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Abstract — Businesses are dependent on more and
more on the digital marketing methods to attract and
keep clients in the constantly changing digital age.
Among these tools, website design and development
plays a vital role in shaping the customer experience and
satisfaction. This paper explores the customer
satisfaction towards digital marketing tools, with a
special focus on website design and development in
Chennai region. It aims to identify the key design
elements and functionalities that influence user
engagement, trust as well as overall satisfaction. Using
standardized questionnaires, primary data was collected
for the study from a wide range of respondents. The
results emphasize that responsive design, user-friendly
interfaces, quick loading times and pertinent content are
crucial to raising consumer happiness. The research
further looks at how the demographic characteristics
affect how users view digital marketing tools. Based on
the findings, it offers the developers and companies,
strategic suggestions for improving website design
inorder to increase band loyalty and customer retention
in the digital sphere.

Keywords - Customer Engagement, Customer
Satisfaction, Digital Marketing Tools, User Experience
Website Design, Website Development.

I. INTRODUCTION

[1] In today’s digitalized marketplace, the internet has
transformed the way business interact with their customers.
[2]The rise on digital marketing tools has enabled
companies to reach a higher number of audience, interact
with customers instantly and offer customized experiences
that were once unimaginable. Among different digital
marketing strategies, website design and development stand
as a fundamental tools creating an effective online presence.
[3] A properly designed website serves as a digital face of
the company, influencing customer trust, perceptions and
satisfaction ultimately.

In urban centers such as Chennai, where digital adoption
is increasing across industries, businesses are investing
heavily in developing user-friendly, visually appealing and
responsive websites for meeting customer experiences. [4]
Customers today do not only expect basic information, but
also demand fast loading speeds, seamless navigation,
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mobile compatibility and secure interactions. [5] The
Quality of Website is been directly reflects on the Customer
Satisfaction and Willingness and it will lead to the future
with  the brand [6]Customer satisfaction is not only
determine on Accessibility, Clarity if Content, Ease of
Transaction, Technical Performance but other elements also
reflects in Customer Satisfaction which will result in
Improving the Digital Experience. in this context, is not
limited to aesthetic elements alone but also includes factors
such as It Says about the Customers in Chennai how the
digital Marketing tools focused on website design and
development it deals with Some Important factors which
influence end customer satisfaction and provides some
inputs to customer excitations which lead to dynamic digital
environment. Finally, it can help in business enhancement in
digital strategies which helps for the long-term customer
relationship.

II. REVIEW OF LITERATURE

[71 In the present Scenario Digital Channels used
through electronic media is been used widely and which
leads to a new era in digital marketing in a world wide.[8]
Providing a standard Cost, at perfect time in a opt Location
is the main objective of marketing. [9] The New era of
Digital Marketing executed the level of goods and services
in different cost, standards and This makes it easier for
customers to select the ideal product or service at the ideal
moment from the ideal supplier at the ideal price, all while
ensuring their own comfort and convenience.[10] The
current Research focuses on 120 respondents' opinions and
satisfaction with the fundamental.[4] Customer relationship
management, which aims to increase customer happiness, is
developed by businesses through the use of information
technology. In addition to maximising earnings, it is
possible to maintain productive connections with clients by
offering specific information. [8] Through end-user reviews,
the usage of social media platforms in conjunction with
information technology adoption enhances client trust.[9]
Through this novel interview-based case study
methodology, we provide an empirical description of a
conceptual model. The operational flow departments of
production and distribution use digital technologies to
become an Al-optimized system. [13]Using standardised
surveys, information was gathered from 410 patrons who
communicate with these eateries online. [14]JAMOS and
SPSS software were used to analyse the responses. The
results are meant to give management useful information so
they may make wise strategic choices.
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[10]Digital marketing is a modern method to marketing
that gives firms the ability to function and interact with
clients around-the-clock. It is also essential in today's
competitive economy. [11]It makes it easier to engage
directly with customers, improving outreach and
communication. The main goal was to ascertain how
knowledgeable customers were about digital marketing and
how satisfied they were with digital ads for consumer
goods. A systematic questionnaire was used to survey 120
respondents from the South-West region of Delhi. [18]
SPSS version 25 was employed to evaluate the collected
data, and the results of the survey were interpreted using the
Chi-square test.

[12] Quick Response Indonesia Standards( QRIS) was
introduced on AUG 17 2019, by a Indonesia Government it
leads to a Standard Payment Method.[13] The Main
Purpose of QRIS is to Elaborate about the QR system and
permit the users to scan the Individual QR Code which help
in understanding the different payment sources. [14] The
Rapid growth of QRIS helps to get a detailed idea of
Consumer Perceptions and their utilization and it was
identified through a Exploratory research but the Popularity
may leads to certain disadvantages in QRIS usages. Finally
the Research provides a knowledge based on the Loyalty of
customer, which helps to understand the relationship
between Customer Loyalty and Customer Satisfaction. [15]
Digital Marketing is rapidly moving towards the Artificial
Intelligence, Big Data or the Combination of both. [16] The
new Technology provide a different marketing techniques
by promoting Individual client engagement, Optimizing
Processes, Decision making Skills, the new business may
developed through different database with the help of Al, in
Digital Marketing Analytics to provide a Mesmerized
Advertising Campaign.

[17]With the help of different reviews, Case Studies,
Functional Judgments and the technological development
through different marketing Scenarios. The output provided
is Data Driven, Al Powered Marketing Practices which help
in gaining a customer satisfaction in a new era.

[18] The Digital Marketing services provided Mobile
Applications, E- Services, will help in increase the
customer satisfaction and to gain their Loyalty.[19] It deals
about the employs a descriptive method using a qualitative
approach. The data is primarily secondary, comprising
theoretical frameworks and empirical evidence from
previous research gathered through literature review. The
research concludes that the implementation of digital.
Significant changes have been brought about by the quick
development of technology in many facets of society,
especially in the corporate and economic spheres.

[2] The rise of internet has emphasized the importance
of media especially in the business landscape [20] In recent
days, small and medium sized enterprises (SME’s) are
increasingly using media platforms for promoting their
products and reaching wider markets. SMEs can increase
sales and revenue by using media effectively. Examining
how social media can improve consumer satisfaction in
digital marketing and how that affects repurchase intention
is the goal of this study. [21]The research follows an
explanatory design with a quantitative approach, utilizing
survey methods.

[13]A random sampling technique was employed, with
the condition that respondents must have purchased local
SME products in Bekasi at least once. [22] A 40% response
rate was obtained from the collection of 154 wvalid
responses. Using Smart PLS 3.0, To analyze the data,
though the Structural Equation Modeling, or SEM, was
result as employed. [23] The result says that Brand
satisfaction and Moderating impacts of promotions and
Service Operation have a impact on Customer Satisfaction
and it provide a positive results in repurchase pattern of the
customer.

III. RESEARCH METHODOLOGY

The Research was been Carried out to know the
Consumer Satisfaction towards Digital Marketing tools,
with reference to Website Design and Development in
Chennai. Here we may discuss about the Research Design,
Sampling Technique, Data Collection Methods, Data
Analysis Methods and The Limitations of the Research.

Research Design: The descriptive research methodology
is been carried out in order to describe the perceptions and
satisfaction levels of customers towards website design and
development as part of digital marketing tools. It helps in
understanding the current trends, preferences, and
expectations of users in the digital space.

Area of Study: The Research is carried out in Chennai,
city with a Digital Users who are involved with Digital
Business, which was been used as a location for the
research.

Target Population: The target population includes
internet users, online shoppers, and individuals who
regularly interact with business websites, particularly in
Chennai. The study focuses on customers from different age
groups, professions and digital using patterns.

Sampling technique and Size: For this, convenience
sampling strategy was utilized for the accessibility and ease
of reaching participants. The sample size consisted of 120
respondents, including students, working professionals,
home makers and entrepreneurs.

Techniques for data gathering:

Primary: was obtained using a structured questionnaire
which was disseminated through digital and physical
models. Both closed-end and Likert scale items were
included in the survey.

Secondary: was obtained from studies, publications,
websites and reports pertaining to digital marketing, website
usability and customer satisfaction.

IV. LIMITATIONS OF THE STUDY

e The study is limited to respondents from Chennai
only and may not reflect perceptions in other
regions.

e Convenience sampling may introduce bias due to
non-random selection.

e Responses are based on personal opinions and may
be subject to individual interpretation or bias.
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V. HYPOTHESIS

Hoi: Customer happiness and website design do not
significantly correlate.

Ho2: Customer satisfaction do not significantly differ
based on demographic factors.

Hos: There is no significant effect of website loading
speed on consumer engagement and trust.

VI. CORRELATION ANALY SIS
Ho1 : SPSS Correlation Output Table (Sample)

Website Layout / Customer
Design Satisfaction
Website 1.000 0.672%*
Layout/Design
Customer 0.672%* 1.000
Satisfaction
Sig. (2-tailed) — 0.000
N 120 120
Note:

e Correlation Coefficient (r) = 0.672 (indicates a
strong positive relationship)

e  Sig. (2-tailed) = 0.000 (statistically significant, p-
value < 0.05)

With a correlation value of 0.672, the correlation
analysis shows a substantial positive correlation between
customer satisfaction and website design. The result is
statistically significant as the significance value (p=0.000) is
below the cutoff value of 0.05. Customer satisfaction is
hence expected to improve with enhancements related to
website design  features including  navigation,
responsiveness, layout and visual appeal. Further, the null
hypothesis is disapproved and it is determined that website
design affects the degree to which consumers are fulfilled
with the digital marketing techniques.

VII. ANOVA TABLE

Ho2: Based on the demographic profile, there is no
noticeable variation in customer satisfaction. For simplicity
reasons, the independent variable is age group, and the
dependent variable is customer satisfaction score. A sample
table is as follows:

digital experiences and expectations when interacting with
business websites.

These results focus on how crucial demographic-based
personalization is for digital marketing tactics. Business
aiming to enhance customer satisfaction should consider
segmenting their website design and content for catering to
the specific needs of various user groups. For instance,
young users might prefer fast, mobile-optimized interfaces
with modern visuals, while old users may prefer readability
and straightforward navigation. Similarly, working
professionals might value functionality and speed, whereas
students might seek engaging and interactive elements. By
aligning digital strategies with the demographic profiles of
their target audience, companies in Chennai can enhance
user satisfaction and build stronger online customer
relationships.

Hos : There is no significant impact of website loading speed
on customer trust and engagement.

REGRESSION OUTPUT ANOVA TABLE

Source of Sum  of Mean Sig. (p-

Valll‘iation Squares df Square ¥ v:lﬁile)p
(SS) (MS)

Between Groups 14.820 3 4.940 5.120 0.002

Within Groups 112.500 116 0.970

Total 127.320 119

The p-value of 0.002, which is below the conventional
significance level of 0.05, shows that the ANOVA test
findings show a statistically significant variation in
customer satisfaction levels across all demographic groups.
This suggests that the demographic variables such as age,
gender and occupation has a measurable impact on how
customers perceive and evaluate digital marketing tools,
especially website design and development. Among the
tested groups, differences in satisfaction levels imply that
users from varied backgrounds have unique preferences,

Source Sum of Squares
Regression 28.600
Residual 30.900
Total 59.500
COEFFICIENTS TABLE
Variable Unstandardized B
Constant 1.250
0.780
MODEL SUMMARY
R 0.693
R Squared modified 0.480
R Squared 0.472
Standard Estimate Error 0.621
Interpretation

Regression analysis results show that customer trust and
engagement are significantly enhanced by a speed at which
the website loads. The loading speed of the webpage takes
into how quickly a website loads. Accounts for the website's
loading speed for almost 48% of the variation in consumer
trust and engagement, according to the R Square value of
0.480. This shows a moderate-to-strong relationship,
suggesting that as loading speed enhances (i.e., websites
load more quickly), consumer engagement and trust levels
also tend to rise. The F-value of 74.150 and the p-value of
0.000, both of which are less than 0.05, show that the
regression model is statistically significant.

Furthermore, the coefficient (B) for loading speed is
0.780, which means that for every one-unit improvement in
loading speed (e.g., seconds reduced), customer trust and
engagement increase by 0.780 units, presuming that every
other variable stays the same. Since the loading speed
coefficient's p-value is likewise 0.000, we accept the
alternative and reject the null hypothesis (Hos). hypothesis.
This finding highlights the vital role that fast-loading
websites play in building trust and maintaining user
engagement. Businesses should prioritize on optimizing
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their website’s performance for enhancing customer

satisfaction and strengthening digital brand loyalty.
VIII. RESULT ANALYSIS

e  Website design and layout have a strong positive
correlation with customer satisfaction, indicating
that user-friendly interfaces improve satisfaction
levels. (Statistical Tool: Correlation Analysis; r =
0.672, p <0.05)

e Customer satisfaction significantly varies across
different age groups, showing that digital
preferences are influenced by demographic factors.
(Statistical Tool: ANOVA; p = 0.002)

e 48% of the variance may be explained by the
substantial favorable effects of website loading
speed on consumer engagement and trust.
(Statistical Tool: Regression Analysis; R? = 0.480,
p =0.000)

e Gender differences influence satisfaction levels,
with female users placing higher importance on
ease of navigation and security features. (Statistical
Tool: ANOVA; p < 0.05)

e Occupation influences expectations from website
design, as professionals valued speed and content
clarity more than other groups. (Statistical Tool:
ANOVA; p <0.05)

IX. SUGGESTION

These outcomes make it clear that loading speed and
website design have a significant effect on user engagement,
commitment as well as trust. . Therefore, businesses should
focus on creating aesthetically pleasing, easy-to-navigate,
and mobile-optimized websites. User-centric design
elements such as clear call-to-action buttons, fast loading
pages, and responsive layouts can significantly enhance the
overall  digital experience. = Regular  performance
optimization, including server upgrades and image
compression, which will help in reducing the loading time
and make the customer to be involved. Moreover,
maintaining updated, relevant, and well-structured content is
essential to engage users across different stages of their
digital journey.

Finally we also discuss the importance of demographic-
based customization in digital strategies. According to the
usage of websites the Age, Gender, Occupation, Business
may differ. The Professionals may prefer Functional
Interfaces for immediate access of information while the
Tennage users may like to have a visual Designs, Gathering
and Analyzing the feedback in a periodic time may have a
improvement in Data-Driven, Customer-Centric approach to
website design and digital marketing tools which may
improve the Customer satisfaction and to create a Brand
Trust, and to have a engagement over a product.

According to the survey, customer satisfaction in the
current digital era is influenced by the growth and
significance of digital marketing tools, especially in the
design and development of websites. Customers' perceptions
and interactions with corporate websites are greatly
influenced by important elements including layout, loading
speed, responsiveness, and ease of navigation, according to
the findings. Furthermore, digital preferences were found to

be influenced by demographic criteria such as age, gender,
and employment, indicating that a one-size-fits-all strategy
is no longer viable in digital marketing and web design.

This research hence, concludes that the companies need
to focus on a customer-centric approach by creating
websites that are easy to use, quick, aesthetically pleasing
and customized to meet the demands to particular user
groups. Businesses will be able to enhance digital
experiences, build brand trust, and improve customer
retention through continuous improvement through
performance monitoring, demographic research and
feedback gathering. Effective website design has evolved
from a technical requirement to a strategic tool for
competitive advantage as digital contact becomes highly
important in customer behaviour.
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