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Abstract

The fast expansion of the Uzbekistan restaurant sector and digital evolution
make digital marketing essential for establishing customer loyalty. The success
rate of these digital marketing approaches mainly relies on customers’ under-
standing of digital platforms. Researchers study digital marketing effects on
Uzbek restaurant customer loyalty while exploring the partnership between
customer perception and digital literacy as a final influence on customer rela-
tionship outcomes. Research findings fill an important knowledge gap which
enables restaurant managers to develop superior digital engagement ap-
proaches in developing markets. A combination of quantitative surveys with
300 restaurant customers and qualitative interview data forms the research
method. The research adopts the Technology Acceptance Model (TAM) to-
gether with Stimulus-Organism-Response (S-O-R) framework and Social Ex-
change Theory to explain how digital marketing methods with their compo-
nents of social media engagement and customized promotions and online rep-
utation administration directly and indirectly enhance customer loyalty.
Hayes” SPSS PROCESS Model 7 serves as the testing tool for moderated medi-
ation relationships to provide detailed information about fundamental pro-
cesses. The analysis confirms that digital marketing amplifies customer loyalty
power through dual channels which stem from enhanced perceptions of cus-
tomers. Digital literacy functions as a vital moderator that leads low-digital-
literate customers to embrace digital marketing but high-digital-literate cus-
tomers to present resistance. The research implies that tried-and-tested digital
marketing methods prove insufficient for consumers who possess modern
technology knowledge. The research enables restaurateurs to develop specific
strategies which involve matching content difficulty with viewer digital skills
and using interactive valuable campaigns for customers with higher tech com-
petence. The study brings significance to marketing theory by adopting digital

DOI: 10.4236/0alib.1113434 May 31, 2025 1

Open Access Library Journal


https://doi.org/10.4236/oalib.1113434
http://www.oalib.com/journal
https://doi.org/10.4236/oalib.1113434
http://creativecommons.org/licenses/by/4.0/

M. D. D. Kizi, C. L. Du

literacy frameworks and validating their applications through queries from an
under-researched market. The research presents implementable guidelines
which help experts optimize their digital marketing approaches in Uzbekistan’s
developing restaurant business. Restaurants which develop digital engagement
methodologies based on customer skills and taste preferences will create
stronger digital customer loyalty systems during the modern era.

Subject Areas

Marketing

Keywords

Digital Marketing, Customer Loyalty, Digital Literacy, Restaurant Industry,
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1. Introduction

The food service sector in Uzbekistan has undergone certain changes on a large
scale in recent times, primarily because of economic progress, the huge acceptance
of digital technology, and the increasing population of urban areas [1] [2]. With
the development of the economy in Uzbekistan, the hospitality industry has not
only risen significantly but also become a major contributor to the growth of the
country’s economy and job creation. The entry of the internet and mobile tech-
nologies in the country has brought big changes in the way that restaurants can
contact their customers through the digital means. However, the implementation
of these new technologies has also brought the challenge of designing effective
digital strategies and at the same time, solving the problem of the digital literacy
gap of the customers [3].

The marketing of the Internet is the language of the current state and moder-
nity, therefore, the understanding of digital marketing has become a clientele
stimulating factor that could secure success in the industry of food in Uzbekistan
which has become very competitive [4]. The introduction of social media plat-
forms along with food delivery services has made it mandatory to apply digital
marketing strategies, which through customers’ engagement and loyalty could be
a significant issue [5].

Nevertheless, this strategy’s effectiveness is not felt similarly among the various
regions in Uzbekistan, where there are differences in digital technology access and
proficiency [6]. The use of digital technology and the change of human behaviour
can be seen in the food industry in Uzbekistan, which, in many cases, is parallel
to global trends in digital marketing, but still has its specific features [7]. Yan-
dex.Eda is a food delivery platform that operates internationally as well as coop-
erating with the local companies, it is considered as among the best ways of win-
ning customers’ attention [8]. Thus, despite the big portion of their budget being
spent on digital marketing, the markets in Uzbekistan are characterized by the
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popularity of face-to-face marketing, which most of all, is important for some
groups, like those living in rural areas).

While the restaurant business in Uzbekistan has made extensive use of digital
marketing, there are still areas where there is a lack of research both in academia
and for the business people. For instance, studies have shown that digital market-
ing had a negative impact on the loyalty of the customers, in academic literature,
while the industry had already applied the approaches in their business. Also, re-
search on this topic has been concentrated only on the more developed Western
and Asian markets with almost no focus on the specific and individual needs of
the Central Asian markets, basically Uzbekistan.

The current research involves presenting a systematic review of the connection
between digital marketing strategies and customer loyalty in the restaurant sector
of Uzbekistan. It is going to estimate how the perception of customers and the
level of their digital literacy should influence the market. The primary goals of the
study are as follows: First, it will try to reveal the impact of various digital market-
ing methods, namely, social media engagement, electronic promotions, and digi-
tal loyalty, on customer loyalty in the restaurant sector. In the paper, these strate-
gies are checked for effectiveness in not only keeping the customers but also bring-
ing new ones. The success of these strategies in customer retention and elicitation
of referral systems is thus investigated. Second, the study will also look into the
intermediary role that customer perception plays between digital marketing ac-
tivities and customer loyalty. This will enable them to know what kinds of digital
engagements melded the consumers’ perceptions towards the service industry and
how it influenced customer decision-making. Customers’ perceptions mainly of
the value, trust, and emotional connection the digital marketing channels give
them are what bring out their loyalty. Third, the study will also examine how the
different levels of digital literacy among customers can affect the success of digital
marketing strategies. The primary aim of this research is to explore how digital
marketing strategies influence customer loyalty specifically within Uzbekistan’s
restaurant industry. This focus is critical as the sector is rapidly evolving due to
the digital transformation taking place in the region and so, we intend to identify

service delivery modes that can boost customer loyalty among

2. Literature Review
2.1. Digital Marketing in Uzbekistan’s Restaurant Industry

Digitalization in Uzbekistan’s restaurant industry has tripled the catering turno-
ver from $445 million to $826 million between 2018 and 2022 [8]. Restaurants use
global and local online platforms to connect with customers and promote their
services online [9]. Yandex.Eda is the main food delivery service along with
Click.uz which is operated by a local bank [10]. Both services allow restaurants to
create their menus, run promotions, and analyze the data.

Restaurants heavily rely on social media tools when designing their marketing

plans because Uzbek digital consumers behave uniquely on these platforms (AY-
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DIN, 2024). The combination of broadcast channels and private messaging in Tel-
egram makes it the top choice for restaurant customer contact allowing commu-
nication through promotions and bookings and reviews. Telegram has been used
by restaurants to create sticker-based loyalty programs and geolocation ads at-
tracting more customers into the premises [11]. Instagram is often used for visu-
ally showcasing food items through posts, Stories and has shopping features that
enable selling directly to fans.

Uzbek restaurants must combine international sites like Google Maps with local
favourites such as Oshxona.net to manage their reputation online. While Google
Maps shows basic listings worldwide, Oshxona.net is the main review site used by
Uzbek speakers. Expert reviews on pilaf and samsa are better through Oshx-
ona.net than other platforms. Uzbek payment methods now have loyalty features
integrated with digital stamps. Payme combines QR-code payments with digital
stamp cards while Click Pay lets customers redeem loyalty points instantly. Digital
solutions mirror the traditional reward systems.

Marketing in Uzbekistan varies by region, such as Tashkent’s Menu.uz digital
menu for upscale restaurants and WhatsApp for Business in Samarkand that uses
less data. Diverse conditions pose challenges, but food chains can expand nation-
ally by adapting strategies. Some fancy eateries are trying out new tech like AR
menus on Instagram and booking via Telegram. Mixing tech with traditional ways
helpful to the people is the key to success in digital transformation in Uzbekistan’s

restaurant industry [12].

2.2. Digital Customer Engagement and Building Loyalty

The old stamp cards and membership booklets at eateries have been replaced with
a digitized system. This is because the new method allows a provider of customer
relations to continuously update database information beyond dining hours [13].
Digital approaches used in restaurants create stronger links with clients [13]. Busi-
nesses send out tailored offers based on past orders using Yandex Eda and Click.uz
delivery apps. Loyalty systems have tiers and ways to monitor achievement digi-
tally that were aligned with what customers want like progressing through levels.
Digital payment methods allow reward points to be earned and redeemed during
transactions [14].

People posting pictures of their meals is a big trend in Uzbekistan [15]. Restau-
rants on Instagram ask customers to enter photo contests using special hashtags
[16]. This showing off food helps to attract new guests. It is more effective than
traditional ads. Some restaurants create dishes that look great on social media to
draw in more customers [17]. Video games and points systems engage customers
in Uzbek places like cafes and eateries [18]. People can collect digital badges by
sampling dishes and attending events. This is culturally fun as it fits into Uzbek
social lives. Friends go to their favourite spots together to hang out.

The best digital loyalty programs in Uzbekistan blend modern ideas with local

customs [19]. They use popular accounting systems but still show Uzbek warmth
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[20]. Holiday greetings along exciting invitations for virtual food tastings help to
feel connected that they are being welcomed into the homes of hosts. It demon-
strates how global digital trends are made relevant for Uzbek personal preferences.
Uzbek restaurants can succeed in business and go digital. They can have great
platforms for customers because many have smartphones’ and there are more mo-
bile payments. However, restaurants must compete online for customer interest,
while still being friendly to customers face-to-face which is part of Uzbek culture.

The best businesses will combine data-driven ads with warm hospitality.

2.3. How Digital Skills Help Restaurants Market

To succeed in marketing in Uzbekistan’s digital world, restaurant staff need digital
skills meaning they should be able to operate tech tools, understand online con-
tent, and know how to behave on each platform [21]. These skills are very im-
portant because they affect how customers search for, evaluate, and interact with
restaurants via digital platforms. Different generations and regions have different
levels of digital literacy in Uzbekistan [22]. Younger city dwellers are tech-savvy
and can use restaurant apps and social media as well as scan QR codes [23]. Older
people and those from rural areas use traditional communication ways [24].
Hence, restaurants need to have two marketing systems one digital and another
simple.

Uzbekistan has many digital languages. This makes it hard for restaurants to
reach customers. They must use Uzbek, Russian, and English the languages. Each
language needs special pictures and text to understand. This helps customers feel
included in online ads. Restaurants can help people learn to use digital services.
They can have ads that show the importance of these services. This way, they in-
clude more people in Uzbekistan’s digital world. Ads are now a big part of the
restaurant’s job. A restaurant’s poster campaign integrates society and gives

knowledge to many users.

2.4. New Technologies and Future Changes

Uzbekistan’s restaurants are changing fast that influences how they make adver-
tisements or reach customers nowadays [25]. New online tools are making it easier
to market to gain new clients and keep current ones happy [26]. This is happening
because of recent innovations borrowed from other countries but modified by lo-
cal conditions existing in Uzbekistan. In Uzbekistan now, restaurants use Al like
chatbots on Telegram and WhatsApp to book tables or suggest dishes [27]. Some
use computer vision to track how customers move for better seating and staff
plans. Machine learning helps figure out the best times to offer each customer
group deals.

In Tashkent, fancy restaurants use AR for marketing. Scanning QR codes to let
customers see animated 3D food images before ordering [28]. Block chain offers
local solutions for regional needs [29]. Some restaurants serving tourists use block

chain to prove the honest ingredients and methods of traditional dishes. Some
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places are planning loyalty tokens that customers can use in many partner restau-
rants. This tech builds trust in markets where food honesty and transparency are
issues [30].

The Internet of Things (IoT) is connecting various features in restaurants [31].
Some outlets provide smart tables for guests to summon waiters and regulate
lights and music via simple interfaces. Digital menus linked to inventory control
avert product deficits and assist eateries in managing costs [32]. For Uzbek res-
taurants, which contend with seasonal sourcing, these technologies are quite help-
ful. Three innovations have potential growth prospects in Uzbekistan. Voice-con-
trolled devices could revolutionize restaurant communication due to the spoken
nature of Uzbek culture. AI algorithms can accurately forecast customer prefer-
ences. The Metaverse could enable virtual dining experiences that enhance phys-
ical venues. However, these technologies must align with cultural traditions and

monitored infrastructure advancements.

2.5. Comprehending Theory and Conceptual Framework

Digital marketing and customer loyalty concepts in Uzbekistan’s eateries are
based on three established theories: the Technology Acceptance Model (TAM),
Stimulus-Organism-Response (S-O-R) theory, and Social Exchange Theory [33].
This theoretical structure comprehensively assesses digital marketing effective-
ness across Uzbekistan. People use restaurants’ digital marketing tools in two
main ways. They check out how helpful they are. Plus, they see if it’s easy to use
these tools. Different people in Uzbekistan view restaurant digital marketing dif-
ferently [34]. Due to this, their reactions vary. These differences in attitudes help
explain why some technologies are successful with some groups but not others
[35].

When restaurants do digital marketing, it creates urges for customer loyalty
[36]. Marketing push customers to see the value for money, trust the brand, and
be satisfied. In this regard, it’s the first step [37]. Then, theyrespond by repeatedly
visiting the establishment, spending more, and telling others about it. As an im-
portant point, Uzbekistan’s unique digital market setup influences decisions made
by customers when evaluating opportunities provided. This obligatorily explains
how the framework of thinking works. Social Exchange Theory is the key concept
for comprehending how restaurants interact with customer’s online [38]. Cus-
tomers weigh the costs such as time and data sharing against the benefits like con-
venience and rewards. High quality digital benefits foster strong customer loyalty.
The Uzbek patrons have cultural expectations of hospitable and personal services.
This theory explains the varying effectiveness of digital strategies in specific mar-
kets.

The conceptual model has digital literacy as a moderating factor affecting all
three theoretical relationships.

It influences:

1) Users’ perceptions of usefulness and ease based on TAM.
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2) Content processing according to the S-O-R theory.

3) Value assessment via Social Exchange to weigh benefits versus costs.

The multifaceted framework provides a practical approach for studying restau-
rant digitalization in Uzbekistan’s specific context of technology and culture as
well as market dynamics. This framework guides the present study and gives prac-
tical strategies for restaurants to boost their digital marketing effectiveness across

various customer segments.

2.6. Key Concepts Studied

Customer Perception as a Mediating Variable: This concept examines how cus-
tomers’ views and interpretations of digital marketing efforts affect their loyalty
to restaurants. Understanding customer perception is essential for designing ef-
fective marketing strategies that resonate with the target audience. This research
shows that customers may have different perceptions and understandings when
faced with particular digital marketing strategies that need to be taken into con-
sideration when creating product promotions. Restating things while accepting
customers’ responses positively will enable marketers to develop a sense of be-
longing among customers increasing their loyalty and inspiring them to continue
buying the same products or visiting the same restaurants. When looking at cus-
tomers’ perceptions of restaurants’ digital marketing campaigns in Uzbekistan,
readers should consider their personal perceptions of the totality of the campaigns
and everything that is linked to the restaurants concerned. This will assist them in
developing better digital marketing campaigns and in knowing what things matter
most when establishing and retaining customers’ loyalty in restaurants.

Digital Literacy as a Moderating Variable: Digital literacy assesses the profi-
ciency with which customers navigate digital platforms. This variable is crucial, as
it influences how effectively customers engage with digital marketing initiatives
and can significantly impact their loyalty. Digital literacy, therefore, does not
simply depend on the technology they use, but also on the way they use it. In
assessing this concept in Uzbekistan’s restaurant industry, the way customers per-
ceive and respond to digital marketing activities guides their digital literacy levels.
Customers can be able to visit the restaurant’s website; make a call to the restau-
rant’s customer service; query a social media team, and download an application
for a restaurant’s loyalty program. The high levels of success of this kind of com-
munication and use of these technologies significantly contribute to the building

of customers’ loyalty towards restaurants in Uzbekistan.

3. Research Methodology
3.1. Research Design

The research joins theoretical aspects with local digital and cultural features. The
quantitative part is central, it was carried out through surveys [39]. The respond-
ents were 330 restaurant-goers from Tashkent, Samarkand and Bukhara. The aim

was to find connections between digital marketing, people’s opinions and loyalty

DOI: 10.4236/0alib.1113434

7 Open Access Library Journal


https://doi.org/10.4236/oalib.1113434

M. D. D. Kizi, C. L. Du

behaviours. Questions also covered engagements on Telegram and Click.uz, as
well as popular food bloggers.

For this study, qualitative research adds to the quantitative results [40]. This
was done by getting deep interviews with diverse client profiles and restaurant
operators using digital marketing. Semi-structured used to identify reasons for
earlier outcomes. This was based on cultural values and age. Questions focused
on customers’ platform usage and any barriers faced. Method integration occurs
twice: during instrument development and analysis phases. Preliminary qualita-
tive findings shape survey instrument development. This obtains broad patterns
with detailed contextual insights that suit Uzbekistan’s business environment. The
research employs a mixed-methods approach to gain comprehensive insights. On
the one hand, qualitative methods have been used to assess issues related to the
complexity of human & rsquo. While the number of qualitative interviews con-
ducted during the research was not comprehensively mentioned in the study, the
interviews served to probe into the attitudes and behaviors of customers towards

digital marketing.

3.2. Participants and Sampling

A stratified purposive sampling method has been employed to ensure adequate
representation of distinct demographic and behavioural groups in Uzbekistan’s
restaurant sector. The sample consists of two segments: restaurant consumers and
restaurant professionals. Quantitative survey included 330 restaurant consumers
located in Tashkent, Samarkand, Bukhara, and Fergana. A total of 319 responses
received back with 300 valid responses after cleaning. The geographical method
by a number of regions enables researchers to study local digital practices. The
sample encompasses four age brackets as well as gender split between frequent
diners and occasional visitors. Participants were recruited through restaurants’
partnerships, social media in Uzbekistan, and customers’ interactions with the
waiters. In the recruitment materials, the languages used were Uzbek and Russian
preferred by the local community. Two main app usages patterns were used to
categorize the participants. Most use click.uz while the rest do it through social
media.

The various approaches adopted include:

The design has enough people from all groups.

There is a way to check for digital marketing in different areas.

Compare how people of different ages use it.

O O O ©

The recruitment keeps the study and its results valid.
The study looks at how digital marketing affects all the customers in Uzbekistan
and gives useful information to restaurants. It is based on local conditions, so it is
valid for the Uzbek market.

3.3. Data Analysis Techniques

The research first checks survey responses for errors due to incomplete or incon-
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sistent responses [41]. This was done by the use of attention-check questions
which help to locate those respondents who may not have been engaged. Thus,
they then perform an analysis which includes both descriptive statistics and tests
of reliability and validity. The PROCESS macro was used to examine the moder-
ated mediation models [42]. The analyses identify how digital marketing impacts
customer loyalty with the mediating effects of customer perception and the mod-
eration effect of digital literacy. Furthermore, control variables such as age, how
often they dine out, and restaurant type are considered.

The thematic analysis of qualitative data was done according to the framework
by [43] taking into consideration the cultural context of Uzbekistan. Coding was
done repeatedly in the original Uzbek or Russian language in order to maintain
language sensitivity in the data. Initially, open coding was used to identify recur-
ring concepts and later to develop broader themes using axial coding. The purpose
of it was to explore how age affects digital experience while restaurant culture
shapes customer’s expectations from technology-based services. Specific local
conditions need to be taken into account. In this study we used Uzbekistan-based
coding schemes. We looked at cultural terms like “mehmondo’stlik” (hospitality)
while assessing digital interactions. We tested some models numerically to check
if the measurements were valid for both Uzbek and Russian languages. We also

checked different age groups.

3.4. Ethical Considerations

The research follows privacy protective mechanisms through proper data control
practices. The anonymization was done immediately whereby identifiable infor-
mation is given a code instead. The minimal data principle was applied so we only
collect essential research-related materials without compromising selected rec-
ords such as expenses or food consumption lists. It was agreed upon how long
anonymised data has to be kept/ destroyed after five years using expertise from

cyber security experts in our country.

3.5. Conceptual Framework

The hypotheses of this study are as follows:

H1: Digital Marketing Strategies have a direct positive effect on Customer Loy-
alty.

H2: Customer Perception mediates the relationship between Digital Marketing
Strategies and Customer Loyalty.

H3: Digital Literacy negatively moderates the relationship between Digital Mar-
keting strategies and customer perception.

This research builds its conceptual framework using the Technology Ac-
ceptance Model (TAM), Stimulus-Organism-Response (S-O-R) theory, and Social
Exchange Theory (SET). These theories illustrate how digital marketing strategies
affect customer loyalty through customer perception as mediation and digital lit-

eracy as moderation in Uzbekistan’s restaurant industry. The framework consid-
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ers Uzbekistan’s unique cultural background and the developing digital infra-
structure. The independent variable, Digital Marketing Strategies (DMS), covers
social media engagement on Instagram and Telegram, personalized promotions
via local apps such as Click.uz, and online reputation management on Oshx-
ona.net. These strategies affect customers’ feelings and actions. Customer Percep-
tion (CP) has three dimensions: perceived value, trust, and satisfaction that all
influence Customer Loyalty (CL) shown by repeat visits, brand preference, or rec-
ommendations.

The plan aims at making clients experience digital marketing strategies meas-
uring capability of judging its contents. Digital competence encloses understand-
ing of platforms and evaluation of messages featuring therein. Persons with en-
hanced digital skills critically evaluate promotional contents tagged generic and
manipulative. Limited skills lead them to rely on mere basic channels devoid al-
ternatives and analytic capacity. Different theories justify the relationships defined
in this approach. The application of digital marketing strategies enhances cus-
tomer loyalty since they elicit favourable reactions according to S-O-R model
which suggests that perception processes modify external signals into loyalty re-
sponses. The recognition of benefits surpassing costs results in impression for-
mation thus fostering positive feelings towards marketers on Facebook via social
exchange theory.

Digital literacy is key to understanding how marketing works across various
groups. If people know more about digital technology, they can be less trusting of
generalized ads. This leads to different reactions to online marketing. The frame-
work in Figure 1 starts from concepts used worldwide and then relates them to
Uzbekistan’s restaurants. It aids researchers and marketers in creating better
online strategies for diverse customers. Moreover, Figure 1 displays how market-

ing boosts loyalty by taking into account customers’ perceptions and distinctions

in digital skills.
Digital Literacy Customer
Perception
\
H3 \
H2
/ HZ\
Digital i N Customer
Marketing Loyalty
Strategies

Figure 1. Conceptual framework.

4. Results and Analysis
4.1. Demographic Data

The results of the study indicate that digital marketing has a favorable impact on
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Table 1. Demographic data.

customers’ loyalty, which is an essential aspect of any business looking to retain
its clients and attract new ones. This relationship between digital marketing and
loyalty has revealed a very crucial aspect regarding customers’ perceptions arising
from digital marketing efforts, thereby establishing customers’ perceptions of dig-
ital marketing techniques as central to the loyalty creation process.

The demographic features of the respondents who participated in the survey (N
= 300) are explained here to check the validity of the sample while ensuring that
there is no bias in the dataset. Table 1 below show demographic aspects used for
the study such as age and gender, urban versus rural locality, along with frequency
of dining out because these aspects are important for analysing how digital mar-
keting is adopted in Uzbekistan’s restaurant industry but excluded income or ed-

ucation variables which may lead to confounding variables.

Variable Category Frequency (n) Percentage (%)
Age 18 - 25 years 90 30.0
26 - 35 years 105 35.0
36 - 45 years 75 25.0
46+ years 30 10.0
Gender Male 135 45.0
Female 150 50.0
Other/Prefer not to say 15 5.0
Location Urban (Tashkent/Samarkand) 180 60.0
Rural (Other regions) 120 40.0
Dining Frequency Weekly 120 40.0
Monthly 150 50.0
Rarely 30 10.0

The survey looked at age and gender of the people they asked around Uzbeki-
stan. Most of the people asked were aged 26 - 35 (35%) as they go out to eat and
see ads most often. There were also older people (10%) in the study and most of
the people asked were adults aged 18 - 45 (90% total). The people asked were al-
most equal in number between the two genders - males were 45% and females
were 50%. The small number of 5% allowed for sensitive recording of gender
which shows good practice in marketing research. The sample was made up of
both urban and rural respondents with a ratio of 60:40. Cities like Tashkent and
Samarkand had more participants while rural areas provided useful information
about non-connected places. We made sure there was a mix of digital skills among
the respondents to get a clear view on this.

The focused on people who go to restaurants often as they formed 90% of the
sample. This way, their responses were based on real experiences of digital mar-

keting communications. The diverse groups of people in our study helped us as-
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Table 2. Descriptive statistics.

sess how relevant restaurant digital marketing plans are. Age and living location
categories meant that results cannot be swayed by having too many from one
group which could skew outcomes thus ensuring accuracy in our conclusions
about their understanding of local digital media used at these establishments.1.

Repeat as necessary for each additional affiliation.

4.2. Descriptive Statistics

The results on Table 2 (descriptive statistics) show how digital literacy, digital
marketing, customer perception, and customer loyalty diverge. Analysis of some

responses gave crucial patterns about ratings across constructs.

Minimum Maximum Mean Std. Deviation ~ Skewness Kurtosis
Statistic Statistic Statistic Statistic Statistic Std. Error  Statistic Std. Error
DL1 1.00 5.00 3.5967 0.90372 —0.483 0.141 0.018 0.281
DL2 1.00 5.00 3.5467 0.87772 —-0.323 0.141 —-0.076 0.281
DL3 2.00 5.00 3.6033 0.87285 —-0.168 0.141 -0.633 0.281
DL4 1.00 5.00 3.6100 0.92054 —0.288 0.141 —-0.499 0.281
DL5 1.00 5.00 3.5900 0.94421 -0.370 0.141 -0.368 0.281
DM1 2.00 5.00 3.8000 0.81376 —-0.292 0.141 —-0.380 0.281
DM2 2.00 5.00 3.7633 0.81826 -0.239 0.141 —-0.443 0.281
DM3 2.00 5.00 3.7600 0.83550 -0.321 0.141 —-0.401 0.281
DM4 2.00 5.00 3.7933 0.87551 -0.307 0.141 -0.591 0.281
DM5 2.00 5.00 3.7800 0.86840 -0.298 0.141 -0.566 0.281
CP1 2.00 5.00 3.9267 0.78102 -0.592 0.141 0.249 0.281
CP2 1.00 5.00 3.8667 0.77733 -0.538 0.141 0.396 0.281
CP3 1.00 5.00 3.9400 0.79066 -0.670 0.141 0.570 0.281
CP4 2.00 5.00 3.9033 0.78061 -0.509 0.141 0.085 0.281
CP5 2.00 5.00 3.8200 0.82251 —-0.309 0.141 —-0.409 0.281
CL1 2.00 5.00 3.9800 0.70800 -0.712 0.141 1.039 0.281
CL2 1.00 5.00 4.0067 0.77586 -0.920 0.141 1.521 0.281
CL3 1.00 5.00 4.0133 0.78008 -0.960 0.141 1.587 0.281
CL4 1.00 5.00 4.0267 0.71717 -0.751 0.141 1.383 0.281
CL5 1.00 5.00 4.0400 0.76617 —-0.742 0.141 0.873 0.281
Valid N (listwise) 300

The descriptive statistics report distribution properties about all study variables
which include Digital Literacy items DL1-DL5 alongside Digital Marketing items
DM1-DM5 and Customer Perception items CP1-CP5 and Customer Loyalty
items CL1-CL5. The analysis of 300 complete responses (Valid N = 300) reveals

important patterns about respondents’ ratings across all constructs.
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Central Tendency and Variability:

Respondents rated all constructs above 3.0 with standard deviation ranging
from 0.70 to 0.94 for digital literacy while customer loyalty items had lesser dis-
persion at 0.70-0.78. Therefore agreement was greater on loyalty levels as opposed
to digital literacy assessment results.

Distribution Characteristics:

All ratings had a negative skew, indicating that most of the respondents chose
higher ratings on the scale. Customer loyalty exhibited greater positive skewness,
which shows that people had favourable behaviour patterns towards loyalty. The
CL items were leptokurtic indicating concentrations of scores while others were
platykurtic thus less concentration.

Digital Literacy (DL) Items:

The mean ranges between 3.55 - 3.61 while standard deviations were 0.87 - 0.94
for five DL items. DL3’s bell curve was flat indicating less discrimination value.
Thus differences in digital skills of people caused higher variation for DL items
against others.

Digital Marketing (DM) Items:

DM items’ means ranged from 3.76 - 3.80 and SDs were 0.81 - 0.88. This shows
respondents similar perceptions about digital marketing strategies. Their evalua-
tions exhibited negative skewness between —0.24 to —0.32 and flatness with nega-
tive kurtosis between —0.38 to —0.59.

Customer Perception (CP) Items:

The mean ratings of CP items ranged from 3.82 - 3.94, SD varied between .78
and 0.82. Special attention was given to CP3’s skewed distribution (-0.67) which
had high positive kurtosis (0.57). Customers perceived the service positively with
much appreciation for CP3 measure.

Customer Loyalty (CL) Items:

CL items showed the highest means (3.98 - 4.04), lowest SDs (0.71 - 0.78). There
were also severe negative skews (—0.71 to —0.96) and positive kurtosis values (0.87
- 1.59). Consensus among respondents with few very positive evaluations led to
peaked distribution patterns of highly positive loyalty ratings across CL2 & CL3
items.

Implications for Analysis:

Respondents tend to agree too much on loyalty items. Some items have skew-
ness and kurtosis. Transform these when doing analyses that need a normal dis-
tribution. Analyse the variance patterns across many items to test the reliability of
scales. Some items show similar response trends. There is enough variation to use
correlation analysis as well. Past analyses were done from descriptive patterns.

They revealed non-normal distributions present.

4.3. Hayes Process Macro

Hayes’ PROCESS Macro was used to evaluate the role of digital marketing strate-

gies in creating customer loyalty via perceptions and digital literacy. This macro
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performs simultaneous evaluation of mediation and moderation effects in one
model using regression analysis. It also addresses potential non-normal data is-
sues. It thus effectively examines how digital marketing affects loyalty conditions.
The researcher employed PROCESS Model 7 to confirm key assumptions of con-
ceptual framework on effect of digital marketing on loyalty. The study focused on
effect of digital marketing strategies on loyalty, with a mediation of customer per-
ceptions and moderation by digital literacy. It utilized appropriate statistical
power using resample-based 5000 bootstrap confidence intervals for reliable effect
estimates.

The analytical method resolved important methodological issues in the analy-
sis. To retain statistical sensitivity, digital literacy is considered as a continuous
variable while preventing unintentional data changes that may distort results. The
analysis clarified how mediated paths through customer perception differ at vari-
ous digital literacy levels. It had the flexibility to discover both theoretical progress
and useful marketing strategies for differing customer segments. The analytical
plan aligned with theoretical framework integrating Technology Acceptance
Model, Stimulus-Organism-Response theory and Social Exchange Theory.
Through PROCESS application, the theoretical perspectives simultaneously eval-
uated how digital literacy influences technology acceptance, the way digital stim-
ulus processes into perceptions and behaviours, and the amounts of costs and
benefits considered by customers in digital marketing interactions. Table 3 below
show detailed outcomes starting from total effects analysis, direct effects analysis,

indirect effects analysis, and conditional relationships at different digital literacy

levels.
Table 3. Direct, indirect and total effects.
Effect Type Path Coefficient (§) SE p-value 2:51% Bootstrap feo‘::li)i tion (DL
Total Effect DM > CL 0.423 0.042 <0.001 [0.340, 0.506] -
Direct Effect DM - CL (controlling for CP) 0.338 0.044 <0.001 [0.251, 0.426] -
Indirect Effects DM > CP > CL - - - - -
e Low DL (-0.844 SD) 0.122 0.027 <0.001 [0.066, 0.175] 16th percentile
« Mean DL (0 SD) 0.086 0.021  <0.001  [0.045,0.128]  50th percentile
« High DL (+0.844 SD) 0.050 0.023 0.017 [0.004, 0.096] 84th percentile
Index of Moderated
Mediation DM x DL > CP > CL —-0.042 0.016 0.008 [-0.075, -0.014] -

The PROCESS Macro analysis (Model 7) reveals the link between digital mar-
keting and customer loyalty is moderated by digital literacy. Higher digital literacy
diminishes the positive impact of digital marketing strategies on customer per-
ception. The analysis shows that digital marketing and digital literacy jointly in-
fluence customer perception. High digital literacy curtails the positive relationship

between marketing and perception. The model his predicts 26.98% of customer
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perception changes. The results demonstrate that at low digital literacy levels, dig-
ital marketing has a strong influence on perceived customer perception. The rela-
tionship weakens as digital literacy increases but remains significant even at high
levels. Thus, digital literacy limits the relationship between marketing and percep-
tion.

Results point to DM and CP variables leading CL in a significant way. These
explain 37.19% of what Customer Loyalty is about. DM affects CL by itself and CP
plays a partial mediation role. Indirect effect via DM > CP > CL changes based on
DL levels. For those low in DL it peaks at 0.1216 above/below the mean. At normal
DL it’s 0.0859 lowest at high-DL with 0.0502 Impact of DL on pathway from DM
to CL is —0.0422. In theory and practice this shows DL is key. Digital marketing
impacts perception to grow loyalty dependent on the level of DL possessed by
customers. Restaurants should tailor their approaches according to customers’
digital literacy including low-DL ones requiring simple ways versus high-DL ones

needing value content.

4.4. Hypotheses Results

H1: DMS have a positive impact on CL.

Digital marketing strategies have a strong positive relation to customer loyalty
(#=0.338, p < 0.001). When customers perceive digital marketing strategies pos-
itively, it leads to higher loyalty. Such strategies include frequent contacts through
digital channels. This is consistent with the marketing basics where digital plat-
forms are decisive for keeping customers in service industries. Even so, the role of
customer perception is critical for long term loyalties established by branding,
conveniences, and habit formations made visible through digital marketing efforts
which enhancing together customer loyalty.

H2: CP mediates the DMS’ CL relationship.

Customer perception partly mediated between Digital Marketing Strategies us-
ing different paths depending on digital literacy levels. Low digital skills boosted
customer perception helping develop loyalty based on DMS (8= 0.122). However,
this confirmed direct effects continued suggesting only partial mediation. Higher
digital literates showed reduced mediation effects for CP meaning less significance
in their cases. The findings supported Stimulus-Organism-Response theatrical
framework explaining cognitive processes which existed resulting from digital
stimuli leading behaviour stages are limited by customer’s abilities.

H3: Digital Literacy (DL) lessens the impact of Digital Marketing Strategies
(DMS) on Customer Perception (CP)

The study found a negative impact between DL and DMS on CP (f= -0.130, p
=0.001). Customers with high DL levels (20.9975 SD) did not perceive DMS pos-
itively as shown by Johnson-Neyman analysis. This agrees with the Technology
Acceptance Model that states people with different skill levels evaluate technology
differently. A high DL level means customers evaluate marketing deeper and find

them less impactful or annoying. Therefore, segmenting customers by DL levels
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Table 4. Summary of hypotheses.

matters because this clearly shows the psychological effects of digital marketing.

The hypotheses results are shown below in Table 4.

Hypothesis  Description

Digital Marketing Strategies (DMS) have

Result Key Evidence

Significant direct effect (8= 0.338, p < 0.001,

H1 a direct positive effect on Customer Accepted
95% CI [0.251, 0.426])
Loyalty (CL)
2 Cust.omer‘Perception (CP) mediates the Partially Accepted Significant but partial mediation (Indirect
relationship between DMS and CL effect f=10.086, p < 0.001, CI [0.045, 0.128])
Digital Literacy (DL) negatively Significant interaction (S = —0.130, p = 0.001).
H3 moderates the relationship between DMS  Accepted Effects weaken for high-DL customers

and CP

(Johnson-Neyman point = 0.9975 SD)

4.5. Qualitative Analysis

Digital marketing affects how customers view restaurants in Uzbekistan. The
study involved talking to 30 customers and 15 restaurant owners from different
areas. It included some in-depth interviews which helped to reveal more facts than
surveys. The researchers used thematic analysis to find patterns in customers’ ex-

periences and restaurant owners’ strategies.

4.5.1. Digital Literacy as a Moderating Factor

People’s understanding of digital information influenced their reaction toward
digital marketing messages from restaurants. Those who are not so knowledgeable
mostly trust basic messages like texts but criticize general promotional messages
as fake. The results are supported by those of the quantitative study in which some

people were found not to believe in what they see online.

4.5.2. The Mediating Role of Customer Perception

Customers like real stuff, not ads. Restaurant in Samarkand got famous for show-
ing farmers markets and cooking videos online. Timing is key for service recovery
on Telegram. One customer said, “They fixed my problem in an hour, so I trust

them.” Telegram worked better than Instagram for all ages.

4.5.3. Direct Effects on Customer Loyalty
Direct effects of marketing on loyalty exist too. Busy workers use Click.uz for fast
connection. Young people liked Tashkent Burger app badges, while older ones

chose straightforward discounts.

4.5.4. Implementation Challenges and Cultural Considerations

A restaurant manager from Bukhara has paper menus for senior locals and Insta-
gram for tourists. It is crucial to match digital content with Uzbek hospitality tra-
ditions according to managers. Local Cyrillic characters engage significantly as
compared to Russian. Cultural assimilation delivers the connection between mar-

keting execution and results.
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Quantitative results indicate that it works but only partially. By combining
quantitative metrics with qualitative market dynamics, we acquire better out-

comes in Uzbekistan.

5. Conclusions

A comprehensive evaluation of digital marketing approaches affecting restaurant
customer loyalty in Uzbekistan exists based on integrated concepts including the
Technology Acceptance Model with Stimulus-Organism-Response theory and
Social Exchange Theory. The research framework included both quantitative sur-
veys of 300 restaurant customers as well as qualitative interview methods which
allowed for the investigation of behavioral patterns alongside psychological mech-
anisms. The study examined three main relationships between digital marketing
and loyalty including direct relationships and how perception acts as a middle
factor along with digital literacy as a moderating element between them.

The study demonstrates how digital marketing effectiveness displays intricate
patterns because it operates differently among various client groups. Digital liter-
acy existed as a vital divergence which completely changes how users interact with
digital advertising communications. Digital customers who have limited techno-
logical expertise reacted best to basic digital procedures which carefully followed
typical trust-establishing practices. Customers who demonstrated high levels of
digital literacy displayed advanced evaluation behaviors by preferring interactive
content which led them to avoid generalized promotional materials. The results
demonstrate that basic digital marketing strategies should be adjusted for Uzbek-
istan to become more effective in the market.

The main contributing factor of this investigation is its analysis of cultural ele-
ments that determine digital marketing success. The study demonstrated that dig-
ital advertising which incorporated traditional elements performed best among all
demographic profiles compared to standardized digital content. The study dis-
proves universal Western marketing ideas by demonstrating that keeping cultural
elements in technology ensures successful adoption. The research discovered sig-
nificant points where further digital elements failed to increase customer percep-
tion quality.

Through its cultural adaptation of the digital literacy assessment tool the study
adds new methodological practices that align with Central Asian research needs.
Through its design the research successfully linked quantitative behavioural
outcome assessment to qualitative cultural and psychological understandings.
Through the integration of analytics from their platform alongside survey data
and interview insights the research compiled a holistic view of digital marketing

success which addressed both quantifiable actions and psychological motivations.

5.1. Relevance

This research focuses on addressing a significant gap in knowledge within the

context of Under-researched region of Central Asia, particularly Uzbekistan. By
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critically investigating the intersection of digital marketing and customer loyalty,
the study not only provides valuable insights for scholarly inquiry into this mis-
representation, but also imparts an essential understanding for the regional busi-
ness community. These two areas of focus will have a potential effect on the grow-
ing number of businesses being attracted towards Uzbekistan, which is a develop-

ing economy in Central Asia.

5.2. Innovation

The study attempts to ensure that while being based on established theoretical
frameworks, it also pays attention to cultural peculiarities present in Uzbekistan.
This intermingling approach enriches the knowledge base on this topic, thereby
contributing to the literature on digital marketing and customer loyalty, while at
the same time offering possibly useful strategies for the restaurant industry in the
region. Through this detailed analysis, the authors intend to ensure that busi-
nesses in Uzbekistan have appropriate information to carefully formulate their
marketing strategies while at the same time participating in an aspect that involves

retaining clients through the means of digital tools.

5.3. Limited Generalizability

The findings of this study are highly influenced by the specific context of Uzbek-
istan and, therefore, may not be applicable to the digital marketing and customer
loyalty phenomena in other parts of the world, or in other sectors, where the cus-
tomer behavior relates to other industries or regions. Based on information ob-
tained in the study, the authors could suggest that the generalizability of the find-
ings might be improved if further research made use of a comparative study de-
sign in which data is collected from businesses in multiple countries or regions

and an analysis made between the variables in question.

5.4. Sampling Concerns

The use of purposive sampling techniques and stratification might lead to biases
which may affect how accurately the selected sample represents the whole group.
While the researchers were aware of these issues, more rigorous reporting of the
qualitative data collection, the sampling, and the analysis would serve a very cru-
cial role in enhancing the credibility of the qualitative aspect of the research. In
this manner, the results would not be perceived as representing the opinion of just
a few individuals and/or the opinions of a small group, but as actual reflections of
the sentiments of individuals from the restaurant market population in Uzbeki-
stan.

Insufficient Cultural Examples: In the paper entitled Cultural Adaptation in
Digital Marketing: A Search for a Balance between Tradition and Modernity in
Japanese Contemporary Culture, cultural adaptation and traditional elements in
digital marketing are discussed. But it mentions some concrete examples to sup-

port the arguments made. The incorporation of specific examples and cases would
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have enhanced the practicality of the paper and increased the discussion to great
heights. If accuracy and points of interest are added to these case studies, the prac-
titioners would be able to get a better understanding of the case studies and how
to apply the findings.

Oversimplified Moderator Analysis: Even though the importance of digital lit-
eracy as an echo is recognized in the research carried out, the paper highly and
thoroughly elaborates on this component, which is also a clear moderation of the
arguments of the paper. Factors that were not explored are age, gender, social
class, or urban or rural populations as potential moderators to get a better under-
standing of how customers respond to digital marketing. These also are extra ex-
planations of integrated and adapted analysis, as the examination of how these
factors influence the way customers approach digital marketing can be important
in bringing some respective and applicable suggestions to digital marketing strat-

egies in the contemporary world.
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