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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 platforms. 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



TABLE OF CONTENTS

ACKNOWLEDGEMENT ... R i
ABSTRACT ....oeevsivsenetseseescasessssesas s ssb st RSS2 0 ii
LIST OF TABLES ....ooovoretuiumiinssssssss st sms s s 0 X
LIST OF FIGURES .....ooovutuetmeieiammmassesssseseas im0 Xiii
ABBREVIATIONS .....oooiiiaiaieammnssssssss s s s s 0 s e Xiv
CHAPTER ONE ....ooooeoeiiieeieeiiaseaeess s s 0 12
100N (0) )1 ]84 § [0), (VEEER——— R SURUE Ut 12
L TREEOAUCHIOTL ... v cvveeseneseecaecesasessessaesase e bR E 12
1.1 Background of the StUAY ..o 12
1.2 Research gap/Research Problem ... 15
1.3 Research QUESHIOMS ...........rwmrisisiririssrisss s s 16
1.4 ReSearch ODJECHIVES .........ovuiiurrrieiirmmms st s s 17
1.5 Significant of the STUAY ..o 17
1.6 SCOPE OF the STUAY.cccorrvvvvvrreiiesserrssss s 19
1.7 The organization of the ChAPLer. ... 20
1.8 CRAPLEE SUMIMATY ....rvvsoressseeesssensssssfesss s 21
CHAPTER TWO ....oortiieeeieeaeaie s ssssi s s ss s s s 22
LITERATURE REVIEW ..ot s s 22
21 TIEEOAUCHIOM .. oeeeeesceeeseeens e 22
2.2 E-Customer ENZAZEIMENT ........coovuiiiimmmmimmssssssssisssisi s s 22
2.3 CONtent IMATKETIE, ......ov.eversigersrssmesessmseassasssss st st s s 25

2.3.1 Content INFOrMAtIVENESS ......ocooiiiimmii 26

2.3.2 Content INTEraCtiVILY ......coimiirrmiiiisi s 28

2.3.3 Content ENtertaiMment........coocoviuiinmmmn s 30
2.4 CUSEOMET ATEUAE .....oveieerieirinsres i 31
2.5 Supporting Theories for STIL ), S——— R SR 33

2.5.1 Uses and Gratification theory (U & G) ..o 33



95,3 FLOW THREOTY c..ooreerseeeeseesssesrsssessmsssssss s s S 34
2.5.4 Reasoned Action Theory (TRA) .ooveveeremmssressssssimss st 35
2.6 Relationship Among VAFIADIES ... s 35
2.6.1 Content Informativeness and e — Customer Engagement ... 35
2.6.2 Content Interactivity and e — Customer Engagement ... 36
7.6.3 Content Entertainment and e — Customer Engagement ... 37
2.6.4 Content Informativeness and Customer ATHERAC ocvveeeveeeeeiiere e 38
2.6.5 Content Interactivity and Customer AR .o eeevenveniciirinmesnesisssns s 38
2.6.6 Content Entertainment and Customer ACEUAR .ocevenrecvrsiecnssennrnmaessssessnssnsssansanassas 39
2.6.7 Customer Attitude and e — Customer ENGAGEMENT ...ooriiiinnmsirseiusmsssreessessess 40
2.7 Mediation of CUStomer ATEUA. ........ooivvvwsrmmunsissesssmms s e 42
2.8 CRAPLET SUIMIMATY «...ccrvrreseessssssssessesssss s 44
CHAPTER THREE ......ccoooomimmsstrssesssmmssssss s 45
CONCEPTUALIZATION AND OPERATIONALIZATION ...ooooiiiimmrreees 45
3.1 TUETOAUCHION. ... oorvvesseeeersessanressssssssssass s 45
3.2 COMCEPHUANIZALION .oroorvvorrreeerorsssssssssessssmmsmsssssss 200 45
3.3 Conceptual Framework ... [ ———E 46
3.4 Variables Relevant to the Conceptual Model ..o 47
3.4.1 Digital Content IMEATKEHIE «..cv.ceveerssssmsssressescsssamsssissessssssasssssssssiusssmgsssesssam st 47
3.4.1.1 Content INFOrMAtIVENESS ....coo.oorriusssirriesissrssrs s 48
3.4.1.2 Content ENErtainment .. ..oy 49
3.4.1.3 Content INErACVILY ...ocovrwwormmessnsm s 50
3.4.2 CUSTOMEE ATHEIAR ...oocvvvirrereesrmssssssssssss s S 51
343 E — Customer ENGAgement .. ..o s 52
3.5 Gperationalization of TS .. s s ocesamass 5583 s anmr s ARSERTE L s TSR e 53
3.6 Hypothesis DeveloPIEnt .....oooooooiiicvverssssssssssssssmsssss s 55



CHAPTER FOUR ..ottt ettt st a st 57

RESEARCH METHODOLOGY ....ooiiiiiiiiiiiiaiiae s 57
O TRt L T Lo | DT O PP T T PR LT L T 57
4.2 Research PhiloSOPIY .......cooiiiiiiiiiiiiiic s 57
4.3 Research APProach.. ... 58
4.4 ReSEArch SIATZY ......oviuiuiiiiiiirieitieis s 58
4.5 Methodological CROICE ........o.overviiririiei e 59
4.6 THIE HOTAZOM ... ittt e bt 59
4.7 Research Site/ Area SeleCtion.............ccooiiriiiimimninii 60
4.8 Population of the STUAY ..o 60
4.9 Sampling Technique/ Method ..o 60
4.10 Sample Size and Sample Framework. ... 61
4.10.1 SAMPIE SHZE ...ttt 61
4.10.2 Sample Framework. .. ..o 62
4.11 Method of Data Collection and SOUICeS..........cooiiiiiiiiiii e 62
4111 Primary DAata ..o 62
4.11.2 SecondAry DAta .......cccooiuiiiiiriiriri s 62
4.12 Research IMSTIUIMIEIIE . ...oove it 63
4.13 SOUTces OF MEASUTEIMEIIES .......vevrueeueareiisrereasaesie et 64
4.13.1 Method of Measurement on Personal Information.............cocoonin e 64
4.13.2 Method of Measurement on Research Information............coooiiii. 65
4,14 The PILOt STUAY ....ooeuieieiminrs it 65
4.15 Reliability of INSEIUMENt ......c.ooiiiiiii 66
4.16 Unit 0f DAata ANALYSES ....o.oviveriiiriiiii o 67
4.17 Method of Data AMALYSES .....cooiiiiiiiiii i 67
4.17.1 Methods of Data Analysis for First objective ... 68
4.17.2 Methods of Data Analysis for Second Objective ... 68
4.17.3 Methods of Data Analysis for Third Objective ... 68



4.17.4 Methods of Data Analysis for Fourth Objective ... 69
4.18 Method of Data Evaluation ...........occoiviiiiiiiiir s 71
4.18.1 Univariate AMALYSES ..........ocoiiiiiimiiiiiiein 71
4.18.2 Correlation ANALYSIS ..........ccoooiiiiiiiiii 72
4.18.3 Re@ression ANALYSES ..........coooriiiniiii i 73
4.18.3.1 Simple Regression Analysis. ... 74
4.18.3.2: Multiple Regression Analysis............ccooiii 74
4.18.4 Mediating AnalySis............cooriiiiiii i 75
4.18.4.1 Decision criteria for accepting mediating variable ... 76
4.19 Testing HYPOthesis ..........ccooiuiiiiiiniiii 77
4.20 DAt PreSeIEATION .. ..eeeveiieeeieeeeteeoee ettt e rtee e e s e s iie e ara e e et e et 78
4.20.1 Data Presentation for Personal Information ... 78
4.20.2 Data Presentation for Research Information ... 79
4.21 Ethical Consideration ...........cc.oooiiiiiriiiiiiiir e 80
4.22 ChAPLET SUINMMIATY ....ocvovnrarieiirrssssrssssesiers e ssssts s s e s sss s R 81
CHAPTER FIVE .ottt ettt et ama e aab e st e bbb 82
DATA PRESENTATION AND ANALYSIS ..o 82
E B Tty LT A0 (U PP P PP PP SRR PP PP P LI TIE 82
5.2 Analysis of ReHability .........coooooiiiiiiiiii s 82
5.3 DAt PreSeIEATION .. .. .eeeiieeieietieeeteeeee et aaee s iee e s e e s e e e s s ba s s e e 83
5.3.1 Data Presentation and Analysis of Personal Information ... 83
5.3.1.1 Gender distribution of the respondents ................cccoiii 83
5.3.1.2 Age Distribution of the Respondents..............cooiiii e 84
5.3.1.3 Period of use social media Distribution of the Respondents .......................cco. 84
5.3.1.4. Hours of use (per day) of the Respondents ... 85
5.3.2 Data Presentation and Analysis of Research Information ... 85
5.3.2.1 Univariate ANalySiS .........ococoiiiiiiiiii i 85

5.3.2.1.1 Identify the level of e — Customer Engagement..........coovi. 86



5.3.2.1.2 Identify the level of Digital Content Marketing ... 86

5.3.2.1.3 Identify the level of Customer Attitude..............ooooiii 87
5.3.2.2 Bivariate analysis ........c.ccooiiiiiiiiiiii 87
5.3.2.2.1 Pearson’s Correlation Analysis............ccooooiv 88
5.3.2.2.1.2 Relationship between Customer Attitude and e — Customer Engagement. 89
5.3.2.2.1.3 Relationship between Digital Content Marketing and Customer Attitude 89
5.3.2.3 Simple Regression Analysis............ccooooiiiiiiii 91
5.3.2.3.1 Impact of Content Informativeness and Customer Attitude .......................... 91
5.3.2.3.2 Impact of Content Interactivity and Customer Attitude....................c.ooonve. 93
5.3.2.3.3 Impact of Content Entertainment and Customer Attitude................cc........ 94
5.3.2.3.4 Impact of Content Informativeness and e - Customer Engagement .............. 96
5.3.2.3.5 Impact of Content Interactivity and e - Customer Engagement .................... 98
5.3.2.3.6 Impact of Content Entertainment and e - Customer Engagement................ 99
5.3.2.4 Multiple Linear Regression.............ccccoooiiiiiiiiiiniii e 101

5.3.2.4.1 Impact of Digital Content Marketing (Content informativeness) and

Customer Attitude on e — Customer Engagement ... 101

5.3.2.4.2 Impact of Digital Content Marketing (Content Interactivity) and Customer
Attitude on e — Customer Engagement ... 103

5.3.2.4.3 Impact of Digital Content Marketing (Content Entertainment) and Customer
Attitude on E — Customer Engagement ..o 105

5.3.2.4.4 Impact of Digital Content Marketing and Customer Attitude on e —

Customer ENGAgEMENT ..........ccooouiiiiiiiiiiiiii s 107
5.3.2.5 Mediation ANALYSIS.........ccoocuiiiiiiiiiiiiii e 109
5.3.2.5.1 Mediation Analysis of Customer Attitude ... 109
5.3.3 Testing Hypothesis......c...ccovviinminniinniinininnts it 111
5.3.3.1 Testing Hypothesis 1............cccoiiiiiiii 111
5.3.3.2 Testing Hypothesis 2 ...........ccocovivinmiiiinniniiniii s 111
5.3.3.3 Testing Hypothesis 3.............ccooimiiiiiiiiinin e 112
5.3.3.4 Testing Hypothesis 4 ... 112

Vil



5 0.5 Testing HypothesiS 5 oo smsums s wismeness musosavs s s vexsmmss soassm sessaiors 112

5.3.3.6 Testing HYPOTRESiS § ..ccmmmmsamarsmommms s smrmsesvsssaesseo oo oo 113
S TR A 1o B T VL Lt R ——————————————————— 113
5.3.3.8 Testing Hypothesis 8............ce s ssusismssmasiimsmssermmmssm st osssssssormesss prasssmonss 113
5.4 Chapter SUIMATY ........ccoiiiiiiimiii et 116
CHAPTER SIX ... .ccervimeimivumeasnrmmmnsesasvassmeemisesssassssssssss sonssssssssnssnasssoss sassedssssssasasassaisindises 117
FINDINGS AND DISCUSSION ..ottt 117
LT O 8 07 LT £ 1) | WP OO PP PP PPPPS 117
6.2 Discussion of Personal Information ...............cccoooriirurinnnncencecseecenenees 117
6.2.1 Gender of the reSpPOndents .............cccooviniinininiiisimm s s 117
6.2.2 Age group of the respondents ...................oooiiiiinn 117
6.2.3 Period of use social media Distribution of the Respondents ............................... 118
6.2.4 Hours of use (per day) of the Respondents ... 118
6.3 Discussion of Research Information..............c..ccooiiiiii 118
6:3.1 Univariate ANAIYSIS s oinrssamns s s ssnasssesos sosvrnsssesenssn s suos pransons 118
6.3.1.1 Level of e — Customer Engagement.............cc.ccoooiiiiiiiiiiininini 118
6.3.1.2 Level of Digital Content Marketing ...............ccocooiiiiinin 118
6.3.1.3 Level of Customer Attitude..............oocoooiiiiiiniiiii e 118
6.3.2 Pearson’s Correlation Analysis...........cccocoiiiiiiiiiiiiii 119
6.3.2.1 Relationship between Digital Content Marketing and E - Customer
ENGAGEIMENT ...t 119

6.3.2.2 Relationship between Customer Attitude and E — Customer Engagement.... 119

6.3.2.3 Relationship between Digital Content Marketing and Customer Attitude .... 120

6.3.3 Regression ANALYSIS .o anssmmmosomoomssssmm e o sesaprss s iemases 120
6.3.3.1 Simple Regression Analysis...........ccccociiniiiniiiinii 120
6.3.3.2 Multiple Regression Analysis.............cccovviiiiiinin 122

6.3.3.2 To Identify whether there is mediation influence of Customer Attitude to the

relationship among Digital Content Marketing and E — Customer Engagement...... 122

viii



6.4 Findings from Hypothesis Testing. ... 123

6.5 CHAPLEr SUIMIMATY ...cooviruiiiriseise st 124
CHAPTER SEVEN ...ttt ete ettt na s e 125
CONCLUSIONS AND RECOMMENDATIONS ..o 125
71 IIEEOAUCEIOTL. ..+ eeeeee oottt ettt ettt e ea e s e e h e e E e 125
7.2 COMCIUSIOM 1ottt ettt et e 125

7.2.1 First ODJECHIVE .......coovriiiiiiiieieisiiini s 125

7.2.2 Second ODJECHIVE .....c.ocuiviiiiiriiiiirct s 125

7.2.3 TRIrd ODJECHIVE ....c..ocuiiiirmeiieieis i 126

7.2.4 FOurth ODJECHIVE ......cciviiimriiiiieirisiiicic e 127
7.3 Contribution of the STUAY ......ccoiiiiiiiii 127
7.4 RECOMMENAALIONS ....oooooieieiiniirrimenras et 128
7.5 Limitations and future directions of the study ... 128
REFERENCES ... ceeeeeeeeeteeeeeteatasesseeemeessassesasassassas bbb d e s h s E e ssss 130
APPENDIX — Lottt eeeue st eae s aae g s ss e s h SR e h eSS 136
APPENDIX - 2. e eeeeeeeeeteieeseeseieeeeeeeseeseeiireeaneeaeenr i 141
APPENDIX =3 oooeiuieteeeeeeeteoseseesessasessesssassssansessasssases s sas et s sa s a1 eSS 152



