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ABSTRACT

The study aims at to know the nature of the relationship and the impact between the
dimensions of digital marketing and customer loyalty at the company in question, both
included a set of variables dimensions, digital marketing consist (attraction, communicate,
participation , learn, retention) while customer loyalty consist (behavioral loyalty, Cognitive
loyalty, directional loyalty, attitudinal loyalty), and because of the novelty of digital
marketing in companies that need its digital nature Zain company in Babylon Governorate
has been chosen and also the fact that this company characterized of advantages and recipes
via its quest to introduce very modern services.

The problem of the present study is the lack of clear perception among respondents about the
impact of digital marketing to achieve customer loyalty in Zain Telecom Company. After
crystallization of the conceptual framework and review previous research efforts related to
the current study variables, virtual scheme has been developed reflecting the nature of the
relationship between these variables, in order to identify the nature of this relationship has
been thrown a number of assumptions that are temporary solutions amenable to proof or
deny.

Study variables was measured based by the questionnaire as an essential tool to collect data

that was employed to test the study hypotheses, and selected a sample of customers having
been distributed randomly (120)
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application form returned (120) as was fit for analysis (108) form and the response rate was
90%, Where the study society was (173) individuals, Analyzed by statistical software
((SPSS.22)).

INTRODUCTION

The changes that have taken place in today's world are very fast. Perhaps one
of the most important reasons for these changes is the advanced technology,
which contributes significantly to bring about a set of transformations at the
level of companies in general, and especially those are interested in providing
everything that is appropriate for their customers and serve them better, as
companies are currently looking for the use of all means through which they
can develop the relationship between them and their customers and one of
these ways is digital marketing, it is a new form of marketing and provides
new opportunities for businesses to do business. Digital marketing activities
allow direct communication with potential customers quickly and regardless
of geographic location, digital marketing is the most convenient and effective
way to market  nowadays and with the development of technology is also
evolving style. On the other hand, most companies today are paying great
attention to the customer, where it is the basis in the design of its products and
the reason for its existence through the establishment of interactive
relationships with him and gain his trust by providing the various information
he needs about products and service. Thus understanding the customer more,
and in order to deliver customers to the stage of loyalty.

Problem of the study

Technology and innovation have led to radical changes in all modern business
processes, including marketing activities and one of the results of these
changes is the rapid development of digital marketing which is one of the most
effective ways to communicate and deal with potential customers, the virtual
environment for digital marketing includes a number of digital applications
available through websites and social networking sites used in a number of
activities in the business world, some companies, especially telecom., have
taken care of it.

The main problem of the study can be formulated ((lack of clear perception in
the study sample on the impact of digital marketing on achieving customer
loyalty in Zain Telecom)).

Importance of the study
The importance of the study lies in the following:

Contribute to building a knowledge based on digital marketing as one of the
current topics at the present time.

Clarify the important role which digital marketing plays in achieving customer
loyalty.
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— < Digital Marketing )

The urgent need for the telecommunications sector in Iraq to such studies of
the importance of it and support for the national economy.

Obijectives of the study
Objectives of the study are as follows:

Knowing the nature of the relationship and the impact between the dimensions
of digital marketing and customer loyalty in the researched company.

Diagnose the level of adoption of digital marketing in the researched
company.

Presenting the conclusions and recommendations related to these variables to
the researched company.

Outline hypothesis of the study

The study diagram represents a set of logical relationships between study
variables, the researcher identified the independent study variable (digital
marketing) which includes (5) sub-dimensions, the dependent variable
(customer loyalty) which includes (4) sub-dimensions, as shown in figure (1).

Attraction

Communication Participation Learning Retention

Behavioral
loyalty

Customer Loyalty >>

Cognitive Directional Attitudinal
loyalty loyalty loyalty
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Figure (1) shows the hypothetical study model
Source: - Prepared by the researcher

Hypotheses of the study

The study depends on the following main hypothesis: There is no significant
Impact of digital marketing related to customer loyalty.

The study sample

The sample was selected randomly, it was included a group of customers of
Zain Telecom in Babylon Governorate, it has been distributed (120)
questionnaires retrieved (108), complete questionnaire with a response rate has
reached (90%), and excluded (12) questionnaire because it is not complete the
terms.

Characteristics of the study sample

Table (1) A general description of the characteristics of the study sample

Variables Details Repetition Rate
male 56 52%
Sex female 52 48%
Total 108 100%
20-less 13 12%
30-21 53 49%
Age 41-31 31 29%
53-42 11 10%
Total 108 100%
Primaries. 6 690
Intermediate 30 28%

P 0)
Degree reparatory 22 20%
Bachelor 33 31%
Diploma 8 7%
Higher degree 9 8%
Total 108 100%
Zain 1-6 29 27%
Telecom 7-12 34 31%
subscription 13-17 45 42%
P Total 108 100%

Source: - Prepared by the researcher and based on the questionnaire
LITERATURE REVIEW

The concept of digital marketing
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The concept of digital marketing varies according to the views of researchers,
their contributions, their scientific background and their specialization. Table
(2) shows some of these contributions in chronological order:

Table (2) shows Some of the researchers' contributions to the concept of
digital marketing

The researcher The definition
& year

(Gao :2018 :11) It promotes goods and services in

innovative ways using digital platforms in

order to reach customers in a cost effective,

timely and personal manner.

It is the strategy through which electronic

(Behera et al:2019:1) companies benefit from data analysis to

deliver individual marketing messages to

existing and potential users.

Source: - Prepared by the researcher depending on the literature
contained therein

By noting the concepts in table (2), there are many views on the concept of
digital marketing, some describe it as a process of promoting products and
services, while others prepare to use digital technologies to create an
integrated communication, while others see it as marketing that uses devices,
electronic channels, etc.

The researcher believes that digital marketing is the promotion of goods,
services and ideas through the use of digital channels to reach new customers
in a timely manner and retain existing customers.

The importance of digital marketing

In the developed world, companies realized the importance of digital
marketing. To succeed, they will have to integrate the Internet in traditional
ways to more accurately meet customer needs and introduce new technologies
that create new business opportunities for marketers to manage their websites
and achieve their business goals (Siddiqui&Khan :2013:9)

There are many reasons why effective digital marketing is important for
companies. (Ryan: 2014:30)

Digital marketing contributes to the provision of services, or products offered,
by companies and in a short time. Customers are accustomed to obtain their
information on demand from multiple sources at the same time. Invest time to
examine details designers and marketers need to understand this desire and
instant gratification when creating their online offerings.
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There are some problems of digital marketing and is not easy for some
customers and these problems are not aware of the real marketing and this is
due to the Internet environment, some customers fail to deal with this
environment, so companies should provide more details about the service
marketed digitally.

The research showed that the importance of digital marketing lies in the great
role in achieving the company's objectives at the lowest costs and achieve a
competitive advantage among competitors and thus expand the customer base.

Dimensions of digital marketing
Attraction

The first dimension of digital marketing is how to attract customers to
companies websites, this can be achieved through bulletin board
advertisements, links from other sites and take advantage of existing
marketing communications, such as advertising and product packaging (Teo &
Tan: 2002: 5).

Communication

The second dimension is customer communication, the most widely used
customer-related tool that includes personal communication with customers
about products or services and the provision of customized products services.
A personal touch may be added by updating customers when new products or
services arrive to meet their specific needs or interests (Teo: 2005: 211)

Participation

The third dimension of the digital marketing dimension relates to users, taking
care of them, and their participation after they are attracted to the website for
interaction (Tan &Te0:2002: 6-7). Participation means establishing
relationships with the customer where there is a giving and taking and where
the customer is a partner and participant in marketing efforts and products
((Zahay: 2015: 13).

Learning

Identifying customer preferences involves collecting information about current
and potential customers, for example, online surveys, offering these
customized products and services can generate unique feelings among
customers. However, many companies still view the process of gathering
information about customer preferences as difficult and expensive (Nikunen et
al:2017:174).

Retention

Buying new customers is always thought to be more expensive than spending
on existing customers to create repeat business; for example, many companies
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nowadays require customers to provide their email addresses in order to send a
confirmation of an online transaction; customers are also given the option to
receive future updates for product information and promotional events (Ali et
al:2012:1597)

The concept of customer loyalty

The opinions of writers and researchers in the definition of customer loyalty
are varied according to the views of researchers, their contributions, their
scientific background and specialization. Table (3) shows some of these
contributions according to their chronology:

Table (3) shows Some of the researchers' contributions to the concept of
customer loyalty

Researcher & year The definition

(Wang et al: 2017 :114) It is a behavioral behavior that is
influenced by the feelings of the
customers and their affection towards
the company and how they relate to it.

(Cheng et al: 2018 :7) Is an intense commitment to continually
repurchase the product from the same
service providers in the future.

Source: - Prepared by the researcher depending on the literature contained therein

The researcher believes that customer loyalty is a commitment from the
customer towards his favorite products and not looking for a replacement
product and the desire of the customer to buy the product from the same
company in the future.

The importance of customer loyalty

Customer loyalty is a key factor for the company and can help it achieve long-
time success. The importance of customer loyalty is inextricably linked to the
company's survival, growth and continued strong future .(Adeleke & Aminu:
2012:211). Customer retention costs are much lower than customer acquisition
costs, which means that retaining existing customers is an important business
goal rather than looking for a new customer. (haghkhah et al:2013: 157) The
current customer gives suggestions to the company about their needs, and
what they expect loyalty describes the customer's desire by continuously
supporting the company's products for a long period of time and repeatedly
and preferably (Negi & Ketema: 2010: 113).

The importance of customer loyalty lies in the following:

A High market share and support the competitive position of the
company.
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B. low costs of promotion.
Dimensions of customer loyalty
Behavioral loyalty

Customer loyalty is a key factor for the company and can help it achieve long-
time success. The importance of customer loyalty is inextricably linked to the
company's survival, growth and continued strong future, but ignores potential
loyalty towards a specific loyalty program, rather than loyalty to the brand
itself. It does not take into account the appropriateness or inadequacy of
procurement to distinguish between repeat purchase and loyalty. (Costa: 2018:
10).

Cognitive loyalty

The customer prefers one brand over its alternatives based on information
about the characteristics of the brand, this dimension is called "cognitive
loyalty” based on the belief and perception of the brand only. Information
about the brand is derived from prior knowledge and knowledge from other
people (Kuzgun: 2012: 24)

Directional loyalty

Directional loyalty relates to the optimistic concepts, opinions, ideas, values,
and feelings of the customer towards the product or service provided. This
loyalty can be expressed primarily by a preference for a product or service or a
psychological tendency towards a particular product or service (Oluseye et al:
2014: 279).

Attitudinal loyalty

Researchers have found that high levels of satisfaction lead to more attitudinal
loyalty, which in turn has a positive effect on stability (Chen et al:2009:271),it
can be defined as encouraging others to use the service and recommending
services to others (haghkhah et al: 2013: 157).

DATA ANALYSIS
Impact hypothesis testing

Testing the Impact of the independent variable (digital marketing) on the
dependent variable (customer loyalty), based on simple regression analysis
and multiple regression analysis (F) to determine the significance of simple
and multiple regression equation, so there is a significant effect if the
calculated (F) is greater than the tabular value (F) and there is no such effect if
the calculated (F) value is smaller than the tabular value (F) at a significant
level (1%), the coefficient of interpretation (R2) was also used to explain the
effect of independent variables.
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Based on the above, the test will be achieved for the main hypothesis, as
follows: Testing the main hypothesis: - (There is no significant relationship
Impact of digital marketing dimensions in customer loyalty).

1- Testing the first sub-hypothesis: (There is no significant Impact
relationship to the dimension of attraction in customer loyalty).

Proving the hypothesis that is mentioned above, the test (F) is used to analyze
the significance of the simple linear regression model as shown in Table (4)
which is constructed according to the following formula:

Y=a+b*x+e That is: Y represents the dependent variable (customer loyalty)
While X represents the independent variable (digital marketing)

Table (4) shows the estimation of the parameters of the simple linear
regression model to measure the impact of digital marketing on customer

loyalty.
variable | A B The value of F The value of T Factor
of
Counta | Tabul | Counta | Tabul interpre
ble ar 1% | ble ar 1% : P
tation
R2
X1 0.19 | 2.12 | 118.544 118.544 0.975
5 7
X2 0.21 |2.19 |107.757 | 3.201 |107.757 | 2.326 |0.973
1 5
X3 0.43 | 3.20 | 53.802 53.802 0.947
7 5
Xa 0.11 | 3.14 | 222.547 222.547 0.987
3 8
x5 0.37 | 2.46 | 42.639 42.639 0.934
8 6
X 0.02 | 0.52 | 382.136 382.136 0.992
7 5

Source: prepared by the researcher according to the results of the electronic
calculator n = 108

The results in Table (4) show the following:

A- The value of (F) calculated for the simple linear regression model of the
attraction dimension (X1) was (118.544), which is greater than the tabular
value (F) of (3.201) at the level of significance (1%). This indicates that the
change of one unit in the attraction dimension changes the loyalty of the
customer by (2.127). This means that the simple linear regression model is
significant, i.e., the attraction (X1) affects customer loyalty (y). This effect is
significant at the level mentioned (1%).

279



THE IMPACT OF DIGITAL MARKETING IN ACHIEVE CUSTOMER LOYALTY (AN ANALYTICAL STUDY OF THE VIEWS OF A SAMPLE OF ZAIN TELECOM
CUSTOMERS IN BABYLON GOVERNORATE) PJAEE, 17 (5) (2020)

B- The value of the factor of interpretation (R2) was (0.975). Which means
that dimension attraction (X1) accounts for (97.5 %) of the changes in
customer loyalty (y)The remaining (2.5%) that (R2) could not explain is due
to the contribution of other variables not included in the current study study
plan.

From the above, The first sub-hypothesis, rejects the view which emanates
from the main hypothesis, states that (there is no significant Impact
relationship to the dimension of attraction in customer loyalty).

Alternative hypothesis is accepted: (there is a significant Impact relationship
to the dimension of attraction in customer loyalty).

2 - Testing the second sub-hypothesis: (There is no significant Impact
relationship to the dimension of communication in customer loyalty).
The results in Table (4) show the following:

A- The value of (F) calculated for the simple linear regression model of the
communication dimension (X2) was (107.757), which is greater than the (F)
tabular value of (3.201) at the level of significance (1%), which indicates the
stability of the regression factor (b= 2.195). At the mentioned level of
significance, that is, the change of one unit of communication distance affects
the loyalty of the customer by (2.195). Accordingly, dimension the
communication (X2) has a significant effect on customer loyalty (y) and this
effect is significant at the level mentioned E (1%).

B-The value of the Interpretation Factor (R2) was (0.973), which means that
dimension communication (X2) accounts for (97.3%) of the changes in
customer loyalty (y). The remaining (2.7%) is due to the contribution of other
variables not included in the current study plan.

From the above, The second sub-hypothesis, rejects the view which emanates
from the main hypothesis, states that (There is no significant impact
relationship to the dimension of communication in customer loyalty).
Acceptance of the alternative hypothesis: (There is a significant influence
relationship to the dimension of communication in customer loyalty).

3 -Testing the third hypothesis: (there is no significant impact relationship to
the dimension of participation in customer loyalty).

The results in Table (4) show the following:

A- The value of (F) calculated for the simple linear regression model
dimension the participation (X3) was (53.802), which is greater than the table
(F) of (3.201) at the level of significance (1%), which indicates the stability of
the regression factor (b=3.205). At the mentioned level of significance, i.e.,
the change of one unit dimension participation affects the loyalty of the
customer by (3.205), which means the significance of the simple linear
regression model is established. (X3) therefore has a significant effect on the
loyalty of the customer. (y).
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B- The value of the coefficient of interpretation (R2) was (0.947), which
means that dimension the participation (X3) explain (94.7%) of the changes in
customer loyalty (Y). The remaining (5.3%) is due to the contribution of other
variables not included in the current study plan.

From the above, The third sub-hypothesis, rejects the view which emanates
from the main hypothesis states that (there is no significant impact relationship
to the dimension of participation in customer loyalty)

Alternative hypothesis is accepted: (There is a significant influence
relationship to the dimension of participation in customer loyalty)

4-Testing the fourth sub-hypothesis: (there is no significant Impact
relationship to the dimension learning in customer loyalty)

The results in Table (4) show the following:

A-The value of (F) calculated for the simple linear regression model
dimension learning (X4) was (222.547), which is greater than the (F) tabular
value of (3.201) at the level of significance (1%), which indicates the stability
of the regression factor (b=3.148). At the mentioned level of significance, that
is, the change of one unit dimension learning affects the loyalty of the
customer by (3.148), which means that the simple linear regression model is
significant (X4) having a significant effect on the customer loyalty. (y)

B -The value of the coefficient of interpretation (R2) was (0.987), which
means that dimension learning (X4) explains (98.7%) of the changes in
customer loyalty (y). The remaining (1.3%) is due to the contribution of other
variables not included in the current study plan.

From the above, the fourth sub-hypothesis rejects the view which emanates
from the main hypothesis, states that (there is no significant impact
relationship to the dimension learning in customer loyalty).

The alternative hypothesis accepts the view which indicates: (there is a
significant influence relationship to the dimension learning in the customer

loyalty).

5-Testing the fifth sub-hypothesis: (There is no significant Impact relationship
to the dimension retention in customer loyalty)

The results in Table (4) show the following:

A- The value of F calculated for the simple linear regression model of the
retention dimension (X5) was (42.639), which is greater than the (F) tabular
value of (3.201) at the level of significance (1%). which indicates the stability
of the regression factor (b=2.466), At the mentioned level of significance, that
is, the change of one unit from retention affects the loyalty of the customer by
(2.466), which means the significance of the simple linear regression model is
established. Thus, dimension retention (X5) has a significant significance in
the loyalty. Customer ()
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B- The value of the coefficient of interpretation (R2) was (0.934), which
means that dimension retention (X5) explains (93.4%) of the changes in
customer loyalty (y), while the remaining percentage (6.6%) is due to
Contribution of other variables not included in the current study plan.

From the above, The fifth sub-hypothesis, rejects the view which emanates
from the main hypothesis, states that (there is no significant Impact
relationship to the dimension retaining customer loyalty).

The alternative hypothesis is accepted: (there is a significant Impact
relationship to the dimension retention in customer loyalty).

Based on the above, the main hypothesis rejects the view that indicates (there
is no significant impact relationship to digital marketing in customer loyalty)
The alternative hypothesis accepts the view which indicates (there is a
significant Impact of digital marketing on customer loyalty).

CONCLUSIONS AND RECOMMENDATIONS

In this section, we will deal with two parts, the first of which is to present the
most important findings of the study, or the second contains the most
prominent recommendations.

CONCLUSIONS
In light of the theoretical framework and statistical findings of the study, the
following conclusions can be presented:

1 - scarcity of research, which focused on the study and interpretation of the
relationship between the variables of the current study (digital marketing,
customer loyalty) in the business environment, specifically in the Iragi mobile
operators according to the hypothesis model of the current study.

2- Interest after the attraction, by providing additional services to its
customers, such as Internet service and others, in order to encourage them to
deal with it and use advertising banners on web sites to attract its customers.

3- Great interest has appeared in the dimension of communication, as the
Internet is one of the most prominent digital channels that the company
employs to communicate with its customers, and the company has pages
dedicated to introducing its services and the company uses advertising
messages via mobile phone to communicate with its customers.

RECOMMENDATIONS
In light of the practical conclusions of the study that emerge from the
responses of the sample, a set of recommendations can be made as follows:

1- The necessity of activating digital marketing in the telecom companies as
one of the modern methods that enable them to attract customers.

2- Use of digital marketing at the level of telecommunications companies to
reduce the depletion of resources.
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3 - The need to take into account the loyalty of the customer in the preparation
of programs to use digital marketing.
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