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Introduction 

 
Digital marketing has become an essential 
tool for businesses in the modern era, 
especially in the banking sector. The 
pandemic prompted the closure of bank 
branches, forcing customers to use their 

banks' digital channels. As a result, 50% of 
customers now interact with their bank 
through mobile applications or websites at 
least once a week, compared to 32% two years 
ago (López and Lagunas, 2021).  In Lima, Peru, 
competition between banks is fierce, and 
customer loyalty has become a primary 
objective. The number of digital operations in 

Abstract 
 
In Peru, the strong competition in the banking sector in the digital context has made customer 
loyalty essential, which is why the use of well-defined digital marketing strategies is important as 
a differentiating point in a competitive market. Although customer satisfaction has been widely 
studied, there is little research that places it as a mediator between digital marketing strategies 
and customer loyalty. The objective of the research is to analyze to what extent digital marketing 
strategies influence brand loyalty, the mediating role of satisfaction. This research has a 
quantitative approach with a non-experimental design, at an explanatory level, with the use of 
structural equations. The sample was made up of 300 bank clients, with a non-probabilistic 
sampling for convenience. The results of the theoretical model were adequate, due to the values 
of RMSEA= 0.057 and SRMR=0.045, CFI=0.939 and TLI=0.932, chi-square (X^2) =724 and 
(df)=363.  The results show that marketing strategies influence customer loyalty with customer 
satisfaction as a mediator. However, these strategies must be reviewed periodically due to 
changes in technology and artificial intelligence.   
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Peru has increased significantly. Digital 
payments per capita in the country increased 
by 56% compared to 2021, reaching a total of 
156 digital payments per capita in 2022 
(Banco Central de Reserva del Perú [BCRP], 
2022). Well-implemented digital marketing 
strategies can be a key differentiator in a 
saturated market. Today's consumers expect 
personalized and convenient experiences.  
 
According to Deloitte (2021), digital use 
among millennials and generation Z increased 
from 25% to 70%. This research will not only 
benefit banking institutions by providing 
them with clear and effective strategies to 
improve customer loyalty, but will also 
contribute to the academic and practical 
development of digital marketing in the 
financial sector. Although there are various 
studies on the influence of digital marketing in 
various sectors, there is little research focused 
on strategies that influence loyalty within the 
banking sector in Peru; satisfaction has also 
been widely studied, however there are few 
investigations that place it as a mediator 
between marketing strategies and loyalty, 
therefore that is the gap that is intended to be 
filled: providing information that can help 
banks optimize their digital marketing 
strategies to improve both customer 
satisfaction and loyalty. 
 
The objective is to analyze to what extent 
digital marketing strategies influence brand 
loyalty, a mediating role in satisfaction. 

 

Literature Review  

 
Digital marketing refers to marketing over the 
Internet using websites, advertising, online 
promotions, and social media (Kotler and 
Armstrong, 2018). The implementation of 
digital marketing in companies is vital to be 
competitive in the market by offering their 
products and services through digital tools 
(Gasca et al., 2022). Likewise, it is important 
to apply digital marketing strategies in 
organizations, these support customer 
satisfaction, the creation of products and 
reaching the target market (Viteri et al., 2018). 
On the other hand, digital marketing is a 
competitive advantage over other companies 
that do not adapt to constant changes (Alonso 
and Tena, 2019). Meanwhile, those 

responsible for marketing must apply 
strategies to improve customer loyalty and 
satisfaction (Guo, Zhang and Xia, 2023). 
Likewise, implementing digital marketing 
strategies means innovating every day, 
improving communication and achieving 
customer loyalty (Lozano et al., 2021). 
Therefore, companies must apply marketing 
strategies with innovation and actively adapt 
to constant change to excel in constant 
competition (Ma and Gu, 2024). 
 
Loyalty is the customer's tendency to choose 
one brand over another (Usman, Iselmi and 
Fidhyallah, 2024). Likewise, loyal consumers 
are usually satisfied, however, satisfaction is 
not necessarily consumer loyalty (Oliver, 
1999). Maintaining customer loyalty is often 
given more priority than attracting new 
customers, retaining existing customers is 
cheaper than attracting new consumers 
(Amiruddin, Paly and Abdullah, 2023). 
Usually, customer loyalty has been defined as 
a behavioral indicator (Kumar, Ramani and 
Bohling, 2004). Furthermore, brand loyalty 
manifests itself as a visible behavior, 
evidenced in repeated purchases of the same 
product, brand or supplier, regardless of the 
customer's stated intentions about future 
purchases. This approach defends the random 
nature of the phenomenon and, therefore, 
provides an inductive and observational 
explanation, explaining the frequency of 
occurrence. (Páramo, 2020). 
 
Customer satisfaction is defined as the extent 
to which customers' expectations about a 
product or service are met or exceeded. This 
variable is crucial in evaluating business 
performance and has a significant impact on 
customer loyalty, retention and long-term 
profitability of the company (Anderson, 
Fornell and Rust, 1997). Likewise, customer 
satisfaction not only refers to the perception 
of the value received, but also to the general 
experience with the company, which includes 
aspects such as customer service and 
interaction at key contact points. This reflects 
positively in greater customer retention and 
an increase in recommendations, which is 
vital for the organic growth of the company 
(Eskildsen, 2009). On the other hand, 
companies that invest in improving customer 
satisfaction often see a positive return on 
their investment due to decreased customer 
churn and increased customer lifetime value 
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(Homburg, Jozić and Kuehnl, 2017). Also, 
customer satisfaction contributes 
significantly to productivity and profitability, 
differentiating between goods and services 
(Anderson, Fornell and Rust, 1997).  
Additionally, customer satisfaction can be 
effectively assessed using surveys that 
measure specific aspects of the customer 
experience, such as perceived quality and 
perceived value (Babin and Zikmund, 2015). 
 
Email marketing and satisfaction 

Email marketing has established itself as an 
essential tool in digital marketing strategies, 
especially in sectors such as banking, where 
personalization and direct communication are 
essential for customer satisfaction. According 
to Chaffey and Ellis-Chadwick (2019), email 
marketing allows companies to effectively 
segment their customers, personalize 
messages and measure the impact of their 
campaigns, which significantly contributes to 
improving the customer experience. In the 
banking context, this translates into greater 
satisfaction when receiving relevant and 
timely information, which reinforces the 
positive perception of the financial institution 
(Ali et al., 2021). The influence of email 
marketing on customer loyalty and 
satisfaction is evident in studies such as that 
of Valente and Alturas (2023), who found that 
well-executed email marketing campaigns can 
strengthen customer loyalty, a key component 
of customer satisfaction. Furthermore, 
Assensoh-Kodua (2016) points out that, in the 
banking industry, email marketing not only 
improves satisfaction by keeping customers 
informed about products and services, but 
also increases customer retention, an 
indicator of long-term satisfaction. Another 
relevant aspect is the integration of email 
marketing with customer relationship 
management (CRM) systems. El Hail (2024) 
highlights that this combination allows for 
more effective and personalized 
communication, which contributes to greater 
customer satisfaction. Along these lines, Ellis-
Chadwick and Doherty (2012) argue that 
email marketing, when implemented 
correctly, can be a powerful tool to improve 
customer satisfaction by offering relevant and 
personalized content that responds to the 
specific needs of banking customers. 
Personalization is one of the main factors that 
link email marketing with customer 

satisfaction. According to Sagar et al. (2022), 
the ability to personalize messages according 
to customer preferences not only increases 
the email opening rate, but also improves the 
customer's perception of the brand, which in 
turn raises their level of satisfaction. This 
personalized approach is particularly relevant 
in the banking sector, where clients value the 
relevance and timeliness of the information 
received. Finally, recent studies, such as that 
of Alalwan (2018), show that email marketing 
characteristics, such as personalization and 
segmentation, significantly influence 
purchase intention and customer satisfaction. 
These findings suggest that banks using 
personalized email marketing strategies can 
not only increase customer satisfaction but 
also improve long-term loyalty. 

H1: Email marketing influences banking 
customer satisfaction.  

Affiliate Marketing and Satisfaction  

Affiliate marketing has become a key strategy 
for companies seeking to increase customer 
satisfaction through strategic collaborations 
with third parties. In the banking sector, this 
practice allows financial institutions to 
expand their reach and offer complementary 
products and services that improve the 
customer experience. According to Singh 
(2017), affiliate marketing allows banks to 
leverage their affiliate partners' audiences to 
offer promotions and products that better 
align with customer needs, increasing overall 
satisfaction. Recent studies, such as that of 
Zangana et al. (2024), suggest that affiliate 
marketing is not only effective in attracting 
new customers, but also in improving the 
satisfaction of existing customers by 
providing them with access to exclusive and 
personalized offers. In the banking context, 
this approach can translate into higher 
customer retention rates, as satisfaction is a 
key driver of customer loyalty (Kumar, 2021). 
The trust generated by affiliate 
recommendations also plays a crucial role in 
customer satisfaction. According to Syrdal et 
al. (2023), customers tend to trust affiliate 
recommendations more than the company's 
direct advertising, which reinforces their 
positive perception and, therefore, their 
satisfaction with the financial institution. In 
this sense, the credibility and trust generated 
through affiliate marketing can be decisive in 
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improving the banking customer experience 
(Garepasha et al., 2020). On the other hand, 
Mangiò and Di Domenico (2022) highlight 
that transparency in affiliate marketing 
practices is essential to maintain customer 
satisfaction. When customers are aware of the 
relationship between the bank and its 
affiliates, and perceive that the offers are 
relevant and fair, their level of satisfaction 
increases considerably. This aspect is 
particularly important in the financial sector, 
where trust and transparency are 
fundamental to the relationship with the 
client. Additionally, strategic alliances 
established through affiliate marketing can 
improve the perception of value among 
banking customers. According to Kumar et al. 
(2024), promotional offers and additional 
benefits provided through affiliates can 
increase the customer's perception of value, 
which in turn raises their level of satisfaction. 
These types of synergies are especially 
relevant in the competitive banking market, 
where customers continually look for options 
that offer them the greatest possible value. 
Finally, a study by Leeflang et al. (2014) points 
out that affiliate marketing can be an effective 
strategy to improve customer satisfaction by 
allowing greater personalization and 
relevance in the offers presented. In summary, 
affiliate marketing, when implemented 
strategically in the banking sector, not only 
has the potential to attract new customers, but 
also to significantly increase the satisfaction 
of existing customers by providing them with 
offers and products that respond to their 
specific needs. 

H2: Affiliate marketing influences banking 
customer satisfaction.  

Search engine marketing and satisfaction  

 
Search engine marketing is one of the digital 
marketing strategies, which is a practice that 
allows visualization in the search for 
information about a product or service 
(Khushi, 2023). Likewise, search engine 
marketing positively influences satisfaction 
and the purchase decision (Khanfar et al., 
2024; Diwanji et al., 2023). Similarly, search 
engine marketing is significantly related to 
customer satisfaction to generate loyalty in its 
customers (Ikeni, 2024). However, Altarifi et 
al. (2024) in their study found that search 

engine marketing does not have significant 
acceptance among customers. 

 
H3: Search engine marketing influences 
banking customer satisfaction.  

 
Social media marketing and satisfaction  

There are already different social networks in 
the market and although social networks are 
very dynamic, it is difficult not to refer to one 
in particular and how it has influenced 
marketing: WhatsApp, Facebook, YouTube, 
Instagram and Twitter are the most used 
social networks without forgetting that the 
social network that has grown with the most 
trend in recent years is Tik Tok (Sicilia et al., 
2022). In the same way, the content generated 
on social networks by brands and users where 
products or services and recommendations 
are made known is vital to consumers for their 
purchasing decision (Adistsany and 
Wikartika, 2022). Social media marketing 
promotes brands and products (Mude and 
Undale, 2023). Likewise, the use of social 
networks is an effective digital marketing 
strategy to attract potential customers, 
strengthen relationships with followers and 
customers to provide a satisfactory 
experience, thereby generating customer 
loyalty (Handal et al., 2024). Furthermore, the 
use of social networks is positive and 
significant in company performance (Winarso 
et al., 2023). According to Al-Weshah et al. 
(2021), digital marketing strategies, 
especially the social media strategy, positively 
influence patient satisfaction at the health 
center in Jordan. On the other hand, Alfaro et 
al. (2023) obtained as a result in their 
research that digital marketing strategies 
have not been able to satisfy customer 
expectations because the company is just on 
the path to adapting digital media and does 
not interact with its customers through social 
networks, which is why it has a low positive 
relationship. Likewise, Rashwan et al. (2019) 
in their research work found that satisfaction 
with electronic banking does not act as a 
mediator in the relationship between the 
dimensions of the E-CRM, therefore managers 
must enhance customer satisfaction by 
offering technological security mechanisms 
for online banking transactions.  

H4: Social media marketing influences 
banking customer satisfaction.  
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Mobile marketing and satisfaction  

 
The growth of mobile marketing has 
increased the importance of banking services 
through mobile devices (Yang, 2004). 
Currently, users must use their phones to 
carry out transactions on electronic 
commerce platforms, although they must 
complete these operations using mobile 
banking applications; this includes actions 
such as transfers, withdrawals, payments and 
investments (Öztaş, 2015). Therefore, banks 
must take advantage of this opportunity to 
provide services that fit the needs of their 
mobile customers, particularly relating 
customer satisfaction, thus obtaining a 
corrective result of mobile marketing and 
satisfaction (Baptista and León, 2013). Also, 
Scharl et al. (2005) defined m-marketing as 
the use of wireless media to offer m-
consumers personalized and relevant 
information in time and place, promoting 
products and services. Likewise, Akgün et al. 
(2018) indicate that m-marketing includes 
marketing activities carried out through 
mobile phones in mobile commerce.  
 
Therefore, mobile marketing is a medium that 
allows business organizations to interact with 
their customers in a personalized way (Gana 
and Koce, 2016) ensuring that customers' 
needs are met and promoting greater 
interaction and communication that helps 

satisfy their desires, which increases their 
satisfaction (Al-Hawary and Obiadat, 2019). 
This aspect is crucial to foster customer 
loyalty towards the organization (Hallowell, 
1996) 

 
H5: Mobile marketing influences banking 
customer satisfaction. 

 
Customer satisfaction and loyalty 

 
The growing advancement of financial 
services related to customer behavior has 
been a highly studied topic in recent years, 
particularly in satisfaction and loyalty to an 
entity (Baptista and León, 2013). In this sense, 
loyalty is seen as the viable path to 
profitability, helping to reduce customer loss 
and increase income in companies (Reichheld, 
1993; Osayawe, 2006). Satisfaction is seen as 
the response of the consumer's fulfillment. 
Bolton and Drew (1991, p. 377) and Oliver 
(1999) reinforce this concept by defining it as 
the satisfaction given by certain 
characteristics of a product or service and the 
pleasant result of its use in relation to the 
expectation (Lévy Mangin et al., 2020). While 
customer loyalty focuses specifically on the 
dimensions of the service (Zárraga, Morejón 
and Sandoval, 2018) 

 
H6: Satisfaction influences bank customer 
loyalty.  
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Fig 1. Theoretical model 
 

Materials and Methods 

 
This study will be carried out under a 
quantitative approach, characterized by the 
collection and analysis of numerical data to 
establish patterns and test predefined 
hypotheses (Ato, López-García and 
Benavente, 2013). Likewise, the research 
design is non-experimental where the 
variables are not manipulated; the variables 
are observed as they occur in their natural 
environment. Cross-sectional since data 
collection is carried out at a single moment in 
time (Hernández and Mendoza, 2018). 
Furthermore, the research will be of an 
explanatory level because it focuses on 
understanding and explaining the causal 
relationships between the variables 
investigated, with the use of SEM equations 
(Hernández et al., 2014). The study sample is 
made up of 300 bank clients. Inclusion 
criteria: People of legal age who are clients of 
a bank. Exclusion criteria: people who are not 
clients of a bank. Non-probabilistic 
convenience sampling will be used. This type 

of sample was chosen due to the ease and 
speed of accessing participants who meet the 
inclusion criteria, allowing data to be 
collected in an efficient and practical manner. 
 
The technique used was the survey and the 
questionnaire as an instrument. The specific 
questionnaires used to measure each of the 
study variables are described below: To 
measure the digital marketing strategies, the 
instrument by Dhankhar et al. (2023) was 
used and to measure the loyalty variable, the 
instrument by Shi et al. (2014) was used, and, 
finally, to measure the satisfaction variable, 
the questionnaire (American Customer 
Satisfaction Index [ACSI], 2018) will be used. 
The three questionnaires use a 5-point Likert 
scale, where 1 represents "totally disagree" 
and 5 represents "totally agree. The reliability 
of the instruments is greater than 0.7 
considering the instruments reliable. The final 
survey was subsequently carried out. Jamovi 
software version 2.3.28 was used for data 
processing. 



7                                                                                                                                              IBIMA Business Review 
____________________________________________________________________________________ 

 

______________________ 
 

Mila APAZA-CHULLUNQUIA, Michael VILLOSLADA-COSINGA, Andrea TORRES-VASQUEZ Yessica 
ERAZO-ORDOÑEZ And Roberto MACHA-HUAMÁN, IBIMA Business Review, 
https://doi.org/10.5171/2025.440552 

Results 

 
Table 1 shows the sociodemographic results, 
prioritizing the age between 25-34 with a 

percentage of 43.7%, mostly men with 61.3%, 
with a higher degree of university education 
of 57%, and the highest percentage of 
respondents were from Banco BCP with 
42.3%. 

 
 
 
 
 

Table 1. Sociodemographic data  
 

Variables   Frequencies % 

Age    

 18 - 24  102 34.0 % 

 25 - 34  131 43.7 % 

 35 - 44  50 16.7 % 

 45 - 54  15 5.0 % 

 
More of 54  2 0.7 % 

    

Sex    

 Masculine 184 61.3 % 

 Feminine 116 38.7 % 

    

Level of education   

 
Secondary 31 10.3 % 

 

Technical 
higher 

78 26.0 % 

 

University 
higher 

171 57.0 % 

 Postgraduate 20 6.7 % 

    

Banking entity   

 

BBVA  46 15.3 % 

 

BCP 127 42.3 % 

 

BANCO DE 
LA NACION 

63 21.0 % 

 INTERBANK 45 15.0 % 

 
SCOTIABANK  15 5.0 % 

  Others 4 1.3 % 
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Table 2 shows the reliability of the 
instruments used in the present study. That is, 
both Cronbach's alpha and McDonald's omega 
measure the internal consistency of an 

instrument. Therefore, for an instrument to be 
considered reliable, the coefficient must be 
greater than 0.7.

 
Table 2: Instrument Reliability 

 

Variables 
Cronbach’s 

alfa 
McDonald’s 

omega 
N° of items 

Marketing digital (MKTD) 0.972 0.973 27 

Email Marketing (MKTCE) 0.933 0.934 7 

Search engine marketing (MKTMB) 0.940 0.940 6 

Social media marketing (MKTRS) 0.921 0.922 5 

Affiliate Marketing (MKTAF) 0.922 0.922 4 

Mobile Marketing (MKTMV) 0.889 0.891 5 

Customer satisfaction (SATISF) 0.905 0.906 3 

Customer loyalty (LEALT) 0.930 0.930 4 

Note: Reliability results prepared with Jamovi 

 
Exploratory Factor Analysis (EFA) allows 
measuring the Kaiser-Meyer-Olkin (KMO), 
which must be greater than 0.6. Likewise, it 
allows us to obtain the Bartlett test of 
sphericity, which is composed of Chi-square 
(X^2), degree of freedom (df) and p value that 
must be less than 0.05 to be significant. 
Furthermore, the explained variance must be 

greater than 50%. In this sense, the KMO was 
0.963, the Chi-square (X^2)=7545, df=351 
and p<0.001. Finally, through the maximum 
likelihood extraction method and varimax 
rotation, 5 factors were extracted with a 
cumulative explained variance of 70.7%, as 
shown in Table 3. 

 
Table 3: Factor loadings of the dimensions of the digital marketing variable 

 

Items 
Email 

Marketing 
(MKTCE) 

Search engine 
marketing 
(MKTMB) 

Social 
media 

marketing 
(MKTRS) 

Affiliate 
Marketing 
(MKTAF) 

Mobile 
Marketing 
(MKTMV) 

MKTCE1 0.568       

MKTCE2 0.775       

MKTCE3 0.783     

MKTCE4 0.615     

MKTCE5 0.726       

MKTCE6 0.631     

MKTCE7 0.642     

MKTMB1  0.608    

MKTMB2  0.730    

MKTMB3  0.737    

MKTMB4  0.705    

MKTMB5  0.624    

MKTMB6  0.508    
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MKTRS1   0.596   

MKTRS2   0.639   

MKTRS3   0.737   

MKTRS4   0.696   

MKTRS5   0.650   

MKTAF1    0.665  

MKTAF2    0.657  

MKTAF3    0.710  

MKTAF4    0.686  

MKTMV1     0.457 

MKTMV2     0.387 

MKTMV3     0.367 

MKTMV4     0.712 

MKTMV5     0.655 

Note: factor loadings taken from the EFA 

 
For the customer satisfaction variable, the 
KMO was 0.740, the Chi-square (X^2)=596, 
df=3 and p<0.001. Finally, through the 
maximum likelihood extraction method and 

varimax rotation, 1 factor was extracted with 
a cumulative explained variance of 76.3%, as 
shown in Table 4. 

 
Table 4: Factor loadings of the customer satisfaction variable 

 

Items Customer satisfaction (SATISF)  

SATISF1 0.806 

SATISF2 0.925 

SATISF3 0.886 

Note: factor loadings taken from the AFE  

 

For the customer loyalty variable, the KMO 
was 0.854, Chi-square (X^2)=966, gl=6 and 
p<0.001. Finally, through the maximum 
likelihood extraction method and varimax 

rotation, 1 factor was extracted with a 
cumulative explained variance of 76.9%, as 
shown in Table5. 

 
Table 5: Factor loadings of the customer loyalty variable 

Items Customer loyalty (LEALT)   

LEALT1 0.866 

LEALT2 0.894 

LEALT3 0.891 

LEALT4 0.857 

Note: factor loadings taken from the AFE   

 
After the Exploratory Factor Analysis (EFA), 
Confirmatory Factor Analysis (CFA) was used 
in order to confirm the theories. For the digital 
marketing variable, 5 factors were confirmed 

as shown in Table 5. Also, the Chi-square 
(X^2)=802; gl: 314 and p<0.001. In addition, 
the fit measures resulted adequate because 
they are above 0.90 and the errors of 
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unexplained variance are less than 0.08: 
CFI=0.935, TLI=0.927, SRMR=0.0405 and 
RMSEA=0.0718.
 

Table 6: Loadings of the factors of the digital marketing variable 

Factor Indicator Estimator EE Z p 
Standard 
estimator 

Factor 1 MKTCE1 0.951 0.0644 14.8 < .001 0.740 

 MKTCE2 1.021 0.0579 17.6 < .001 0.835 

 MKTCE3 0.948 0.0545 17.4 < .001 0.828 

 MKTCE4 0.860 0.0553 15.6 < .001 0.768 

 MKTCE5 0.943 0.0530 17.8 < .001 0.839 

 MKTCE6 1.061 0.0576 18.4 < .001 0.858 

 MKTCE7 1.078 0.0592 18.2 < .001 0.852 

Factor 2 MKTMB1 0.994 0.0557 17.8 < .001 0.840 

 MKTMB2 1.098 0.0579 19.0 < .001 0.872 

 MKTMB3 1.044 0.0518 20.1 < .001 0.903 

 MKTMB4 1.028 0.0525 19.6 < .001 0.889 

 MKTMB5 0.943 0.0544 17.3 < .001 0.824 

 MKTMB6 0.914 0.0575 15.9 < .001 0.779 

Factor 3 MKTRS1 0.912 0.0594 15.3 < .001 0.763 

 MKTRS2 1.044 0.0586 17.8 < .001 0.842 

 MKTRS3 0.996 0.0508 19.6 < .001 0.893 

 MKTRS4 0.931 0.0515 18.1 < .001 0.849 

 MKTRS5 0.971 0.0540 18.0 < .001 0.846 

Factor 4 MKTAF1 1.039 0.0624 16.6 < .001 0.806 

 MKTAF2 1.127 0.0599 18.8 < .001 0.872 

 MKTAF3 1.114 0.0587 19.0 < .001 0.875 

 MKTAF4 1.140 0.0574 19.9 < .001 0.900 

Factor 5 MKTMV1 0.885 0.0526 16.8 < .001 0.815 

 MKTMV2 0.805 0.0634 12.7 < .001 0.670 

 MKTMV3 0.923 0.0629 14.7 < .001 0.745 

 MKTMV4 1.016 0.0590 17.2 < .001 0.830 

 MKTMV5 1.025 0.0563 18.2 < .001 0.860 
Note: factors taken from the AFC   

 
For the variables customer satisfaction and 
customer loyalty, Confirmatory Factor 
Analysis (CFA) has not been carried out 
because both variables only have one factor, 
as demonstrated in the EFA. 
 
The Structural Equation Model (SEM) is a 
multivariate statistical technique for testing 
hypotheses and validating a theoretical 
model. This technique allows measuring the 
relationship between dependent and 
independent latent variables. In this sense, to 
obtain the results of the theoretical model, the 
Robust Maximum Likelihood (MLR) 
estimation method was used. The results were 

the following: Chi-square (X^2)= 724, degree 
of freedom (df)=363 and p<0.001. Likewise, 
the CFI=0.939 and the TLI=0.932 greater than 
0.90 considered adequate. On the other hand, 
the RMSEA= 0.057 and the SRMR=0.045, less 
than 0.08 respectively, are considered 
adequate. 
 
Figure 2 shows the path diagram of the 
measurement model. This figure shows that 
the variables email marketing (MKTCE), 
affiliate marketing (MKTAF), search engine 
marketing (MKTMB), social media marketing 
(MKTRS) and mobile marketing (MKTMV) are 
independent exogenous variables. Likewise, 
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these independent variables have high 
correlation with each other, which are above 
0.70. Furthermore, the variables MKTCE, 
MKTAF, MKTMB, MKTRS and MKTMV are 
influential independent variables: β=0.0237, 

β=-0.0763, β=0.2944, β=0.0934 and β=0.4948 
on customer satisfaction (SATISF) and in turn 
customer satisfaction has a high influence on 
customer loyalty with a β=0.80 
 

 
 

Figure 2. Model path diagram 
 
Table 7 shows the dependent variables and 
the independent or predictor variables. That 
is, the influence (β) and the significance (p) 
are observed; although it is true that there is 
influence of the predictor variables, however, 

they are not significant given that the “p” value 
in almost all the causal relationships is greater 
than 0.05, except for the mobile marketing and 
customer satisfaction variables which are 
significant given that the p<0.001. 

 
Table 7: Estimated parameters 

 

 95% Confidence 
Intervals 

 

Dep Pred Estimate SE Lower Upper β z p 

LEALT SATISF 1.0903 0.0544 0.9837 1.197 0.7996 20.047 < .001 

SATISF MKTMV 1.3812 0.3627 0.6703 2.092 0.4948 3.808 < .001 

SATISF MKTRS 0.2742 0.3550 -0.4215 0.970 0.0934 0.773 0.440 

SATISF MKTMB 0.9157 0.4521 0.0295 1.802 0.2944 2.025 0.043 

SATISF MKTAF -0.1907 0.1964 -0.5756 0.194 -0.0763 -0.971 0.332 

SATISF MKTCE 0.0626 0.2656 -0.4580 0.583 0.0237 0.236 0.814 

Note: Theoretical model prepared with Jamovi 
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Discussion 

 
According to the first hypothesis proposed, a 
low influence of Email Marketing on banking 
customer satisfaction has been evidenced in 
Lima, Peru. These findings are not consistent 
with previous studies such as Ali et al. (2021) 
who mention that the application of email 
marketing translates into greater satisfaction 
when receiving relevant and timely 
information. Valente and Alturas (2023) also 
mention that well-executed email marketing 
campaigns strengthen customer loyalty, a key 
component of satisfaction. For its part, 
Assensoh-Kodua (2016) mentions that the 
email marketing strategy increases retention, 
a key indicator of satisfaction. 
 
According to the second hypothesis proposed, 
a negative influence of Affiliate Marketing on 
banking customer satisfaction has been 
evidenced in Lima, Peru. These findings are 
inconsistent with previous research such as 
the work of Singh (2017), which indicates that 
affiliate marketing strategy allows banks to 
leverage their affiliate audiences to offer 
promotions and products that better align 
with customer needs, thereby increasing 
overall satisfaction. Also, Syrdal et al. (2023) 
mention that customers tend to trust affiliate 
recommendations more than the company's 
direct advertising, which reinforces their 
positive perception and, therefore, their 
satisfaction with the financial institution 
(Kumar et al., 2004). 
 
According to the third hypothesis proposed, a 
significant influence of Search Engine 
Marketing on bank customer satisfaction has 
been evidenced in Lima, Peru. Coinciding with 
previous research such as that of Ikeni (2024) 
where he mentions the relationship between 
the variables, in the same way (Khanfar et al., 
2024; Diwanji et al., 2023). On the other hand, 
Altarifi et al. (2024) found that content 
marketing is not accepted by customers. 
 
According to the fourth hypothesis proposed, 
a low influence of social network Marketing 
on bank customer satisfaction has been 
evidenced in Lima, Peru. The results coincide 
with the study by Handal et al. (2024) who 

mention the effectiveness of the digital 
marketing strategy to attract potential 
customers, strengthen relationships and to 
provide a satisfactory experience to 
customers; likewise, it is supported by Al-
Weshah et al. (2021). However, the research 
by Alfaro et al. (2023) indicates that digital 
marketing strategies have failed to meet 
customer expectations. 
 
According to the fifth hypothesis proposed, a 
significant influence of Mobile Marketing on 
bank customer satisfaction has been 
evidenced in Lima, Peru. The results coincide 
with previous research such as that of 
Baptista and León (2013) who indicate that 
there is a correlation between mobile 
marketing and satisfaction. Also, the research 
by Al-Hawary and Obiadat (2019) mentions 
that mobile Marketing promotes greater 
interaction and communication that helps 
satisfy customer desires, which increases 
customer satisfaction. 
 
According to the sixth hypothesis proposed, a 
significant influence of satisfaction on bank 
customer loyalty has been evidenced in Lima, 
Peru. The results are aligned with previous 
research such as those of Baptista and León 
(2013) who have been studying the 
relationship between them. Also, Reichheld, 
(1993) and Osayawe (2006) support the same 
results. 

Conclusions 

The results showed that the email marketing 
strategy as it is being implemented has a low 
influence on customer satisfaction. This result 
may indicate that, although this 
communication tool is widely used, it does not 
always translate into a higher level of 
customer satisfaction. It is possible that the 
email marketing strategy, when it is not 
properly personalized by identifying specific 
needs, does not become a source of added 
value. 
 
The results showed that the affiliate 
marketing strategy can be key to generating 
sales but not necessarily to creating customer 
satisfaction; perhaps because they do not 
perceive value in terms of customer service or 
support. The incorporation of more direct and 
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personalized interaction strategies could have 
a greater effect on satisfaction. 
 
The results showed that the search engine 
marketing strategy can be important to 
increase brand visibility; but it does not 
directly contribute to customer satisfaction, 
perhaps  if focuses on attraction rather than 
support.and not on support, key elements to 
increase customer satisfaction. 
 
The results showed that, although the social 
media marketing strategy allows companies 
to interact with their audience and improve 
their visibility, its impact on customer 
satisfaction is limited. This suggests that, 
although social networks are an effective 
means of disseminating promotions, news 
and brand content, they alone fail to produce 
high levels of customer satisfaction. 
 
The results showed a significant influence of 
the mobile marketing strategy on customer 
satisfaction. The goodness of the mobile 
marketing strategy to offer immediate, 
relevant, and timely content improves the 
user experience and strengthens their 
relationship with the brand. Unlike other 
strategies, mobile marketing facilitates 
constant and contextualized interaction, 
which helps customers perceive greater value. 
 
The results showed a significant influence of 
satisfaction on customer loyalty; this shows 
that a satisfied customer is more likely to 
establish a lasting relationship with the brand. 
Therefore, if we manage to consistently 
respond to customer expectations and 
demands, their loyalty is reinforced, which 
drives retention and generates favorable 
recommendations. 
 
The theoretical implication of the research is 
to expand the existing theory on how digital 
marketing strategies influence customer 
loyalty in the banking sector, highlighting the 
key role of satisfaction as a mediator. The 
study offers a new look by locating 
satisfaction as a mediator between digital 
marketing strategies and bank customer 
loyalty. Adding theoretical value to previous 
studies, which have considered it in isolation 
 
Practical implication, the results offer banks a 
guide to improve their digital strategies, 
focusing on how to improve satisfaction to 

encourage loyalty. This could include 
personalization of content and agile digital 
channels that improve the customer 
experience. Banks would have at their 
disposal what type of digital strategies are 
most effective, resulting in differentiated 
strategy proposals to improve loyalty in 
various demographic groups. 
 
This study has certain limitations. The study 
focuses exclusively on Lima, Peru, which may 
limit the generalization of the results to other 
countries, even within Latin America. Digital 
marketing is constantly changing, with new 
technologies and platforms constantly 
emerging; that is why new tools must be 
considered in the analysis. 
 
Future lines of research would be studies with 
other mediating elements, such as customer 
trust, value perception, omnichannel 
experience or service quality. Also expanding 
the study to other departments, to see if 
satisfaction continues to play a determining 
mediating role. The emergence of artificial 
intelligence would be important to investigate 
how it impacts customer satisfaction and, 
therefore, loyalty. 
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