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Research on the Optimization of Enterprise Digital Marketing Strategies
Based on Expectation Confirmation Theory: A Case Study of Guizhou
Haoyiduo Dairy Industry

XIANG Wenyu

(College of Economics and Management, Guiyang Institute of Humanities and Technology, Guiyang
Guizhou 550025)

Abstract: In the context of the digital economy, digital marketing is crucial for enhancing the competitiveness
of the dairy industry. Based on the Expectation Confirmation Theory (ECT) , this study adopted questionnaire
surveys and Structural Equation Modeling (SEM) to explore the relationships among consumers expectations,

perceived performance, confirmation, satisfaction, and repurchase intention in the digital marketing
environment, taking Guizhou Haoyiduo Dairy Industry as an example. The study found that expectations and
perceived performance significantly affect satisfaction through confirmation, which in turn influences repurchase

intention, with all relevant hypotheses verified. Accordingly, countermeasures such as establishing a dynamic

YEHB . FsCs (2003-) , 95, MR, SMNEMCN, FEBARL, BESCOT RONECEE A S RE AT .
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expectation management system, optimizing the perception of digital touchpoint performance, and designing a

confirmation-enhancing intervention mechanism are proposed. The study aimed to improve the digital marketing

effectiveness of Guizhou Haoyiduo Dairy Industry, provide theoretical and practical guidance for regional dairy

enterprises, and facilitate their sustainable development.

Keywords: digital marketing; Expectation Confirmation Theory (ECT) ; Guizhou Haoyiduo Dairy Industry;

Structural Equation Modeling (SEM)
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Figure 1 Expectation Confirmation Theory Model
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Figure 2 Research Model Diagram
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Table 1 Measurement Indicators of Each Dimension of the Research
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Table 2 Frequency Analysis
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Table3 Discriminant Validity: Pearson Correlation and Square Root

of AVE
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Table 4 Model AVE and CR Results

AVE CR

HE (EX) 0.602 0.858
TSR (PP) 0.568 0.840
ik (CO) 0.639 0.876
WERE (SA) 0.590 0.852
Y9 IE (RD 0.549 0.829
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Table5 Model Fit Indices
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Figure 3 Model Path Analysis Results
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Table 6 Summary of Model Regression Coefficients

X - Y AEFREAENH FR 2L SE 18 z (CR) 18 pfE FrRUEALIENE 2R 5L
EX - CO 0.311 0.062 4.978 0.000 0.330
PP - Cco 0.271 0.074 3.684 0.000 0.243
Co - SA 0.518 0.059 8.715 0.000 0.579
SA - RI 0.911 0.094 9.700 0.000 0.675
* 7 B2 (EX) XMHEE (SA) MR NBIRAER
Table 7 Mediation Effect Test of Expectation (EX) on Satisfaction (SA)
. N 95% CI - .
i 5 =94 R NE Effect FrifEiR SEH  zfHAME  piH “hie
TR ER
EX=>CO=>SA a*b  [H#E&ML 0.098 0.068  0.172 0.027 3.651 0.000
EX=>CO a X=>M 0.307 0.207  0.407 0.051 5.997 0.000
CO=>SA b M=>Y 0.318 0.231  0.405 0.045 7.130 0.000 #rHA
EX=>SA ¢ HEEMN 0.247 0.164  0.329 0.042 5.832 0.000
EX=>SA c SN 0.344 0.260  0.429 0.043 7.981 0.000
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Table 8 Mediation Effect Test of Perceived Performance (PP) on Satisfaction (SA)

G B BN M Efet ——C b SEM A pl 4k
TR R
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Table 9 Mediation Effect Test of Confirmation (CO) on Repurchase Intention (RI)
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