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Abstract 

 

This study aimed to explore the impact of online engagement strategies on customer satisfaction in e-

businesses in Manila City. Specifically, it sought to assess the extent of online engagement strategies, the 

key factors contributing to customer satisfaction, the challenges faced by businesses, and the influence of 

respondent profiles on satisfaction levels. A quantitative research design was employed, utilizing a 

structured survey questionnaire distributed to respondents from various e-businesses. Data analysis was 

conducted using descriptive statistics, weighted means (WM), and ANOVA to examine the relationship 

between customer satisfaction and respondent profiles. The findings revealed that real-time customer 

support, social media engagement, personalized recommendations, and user-friendly interfaces are the key 

drivers of customer satisfaction. Real-time engagement was seen as the most effective strategy for reducing 

customer complaints. Significant differences in satisfaction were found based on age, educational 

background, frequency of online shopping, and familiarity with digital platforms, while gender did not 

show a significant influence. The study concluded that online engagement strategies are essential for 

enhancing customer satisfaction, but businesses face challenges such as technological limitations and 

resource constraints. Personalization and data analytics were identified as crucial areas for improvement. 

The study recommends that e-businesses invest in real-time support systems, enhance user interface design, 

strengthen social media engagement, and tailor strategies based on customer profiles. Addressing 

challenges related to technology and resource allocation will further optimize online engagement and 

improve overall customer satisfaction. 
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Introduction 

In today’s digital age, e-businesses have increasingly become the backbone of many economies, 

providing a platform for businesses to interact with customers online. The rapid adoption of technology 

and the internet have transformed the traditional business model into a digital-first approach, offering new 

opportunities for enhancing customer experience and satisfaction through online engagement. Online 
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engagement—defined as the interaction between businesses and customers through digital channels such 

as social media, websites, and mobile apps—has emerged as a critical factor in fostering customer loyalty, 

satisfaction, and overall business performance (Kumar & Nayak, 2019). This study aims to explore how e-

businesses in Manila City can leverage online engagement to enhance customer experience and 

satisfaction, drawing on both theoretical and empirical insights. 

The shift to e-commerce has created a more competitive landscape for businesses, particularly in 

highly urbanized areas such as Manila. Studies have shown that businesses with effective online 

engagement strategies tend to outperform their competitors in terms of customer retention and satisfaction 

(Lee & Widjaja, 2021). The challenge, however, lies in creating meaningful and personalized engagement 

that meets the expectations of modern customers who demand real-time interaction, convenience, and 

responsiveness (Zhou, 2022). 

Online engagement is often facilitated through multiple touchpoints, including social media 

platforms, email marketing, chatbots, and personalized content. Research suggests that customers who 

experience positive engagement with e-businesses are more likely to develop brand loyalty and provide 

favorable feedback, leading to increased customer satisfaction (Rodriguez & Wise, 2018). This highlights 

the importance of understanding the role that various digital engagement tools play in shaping customer 

perceptions and experiences. 

However, the growing demand for online engagement presents unique challenges for e-businesses in 

Manila, where infrastructure and technological limitations may affect the quality of digital services 

(Alfonso & Cruz, 2019). Despite these challenges, businesses that effectively engage with their customers 

through digital channels can create lasting relationships and enhance customer satisfaction, a factor crucial 

for long-term business sustainability in a highly competitive market (Gonzalez & Lim, 2020). 

Therefore, this research seeks to explore how online engagement can be optimized to improve 

customer experience and satisfaction in Manila City’s e-business sector. By examining existing 

engagement strategies, as well as customer expectations and behavior, the study will provide insights into 

how e-businesses can leverage digital tools to create a seamless and satisfactory online customer journey. 

The proliferation of digital technologies has fundamentally altered the way businesses operate, particularly 

in urbanized areas like Manila City. E-businesses, or businesses that operate through electronic platforms, 

have grown exponentially, fueled by widespread internet access and the increasing reliance on digital 

services by consumers. According to Rico, Reyes, and Tan (2020), the Philippines has witnessed substantial 

growth in internet penetration, which reached over 70% by 2020. This has significantly expanded the 

potential customer base for e-businesses, offering them unprecedented opportunities to engage with 

their target audience. The shift towards a digital-first economy has made it essential for businesses to focus 

on the quality of customer engagement, as this directly influences customer satisfaction and loyalty (Lee & 

Widjaja, 2021). 

Customer engagement is the process through which businesses create meaningful interactions with 

their customers, utilizing digital platforms such as social media, websites, and mobile applications 

(Rodriguez & Wise, 2018). These platforms have become critical touchpoints for businesses aiming to 

enhance customer experience. With the advent of personalized content, chatbots, and real-time interactions, 

online engagement has evolved beyond simple transactions to fostering long-term relationships with 

customers (Gonzalez & Lim, 2020). However, the effectiveness of online engagement in enhancing 

customer satisfaction remains a complex issue, influenced by various factors such as infrastructure, 

technological limitations, and customer expectations (Alfonso & Cruz, 2019). 
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In recent years, e-businesses have increasingly adopted online engagement strategies to improve 

customer experience. Online engagement has been identified as a key factor in improving brand perception, 

driving customer satisfaction, and fostering loyalty (Kumar & Nayak, 2019). Businesses that fail to offer 

seamless and personalized online experiences often find themselves at a competitive disadvantage, as 

modern customers expect fast, efficient, and personalized services (Zhou, 2022). In the Philippines, the 

rapid adoption of e-commerce platforms during the COVID-19 pandemic has further accelerated the need 

for businesses to leverage online engagement effectively (Mendoza & Perez, 2021). 

Despite the growing body of research on online engagement, most studies have focused on 

developed countries, where digital infrastructure and consumer behavior are significantly different from 

those in emerging markets like the Philippines (Lee & Widjaja, 2021). While some research has been 

conducted on customer engagement in the Philippines, there is limited empirical data on how businesses in 

Manila City, specifically, are leveraging online engagement to enhance customer satisfaction. Moreover, 

the unique challenges faced by e-businesses in this region—such as inconsistent internet connectivity and 

varying levels of technological literacy among consumers—warrant a more localized study (Alfonso & 

Cruz, 2019). 

Objective of the Study 

This study aimed to 

1. Determine the profile of respondents in terms of: 

a. Age 

b. Gender 

c. Educational background 

d. Frequency of online shopping 

e. Familiarity with digital platforms 

f.      Profession/Employment status 

2. Assess the extent to which e-businesses in Manila City leverage online engagement strategies to 

enhance customer experience and satisfaction. 

3. Identify the key factors of online engagement that contribute to customer satisfaction in e-businesses 

in Manila City. 

4. Examine the challenges that e-businesses in Manila City face when implementing online 

engagement strategies. 

5. Analyze if there is a significant difference in the level of customer satisfaction based on the profile 

of the respondents. 

6. Explore the perceived benefits of online engagement in e-businesses according to the respondents. 

7. Propose recommendations to optimize online engagement strategies to improve customer experience 

and satisfaction in e-businesses in Manila City. 

 

Methodology 
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The study adopted a quantitative research design, specifically utilizing a descriptive and correlational 

approach to analyze how various online engagement strategies influence customer satisfaction across 

different demographic profiles in e-businesses within Manila City. The quantitative approach is appropriate 

for this study as it allows for the collection of measurable data to examine the relationships between specific 

variables outlined in the statement of the problem. 

This descriptive research focused on describing the current practices of online engagement strategies 

used by e-businesses and how these practices influence customer satisfaction. The study collected data 

related to different engagement methods, such as personalized content, real-time responses, and customer 

interactions, as experienced by respondents across different demographic groups. The aim is to provide a 

clear picture of the engagement techniques being implemented and their perceived effectiveness in driving 

customer satisfaction. 

Additionally, the research conducted a comparative analysis using statistical tools to determine 

whether there are significant differences in customer satisfaction based on the profile of respondents. This 

allowed the researcher to investigate how different demographic factors influence the satisfaction levels of 

customers with varying online engagement experiences. 

The population consists of employees working in e-businesses located in Manila City. This 

population includes employees who are critical in executing and optimizing customer engagement 

strategies in a digital context, such as: 

a. Digital marketing and online sales teams a r e  responsible for driving customer engagement 

through social media, email campaigns, and digital advertising. 

b. Customer service representatives handling real-time online engagement via chatbots, live 

chats, and social media interactions. 

c. IT and platform management teams ensure that technological infrastructure supports 

seamless customer engagement. 

d. Data analysts who work with customer data to optimize personalized engagement and 

improve customer satisfaction. 

A purposive sample of 100 employees was drawn from this population to represent a broad spectrum 

of roles within e-businesses that are directly involved in online customer engagement. The sample consisted 

of employees who play a vital role in managing customer interactions, developing engagement strategies, 

and maintaining the technology that facilitates these engagements. 

 

To ensure the relevance of the data, employees were selected based on the following criteria: 

1. Involvement in online customer engagement: Employees must have roles that influence or 

support online engagement activities (e.g., digital marketing, customer service, platform 

management). 

2. Experience with online platforms: Employees should have experience working with digital tools 

or platforms used to engage customers, such as CRM systems, chatbots, social media platforms, 

or e-commerce platforms. 

3. Employment in an e-business in Manila City: All employees sampled must be currently employed 

by an e-business in Manila City and directly engaged with customer-facing digital activities. 
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4. The purposive sample included: 

a. 25 Digital Marketing and Sales Team members: Employees engaged in creating and 

executing online strategies, such as email marketing, social media engagement, and digital 

campaigns. 

b. 25 Customer Service Representatives: These employees handle real-time customer 

interactions, inquiries, and support through live chats or social media. 

a. 25 Data Analysts: Staff involved in analyzing customer data and improving 
engagement strategies based on insights from customer behavior. 

b. 25 IT and Platform Operations Staff: These employees manage and maintain the 

technical infrastructure that supports online engagement (e.g., websites, mobile 

apps, and e-commerce platforms). 

 

The research was conducted in Manila City, the capital of the Philippines, and one of the most densely 

populated urban centers in Southeast Asia. As a key commercial hub, Manila is home to a vibrant and rapidly 

growing e-commerce sector, which has been significantly shaped by the city’s digital infrastructure and 

increasing internet penetration. E-businesses in Manila City operate across a variety of sectors, including 

retail, food services, logistics, and financial technology, making it an ideal locale for examining the 

dynamics of online engagement and customer satisfaction. 

The primary research instrument for this study is a structured survey questionnaire, which is designed 

to address the research questions outlined. The questionnaire collected quantitative data from employees 

working in e-businesses in Manila City to explore the relationship between online engagement strategies and 

customer satisfaction. 

To ensure that the research instrument is both valid and reliable, two key tests were conducted: Face 

and Content Validation and a Cronbach's Alpha Reliability Test. These tests were essential to confirm that 

the structured survey questionnaire used in the study accurately captures the data needed to address the 

research questions and that the instrument consistently measures the constructs of online engagement and 

customer satisfaction. 

Face and Content Validation 

 

The face and content validation of the research instrument was carried out by a panel of experts 

comprising individuals with backgrounds in e-business, customer engagement, and quantitative research. 

These experts were tasked with evaluating whether the questions in the survey effectively measure the 

variables of interest and align with the objectives outlined in the statement of the problem. 

The experts reviewed the questionnaire for clarity, relevance, and comprehensiveness. Their feedback 

ensured that the survey items were easy to understand, free from ambiguity, and covered all necessary 

aspects of online engagement strategies, customer satisfaction, and demographic factors. Following their 

review, minor revisions were made to improve the wording of some questions and to ensure that the Likert-

scale items provided adequate variability in responses. 

 

After completing the content validation, the panel confirmed that the instrument was appropriate for 

measuring the variables of interest and that it would yield valid data for the study. 

http://www.apjaet.com/
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Cronbach's Alpha Reliability Test 

 

To assess the internal consistency of the Likert-scale items in the survey, a Cronbach's Alpha Test 

was conducted. This test evaluates how closely related a set of items is as a group, ensuring that the 

questions within each section of the survey reliably measure the same underlying concept. 

A pilot test of the survey was administered to a small group of respondents (n=20), who were 

representative of the larger population of employees in e-businesses in Manila City. The responses from 

this pilot group were used to calculate the Cronbach's Alpha for each section of the survey. 

 
Table 1 

The Cronbach's Alpha values for each section are presented below: 

 

 

 

 

 

 

 

A Cronbach's Alpha value of 0.70 or higher is generally considered acceptable for demonstrating 

reliability. For this study, all sections using Likert-scale items scored well above this threshold, indicating 

that the survey instrument is reliable and that the items within each section consistently measure the 

intended constructs. 

The Online Engagement Strategies section achieved an alpha value of 0.82, demonstrating strong 

internal consistency in how respondents assessed the use of various engagement strategies. The Customer 

Satisfaction section, with a Cronbach's Alpha of 0.85, shows that the questions measuring customer 

satisfaction were highly reliable. The Challenges in Online Engagement and Perceived Benefits of Online 

Engagement sections also demonstrated strong reliability, with alpha values of 0.80 and 0.83, respectively. 

The results of the Cronbach’s Alpha Test indicate that the instrument is both reliable and valid, 

ensuring that the data collected will be consistent and meaningful for addressing the research objectives. 

 

 

Results and Discussion 

 

1. Profile of the Respondents 

 

The profile of the respondents in this study, with a particular focus on their age, gender, educational 

background, frequency of online shopping, familiarity with digital platforms, and employment status. The 

majority of respondents fall within the 18-24 age group (28%), followed by the 25-34 age group (26%), 

while those aged 55 and above represent only 8% of the total sample. This is consistent with findings from 

Gonzalez and Lim (2020), who noted that younger individuals tend to dominate online shopping 

Section Cronbach's Alpha 

Online Engagement Strategies 0.82 

Customer Satisfaction 0.85 

Challenges in Online Engagement 0.80 

Perceived Benefits of Online Engagement 0.83 
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demographics, particularly in developing countries such as the Philippines, where younger populations are 

more active online. 

The gender distribution shows a slight majority of male respondents (54%), compared to female 

respondents (46%). This aligns with global trends observed by Lim et al. (2021), who suggested that the 

gender gap in digital commerce is narrowing, as both males and females increasingly engage in online 

shopping and digital activities. 

In terms of educational background, the data reveals that 59% of respondents are college graduates, 

while 33% have a high school education, and only 8% hold a postgraduate degree. This suggests that online 

engagement in e-businesses may appeal more broadly to individuals with college-level education. Previous 

studies, such as those by Bhandari and Bansal (2019), indicate that higher education levels correlate with 

greater digital literacy, which may explain the dominance of college graduates in this sample. 

The frequency of online shopping shows that 43% of respondents shop online weekly, and 35% 

shop daily, indicating a high level of engagement with e-commerce platforms. This is consistent with 

findings from Mendoza and Perez (2021), who highlighted the increasing frequency of online shopping in 

Southeast Asia, particularly during the COVID-19 pandemic, when physical shopping options were limited. 

Regarding familiarity with digital platforms, a significant majority of respondents (78%) report 

being very familiar with digital tools and platforms, while only 22% are somewhat familiar. This suggests 

that most respondents are well-versed in using digital technologies, a finding that aligns with the increasing 

digitalization of both consumers and employees in e-business environments (Kim & Choi, 2020). This 

familiarity may play a crucial role in enhancing their ability to engage effectively in online customer 

interactions. 

Lastly, the data shows an equal distribution of respondents across four professional categories: 

digital marketing, customer service, IT/platform management, and data analytics, with 25% of respondents 

in each field. This balance provides a comprehensive perspective on how various departments within e-

businesses contribute to customer engagement strategies, as noted by Xu et al. (2020). The inclusion of 

professionals from these diverse areas is important for understanding the multi-dimensional nature of online 

engagement. 

Overall, the profile of respondents reflects a young, digitally literate population, with a significant 

portion engaged in frequent online shopping. These findings are consistent with previous literature that 

emphasizes the growing role of younger, educated individuals in shaping online commerce and engagement 

trends in Southeast Asia (Rodriguez & Wise, 2018). The data also supports the notion that familiarity with 

digital platforms is crucial for effective participation in e-business, particularly in areas like digital marketing 

and customer service, where real-time interaction with customers is key to maintaining satisfaction 

(Verhoef et al., 2021). 

 

2. Extent of Leveraging Online Engagement Strategies 

 

Table 2 presents the extent to which e-businesses in Manila City leverage various online 

engagement strategies, as evaluated by respondents. The results are measured using a four-point Likert 

scale, where the weighted means (WM) of the responses indicate the level of agreement with each 

statement. All the weighted means fall within the "Strongly Agree" category, according to the verbal 

interpretation scale provided. 
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The highest weighted mean of 3.47 is observed for the statement, "We frequently use real-time 

interactions (e.g., live chat) with customers." This suggests that real-time customer engagement strategies, 

such as live chats, are frequently employed by e-businesses.  

 
Table 1 

Extent of Leveraging Online Engagement Strategies  

Strategies WM 

1. Our company uses personalized content to engage customers 3.36 

2. We frequently use real-time interactions (e.g., live chat) with 

customers 

3.47 

3. Social media engagement is a key part of our customer 

interaction strategy 

3.23 

4. Email marketing is used effectively to enhance customer 

engagement 

3.18 

5. Our company uses customer data analytics to improve 

engagement strategies 

3.42 

 

This finding aligns with the global trend of businesses integrating real-time interaction tools to improve 

customer service and enhance the overall customer experience. According to a study by Xu et al. (2020), 

real-time interactions such as chatbots and live support significantly enhance customer satisfaction by 

providing instant responses to queries and concerns, which is crucial for retaining customers in highly 

competitive e-commerce environments. 

Following this, the statement "Our company uses customer data analytics to improve engagement 

strategies" received a weighted mean of 3.42. This reflects the importance that e-businesses place on 

leveraging customer data to refine and optimize their engagement efforts. Customer data analytics allow 

companies to personalize interactions, predict customer needs, and tailor marketing strategies accordingly. 

As noted by Kim and Choi (2020), the use of data analytics in e-business is a key factor in delivering 

personalized customer experiences, which ultimately leads to higher satisfaction and loyalty. This finding 

suggests that companies in Manila City are actively using data-driven insights to improve their online 

engagement practices. 

The use of personalized content is also emphasized, with a weighted mean of 3.36. This indicates that 

businesses are incorporating personalized messages, product recommendations, and targeted marketing 

efforts to engage their customers. The importance of personalization is well-documented in literature, with 

studies such as those by Lim et al. (2021) demonstrating that personalized content leads to increased 

engagement, as customers feel that their preferences and needs are being catered to directly. This strategy 

not only improves customer satisfaction but also boosts sales and strengthens brand loyalty. 

Social media engagement also plays a significant role in customer interaction strategies, as reflected by 

the weighted mean of 3.23 for the statement, "Social media engagement is a key part of our customer 

interaction strategy." Social media platforms offer businesses a direct line of communication with their 

customers, allowing for more informal and interactive exchanges. Mendoza and Perez (2021) note that 

social media has become a central component of e-business strategies in Southeast Asia, especially given 

the region's high social media penetration rates. The ability to interact with customers through platforms 

such as Facebook, Instagram, and Twitter allows businesses to build stronger relationships and improve 

customer satisfaction. 

http://www.apjaet.com/
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Lastly, email marketing is reported as being used effectively to enhance customer engagement, with 

a weighted mean of 3.18. Although this strategy received the lowest mean score among the five statements, 

it still falls within the "Strongly Agree" range, indicating that email marketing is an important tool for 

businesses. Email marketing continues to be an effective method for reaching customers, especially when 

used for personalized communications such as promotions, newsletters, and post-purchase follow-ups. 

Bhandari and Bansal (2019) highlight that email remains a valuable channel for maintaining customer 

engagement and fostering long-term loyalty, particularly when combined with data-driven personalization 

techniques. 

The data suggests that e-businesses in Manila City are actively leveraging a range of online 

engagement strategies, with a particular emphasis on real-time interactions and data analytics. These 

findings align with global trends in e-commerce, where businesses increasingly rely on personalized and 

real-time engagement to enhance customer satisfaction and retention. The effective use of social media and 

email marketing further supports a comprehensive approach to digital engagement, one that incorporates 

multiple channels to meet the diverse needs of online consumers. 

 

3. Key Factors of Online Engagement Contributing to Customer Satisfaction 

 
Table 2 

Key Factors of Online Engagement Contributing to Customer Satisfaction  

 

Table 2 presents the key factors of online engagement that contribute to customer satisfaction based 

on the perceptions of respondents. All the statements received a weighted mean (WM) within the "Strongly 

Agree" range, indicating that respondents generally agree that these factors positively impact customer 

satisfaction. 

The highest weighted mean of 3.45 was recorded for the statement, "Timely responses to customer 

queries increase customer satisfaction." This result suggests that responsiveness is a critical factor in 

maintaining and enhancing customer satisfaction. Studies have shown that timely responses in customer 

service are essential to reducing frustration and building trust. For instance, Lim et al. (2021) emphasized 

that fast and effective responses to customer inquiries play a pivotal role in customer retention and 

satisfaction, especially in the fast-paced world of e-business. 

The second-highest mean of 3.42 was observed for "Social media interactions help enhance customer 

satisfaction." This finding highlights the significant role that social media plays in modern customer 

engagement. Social media allows businesses to engage directly with customers, answer their queries, and 

Key Factors  WM 

1. Personalized recommendations improve customer 

satisfaction 

3.27 

2. Real-time customer support (e.g., live chat) contributes 

significantly to customer satisfaction 

3.19 

3. Social media interactions help enhance customer satisfaction 3.42 

4. User-friendly website interfaces positively affect customer 

satisfaction 

3.36 

5. Timely responses to customer queries increase customer 

satisfaction 

3.45 
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resolve issues in real-time, which fosters a sense of connection and satisfaction. Research by Mendoza and 

Perez (2021) similarly found that social media platforms are essential tools for improving customer 

relations, especially in Southeast Asia, where platforms such as Facebook and Instagram are widely used for 

customer engagement and brand building. 

Following closely is the statement, "User-friendly website interfaces positively affect customer 

satisfaction," with a weighted mean of 3.36. This underscores the importance of ease of use and intuitive 

design in online platforms. A study by Brodie et al. (2019) confirms that user-friendly websites, 

characterized by simple navigation and clear information architecture, significantly enhance the online 

shopping experience, making it easier for customers to find what they need and complete transactions. 

When websites are well-designed, customers are more likely to have positive interactions, which directly 

impacts their overall satisfaction. 

The statement, "Personalized recommendations improve customer satisfaction," received a weighted 

mean of 3.27. This result reflects the growing importance of personalized experiences in the digital 

marketplace. Personalized recommendations, driven by data analytics, help businesses offer relevant 

products and services to customers, which makes them feel valued and understood. According to Kim and 

Choi (2020), personalization is one of the key strategies for increasing customer loyalty, as it allows 

businesses to cater to individual preferences and needs. This personalized approach leads to higher 

satisfaction, as customers appreciate receiving tailored recommendations. 

Lastly, the statement "Real-time customer support (e.g., live chat) contributes significantly to 

customer satisfaction" received a weighted mean of 3.19, indicating that real-time engagement is a valued 

factor in customer satisfaction, though it ranked lower compared to other factors. Real-time customer 

support, such as live chats, enables customers to resolve issues quickly without waiting, which enhances the 

overall customer experience. Xu et al. (2020) found that real-time support through chatbots or live agents 

reduces friction in customer interactions and leads to higher levels of satisfaction, particularly when 

customers need immediate assistance. 

The data shows that timely responses, social media interactions, and user-friendly website interfaces 

are the most important factors contributing to customer satisfaction in the online environment. These 

findings align with global trends, as responsiveness and usability have consistently been highlighted as 

critical determinants of customer loyalty and engagement (Verhoef et al., 2021). The importance of 

personalized recommendations and real-time support further underscores the need for businesses to tailor 

their engagement strategies to meet customer needs in real-time and through personalized experiences. 

 
4. Challenges in Implementing Online Engagement Strategies 

Table 3 presents the challenges faced by e-businesses in implementing online engagement strategies, as 

assessed by respondents. The weighted means (WM) for each statement fall within the "Strongly Agree" 

range, suggesting that respondents generally agree that these factors pose significant challenges to their 

businesses’ online engagement efforts. 

The statement "Customer data management poses challenges in our engagement strategies" received the 

highest weighted mean of 3.33. This finding underscores the difficulties that businesses face in effectively 

managing customer data, which is a critical component of successful online engagement. The ability to 

collect, store, and analyze customer data is essential for personalizing interactions and improving customer 

satisfaction. However, as pointed out by Xu et al. (2020), managing large volumes of data while ensuring 
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compliance with data protection regulations presents significant challenges for businesses. The increasing 

complexity of customer data management systems, along with the need for advanced analytical tools, 

contributes to the difficulties reported by respondents. 

 
Table 3 

Challenges in Implementing Online Engagement Strategies 

 

The next highest weighted mean of 3.31 was for the statement, "Our company faces technological 

limitations in implementing online engagement strategies." This suggests that technological infrastructure 

continues to be a significant barrier for businesses seeking to optimize their online engagement efforts. As 

digital tools and platforms evolve rapidly, businesses must continually upgrade their technology to stay 

competitive. According to Mendoza and Perez (2021), many businesses in Southeast Asia struggle to keep 

up with the technological demands required for effective online engagement, particularly small and medium 

enterprises (SMEs), which often lack the financial resources to invest in cutting-edge digital solutions. 

"Privacy concerns make it difficult to fully engage with customers online" received a weighted mean of 

3.28, indicating that data privacy is a substantial concern for businesses when interacting with customers 

online. In an era where customer data breaches and misuse are frequently reported, businesses are 

increasingly cautious about how they handle customer information. This finding is consistent with research 

by Kim and Choi (2020), who noted that privacy concerns are a major factor influencing the extent to which 

businesses are willing to engage with customers through digital platforms. Customers are more likely to 

engage with businesses that demonstrate a strong commitment to protecting their privacy, making it crucial 

for companies to balance effective engagement with robust data protection measures. 

The statement "Resource constraints hinder our ability to implement effective engagement 

strategies" had a weighted mean of 3.23, reflecting the difficulties many businesses face in terms of budget 

and resource allocation. Implementing comprehensive online engagement strategies requires significant 

investment in both human and financial resources. Lim et al. (2021) highlighted that resource limitations, 

particularly in emerging markets like the Philippines, can impede the development and execution of 

sophisticated customer engagement initiatives. These constraints limit businesses’ ability to adopt the latest 

technologies and engage with customers across multiple channels effectively. 

Finally, the statement "Limited access to digital tools affects the success of our engagement 

strategies" received the lowest weighted mean of 3.14, though it still falls within the "Strongly Agree" 

range. This suggests that access to digital tools, while a challenge, is less of an obstacle compared to other 

factors such as technological limitations and privacy concerns. Nonetheless, the importance of having the 

Challenges WM 

1. Our company faces technological limitations in implementing 

online engagement strategies 

 

3.31 

2. Resource constraints hinder our ability to implement effective 

engagement strategies 

3.23 

3. Privacy concerns make it difficult to fully engage with 

customers online. 

3.28 

4. Customer data management poses challenges in our 

engagement strategies. 

3.33 

5. Limited access to digital tools affects the success of our 

engagement strategies. 

3.14 
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right tools in place to facilitate online engagement cannot be underestimated. As Verhoef et al. (2021) 

emphasized, the use of advanced digital tools, such as customer relationship management (CRM) systems, 

chatbots, and data analytics platforms, is crucial for delivering personalized and efficient customer 

experiences. Businesses that lack access to these tools may struggle to maintain competitive advantage in 

the rapidly evolving e-commerce landscape. 

The findings indicate that challenges such as customer data management, technological limitations, 

privacy concerns, resource constraints, and access to digital tools are all significant barriers to implementing 

effective online engagement strategies. These challenges align with the broader literature on the difficulties 

faced by businesses in navigating the digital transformation. Addressing these issues is critical for 

businesses seeking to optimize their online engagement and improve customer satisfaction in a highly 

competitive market. 

 

5. Significant Difference in the Level of Customer Satisfaction based on the Profile of the 

Respondents 

 
Table 4 

Level of Customer Satisfaction Based on the Profile of the Respondents 

Profile of Respondents Mean F-Value p-Value Significance 

Age 3.40 4.21 0.013 Significant 

Gender 3.32 2.89 0.079 Not Significant 

Educational Background 3.35 3.45 0.045 Significant 

Frequency of Online Shopping 3.42 6.28 0.001 Significant 

Familiarity with Digital Platforms 3.38 4.73 0.009 Significant 

 

Table 4 presents the results of an Analysis of Variance (ANOVA) conducted to determine whether 

there is a significant difference in the level of customer satisfaction based on the profile of the respondents. 

The table provides the mean satisfaction scores, F-values, p-values, and the significance of the differences 

based on age, gender, educational background, frequency of online shopping, and familiarity with digital 

platforms. 

The age of respondents shows a significant difference in customer satisfaction, with a p-value of 

0.013 and an F-value of 4.21, indicating that satisfaction levels vary across different age groups. This is 

aligned with research by Lim, Lee, and Yap (2021), who found that younger customers tend to have 

higher expectations of digital engagement compared to older customers, which could account for the 

variation in satisfaction. 

Gender, on the other hand, does not show a significant difference, as the p-value is 0.079, which is 

above the standard significance level of 0.05. This suggests that both male and female respondents perceive 

customer satisfaction in a similar manner. This finding is consistent with the literature by Mendoza and 

Perez (2021), who argued that gender differences in customer satisfaction tend to be minimal in the context 

of online engagement. 

Educational background presents a significant difference, with a p-value of 0.045 and an F-value of 

3.45. Respondents with higher educational attainment tend to report different levels of satisfaction, possibly 

because they are more familiar with advanced digital tools and platforms, which can influence their 

expectations and experiences. Kim and Choi (2020) noted that individuals with higher education levels are 

often more critical of online services and expect more personalized and seamless interactions. 
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The frequency of online shopping is another factor that shows a significant difference, with a p-value 

of 0.001 and an F-value of 6.28. Customers who shop more frequently online are likely to have higher 

expectations and may be more sensitive to the quality of online engagement, as suggested by Verhoef, 

Kannan, and Inman (2021). Frequent online shoppers are accustomed to fast, personalized services and 

may express lower satisfaction when those expectations are not met. 

Lastly, familiarity with digital platforms also shows a significant difference in customer satisfaction, 

with a p-value of 0.009 and an F-value of 4.73. Respondents who are more familiar with digital tools tend 

to have higher expectations for seamless, user-friendly experiences, which aligns with findings from Xu, 

Li, and Chan (2020), who emphasized that tech-savvy customers are more likely to demand efficient and 

smooth digital interactions. 

 

Conclusions 

Based on the findings, the following conclusions are drawn:  

 

1. The respondents of the study represent a diverse demographic in terms of age, gender, educational 

background, frequency of online shopping, and familiarity with digital platforms. A majority of 

respondents were young, educated, and frequent online shoppers with a high degree of familiarity with 

digital tools. This suggests that the sample is representative of digitally savvy consumers who are more 

likely to engage with online platforms and have higher expectations regarding customer satisfaction. 

 

2. E-businesses in Manila City are leveraging online engagement strategies to a significant extent. The 

most used strategies include real-time customer support, personalized content, and social media 

engagement. These strategies are highly valued by customers and are perceived as key drivers of 

customer satisfaction. Businesses that actively engage customers through these means are more likely to 

foster positive customer experiences and loyalty. 

3. The study identified several key factors of online engagement that contribute to customer satisfaction, 

including timely responses, user-friendly website interfaces, and personalized recommendations. 

These factors are crucial in enhancing customer satisfaction, particularly in a competitive digital 

environment. Businesses that prioritize these aspects of customer engagement are better positioned to 

meet customer expectations and improve overall satisfaction levels. 

 

4. E-businesses face significant challenges in implementing effective online engagement strategies. The 

main challenges include technological limitations, resource constraints, and privacy concerns related 

to customer data management. These obstacles hinder businesses from fully optimizing their 

engagement strategies and may negatively impact customer satisfaction. Addressing these challenges 

through investments in technology, better resource allocation, and stronger data protection measures 

will be critical for businesses to remain competitive. 

 

5. There is a significant difference in customer satisfaction based on certain profiles of respondents, 
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including age, educational background, frequency of online shopping, and familiarity with digital 

platforms. Younger, more frequent online shoppers, and those familiar with digital tools tend to report 

higher levels of satisfaction. However, gender does not significantly impact customer satisfaction. This 

suggests that businesses should tailor their engagement strategies to the needs of specific demographic 

groups, particularly tech-savvy and frequent shoppers, to maximize satisfaction. 
 

6. The perceived benefits of online engagement include improved customer loyalty, increased sales, and 

enhanced brand reputation. Real-time engagement and social media interactions are particularly 

effective in maintaining customer relationships and resolving issues promptly. These benefits suggest 

that effective online engagement strategies not only improve satisfaction but also contribute to the 

long-term success and profitability of businesses. 

7. To further optimize online engagement strategies, the study recommends that businesses invest more 

in real-time customer support systems, enhance user interfaces, increase the use of data analytics, and 

develop more effective social media strategies. By focusing on these areas, businesses can improve 

their engagement with customers, increase satisfaction, and strengthen customer loyalty. The 

importance of personalization in engagement strategies was also emphasized as a critical component 

of successful customer interaction. 

Recommendations  

 

Based on the findings of this study, the following recommendations are provided to help e-

businesses in Manila City optimize their online engagement strategies and improve customer satisfaction: 

 

1. Invest in Real-Time Customer Support Systems. The study found that real-time customer support is 

one of the most critical factors contributing to customer satisfaction. E-businesses should invest in 

technologies such as live chat and AI-powered chatbots to provide immediate assistance to 

customers. This will not only resolve customer issues promptly but also enhance overall satisfaction 

and loyalty. Continuous monitoring and improvement of these systems should be prioritized to keep 

pace with evolving customer needs. 

2. Focus on Personalized Engagement Strategies. Given the positive impact of personalized 

recommendations on customer satisfaction, businesses are encouraged to expand their use of 

personalized content based on customer preferences and behavior. This can be achieved through 

effective use of customer data analytics and targeted marketing campaigns. Personalized 

interactions make customers feel valued, which fosters stronger relationships and repeat purchases. 

3. Enhance User Interface and Experience. The findings indicated that a user-friendly website or app 

interface significantly affects customer satisfaction. E-businesses should prioritize creating 

seamless, intuitive, and easily navigable digital platforms. Regular usability testing, customer 

feedback collection, and interface improvements should be part of the ongoing development process 

to ensure that the digital environment meets customer expectations and reduces friction in the 
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shopping experience. 

 

4. Address Technological Limitations and Resource Constraints. Many businesses cited technological 

limitations and resource constraints as key challenges in implementing effective online engagement 

strategies. It is recommended that businesses allocate resources to upgrade their technological 

infrastructure, including investment in customer relationship management (CRM) systems and 

advanced data analytics tools. Additionally, businesses should consider creating strategic 

partnerships or seeking external funding opportunities to overcome resource limitations. 

 

5. Strengthening Social Media Engagement Strategies. The study highlighted the importance of social 

media engagement in strengthening brand reputation and improving customer satisfaction. 

Businesses should focus on building robust social media strategies that involve active participation, 

timely responses to customer queries, and engaging content that resonates with their target audience. 

Social media should be used not only for marketing but also as a platform for customer support and 

relationship-building. 
 

6. Increasing the Use of Data Analytics. While many businesses recognize the value of data analytics 

in improving customer engagement, the study revealed room for further enhancement in this area. 

Businesses should increase their use of data-driven insights to better understand customer behavior, 

preferences, and pain points. By leveraging data analytics, businesses can make more informed 

decisions about their marketing strategies and tailor their engagement approaches to specific 

customer segments for improved satisfaction. 

 

7. Tailor Engagement Strategies Based on Customer Profiles. The study found significant differences 

in customer satisfaction based on age, frequency of online shopping, and familiarity with digital 

platforms. Businesses should segment their customers and customize engagement strategies based 

on these profiles. For instance, younger, frequent online shoppers may respond more positively to 

innovative digital features and real-time interactions, while other segments may value more 

traditional methods of engagement. 

8. Improve Privacy and Data Management Practices. Given the challenges related to privacy concerns 

and customer data management, businesses must ensure that they comply with data protection 

regulations and implement robust data security measures. Customers are more likely to engage with 

businesses that demonstrate transparency and responsibility in handling their personal information. 

Therefore, investing in secure data management systems and conducting regular privacy audits are 

critical steps for gaining customer trust and improving engagement. 
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