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Abstract

The widespread adoption of mobile devices has led to a shift in customer 

behavior with increased expectations for convenient and personalized 

experiences. Mobile self-service technologies have emerged as a key 

strategy for digital marketers to meet these expectations. However, the 

effectiveness of these technologies in enhancing customer satisfaction 

remains unclear. Hence, this study aimed to assess the impact of mobile 

self-service technologies on customer satisfaction in digital marketing on a 

universally applicable scale. A qualitative method of critical analysis of the 

existing literature's approach was employed. The findings indicated that 

mobile self-service technologies have a positive impact on customer 

satisfaction, with significant improvements in convenience, and speed of 

service. Furthermore, the study showed the importance of ease of use and 

seamless integration with other channels which contributed to existing 

literature by providing novel insights into the role of mobile self-service 

technologies in digital marketing. The study has a significant implication 

for marketing practitioners seeking to optimize customer satisfaction and 

loyalty. The study finally provided a new direction for marketers to 

enhance customer satisfaction and drive business success through its 

recommendations. 

Keywords: Digital, Marketing, Self-Service, Customer Satisfaction,  Care, Effectiveness, Ease, 

Technologies

 Introduction

The proliferation of mobile self-service technologies henceforth, (MSS) has fundamentally 

transformed the world of digital marketing and redefined how businesses interact with their 

customers. MSS, which includes applications such as mobile banking apps, retail shopping 

platforms, and AI-driven chatbots, have become important to modern consumer experiences. 

According to Parasuraman et al. (2005, p. 17), "self-service technologies empower customers by 
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enabling them to perform tasks traditionally handled by service providers". This 

empowerment is particularly pronounced in the digital era, where mobile devices serve as the 

primary interface for accessing services. The integration of MSS into digital marketing 

strategies has led to significant shifts in customer expectations, emphasizing convenience, 

speed, and personalization. However, despite the widespread adoption of these technologies, 

there remains a critical gap in understanding how MSS influence customer satisfaction which 

serves as a cornerstone of successful marketing initiatives.

Customer satisfaction reflects the extent to which a product or service meets or exceeds 

customer expectations (Oliver, 1980). In the context of digital marketing, MSS are often lauded 

for their potential to enhance satisfaction through features such as 24/7 availability, ease of use, 

and tailored recommendations. Gao et al. (2015, p. 312) argues that "the effectiveness of MSS in 

enhancing customer satisfaction depends on the degree of user engagement and perceived 

value". This study seeks to address a fundamental gap by systematically assessing the 

effectiveness of MSS on customer satisfaction within the digital marketing domain since "the 

shift toward digital channels has necessitated a deeper understanding of how technology-

mediated interactions impact customer outcomes" (Verhoefet al. (2015, p. 47). 

While MSS offer numerous advantages, it also presents challenges, such as technical 

glitches, privacy concerns, and the absence of human interaction, all of which can undermine 

customer satisfaction but not affecting the focus of the study since the primary objective of the 

study is to evaluate the effectiveness of MSS in enhancing customer satisfaction. Specifically, 

the study would seek to determine how MSS influence key dimensions of satisfaction, such as 

usability, responsiveness, and personalization. To achieve this goal, several critical questions 

can be posed such as: how do MSS influence customer satisfaction across different 

demographic segments? What role does perceived ease of use play in shaping customer 

attitudes toward MSS? What challenges exist in implementing MSS effectively, and how can 

these challenges be mitigated? 

Conceptual Clarifications

Mobile Self-Service: (MSS) enables customers to interact with businesses independently and 

efficiently. MSS encompass a range of tools and platforms such as mobile applications, 

chatbots, and mobile-optimized websites, designed to facilitate seamless service delivery. 

Parasuraman et al. (2005,p. 213) indicates that "self-service technologies empower customers by 

allowing them to perform tasks traditionally handled by human service providers". These 

technologies are characterized by their accessibility, convenience, and ability to provide real-

time solutions to customer needs. Mobile banking apps for instance, allow users to check 

balances, transfer funds, and pay bills without requiring direct intervention from bank staff. 

Similarly, e-commerce platforms like Amazon infuse chatbots to assist customers with 

inquiries about products or order statuses. 

Customer Satisfaction: This serves as a critical metric for evaluating the effectiveness of MSS 

and other digital marketing initiatives. Customer satisfaction is here defined as "a judgment 

that a product or service provides a pleasurable level of consumption-related fulfillment" 

(Oliver, 1980,p. 460). This is typically measured using tools such as surveys, Net Promoter 

Scores (NPS), and customer feedback forms. Despite variations in measurement techniques, all 
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approaches aim to capture the extent to which customer expectations are met or exceeded. 

Lemon and Verhoef (2016,p. 203) note that, "customer satisfaction is not merely an outcome but 

a dynamic process influenced by multiple touchpoints throughout the customer journey". 

Digital Technology: Digital channels include social media, email marketing, and search 

engine optimization used in creating a satisfying customer experience. For example, a retail 

app might use push notifications to alert customers about promotions, while at the same time 

making social media ads to reinforce brand messaging. Similarly, MSS can complement 

traditional marketing efforts by providing additional touchpoints for customer engagement. 

For Lemon and Verhoef (2016,p. 203), "the synergy between MSS and other digital tools is 

essential for maximizing the impact of marketing initiatives". 

Literature Review

Self-service technologies have a profound impact on customer service across industries, 

with mobile self-service technologies as a dominant force in the digital marketing landscape. 

The evolution of self-service technologies represents a significant paradigm over the past 

several decades. Meuteret al. (2000,p. 50) defies them as "technological interfaces that enable 

customers to produce a service independent of direct service employee involvement". This 

foundational definition established the conceptual framework for understanding how 

technology-mediated interactions began reshaping customer service experiences.

Bateson (1985, p. 67) makes the point that "self-service technology adoption in banking 

established critical precedents for customer acceptance of technology-mediated service". The 

transition from stationary kiosks to mobile platforms marks a critical evolutionary milestone 

and Curran and Meuter (2005,p. 103) observed that, "the adoption of self-service technologies 

reflects a gradual shift from employee-assisted service to increasingly autonomous customer 

participation, culminating in the ultimate portability offered by mobile devices". The 

smartphone revolution fundamentally transformed self-service capabilities. Again, Wang et al. 

(2012, p. 172) avers that, "the introduction of smartphones created an unprecedented 

opportunity for service providers to deliver self-service options directly into consumers' 

hands, untethered from fixed locations or desktop computers". 

E-commerce platforms have been particularly influential in advancing mobile self-service 

technologies prompting Huang and Rust (2017, p. 43) to state that, "e-commerce pioneers 

established critical benchmarks for self-service functionality that subsequently influenced 

mobile application development across industries" as online retailers pioneered features like 

product search, recommendation engines, and self-guided troubleshooting that became 

standard expectations in mobile self-service applications especially in the financial services. 

The progression toward mobile self-service has accelerated significantly in recent years leading 

Blutet al. (2021,p. 215) to point out that, "the penetration of mobile self-service technologies has 

increased exponentially, with adoption rates growing from 17% in 2012 to over 76% by 2020 

across developed economies with the COVID-19 pandemic serving as a powerful accelerant for 

MSS adoption.

Mobile self-service technologies have profoundly influenced customer behavior across 

multiple dimensions. Gelbrich and Sattler (2014,p. 58) found out that "self-service technologies 

fundamentally alter the psychology of service interactions by transferring agency to the 
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customer and redefining the boundaries of service responsibility". This transfer of control 

creates both opportunities and challenges for managing customer satisfaction. Customer 

engagement with brands has been significantly affected by MSS implementation. MSS appears 

to influence customer satisfaction through multiple psychological mechanisms. Lee and Yang 

(2013,p. 201) identified key satisfaction drivers, noting that "perceived control emerges as the 

strongest predictor of satisfaction with mobile self-service technologies, followed by perceived 

efficiency and compatibility with existing technology habits". 

The concept of value co-creation has emerged as central to understanding MSS 

effectiveness. Vargo and Lusch (2016,p. 18) argued that "mobile self-service technologies 

represent the ultimate expression of service-dominant logic, wherein customers actively 

participate in value creation through technology-mediated resource integration" as customers 

who successfully navigate MSS experiences perceive greater value not just from service 

outcomes but from the participation process itself. Despite significant potential benefits, 

implementing mobile self-service technologies presents substantial challenges. Technical 

limitations remain a persistent concern. User adoption represent another critical challenge. 

Trust concerns present particularly significant barriers for MSS implementation. The digital 

divide continues to present equity challenges for MSS implementation. 

Employee resistance can significantly impede successful MSS implementation. This 

resistance can manifest in subtle undermining of self-service options during customer 

interactions, creating inconsistent service experiences. Cultural factors also present additional 

implementation challenges just as Lee et al. (2013,p. 83) notes that, "collectivist cultures 

demonstrate significantly different adoption patterns and usage preferences for mobile self-

service technologies compared to individualist cultures, with greater emphasis on social 

influence and perceived compatibility with group norms". These cultural differences 

necessitate the adaptation of both implementation strategies and interface designs across 

markets. Technical complexity and feature overload also represent significant design 

challenges that needs to be mitigated.

Despite the extensive literature on mobile self-service technologies, significant research 

gaps remain as "existing research predominantly employs cross-sectional designs that capture 

momentary satisfaction rather than evolving relationship effects, creating significant gaps in 

understanding long-term loyalty impacts" (Klaus and Maklan2013,p. 229). This 

methodological limitation creates uncertainty about sustained effectiveness as studies on MSS 

recovery strategies remains underdeveloped. Given the documented importance of recovery 

quality for overall satisfaction, this represents a critical research opportunity.

 Theoretical Framework

The theoretical underpinnings of this study are precipitated in two prominent frameworks 

which are the Technology Acceptance Model (TAM) and Service-Dominant Logic (SDL). These 

theories provide a solid foundation for understanding how mobile self-service technologies 

(MSS) influence customer satisfaction within the context of digital marketing. TAM was 

developed by Davis (1989) and is a widely used model that explains user acceptance and 

adoption of technology based on perceived ease of use and perceived usefulness. Accordingly. 

Davis (1989,p. 320), "perceived ease of use and perceived usefulness are the primary 
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determinants of users' intentions to adopt a technology". SDL on the other hand, was 

introduced by Vargo and Lusch (2004), with the focus shifting from product-centric to service-

centric perspectives, emphasizing the co-creation of value between businesses and customers. 

Vargo and Lusch (2004,p. 10) argue that "service is the fundamental basis of exchange, and 

value is co-created through interactions between providers and customers". Both theories offer 

valuable insights into the mechanisms through which MSS can enhance customer satisfaction, 

from different angles. While TAM focuses on individual perceptions and behavioral intentions, 

SDL focuses on the collaborative nature of value creation facilitated by MSS.

Methodology

This study employs the qualitative method with critical analysis as its primary 

methodological approach to assessing how mobile self-service technologies (MSS) can 

influence customer satisfaction in digital marketing. This systematic approach allows for 

evaluating existing research, identifying underlying assumptions, and synthesizing diverse 

perspectives. The approach is particularly appropriate because MSS spans across multiple 

disciplines including marketing, information systems, consumer behavior, and service 

management, allowing for the integration of these diverse knowledge for a comprehensive 

understanding.

Consequently, critical analysis provides tools for the logical examination of contradictions, 

identifying contextual factors while explaining diverse outcomes, and developing more 

theoretical understanding. This moves beyond simplistic assessments of whether MSS "works" 

to sophisticated analyses of when, how, and for whom these technologies enhance satisfaction. 

Additionally, the rapid changes of these technologies create methodological challenges for 

traditional empirical approaches, while critical analysis offers flexibility in integrating insights 

from studies across different technological milieu, identifying sustainable principles while 

acknowledging contextual differences.  Critical Analysis has four dimensions with conceptual 

dimension examining how MSS and customer satisfaction are conceptualized across studies, 

identifying variations in definitions, assumptions, and measures to contextualize 

contradictory findings and identify integration opportunities. 

The contextual dimension examines how research settings influence findings, analyzing 

industry settings, cultural contexts, technological platforms, customer segments, and temporal 

factors to identify boundary conditions. The methodological dimension evaluates approaches 

used in existing research, assessing designs, sampling strategies, measurement approaches, 

and validity considerations to identify reliable findings and methodological advancement 

opportunities. Finally, the theoretical dimension examines frameworks employed to 

understand relationships between MSS and customer satisfaction, assessing explanatory 

mechanisms and theoretical integration.

Mobile Self-Service and the Challenge of Customer Satisfaction

Mobile self-service technologies (MSS) offer a range of benefits that contribute to customer 

satisfaction, yet their implementation is fraught with challenges that businesses must 

overcome to ensure positive outcomes. Among the most significant advantages of MSS are 

convenience, personalization, and efficiency, which collectively enhance the customer 
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experience. However, usability problems, the absence of human interaction, and privacy 

concerns often hinder the realization of these benefits. Striking a balance between automation 

and personalization should be seen as a critical strategy for overcoming these challenges and 

maximizing customer satisfaction.

The convenience afforded by MSS is a primary driver of customer satisfaction, as it enables 

users to access services at their discretion without being constrained by time or location. 

According to Collier and Bienstock (2006,p. 183), "the ability to perform tasks independently 

and on-demand significantly enhances the perceived value of self-service technologies". For 

instance, mobile banking apps allow customers to check account balances, transfer funds, or 

pay bills at any given time thus, eliminating the need to visit physical branches or wait for 

business hours. Similarly, retail apps provide users with the flexibility to browse products, 

make purchases, and track orders from their mobile devices. This level of accessibility not only 

saves time but also empowers customers to take control of their interactions with businesses. 

Convenience is further enhanced by features such as push notifications and real-time 

updates, which keep users informed about relevant activities or promotions.  Corroborating 

this, Trainor et al. (2014, p. 75) holds that, "real-time communication through mobile platforms 

fosters a sense of immediacy and responsiveness that aligns with modern customer 

expectations". Personalization represents a key benefit of MSS, as a business enabler towards 

tailoring experiences to individual preferences and behaviors. Through the use of data 

analytics and artificial intelligence (AI), MSS delivers highly relevant content and 

recommendations that sits well with customers. Kumar et al. (2019, p. 145) makes the point that, 

"personalization not only improves customer satisfaction but also drives higher levels of 

loyalty and repeat purchases". In addition to product recommendations, MSS can customize 

user interfaces based on individual preferences, such as font size adjustments or language 

settings. 

Efficiency is another critical benefit of MSS, as it streamlines processes and reduces the time 

required to complete tasks. MSS minimize human error and accelerates service delivery, 

leading to faster resolutions for customers. Chatbots for instance, integrated into MSS can 

handle common inquiries, such as order status updates or troubleshooting steps, without 

requiring human intervention. This is why it is accepted that "automation reduces operational 

costs while simultaneously improving service speed and accuracy" (Wang et al. 2018, p. 312). 

This dual impact benefits both businesses and customers, as streamlined operations translate 

into cost savings that can be reinvested into enhancing service quality. Efficiency is further 

enhanced by features such as one-click payments and biometric authentication, which simplify 

transactions and improve security. 

Despite these advantages, achieving customer satisfaction through MSS is complicated by 

several challenges such as usability problems often arising when MSS fail to meet user 

expectations in terms of design, functionality, or performance. Poorly designed interfaces, slow 

loading times, or confusing navigation can frustrate users and diminish their overall 

experience. For example, an app that requires multiple steps to complete a simple task may 

discourage users from engaging with it, leading to dissatisfaction. Furthermore, technical 
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glitches, such as crashes or connectivity issues, can disrupt service delivery and erode trust. 

The lack of human touch is another significant challenge associated with MSS, as it can 

create a sense of detachment. While automation offers numerous benefits, it often fails to 

replicate the empathy and understanding provided by human interactions. This is why. "the 

absence of interpersonal connections can undermine customer satisfaction, particularly in 

situations requiring emotional support or complex problem-solving" (Parasuraman and 

Grewal, 2016, p. 230). A chatbot may struggle to address diverse queries or resolve complaints 

effectively, leaving customers feeling unheard or undervalued. To mitigate this issue, 

businesses can integrate hybrid models that combines automation with human oversight. 

Privacy concerns represent another challenge that can impede customer satisfaction with 

MSS. The collection and use of personal data raises questions about security and transparency, 

particularly in the light of increasing awareness about data breaches and misuse. For MSS to be 

effective, businesses must adopt robust security measures, such as encryption and multi-factor 

authentication, to safeguarding customer information. Transparency is equally important, as 

users must understand how their data is collected, stored, and utilized. Furthermore, 

businesses should prioritize compliance with regulations in other to demonstrate their 

commitment to protecting customer privacy. 

Balancing automation and personalization is crucial for addressing the challenges 

associated with MSS so as to optimize customer satisfaction. While automation enhances 

efficiency and scalability, enabling businesses to serve large volumes of customers 

simultaneously, excessive reliance on automation can alienate users who seek personalized 

attention and human interaction. Conversely, overemphasizing personalization without 

leveraging automation risks inefficiencies and inconsistent service delivery. For example, MSS 

can use AI to analyze customer behavior and preferences, then apply these insights to tailor 

interactions while retaining the option for human intervention when necessary. This balance 

ensures that customers receive efficient and relevant service without sacrificing the warmth 

and empathy of human connections. 

Another strategy for balancing automation and personalization involves leveraging 

customer feedback to refine MSS. By seeking input through surveys, reviews, or direct 

communication, businesses can gain valuable insights into user preferences and pain points. 

For instance, if users express dissatisfaction with a particular feature, businesses can prioritize 

enhancements to address these concerns. Similarly, feedback can inform decisions about which 

tasks to automate and which to delegate to human agents, ensuring that MSS remain aligned 

with customer needs. Incorporating gamification elements into MSS represents another 

innovative approach to balancing automation and personalization. Gamification involves 

using game-like features, such as rewards, badges, and leader boards, to engage users and 

incentivize desired behaviors. 

Findings and Discussion

The findings of this study so far reveal significant insights into the effectiveness of mobile 

self-service technologies (MSS) in enhancing customer satisfaction within the realm of digital 

marketing. MSS it is noted positively influence customer satisfaction through attributes such as 

convenience, personalization, and efficiency, though challenges related to usability, privacy 
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concerns, and the lack of human interaction persist but not insurmountable. Also, the 

implications of these results for businesses and marketers underscore the importance of 

adopting strategic approaches to optimizing MSS implementation.

Among the primary findings is the strong correlation between MSS features and customer 

satisfaction metrics. It is not in doubt that MSS significantly enhance convenience by enabling 

users to access services anytime and anywhere. For instance, Collier and Bienstock (2006, p. 

182) notes that "the ability to perform tasks independently and on-demand enhances the 

perceived value of self-service technologies". Also, the integration of real-time notifications and 

updates further amplifies convenience, bringing about a sense of immediacy and 

responsiveness.  Personalization emerged as another critical factor driving customer 

satisfaction, with participants expressing a clearer preference for MSS that adapt to individual 

preferences and behaviors. Expectedly, proactive service delivery where MSS anticipate 

customer needs and provides pre-emptive solutions will further enhance satisfaction. 

Efficiency is another key dimension where MSS impact on customer satisfaction. 

Automation features, such as chatbots and one-click payment systems, streamlined processes 

and reduced the time required to complete tasks. Ostrom et al. (2015:95) identified usability 

issues as a major barrier to the adoption of self-service technologies, stating that "poorly 

designed interfaces can frustrate users and erode trust".  While the benefits of MSS are evident, 

several challenges that hinder their effectiveness in achieving customer satisfaction are not 

absent. Usability problems remain a persistent issue, with users frequently having difficulties 

in navigating complex interfaces or completing tasks efficiently. This is why businesses that 

failed to address these concerns risked alienating customers and undermining satisfaction. 

Finally, the absence of human touch was identified as a critical limitation, particularly in 

scenarios requiring emotional support or complex problem-solving. 

The implications of these findings for digital marketing practices are substantial, with 

actionable insights for businesses and marketers seeking to optimize MSS. First, the study 

underscores the importance of prioritizing usability and design to ensure that MSS are 

accessible and intuitive. Businesses should then invest in user-centered design principles, 

conducting extensive testing to identify and address pain points. Second, the findings highlight 

the need for robust data protection measures to build trust and alleviate privacy concerns. 

Transparency in data collection and usage, coupled with compliance with regulations, can 

enhance customer confidence and loyalty. 

Evaluation

The use of validated scales, such as the Net Promoter Score (NPS) and the Technology 

Acceptance Model (TAM) ensures the validity of the qualitative insights providing an 

interesting perspective on user challenges and preferences. The intersection of MSS with 

broader trends in digital marketing, such as sustainability and social responsibility is 

fundamental to achieving optimal customer satisfaction since MSS promote eco-friendly 

behaviors, such as paperless billing or carbon footprint tracking. MSS have shown measurable 

impacts on convenience, personalization, and efficiency, which aligns with the theoretical 
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frameworks employed in the study. 

The study's significance lies in its contribution to both academic understanding and 

practical applications, providing a foundation for businesses to refine their digital strategies. 

Businesses need to adopt actionable strategies aimed at improving MSS and enhancing 

customer satisfaction. This is where the prioritization of usability testing has to be improved 

upon. Nielsen (2012, p. 45) reasoning along this line emphasized that, "user-centered design 

principles are essential for creating intuitive and accessible interfaces". Businesses that 

conducts rigorous usability evaluations to identify pain points and optimize navigation, 

ensures that MSS cater to diverse user needs. 

In the instance that incorporating features like voice-activated commands or simplified 

checkout processes can reduce friction and improve overall satisfaction hence, 

“personalization fosters emotional connections and drives repeat engagement" (Kumar et al. 

2021, p. 78). Retail apps, can be used for predictive algorithms to anticipate customer 

preferences and suggest relevant products, thereby enhancing relevance and satisfaction. 

Businesses should adopt hybrid models that balance automation with human oversight. 

While chatbots and automated systems are good at handling routine enquiries, complex issues 

often require human interface. Parasuraman and Grewal (2020,p. 112) are of the view that, "a 

dual approach ensures efficiency without sacrificing the human touch". Live agents as part of 

MSS workflows will allow businesses to provide timely and empathetic support when needed, 

bridging the gap between speed and personalization.

Furthermore, staying abreast with emerging trends and technologies, such as augmented 

reality (AR) and blockchain, should be able to position businesses at the forefront of innovation 

as the rapid evolution of technology promises to expand the capabilities of MSS, enabling more 

sophisticated and immersive experiences. Though as consumers increasingly prioritize ethical 

consumption, businesses must consider how MSS can contribute to sustainable practices.  The 

idea of inclusivity and accessibility in MSS design should be able to address disparities in 

technological adoption. catering for underserved populations, such as individuals with 

disabilities or rural communities thereby promoting social equity.

Conclusion and Recommendations

The future of MSS in digital marketing rest on the ability of businesses to adapt to dynamic 

customer expectations and technological advancements. This requires a proactive approach to 

innovation and continuous monitoring of industry trends, and a commitment to best ethical 

practices with regards to customer self-service experience.  Because we live in a digital age, it is 

important to mote that customer retainership is predicated on customer's satisfaction. To this 

end, the following are the recommendations that will ensure customer satisfaction and by 

extension retainership:

i. Business should be customer-centric in their approaches

ii. Business should ensure to have an easy to use MSS for their customers

iii. Businesses should be prompt at handling customer's complaints

iv. There should be room for customers who require human interface 

v. Businesses should operate on the highest ethical principles with regards to the privacy of 
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their customers. And lastly,

vi. Businesses should be empathetic in their overall online engagements policies with their 

customers reflecting in their self-service interface.
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