

higher possible number of targeted audiences at the right time with a higher frequency
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in order to affect their decision. Also, they have to make access to this data as
convenient as possible to be the main reference of information for their customer, which
will strengthen their connection, and for noncustomers to attract them.

These results fit Lim & Ting (2012) results, as they mentioned a relationship
between customer perceptions about the company and the quality of information their
website provides. And also fit with Bu et al. (2021), as they mentioned that people
would choose the source that satisfies their specific information needs. And also noted
that people seek to collect information about the service through digital channels to
assist them in decision-making.

The third dimension of digital content marketing strategy is “Social Interaction
and Subjective norms”, which had a high degree and low deviation (M = 3.9736, SD =
0.79627). The most important sentence was the third item “I care what my friends have
to say about their experience with the service, with a high degree and low deviation (M
= 4.3577, SD = 0.90016). The second-ranked item was the second sentence with a high
degree but a high deviation (M = 4.0854, SD = 1.03649), and it says, “I care about
what other consumers have to say online about their experience with the services.” The
third-ranked item also with a high degree was sentence four, which says, “I care what
online users are saying about service experiences”, it’s also got a high degree with a
high deviation (M = 4.0325, SD= 1.0647). The least ranked item was sentence number
one “The online content by the service provider can stimulate me to purchase the
service, with a moderate degree and high deviation (M = 3.4187, SD = 1.11369).

The results of “Social Interaction and Subjective Norms” show that audiences
are greatly affected by their friends’ experiences and opinions about the service. In the

second place comes the experience and opinion of other consumers and online users.
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And at the last place comes the content by the provider itself. In my opinion, these
results are very near to reality and match the user-generated content mentioned in the
Febrian et al. (2021) study in the literature review, which says that content provided by
users has a stronger effect on purchasing decisions and it’s more trustworthy.

Regarding the fourth and last dimension of the strategy, “Self-Expression”, the
results show a moderate degree and low deviation (M = 3.1165, SD = 0.93312), and all
items achieved the same degree. The higher ranking one was sentence three: “Engaging
with online content by service providers make me feel that other people think I am
friendly, with a high deviation (M = 3.1667, SD = 1.09202). The second was sentence
number one, which says, “The online content by services providers can meet my
expectations to present my personality, with high deviation (M = 3.0935, SD =
1.03184). And the last one was the second sentence with a high deviation (M = 3.0894,
SD =1.06528), and it says, “The online content by services providers can make me gain
a sense of belonging.

In my opinion, the results also of this dimension considerably reflect reality, as
people are willing to engage with any page in order to show their personality, express
their opinion, and show off in case of the luxuries services.

These results fit with many parts of the literature review, as Whiting & Williams
(2013) results show that people use digital channels to express their personalities,
thoughts, and opinions. And Choi et al. (2016) as they noted that users are sharing
content that positively influences how others perceive them.

In conclusion, the results above emphasize the importance of each dimension of
“Digital Content Marketing Strategy” and how the audience on the digital channels

deals with each one. As respondents’ answers, each aspect has an important role in
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shaping their decision, from entertaining content to the availability of needed data at the

right time and sequence to personal preferences like self-expression and social norms.

4.2.2 Question Two
To answer the study question: “What is the degree of customer loyalty in the

Palestinian services SMEs?”

Items Mean S.D Degree Rank

| intend to say positive things online about High 4
) . i 3.9675  .98092
services providers | deal with

I am willing to recommend family and friends to High 1
41260  .94133
purchase services that I’m satisfied with.

I recommend the service to anyone who seeks High 2
) ) 41220  .91326

online advice

I will continue buying more services from High 3

services providers who can satisfy all my needs 4.1179  .92047

online.

Customer Loyalty 4.0833  .80062  High

Table (11): Descriptive Statistics of Customer Loyalty

As shown in the table above, “Customer Loyalty” got a high degree with a low
deviation (M = 4.0833, SD = .80062). The most important item to the respondents was the
second one: "I am willing to recommend family and friends to purchase services that I'm
satisfied with.” It had a high degree with a low deviation (M = 4.1260, SD = 94133). The
second item too got a high degree and low deviation (M = 4.1220, SD = .91326) which says, “I
recommend the service to anyone who seeks online advice”. In addition, the third item in
importance was the fourth sentence, “I will continue buying more services from services
providers who can satisfy all my needs online”, with a high degree and low deviation (M =
4.1179, SD = 0. 92047). At last, the fourth important item was the first one, "I intend to say
positive things online about services providers 1 deal with”, with a high degree and low

deviation (M = 3.9675, SD = 0.98092).
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The high degree results above emphasize that the Palestinian customers are loyal to the
SMEs that satisfy their needs. And they are willing to recommend it to their close groups such
as families and friends and give advice to anyone who seeks it online. They also will continue
dealing with them and say positive things about the service. In my opinion, SMEs have to focus
on building a long-term relationship with their customers and satisfy their needs by providing
online information and high-quality service to take advantage of the online word-of-mouth
effect and make their customers recommend them proudly.

This fit with the definition of customer loyalty mentioned in the literature
review, as it’s the behavior of repurchase by the customers because they like a particular
brand or service (Jiang et al., 2015 & Zeithaml et al., 1996). And according to Baumann

et al. (2012), it increases customers’ desire to recommend the service. And also meets

the study by Dick and Basu (2017), finding that it affects purchase intentions directly.

4.2.3 Question Three
To answer the study question: “What is the degree of customer purchase

intentions in the Palestinian services SMEs?”

Items Mean S.D Degree Rank

| plan to buy services that offers information on Moderate 3
o 3.6138 .93528
digital channels

| intend to buy services that offers information on Moderate 2
o 3.6220 94727
digital channels

| think of buying services that offers information on Moderate 1
o 3.6545 .95539
digital channels

| make an effort buy services that offers information Moderate 4
o 3.2561 1.05534
on digital channels

Purchase Intention 3.5366 .81952 Moderate

Table (12): Descriptive Statistics of Purchase Intention
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As shown in the table above, “Purchase Intention” got a moderate degree (M =
3.5366, SD = .81952). This variable had four items. The respondents’ highest rank item
is sentence three, which says, “I think of buying services that offer information on
digital channels,” with a moderate degree and low deviation (M = 3.6545, SD =
.95539). The second-ranked item is “I intend to buy services that offer information on
digital channels,” with a moderate degree and low deviation (M = 3.6220, SD = 0.
.94727). The third-ranked item is sentence number one, with a moderate degree and low
deviation (M = 3.6138, SD = 0. 93528), and it says, “I plan to buy services that offer
information on digital channels”. And the last one is “I make an effort buy services that
offer information on digital channels”, with a moderate degree nut high deviation (M =
3.2561, SD = 1.05534)

In my opinion, these results show the steps of purchase intention audience when
getting the offer/details on digital channels for the first time, they start thinking of it,
then intends to buy, after that start planning then make an effort to buy it. And this
meets the study of Kotler & Armstrong (2011) mentioned in chapter two as the
categories of purchase intention.

Here comes the importance of “Digital Content Marketing Strategy” as a
strategy that helps develop consistent and planned content to force people to move from
one step to another until they reach the final one and take the decision. And this fit with

the study of Akhtar, Tahir, & Asghar (2016), who found out that social media

significantly affected customer intention to purchase.
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4.3 Testing Hypotheses
Hypothesis 1. Digital content marketing strategy, customer loyalty, and

consumer purchase intentions are correlated to each other in the Palestinian services

SMEs.

Dimensions 1 2 3 4 5 6 7
Content o - - o

_ 1 473 | .358 529 .099 196 .804
Entertainment
Content o *x *x ok

) 1 462 .562 252 401 .825

Information
Social Interaction 1 4377 599" 5137 684
Self-Expression 1 290" 446" 775
Customer Loyalty 1 5527 360
Purchase Intention 1 469
Digital Content .
marketing

*: confidence level at 0.05, **: confidence level at 0.01.

Table (13): Correlation Coefficient among digital content marketing strategy,
customer loyalty, and customer purchase intentions.

Pearson correlation coefficient matrix among content entertainment, content
information, social interaction, self-expression, customer loyalty, and purchase
intention.

The table above shows a significant positive relationship between Digital
Content marketing, customer loyalty, and purchase intention. There is a significant
weak positive correlation between content entertainment and content information (r =
473, p <0.01), social interaction (r = 0.359, p< 0.01) and purchase intention (r = 0.196,
p < 0.01). There is significant moderate positive correlation with self-expression (r =

0.529, p < 0.01), and significant strong positive correlation with digital content
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marketing strategy (r = 0.804, p < 0.01). And there is no significant correlation between
the content entertainment and customer loyalty (r = 0.099, p < 0.05).

Regarding the correlation between content information and digital content
marketing strategy in general, there is a significant strong positive correlation (r =
0.825, p < 0.01). Also, there is a significant weak positive correlation between it and
social interaction (r = 0.462, p < 0.01), customer loyalty (r = 0.252, p < 0.01) and
purchase intention (r = 0.401, p < 0.01). It has significant moderate positive correlation
with self-expression (r = 0.562, p < 0.01). The third one its Social interaction, and there
is a significant moderate positive correlation between this dimension and customer
loyalty (r = 0.599, p < 0.01), purchase intention (r = 0.513 < 0.01), and digital content
marketing (r = 0.684, p < 0.01). and a significant week positive correlation with self-
expression (r = 0.437, p < 0.01). The self-expression dimension has a significant week
positive correlation with customer loyalty (r = 0.290, p < 0.01), purchase intention (r =
0.446, p < 0.01), and a significant strong positive correlation with digital content
marketing (r = 0.775, p < 0.01).

Regarding customer loyalty there it has a significant moderate positive
correlation with purchase intention (r = 0.552, p < 0.01), and a significant week positive
correlation with digital content marketing (r = 0.360, p < 0.01). And the last relationship
Is purchase intention and digital content marketing, is a significant weak positive
correlation (r = 0.469, p < 0.01).

Hypothesis 2: Consumer loyalty plays a significant role in the impact of digital
content marketing strategy dimensions on consumer purchase intentions in the

Palestinian services SMEs.
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Model Sum of Mean R R R® adj.
Squares | df Square | F Sig.
1 Regression | 57.094 |4 14.274 | 32.014 | .000°
Residual 107.452 | 241 | .446 0.589 0.347 | 0.336
Total 164.546 | 245
2 Regression | 70.317 |5 14.063
Residual 94.228 | 240 203 35.820 | .000° 0.654 0.427 0.415
Total 164.546 | 245
Table (14): Model Summary
Model Unstandardized Coefficients T- value Sig.
B Std. Error
1 | (Constant) 1.143 -2.469 4.851 .000
Content
Entertainment -.130 2.073 -2.469 014
Content Information | .147 6.256 2.073 .039
Social Interaction 392 4.136 6.256 .000
Self-Expression 250 1.930 4.136 .000
2 | (Constant) 480 -1.512 1.930 .055
Content
Entertainment -.076 2.308 -1.512 132
Content Information | .153 2.293 2.308 022
Social Interaction 162 3.677 2.293 .023
Self-Expression 210 5.803 3.677 .000
Loyalty 370 4.851 5.803 .000

Table (15): Summary of Hierarchical Regression Analysis

predicting purchase intention

The table above (14) shows the summary of the two models. Model number one

refers to the hierarchical regression analysis when digital content marketing strategy

dimensions support variable is used as a predictor.

for variables
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Whereas model number two refers to the second step in the hierarchy when
digital content marketing strategy dimensions and customer loyalty are used as
predictors. The “R” column simple correlation among digital content marketing strategy
dimensions and purchase intention (0.589) in the first model, while, in model number
two, “R” presents multiple correlations among DCMS, customer loyalty, and purchase
intention (0.654). “R2” for model number one indicates that the Digital Content
Marketing Strategy account for 34.7% of the variation in purchase intention. Since by
adding a moderate variable (customer loyalty) in model number two, the value of “R2”
increases to 42.7% of the variation of purchase intention. Therefore, the addition of
customer loyalty significantly enhances the prediction of purchase intention, added an
extra (0.427 - 0.336) 41.5% of the variation of purchase intention.

Table (14) shows that (F= 32.014, P=.000b) for the initial model, while for the
second model (F=35.820) which is highly significant (P=.000c). That mean that
customer loyalty significantly improve prediction (R2 change = 0.415, P=.000c).
Hierarchical regression analysis was performed to test if the digital content marketing
strategy dimensions significantly predicted purchase intention. As shown in table (15),
there are two models; the regression of the first model indicated that all digital content
marketing strategy dimensions significantly predicted purchase intention.

As for content entertainment it is significantly predicted purchase intention
negatively by 13% (B = -0.130, P < 0.05). for content information significantly
predicted purchase intention positively by 14.7% (B = 0.147, P < 0.05). 39.2% for
Social Interaction (p = 0.392, P < 0.05) and it’s positive. And also, for Self-Expression
25% (B =0.250, P < 0.05). For the second model, the regression indicated that customer

loyalty significantly predicted purchase intention (f = 0.370, P < 0.00).
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Here also content entertainment it is significantly predicted purchase intention
negatively but less than the first model by 7.6% (B = -0.076, P < 0.05). For content
information significantly predicted purchase intention positively by 15.3% (f = 0.153, P
< 0.05). 16.2% for Social Interaction (B = 0.162, P < 0.05) and it’s positive. And also,
for Self-Expression 21% (p = 0.210, P < 0.00). Thus, the results from hierarchical multi-
regression support the second hypothesis that customer loyalty plays a mediating role in
enhancing the impact of digital content marketing strategy on purchase intention in

Palestinian SMEs.



54

Chapter Five:

Conclusions and Recommendations

This chapter shows the findings of this study. It discusses the results and provide
recommendations to enhance the digital content marketing strategy for Palestinian
SMEs to influence their targeted audience purchase decision. Also, it adds
recommendations for future studies where they can cover a new or a narrower area of

this topic.

4.4 Discussion about Study Questions

In this section, the researcher briefly discusses the results of every variable in
this study.

4.4.1 Digital Content Marketing Strategy:

The results of this study show a moderate level of digital content marketing
strategy dimensions in the Palestinian SMEs, which indicates that knowledge about it
has to be improved in this sector. Different results were found regarding the dimensions
of content marketing, and the recommendations is on the moderate degree dimensions.

e Content Entertainment

The overall Entertainment dimension and all its items got a moderate degree.
That means the exciting, social, fun, engaging, and entertaining content is still not
considered as much as it should. It will not affect the purchase intention directly as well,

but it can affect people’s behavior towards the company.
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e Content Information

This dimension and all its items got a moderate degree. This also means that
SMEs, especially those who provide services, still can’t satisfy their audience’s needs
for information about their services, offers, and general information about the sector
overall.
e Social Interaction + Subjective norms

This dimension and all its items got a high degree except the first one, which is
about content’s ability to stimulate the audience to purchase the service. That means that
companies still can’t use content from customers in a suitable form.
e Self-Expression

All items for this dimension and the overall degree of it were moderate. That
means services providers are still weak in helping people to express their personalities
by engaging with their content, and they still miss the sense of belonging towards these

companies.

4.4.2 Purchase Intention
This dimension and all items got a moderate degree; meaning service providers
still don’t have enough understanding for the process of purchase intention and how

they can stimulate it using the right content.

4.5 Discussion of Study Hypotheses
The main result of this study hypothesis indicates a significant relationship
between digital content marketing strategy and its dimensions with purchase intention

during the existence of customer loyalty as a mediating variable.
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Moreover, results show that customer loyalty plays a significant role in the
impact of digital content marketing strategy dimensions on consumer purchase

intentions in the Palestinian services SMEs.

4.6 Recommendations

After reviewing the results, | recommend including digital content marketing
strategy dimensions in the marketing plan by adding more entertaining content to their
digital channels. As users like to engage and see this type of content. Examples of
entertaining content: Viral trends like TikTok videos style, contests with special prizes.

Also, | recommend the services providers develop their content marketing
strategy and consider informational content in their monthly plan. As audience think
that if providers could satisfy their needs of information, and if this information were
efficient, accurate, and at the right time, it would help them in aiding their decision and
improve their decision efficiency. So at least they must work on providing the least
quantity of data. Examples of this type: Infographics, tips, how-to videos, and general
information about the sector, service, and company.

In order to social interaction and subjective norms, | recommend service
providers focus on creating content correctly and recruit their customers’ feedback and
recommendations very well. Examples of this type: Use user-generated content in what
they share, feedback, recommendations, and electronic word-of-mouth. Also, they can
create a space for the audience to open discussions and share their experiences.

Regarding self-expression, | recommend companies include suitable content that
encourages people to share content in order to express their personalities, opinions, and

thoughts. Moreover, to ask to make a conversation with the audience to create a sense of
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belonging, so they feel friendly and unique and improve how others perceive them.
Examples of this type: Ask about personal thoughts and knowledge, share their designs,
photos they took, or any other related content.

Moreover, | recommend service providers consider the steps of purchase
intention in their minds when they are creating their strategy. They have to develop
well-structured content for every phase of it, from thinking, to intention, to planning,
then force them to take action.

Last but not least, I recommend them to improve their overall digital content
marketing strategy to include the four main dimensions discussed above, give everyone
specific attention and be careful about their audience needs and what they like and don’t
like in order to improve their strategy continuously. Also, they have to take into
consideration how to maintain their customers’ loyalty and try to make their loyal
customers feel like they are an important part of their company through personalized
content. These steps will help them influence purchase intention and intend them to

make the decision.

4.7 Conclusion

This study aimed to understand the digital content marketing strategy
dimensions, how it affects purchase intention, and how customer loyalty plays a
mediating role in the Palestinian SMEs providing services.

The results showed a moderate level of digital content marketing strategy
dimensions application in this sector, pointing out that its application in line with
customer loyalty plays a significant role in affecting purchase intention positively, as

the statical analysis showed.
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Moreover, the results reveal a strong significant relationship between digital
content marketing strategy and its dimension: content entertainment, content

information, self-expression, social interaction, and subjective norms.

4.8 Limitations

Few limitations faced this study during the whole process. At first, the Covid-19
pandemic, which affected all life aspects, delayed the process. Secondly, there was a
lack of cooperation from the targeted audience. At last, there was a lack of secondary

data sources, as many essential articles were costly.

4.9 Future Studies

In the future, researchers could study the effect of digital content marketing
strategy with other variables and a different mediator, for example, the impact of digital
content marketing strategy on customer engagement, lead generation, and electronic
word-of-mouth. Also, they could choose tangible products instead of services to
understand how the effect changes and if the strategy is performed better. Moreover,
they have to take companies as a target population to understand how they are

practicing, how they are dealing with digital tools, and what their strategies are.
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Appendix (A): Questionnaire English Version
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This study aims to test the impact of Digital Content Marketing Strategy in
Customer Purchase Intention in the Palestinian Services SMEs: Customer Loyalty as a
Mediator Variable. In order to complete the requirements for obtaining a master degree
Strategic Planning and Fundraising at Arab American University. The data extracted

from the survey will be used for scientific research purposes only.

P1 | Gender:
Male / Female
P2 | Academic level
Diploma  BAdegree  MA degree  Other
P3 | What type of social media channels do you always use?
Facebook — Instagram — Twitter — LinkedIn — Other
Do you usually follow your services providers online? (ISPs — electricity company —
o dentist — insurance ... )
Yes —No
When it’s related to these providers: what type of content would you like to see on their
online channels? (you can choose more than one)
- Entertainment and conversations (Funny — games — giveaways - polls)

Inspiration (Facts — quotes — success stories)
Education (Tips — case studies — video training — informative blogs/posts)
Connection (Reviews — features)

Promotion (Prices — discounts — information about the product)
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# ; Strongly Disa | Strongly

Question Agree Neutral ;

Agree gree | Disagree

Al Content Entertainment

The (funny or social) content intends
Al.1 | me to purchase the services.

Exciting content by the services
Al.2 | providers intends me to purchase

their service

| enjoy engaging with service
AL3 JOy gaging

providers’ online content

Services providers online content is
Al4 o

exciting

Services providers online content is
Al5 o

entertaining
A2 Content Information

The online content by services
A2.1 |providers is efficient to get

information

The online content by services
A2.2 | providers provides the least

information

The online content by services
A2.3 . -

providers satisfies my need.

The availability of information about
A2.4 | services by the service provider is

useful in aiding my decision.

Accurate information by service
A2-5 | providers on online channels

improves my decision effectiveness
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Timely information on online

A2-6 | channels improves my performance
of taking the decision
A3 Social Interaction
The online content by the service
A3.1 | provider can stimulate me to
purchase the service.
| care about what other consumers
A3.2 |have to say online about their
experience with the services
| care what my friends have to say
A3.3 |about their experience with the
service
A34 | care what online users are saying
about service experiences
Al Self-Expression
The online content by services
A4.1 | providers can meet my expectations
to present my personality
The online content by services
A4.2 | providers can make me gain a sense
of belonging
Engaging with online content by
A4.3 | service providers make me feel that

other people think I am friendly
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# ; Strongly Neutra | Disa | Strongly
Question Agree ;
Agree I gree | Disagree
Bl Customer Loyalty
| intend to say positive things online
Bt about services providers | deal with
| am willing to recommend family
B1.2 | and friends to purchase services that
I’m satisfied with.
BL3 I recommend the service to anyone
who seeks online advice
I will continue buying more services
B1.4 | from services providers who can
satisfy all my needs online.
# ; Strongly Neutra | Disa | Strongly
Question Agree
Agree I gree | Disagree
C1l Purchase Intention
| plan to buy services that offers
ctl information on digital channels
| intend to buy services that offers
cle information on digital channels
c13 | think of buying services that offers
information on digital channels
c14 | make an effort buy services that

offers information on digital channels




71

Appendix (B): Questionnaire Arabic Version
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Appendix (C): Evaluators List

Name

Academic Rank

Affiliation

Dr. Ahmad Hirzallah

Associate Professor

Al-Quds University

Dr. Emad Wald-Ali

Assistant Professor

AAUP

Dr. Majeed Mansour

Associate Professor

AAUP

Dr. Shahir Obaid

Associate Professor

Al-Quds Open University

Dr. Salwa Barghothi

Assistant Professor

Al-Quds University

Dr. Mohammad Yassin

Assistant Professor

AAUP
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