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Abstract: Given that in today’s technological era, the influence of digital communication on
the higher-level goals of economic enterprises has garnered significant attention in the world
of technology, this study examined the impact of digital communication on digital marketing
strategy, considering the mediating role of industry competition intensity from the perspective
of loyal customers. The purpose of this research is applied in nature. A descriptive-survey
method of the correlational type was employed to conduct the study. The statistical population
consisted of employees from organizations loyal to Parsian E-Commerce Company in the role
of customers. The sample size was determined using Cochran’s formula, and 393 individuals
were selected through stratified random sampling. The data collection instrument was a
questionnaire with confirmed validity and reliability. Data analysis and hypothesis testing
were performed using the Partial Least Squares (PLS) technique with the Smart PLS software.
The results ultimately indicated that digital communication has a significant and positive effect
on digital marketing strategy both directly and indirectly through the mediating role of
industry competition intensity. Furthermore, digital communication exerts a significant and
positive effect on the intensity of industry competition, and in turn, industry competition
intensity has a significant and positive effect on digital marketing strategy.

Keywords: Digital Communication, Digital Marketing Strategy, Industry Competition
Intensity, Customer Loyalty.

1. Introduction

Today, societies are influenced in various ways by digital communication and

interaction with it, to the extent that this issue has become essential and necessary in

business environments. Organizations utilize such communication through websites, social media, emails,

platforms, and mobile applications to enhance business relationships, develop brand identity, and improve

customer engagement [1].
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In this era of technological growth, companies need to undergo significant transformations in the nature of their
communication to survive effectively in competitive environments and achieve organizational goals. In this context,
the optimal use of digital communication can be regarded as a competitive advantage that not only creates potential
opportunities but also aids in executive management and core activities [2].

Digital media, by establishing a parallel communication space, have eliminated the costs associated with
physical interaction and have fundamentally transformed the flow of information, resulting in fundamental
changes to the structure of contemporary society [3].

By employing digital communication, organizations can attain higher levels of quantitative and qualitative
efficiency and foster innovation. Therefore, understanding and strategically implementing digital communication
within the organizational structure is key to achieving optimal performance in this regard [4-6].

Since the beginning of the 21st century, digital marketing strategies have played a significant role in corporate
strategies, and this role is expected to grow even further in the future. Consequently, developing and selecting the
best digital marketing strategies across different industries is crucial [4].

Bourlakis et al. (2002) introduced digital marketing strategies as a modern business methodology that addresses
the need of organizations, managers, and customers to reduce costs while simultaneously improving the quality of
goods and services [7]. On the other hand, competition has emerged as one of the recent trends in strategic
management research. Industry competition intensity is considered a threatening factor that affects firms’ ability
to maintain long-term competitive advantages and performance. It enables the observable level of competition in
each market to be identified and corresponds to the degree of competitive pressure applied by rivals within that
market [8].

As aresult, beyond internal company factors, external elements such as market structure, competitive conditions,
and the activities of rivals can significantly influence the strategic decisions of corporate managers. The highly
competitive landscape in which modern companies operate requires awareness of competitive principles and
advantages, and consequently the implementation of strategies that ensure organizational flexibility in adapting to
or even influencing their external environment [9].

A business strategy demonstrates how a company should compete or collaborate within a specific industry. In
this context, increasing value for customers in order to gain competitive advantage is closely tied to the company’s
strategic choices [10].

Moreover, the digitalization of communication within companies provides a path to improving process
efficiency and achieving high-level business objectives by enabling greater competitiveness. This is because digital
technologies can positively impact production, services, performance, and productivity [11].

As the industry evolves, the nature of competition has also changed, now encompassing elements such as
technology adoption, innovation capacity, and sustainability. Information and communication technologies, as well
as computer networks, have become essential and indispensable components of business and entrepreneurial
activities in every economy —particularly the internet, which is critical for the production and consumption of
goods and services and is now an integral part of everyday life for many people. Hence, the acceptance and
development of ICT, by influencing financial environments, labor markets, and corporate human resources, is
considered a key factor in the competitiveness of a country’s industries [12].

It must be acknowledged that digital communication technologies significantly influence corporate strategies

and competitive advantages. At the industry level, the development of the digital economy or digital
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transformation has altered the economic-technological paradigm of the manufacturing sector. At the organizational
level, it has created a connected, decentralized, and intelligent innovation ecosystem for manufacturing firms [13].

Given the above explanations, it becomes essential to examine the importance of digital communication from
the perspective of loyal customers and its influence on various organizational dimensions. Accordingly, this study
investigates the impact of digital communication on digital marketing strategy with the mediating role of industry
competition intensity from the perspective of loyal customers of Parsian E-Commerce Company —a recognized

firm in the field of payment services and the banking industry.

2. Methodology

In the process of conducting the present study, a descriptive-survey method of the correlational type was
utilized. In terms of purpose, this research is applied in nature, and from the perspective of data collection and
analysis, it is quantitative.

The statistical population of this study consisted of all employees from organizations loyal to Parsian E-
Commerce Company who utilize its services and support. These loyal organizations were previously identified
based on customer loyalty indicators such as repeat purchases, utilization of a wide range of products and services,
recommending the company to others, and reluctance to purchase or use similar services from competitors. The
sample size was determined using Cochran’s formula and 393 individuals were selected through stratified random
sampling. The necessary data were collected through a questionnaire.

The questionnaire used in this research comprised three main dimensions or constructs and 24 items: 8 items to
measure digital marketing strategy, 9 items to assess digital communication, and 7 items to measure industry
competition intensity. The items were rated using a 5-point Likert scale. The validity of the instrument was
examined through convergent and discriminant validity, and its reliability was assessed using Cronbach’s alpha,
Composite Reliability (CR), and Rho coefficient (i.e., composite internal consistency), all of which were confirmed.
To determine the adequacy of questionnaire items in measuring latent variables, the significance levels of factor
loadings and their t-values were evaluated and accepted.

Subsequently, data analysis and hypothesis testing were performed using the Partial Least Squares (PLS) method
with the help of Smart PLS software.

3. Findings and Results

In this section, following a presentation of descriptive statistics, inferential statistics were assessed in two stages:
the measurement model fit and the structural model fit. Afterwards, the overall model fit and hypothesis testing
were conducted for final confirmation.

The descriptive statistics section includes a demographic description of the respondents to the questionnaire as
a sample of the study population. As outlined in the methodology section, data were collected from 393
participants. Among them, 247 were men (63%) and 146 were women (37%). Regarding age distribution, 24
participants (6%) were under 30 years old, 247 (63%) were between 30 and 40 years, 104 (26%) were between 40 and
50 years, and 18 participants (5%) were 50 years or older.

In terms of job position, 299 respondents (76%) were experts, 58 (15%) were department heads, and 36 (9%) were
managers. Concerning educational qualifications, 12 individuals (3%) held associate degrees, 188 (48%) held

bachelor’s degrees, 163 (41%) held master’s degrees, and 30 (8%) held doctoral degrees.
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To assess the measurement model fit, indicators of validity and reliability were employed. In this study,
questionnaire validity was examined through convergent and discriminant validity. In terms of convergent
validity, the Average Variance Extracted (AVE) for all three constructs—digital marketing strategy, digital
communication, and industry competition intensity —exceeded 0.50, confirming adequacy.

Discriminant validity was confirmed using the square root of the AVE values and the Fornell and Larcker (1981)
criteria. Additionally, to ensure reliability, Cronbach’s alpha, Composite Reliability (CR), and Rho (composite
internal consistency) were calculated. All three reliability coefficients exceeded 0.70, indicating acceptable reliability
(see Table 1). Overall, the questionnaire’s validity and reliability were reported as satisfactory.

Table 1. Results of Questionnaire Validity and Reliability Assessment (Measurement Model Fit)

Variable AVE JAVE Composite Reliability (CR)  Rho (Homogeneous Reliability) Cronbach’s Alpha
Digital Communication 0520 0.721 0.885 0.907 0.885
Digital Marketing Strategy 0.523 0.723  0.870 0.898 0.870
Industry Competition Intensity ~ 0.533  0.730  0.854 0.889 0.853

The strength of the relationship between questionnaire items (indicators) and latent variables was assessed
through factor loadings and their significance levels using the ¢-statistic. In this study, the observed factor loadings
were greater than 0.40 and even 0.50, while the t-statistics exceeded 1.96. As a result, the significance levels were
acceptable and desirable (Table 2).

Table 2. Results of Factor Loadings and ¢-Statistics for Assessing Indicator Significance

Indicators Factor Loading t-Statistic
— QO1 Digital Marketing Strategy 0.714 27.479
— Q02 Digital Marketing Strategy 0.713 23.276
— QO3 Digital Marketing Strategy 0.756 31.128
— Q04 Digital Marketing Strategy 0.732 30.166
— QO5 Digital Marketing Strategy 0.722 26.779
— Q06 Digital Marketing Strategy 0.711 26.916
— QO7 Digital Marketing Strategy 0.713 23.894
— Q08 Digital Marketing Strategy 0.724 25.888
— Q09 Digital Communication 0.734 28.858
— Q10 Digital Communication 0.745 30.978
— Q11 Digital Communication 0.735 27.200
— Q12 Digital Communication 0.691 23.965
— Q13 Digital Communication 0.695 24.108
— Q14 Digital Communication 0.705 24.828
— Q15 Digital Communication 0.703 23.022
— Q16 Digital Communication 0.749 33.281
— Q17 Digital Communication 0.733 27.116
— Q18 Industry Competition Intensity 0.737 28.119
— Q19 Industry Competition Intensity 0.771 33.084
— Q20 Industry Competition Intensity 0.754 29.623
— Q21 Industry Competition Intensity 0.664 20.034
— Q22 Industry Competition Intensity 0.733 26.991
— Q23 Industry Competition Intensity 0.725 26.731
— Q24 Industry Competition Intensity 0.723 24.944

Following the measurement model assessment using PLS analysis, the structural model was evaluated. For this

purpose, the coefficients of determination (R?), predictive relevance index (Q?), t-statistic values (bootstrapping),
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effect size (f?), and overall model fit (Goodness of Fit, GOF) were analyzed. The output of the structural model fit

using Partial Least Squares, based on the conceptual framework, was presented in Figure 1.
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Figure 1. Software Output for Structural Model Fit Using Partial Least Squares Method

Generally, the values of 0.19, 0.33, and 0.67 are considered benchmark thresholds for evaluating weak, moderate,
and strong structural model fit using R? (Chin, 1998). In this study, the R? values of 0.770 and 0.665 for the dependent
variables indicate an appropriate and desirable model fit.

The predictive relevance index (Q?), introduced by Stone and Geisser, reflects the model's predictive capability
when it yields positive values. The obtained Q2 values (0.402 and 0.374) were positive, indicating good predictive
ability (Table 3).

To test direct relationships between variables, path coefficients and t-values (bootstrapping) were analyzed. At
a 5% significance level, the bootstrapping t-statistics were greater than 1.96, indicating significant correlations.

The effect size (f?) represents the extent of change an independent variable causes in a dependent variable and
helps determine relationship strength. In this study, all values exceeded 0.02, indicating desirable effect sizes across
the model.

The overall model fit (GOF) was calculated using the corresponding formula and the results of AVE and R? then
compared to threshold values: weak (0.10-0.25), moderate (0.25-0.36), and strong (>0.36). With a GOF value of
0.501, the model exhibits strong overall fit.

Table 3. Results of R?, Q2 and GOF for Structural Model Fit

Variable R2 Q2 Result

Digital Communication - - _
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Digital Marketing Strategy 0.770 0.402 Confirmed
Industry Competition Intensity 0.665 0.374 Confirmed
GOF = 0.501 (Strong Model Fit) — — Confirmed

With the structural model fitted, hypothesis testing and its results became accessible. In the data analysis process,
path coefficients and t-statistics (bootstrapping) were used to interpret relationships and their significance. At a 5%
error level, if the bootstrapping t-value exceeds 1.96, the observed correlations are statistically significant.
Bootstrapping plays a critical role in assessing the significance of relationships in PLS-SEM.

To evaluate the mediating role of industry competition intensity between digital communication and digital
marketing strategy, both the Variance Accounted For (VAF) and Sobel test were applied. VAF assesses the strength
and magnitude of the mediation effect, while the Sobel test evaluates its significance.

When sample sizes are not large, the Bootstrapping command in Smart PLS is used to determine mediation
significance. If VAF is less than 20%, no mediation exists; values above 80% indicate full mediation; values between
20% and 80% suggest partial mediation.

In this analysis, based on path coefficients and the VAF formula, the VAF was calculated as 33%, indicating that
industry competition intensity partially mediates the relationship between digital communication and digital
marketing strategy. In other words, digital communication affects digital marketing strategy both directly and
indirectly via industry competition intensity.

Ultimately, with confirmation of the mediating role and based on the software output results presented in Table
4, it can be stated with 95% confidence that the study hypotheses are supported.

Table 4. Results of Variable Relationships and Hypothesis Testing

No. Variable Relationship (Hypothesis) Path t- Significance Result
Coefficient Statistic  Level

1 Digital Communication — Digital Marketing Strategy 0.372 5.935 0.000 Confirmed

2 Digital Communication — Industry Competition Intensity 0.672 15.507 0.000 Confirmed

3 Industry Competition Intensity — Digital Marketing Strategy 0.282 4.167 0.000 Confirmed

4 Digital Communication — Industry Competition Intensity — - 6.545 0.000 Confirmed

Digital Marketing Strategy

- VAF =33% - - - Partial

Mediation

4. Discussion and Conclusion

This section presents an analysis of the relationships among variables and the testing of hypotheses in light of
the research findings, which aimed to examine the effect of digital communication on digital marketing strategy
with the mediating role of industry competition intensity from the perspective of loyal customers of Parsian E-
Commerce Company.

The evaluation of the first hypothesis revealed a positive and significant effect of digital communication on
digital marketing strategy. This result aligns with the prior findings [8, 14-20]. Therefore, it can be concluded that
from the perspective of loyal customers of Parsian E-Commerce Company —who are familiar with digital services
and their advantages —focusing on and developing digital communication tools, such as adopting modern digital
communication methods, utilizing social media and digital multimedia features, deploying secure applications and
accessible platforms, and building customer trust, can positively influence the organization’s digital marketing

strategy by supporting goal setting and operational planning.
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The analysis of the second hypothesis, which confirms the positive and significant impact of digital
communication on industry competition intensity, is consistent with the prior findings [11-13, 21, 22]. It can thus
be argued that digital communication and the application of innovative technologies significantly affect the
competitive intensity of organizations within their respective industries. In the digital age, the trend toward
digitalization is inevitable, and any organization that offers more advanced digital services to its customers is more
likely to outperform competitors in a highly competitive market environment.

The third hypothesis, which indicates a positive and significant influence of industry competition intensity on
digital marketing strategy, is supported by the prior findings [6, 9, 21, 22]. It follows that, from the viewpoint of
loyal customers who monitor market competition, industry competition intensity is perceived as a crucial factor
that can shape marketing strategies such as digital marketing strategy and lay the foundation for competitive
strategic planning. Duralia (2022) also demonstrated that competitive intensity can guide practical policy
formulation and define organizational procedures and execution processes to achieve strategic goals [21].

Finally, the analysis of the fourth hypothesis demonstrates that digital communication also has a positive and
significant effect on digital marketing strategy through the mediating role of industry competition intensity,
corroborating the prior findings [13, 21, 22]. This suggests that industry competition intensity not only directly
influences an organization’s digital marketing strategy but also mediates the impact of digital communication on
it. In summary, it can be stated that, from the perspective of loyal customers of Parsian E-Commerce Company,
digital communication —when applied across various organizational levels —serves as a competitive driver in the
payment and banking industry and can shape the roadmap and strategic direction of the company’s digital
marketing initiatives.

¢ In light of the importance of digital communication and its significant impact on the strategic structures of
organizations, it is necessary to establish a creative and specialized team focused on research and development of
technical infrastructure. This team should stay aligned with technological advancements and emerging global
digital innovations to enhance service delivery to customers.

* A dedicated task force should be formed to gather data on the activities, products, and services of industry
competitors. This task force must regularly analyze and interpret market data and maintain close intellectual
collaboration with the R&D team to ensure information exchange between the two groups. The outcome should be
the creation of competitive, customer-oriented digital products or services.

* There is a need to align the objectives of the organization’s planning unit with those of the R&D team and the
market analysis task force to standardize and define effective strategies within the digital communication and
marketing domains.

* Further research should identify and investigate other influencing variables on digital marketing strategy
within different populations and industrial contexts.

As with all studies, this research is not without limitations, despite careful design and implementation. For
example, the study would benefit from a larger sample size in future replications. Additionally, the availability of
certain comparison sources was limited, which may have constrained aspects of the analysis. Future research could
improve precision by using larger sample sizes and integrating a broader range of previously tested variables and

relationships to overcome these limitations.
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