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ABSTRACT

This study investigates the impact of digital content marketing on e-customer

engagement, with particular emphasis on the mediating role of customer attitude, with

special reference to online fashion stores in the Kandy District of Sri Lanka. The

research specifically focuses on social media users who purchase fashion products

through online platfbrms. It explores three core dimensions of digital content marketing

content informativeness, content interactivity. and content entertainment and

examines how these elements influence customer attitudes and, subsequently, their

engagement with online fashion brands'

Primary data were collected from 384 respondents using a structured questionnaire

distributed through convenience sampling. The study employed descriptive statistics,

correlation analysis, regression analysis, and mediation testing to analyze the

relationships among the variables.

The findings reveal that all three dimensions of digital content marketing significantly

enhance e-customer engagement. Moreover, customer attitude was identified as a

strong mediating factor, reinforcing the link between content marketing efforts and

customer engagement. Among the variables analyzed, digital content marketing

emerged as the most influential in shaping positive customer attitudes.

This research contributes to both theoretical and practical understanding by offering

insights into how fashion retailers can strategically utilize digital content to foster

stronger online customer relationships and engagement.

Keywords: Digital Content Marketing, Content Informativeness' Content

Entertainment, Content Interactivity, Customer Attitude, E-Customer

Engagement, Online Fashion Stores, Kandy District
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