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Abstract:

In this dynamic market, the increasing tech-savviness of consumers, a focus on sustainability, and
shifting purchasing behaviors highlight the importance of brand sustainability and building long-term
relationships between customers and brands. To stay competitive, businesses need to adjust their
market segmentation strategies and adopt digital transformation. This study examines how companies
can leverage digital agility and customer experience to strengthen customer relationships and promote
brand sustainability. Using a mono-quantitative approach, data were gathered through a cross-sectional
survey of 461 customers in Nigeria's fast-moving consumer goods (FMCG) sector and analyzed with
Partial Least Squares Structural Equation Modeling (PLS-SEM). The goal is to show how customer-
centered marketing strategies can support brand sustainability through digital agility. The results indicate
that digital agility has a significant impact on brand sustainability, with customer experience also having
a strong and meaningful effect on this outcome. Notably, the study demonstrates that customer
experience mediates the relationship between digital agility and brand sustainability. The findings aim
to provide a universal research model applicable across different contexts to examine how digital agility
and customer experience can drive brand sustainability and business growth through enhanced digital

customer interactions.
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Introduction

Marketing and business aim to create value for customers while managing expectations. Brands face
challenges from changing consumer demands, digital transformation, and the increasing importance of
environmental, social, and governance (ESG)) goals (PwC, 2022). Companies that focus on
sustainability can build customer trust and loyalty, ultimately leading to better financial results (McKinsey
& Nielsen, 2023). Today's consumers care not only about product quality but also about a company's
social and environmental impact. A sustainable brand identity is essential for long-term success (Winit
etal., 2023; Gomes & Nogueira, 2020). More consumers are willing to pay extra for sustainable products
(PwC, 2022; BCG, 2022). However, FMCG companies often face perceptions that sustainability efforts
mean lower quality and higher costs; despite these efforts, sales can still fall short (New Data, 2023). A
McKinsey (2025) survey shows that U.S. consumers prioritize quality, price, and convenience over
sustainability, which is especially important for FMCG companies, given projected consumer spending
of USD 63.9 trillion in 2022 (Statista, 2023). Companies like Coca-Cola and Unilever are adapting by
emphasizing sustainability and reducing packaging waste to attract environmentally aware buyers, as

well as highlighting the role of digital transformation in the industry (Marketing Week, 2022).

Digital technology has revolutionized traditional business models, enabling companies to connect more
effectively with customers through new platforms and social media. To stay competitive, businesses are
adopting digital agility and collaborative value creation to improve brand experiences and meet customer
expectations. The Gartner Future of Sales 2025 Report emphasizes the importance of advanced data
analytics in dynamic engagement. Personalized interactions are crucial for building customer loyalty,
especially as social media influences buying decisions. For FMCG companies, integrating sustainability
practices is essential for balancing growth with environmental responsibility. As e-commerce expands,
adapting to shifting consumer behaviors and ensuring customer satisfaction are vital for loyalty and

retention, with peer reviews greatly impacting purchasing decisions.

The FMCG industry in Nigeria is rapidly expanding, expected to reach $16.2 billion by 2026 with a CAGR
of 6.7%. Key products include packaged foods, consumer electronics, and personal care items. Despite
this growth, many multinational brands are withdrawing due to Nigeria’s unstable business climate, while
local companies are implementing ESG practices. Inflation increased from 18.60% in June 2022 to
22.79% in June 2023, affecting costs and consumer purchasing power, especially after the removal of
fuel subsidies and the unification of foreign exchange rates. The Central Bank of Nigeria's rise in the
Monetary Policy Rate has increased financing costs, and the Naira's float has made imports more
expensive. FMCG companies also face a difficult regulatory environment with shifting trade policies and
high operational costs caused by inadequate rural infrastructure. Limited access to affordable bank

financing further hampers investment. Nigeria's status as a lower-middle-income country results in
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decreased consumer spending amid high inflation, while security challenges restrict foreign investment
and operations.

The global FMCG industry requires effective customer targeting and market segmentation due to rapid
digital transformations and increasing demand for sustainable products (Bar Am et al., 2023; Cakici,
2022). While the popularity of environmentally friendly products is growing, factors like price, quality,
and convenience often influence purchases more than ethical considerations (Bar Am et al., 2023; Li et
al., 2022). Much research focuses on sustainability marketing and the Triple Bottom Line (TBL) approach
(Adeola et al., 2022; Voola et al., 2022). This study explores how digital agility impacts brand
sustainability and examines the mediating role of customer experience. Perceived value, which includes
quality, price, and emotional factors, is essential for shaping purchase intentions and loyalty. Engaging
customers in the design process improves their experience and encourages value co-creation (Freeman
et al., 2020). To meet the needs of tech-savvy consumers, businesses must utilize real-time data
(Chawla & Goyal, 2021). Value co-creation is affected by digitalization and environmental factors,
influencing brand sustainability and growth (Kraus, 2022). Additionally, digital customer service should
be tailored to different levels of customer engagement (Cakici, 2022). This research advances
understanding of digital agility’s role in brand sustainability and emphasizes the importance of human
skills in fostering social connection (Priharsari et al., 2020).

Objectives

This study aims to examine the role of digital agility and its influence on brand sustainability within the
marketing framework of the FMCG industry, along with the effect of customer experience on this

relationship. The study will seek to accomplish the following objectives:

RO1: To evaluate the effect of Digital Agility on Brand Sustainability in the FMCG Industry.
RO2: To assess the impact of Digital Agility on Customer Experience

RO3: To analyze the impact of Customer Experience on Brand Sustainability

RO4: To assess the mediating role of Customer Experience in the relationship between Digital Agility
and Brand Sustainability

Significance of the Study

This study investigates ways businesses can improve market segmentation and customer targeting
using digital tools and value co-creation, ultimately boosting competitiveness. It emphasizes the
significance of digital agility as a strategic marketing resource that helps companies meet customer
needs and foster sustainable growth. By analyzing the connection between digital agility, customer

experience, and brand sustainability, the study aims to show how companies can co-create value with
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customers and effectively leverage digital technologies to strengthen brand sustainability in a

competitive environment.
Literature Review

The concept of sustainability in organizational theories is rooted in the "Triple Bottom Line" approach,
which emphasizes that corporate success encompasses not only financial results but also social, ethical,
and environmental performance. Sustainability has become increasingly important in organizational life
as companies integrate environmental, social, and cultural values into their missions and operations,
encouraging stakeholder collaboration to address modern challenges (Palakshappa & Dodds, 2021).
As sustainability grows in importance, brands play a key role in creating social impact, supported by the
interconnectedness of digital technologies and social media, which serve as community builders
(Veloutsou & Liao, 2022). Brands are expected to address societal issues and extend their influence
(Golob et al., 2020) while managing the complexities of ecological, social, and economic factors to
respond to urgent global issues. This shift toward sustainable practices necessitates substantial action
from marketing, particularly in brand management, as brands have a significant impact on markets and
society (Campbell & Price, 2021).

Brand Sustainability

Brand sustainability is an emerging concept that is gaining increased attention from marketing scholars
and practitioners (Golob et al., 2022; Maon et al., 2021). It has become a prominent topic in modern
marketing discourse (Foroudi & Parazo, 2021), with a growing body of literature exploring pro-
environmental and ethical consumer behaviors (Hosta & Zabkar, 2021; Copeland & Bhaduri, 2020).
Research emphasizes the importance of a comprehensive view of stakeholder value and societal
concerns (Marketing Science Institute, 2022). Studies have connected brand equity to corporate social
responsibility (CSR) (Prasad & Kumar, 2022; Ishaq & Di Maria, 2020). Winit et al. (2023) identified key
themes, including corporate sustainability and stakeholder benefits, through bibliometric and co-
occurrence analyses. Primozi¢ and Kutnar (2022) highlight the importance of communicating all
dimensions of sustainability—environmental, social, and economic—to improve corporate performance.
As consumers become more aware of their environmental impact, companies that adopt sustainable
practices are more likely to gain customer loyalty and boost their reputations (Golob et al., 2022; Adeola
et al., 2022). Ultimately, sustainability must be integrated into business culture and strategy to build
genuinely sustainable brands. With consumers increasingly aware of their environmental impact, it is
crucial to examine brand sustainability from a marketing perspective and explore the dynamic
capabilities it provides (Golob et al., 2022; Voola et al., 2022), as companies that focus on sustainable

practices are more likely to earn customer loyalty and strengthen their brand reputation (Adeola et al.,
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2022; Bar Am et al., 2023). Sustainability combines environmental, economic, and social
responsibilities, integrating profit, people, and the planet to shape business culture, strategy, and
operations. As sustainability has become a growing concern for policymakers and stakeholders due to
the increasing frequency of environmental issues, businesses must adopt sustainable practices to

become sustainable brands.
Digital Agility

Digital transformation has garnered significant scholarly attention over the past decade, being viewed
as a catalyst for disruptive technologies, digital platforms, and innovative business models, such as
frugal innovation and the circular economy (Vaska et al., 2021). Digital agility (DA) is a process in which
organizations adapt to environmental changes by utilizing digital technologies to boost value creation
and alter their assets to succeed in the digital economy, organizations need to adopt innovative
strategies and undergo significant transformation, integrating digital technology across their operations
to boost performance and deliver more customer value (Rego et al., 2021). The digital economy,
characterized by hyperconnectivity, facilitates seamless information flow and the development of
innovative business models and services. Companies must not only adopt digital technologies but also
modify their business models to allow flexibility, data consistency, and process autonomy, ultimately
supporting sustainability by embracing digital transformation (Tian et al., 2023). DA is key to driving
growth and staying competitive in the digital economy (Kraus et al., 2022; Li et al., 2022; Steiber et al.,
2020). It allows businesses to discover new opportunities for innovation while improving operational
efficiency and customer engagement. According to the Gartner Future of Sales 2025 Report (2021),
advanced data analytics will be vital for organizations that implement dynamic engagement models by

2027, enabling them to leverage customer data for insights and proactive engagement.

The connection between digital agility and organizational performance has been emphasized in many
studies, highlighting digital transformation as an ongoing process that depends on agility for strategic
renewal, which then influences business models and culture. Sallam (2023) found that organizations
with higher levels of agile maturity are more likely to succeed in digital transformations. Digital agility
fundamentally changes how organizations operate and deliver value, while also enabling them to adapt
quickly to digital disruptions and market shifts (Rego et al., 2022). Effective digital agility allows
organizations to respond to emerging technologies and changing customer needs, helping them stay
relevant in a fast-changing environment. It involves reorganizing resources and operations to seize

opportunities and respond swiftly to threats (Kraus et al., 2022; Cakici, 2022).
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Customer Experience

Customer experience (CX) has undergone significant evolution with the advent of digital transformation.
Studies suggest that organizations can enhance customer engagement not only by adopting new
technologies but also by reevaluating their customer interactions (Cakici, 2022). Singh (2023) stresses
the importance of businesses continuously adapting to the digital landscape to remain competitive.
Digital innovations enable the creation of personalized content and immersive experiences, which in
turn raise customer expectations (Fernandes & Krolikowska, 2022). Shojaei (2022) notes that customers
now expect multi-channel engagement and instant gratification, prompting organizations to adjust their

service delivery accordingly.

A positive relationship and engagement significantly enhance loyalty intentions by improving consumers'
perceptions of value, quality, and satisfaction, thereby fostering brand loyalty (Aini & Ferdinand, 2022).
Customer experience encompasses all interactions with a brand, and journey mapping is crucial for
understanding these experiences and assessing service delivery (Patti et al., 2020). Makudza (2020)
emphasizes the importance of managing customer experiences across multiple touchpoints to enhance
loyalty. Organizations can gain valuable insights into customer behaviors through journey mapping,
leading to more targeted and personalized experiences. The social aspect of customer experience is
also important. Klein (2022) notes that customer communities enhance engagement by fostering
stronger relationships. Service involves intangible activities that meet customer needs, requiring
providers to develop systems that ensure unique experiences at every touchpoint. Value is linked to
perceived benefits, which can differ among individuals (Gaydarov & llieva, 2022; Vargo et al., 2020).
Recognizing customer experience as key to satisfaction and loyalty involves integrating physical and
virtual environments. This requires data analysis to understand touchpoints and evaluate experience
quality, serving as a better indicator of financial performance and loyalty than traditional metrics (Bennett
& Molisani, 2020). Emotional elements are essential, as emotions can significantly influence service
perceptions, underscoring the importance of emotional marketing in fostering loyalty. Brands should
focus on creating meaningful experiences that foster emotional connections and bolster brand loyalty
(Heinonen & Murto, 2023; Aini & Ferdinand, 2022).

Underlying Theory

This study examines the relationship between digital agility, customer experience, and brand
sustainability in the fast-moving consumer goods sector. Brand sustainability has garnered significant
attention from scholars and practitioners, as the literature emphasizes its importance in understanding

customer behavior and addressing challenges in attracting and retaining long-term customer value,

which is crucial for achieving a sustainable competitive advantage.
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Customer Relationship Marketing Theory

The evolution of Customer Relationship Management Theory (CRMT) has shifted toward strategic and
sustainable marketing in response to a changing global marketplace (Vargo et al., 2020). This theory
emphasizes the importance of building long-term, mutually beneficial relationships by understanding
customer needs and delivering value through high-quality products and services (Tapaninaho &
Heikkinen, 2022; Huang, 2020). It also highlights the significance of social identity in sustainable
marketing and environmentally friendly behaviors. Digital transformation has a profound impact on
customer trust and brand loyalty, making it crucial for brands to foster strong relationships in a digital
marketplace (Cahyadi, 2023; Guo, 2023; Jang & Kim, 2022). CRMT offers a framework for
understanding digital transformation and creating effective strategies (Kraus et al., 2022; Chen, 2021).
By leveraging technology, companies can improve efficiency and support sustainable growth (Li et al.,
2022; Rego et al., 2021). Overall, CRM theory emphasizes the management of long-term relationships
by understanding customer needs and developing personalized marketing strategies, which link

customer satisfaction to loyalty and success (Evert, G., 2021; Khan et al., 2020).
Digital Agility, Customer Experience, and Brand Sustainability Relationship

Marketing centers on creating value for customers by understanding and anticipating their needs while
building integrated, customer-focused relationships. It places the customer at the heart of business
activities, highlighting the importance of meeting expectations and conveying superior value (Guerola-
Navarro et al., 2021). A successful marketing strategy emphasizes customer satisfaction to retain
existing clients and attract new ones, aiding business growth. The move toward sustainable
consumption necessitates marketing adaptation, particularly in brand management, which plays a
crucial role in today's rapidly evolving environment (Campbell & Price, 2021). Technological
advancements and the emergence of digital channels have transformed the relationship between
businesses and customers, making it more interactive and customer-centric. Traditional marketing
methods are less effective due to shifting consumer expectations, which calls for a customer-centered
approach (Bachir, 2021; Kotler et al., 2021). This involves strategically focusing on customer acquisition,
retention, and collaboration to improve efficiency and deliver lasting value (Tapaninaho & Heikkinen,
2022; Evert, 2021; Vargo et al., 2020). Customer experience is essential for strengthening digital agility
and brand sustainability. Studies have shown that enhancing customer experience through digital
transformation is crucial for achieving sustainable business success (Yuen & Baskaran, 2024). Engaging
brand experiences foster trust and loyalty, supporting sustainability goals and boosting brand equity.
Holloway (2024) emphasizes that effective customer experience management is essential for enhancing

brand image and engagement, both of which are crucial for sustainability.
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Theoretical Framework

This study presents a framework for digital agility and its impact on customer experience and brand
innovation. It helps organizations quickly adapt to the digital landscape while engaging customers in

value creation

CRMT

Digital Brand
Agility Customer Sustainability
T Experience | >

Figure 1: Theoretical framework
Hypothesis Development

A hypothesis proposes a relationship between two or more variables, establishing connections through
logical reasoning within a theoretical framework. It involves creating a testable statement about a

phenomenon and is essential for guiding the study's design and execution.
Digital Agility Impact on Brand Sustainability

Industry expansion and technological innovations have led to market volatility, underscoring the need
for digital transformation to adapt to digital disruption. This change impacts both performance and
sustainability, while also fostering new business models (Choudhury et al., 2021) and strategic
leadership (Rego et al., 2021). Organizations need to adopt new strategies and technologies across
their operations to succeed in the digital economy. Digital transformation improves efficiency, cuts costs,
and provides a competitive advantage through secure data management (Cakici, 2022). Therefore,
careful planning of digital strategies is vital to maximize benefits and boost agility. Digital transformation
also enhances brand sustainability by optimizing operations and engaging consumers more effectively.
It requires technological upgrades along with a cultural shift toward agility (Yuen & Baskaran, 2024).
Agile leadership promotes collaboration and sustainable performance (Esamah, 2023). As consumers
increasingly prefer environmentally conscious brands, effective digital marketing strategies that focus
on high-quality content are essential (Holloway, 2024; Azhar, 2024). The combination of digital agility

and brand sustainability is crucial for success in a competitive market. By enabling rapid adaptation,
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digital agility strengthens brand sustainability, ensuring long-term viability and ethical responsibility.
Innovations in supply chains, supported by technologies such as predictive analytics and blockchain,
enhance efficiency and transparency (Yin & Ran, 2022). Companies adopting agile methods can better
implement sustainable practices, leading to improved overall business performance (Yuen & Baskaran,
2024).

H1: Digital Agility significantly impacts Brand Sustainability.
Digital Agility Impacts Customer Experience

Digital transformation initiatives enable organizations to navigate uncertainty and ambiguity effectively,
helping them stay relevant in a rapidly changing digital landscape (Kraus et al., 2021). This involves
adopting new technologies, responding to shifting customer needs and preferences, and staying ahead
of competitors. Digital transformation can drive innovative business models and support creative
development (Choudhury et al., 2021; Vaska et al., 2021), promote social entrepreneurship (Li et al.,
2022; De Silva et al., 2020), and empower consumers as users of technology and innovation (Yuen,
2024; Yamin, 2023; Li et al., 2022). Integrating digital technology into all business areas fundamentally
changes how companies operate and deliver value to their customers. This includes implementing new
technologies, modifying business processes, reconfiguring organizational structures, and refining
customer engagement models. It harnesses the power of digital tools to enhance business performance

and generate new value for customers.

Digital agility significantly impacts customer experience. Santoso (2023) highlights that effective digital
strategies enhance customer engagement and loyalty. Sianipar et al. (2023) note that a positive digital
experience directly boosts customer loyalty, with satisfaction and emotional marketing acting as
mediators. Research by Andranurviza et al. (2022) reveals a strong correlation between digital
applications and enhanced customer experiences. Additionally, agile software development practices
can improve satisfaction in systems engineering, enabling responsive service delivery. Using agile digital
methodologies allows organizations to quickly adapt to feedback and changing customer needs,
improving service quality and satisfaction (Alshurideh, 2023; Schén et al., 2020). Digital transformation
involves reengineering business processes to unlock the potential of information technologies as a key
driver for innovation in organizational activities. It addresses operational processes, customer
experience, and business models that enable process flexibility, data consistency, and independence
(Yuen, 2024; Yamin, 2023; Choudhury et al., 2021).

H2: Digital Agility Significantly Impacts Customer Experience
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Customer Experience Impact on Brand Sustainability

Customer experience, encompassing all interactions between a brand and its consumers, has a
significant impact on customer loyalty (Sedighi et al., 2022; Maura et al., 2022). A positive customer
experience fosters favorable perceptions, resulting in increased satisfaction and engagement. It also
shapes how brands position themselves in competitive markets. Products developed with customer
input are more likely to meet their preferences, creating a sense of ownership and attachment. Since
customers have unique needs, involving them in product or service development can give companies a
competitive edge (Vargo et al.,, 2020). Research by Tajvidi et al. indicates that social interaction
enhances customer experiences and boosts brand equity (Tajvidi et al., 2020). Studies on brand
communities show that active customer participation promotes sustainable practices (Palakshappa &
Dodds, 2020). The relationship between brand and customer perspectives nurtures satisfaction and
trust, which are vital for sustainability in brand management (Dananjoyo & Udin, 2023). Additionally,
engaging customer experiences can enhance knowledge management and value co-creation,
highlighting the importance of immersion (Wang et al., 2024). By prioritizing online interactivity,
companies can strengthen relationships and loyalty to sustainable practices (Secioria et al., 2025).
Positive interactions foster brand attachment and support sustainability efforts (Sadighha et al., 2025;
Hongsuchon et al., 2023). In social networking environments, perceived value motivates customer
engagement in co-creation, driving sustainability initiatives (Kwon & Namkung, 2022). Overall, customer
experience is vital to the value co-creation process and influences a brand's long-term sustainability

goals.
H3: Customer Experience significantly impacts Brand Sustainability

Mediating Effect of Customer Experience on the Relationship between Digital Agility

and Brand Sustainability

Digital transformation leverages digital technologies to improve customer experiences and reshape
company-wide practices and operations (Kraus et al., 2022; Chawla & Goyal, 2021). By engaging with
customers on digital platforms, companies can ensure their products meet needs and surpass
expectations, boosting brand loyalty. Firms that adapt to digital changes and collaborate with customers
to create value are more likely to build strong relationships and foster loyalty, which encourages brand
innovation (Adeola et al., 2022; Tapaninaho & Heikkinen, 2022). Customer dynamism can be harnessed
and enhanced by collecting real-time data and using digital tools to analyze purchasing behaviors and
improve the customer experience (Chawla & Goyal, 2021). Customer engagement includes interactions
such as purchases, referrals, shared brand experiences, and contributions to the brand community

feedback system, all of which support brand loyalty and improve brand quality (Aini & Ferdinand, 2022).
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Customers have unique needs and preferences, and companies can benefit from involving them in the
development of their products or services (Vargo et al., 2020). One key factor that determines a brand's
longevity and success is not only the quality of the product or service offered but also the overall
customer experience, which encompasses all interactions with a brand throughout the customer’s
journey — from initial awareness to post-purchase satisfaction. This includes activities or a series of
intangible interactions between the customer and the service provider's personnel, resources, or
systems, designed to meet the customer's needs. This is essential because the customer perceives
benefits, usefulness, and importance, and defines the value of their experience based on what they
receive (Gaydarov & llieva, 2022). Emotions play a vital role in the customer experience and significantly
influence the overall quality of service delivery. Digital customer experiences can boost loyalty through
emotional marketing and increased customer satisfaction (Heinonen & Murto, 2023; Sianipar et al.,
2023; Aslan, 2021; Vargo et al., 2020).

H4: Customer Experience significantly mediates the relationship between Digital Agility and Brand

Sustainability
Research Methodology

In this quantitative study, an explanatory research design is employed because the researcher aims to
identify the causes and effects of the phenomenon under investigation. The philosophy is Positivism,
which ensures transparent, objective, accurate, and empirically verifiable knowledge. The survey
strategy uses a cross-sectional time horizon for data collection and analysis, meaning data are collected
once over a specific period to answer the research question using the mono-quantitative method
(Saunders & Thornhill, 2016). The purpose of this study aligns with its objectives, as it seeks to explain

how digital transformation impacts brand innovation and the mediating role of customer experience.
Research Design

The research design for this study is explanatory in nature. Aligned with a Positivist philosophy, the study
employs a mono-quantitative method and a cross-sectional survey strategy for data collection. Out of
500 questionnaires distributed, 486 were returned. However, 25 responses were discarded because
their standard deviation was less than 0.25, leaving 461 responses to be collated and analyzed. The
questionnaire included four sections: demographics, brand sustainability, digital agility, and customer
experience. Questions on brand sustainability, digital agility, and customer experience were derived from
existing literature. Respondents were selected through simple random sampling. The unit of analysis is
customers in Nigeria's fast-moving consumer goods sector. Data analysis used Partial Least Squares
Structural Equation Modeling (PLS-SEM) to examine complex relationships among latent and observed

variables. The Smart PLS4 software was utilized because it is widely used across various disciplines,
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including management, marketing, and the social sciences. It is especially suitable for research involving
complex models with many latent variables and small sample sizes (Ringle et al., 2024; Hair et al.,
2022).

Results

Descriptive statistics are used to present and analyze the demographics of respondents. The results
include 461 participants: 54 percent men and 46 percent women. The age distribution shows that many
are between 20 and 30 (41 percent), with 36 percent aged 31-40, 18 percent between 41 and 50, and
5 percent aged 51 and above. The data indicate that 52 percent of respondents hold a bachelor's
degree, 23 percent have a master's degree or higher, and 25 percent possess a diploma or higher.
Regarding employment, 41 percent own a business, while 59 percent are employees. The reliability and
validity of the data collection were confirmed through partial least squares (PLS) analysis. All items from
the brand sustainability, digital agility, and customer experience scales demonstrated high reliability,

exceeding Cronbach’s threshold of 0.7. Details of the demographic distribution are shown in Table 1

below:

Characteristics Group Frequency Percentage

Gender Male 247 54%
Female 214 46%

Age 20-30 years 188 41%
31 -40 years 164 36%
41 -50 years 85 18%
51 years and above 24 5%

Job Title Business Owner 191 41%
Marketing Manager 137 30%
Sales Manager 133 29%

Educational Qualification Diploma 115 25%
Bachelors Degree 241 52%
Master's or Ph.D. 105 23%

Work Experience <5 years 169 37%
5-10 Years 176 38%
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11 - 15 years 73 16%
>16 years 43 9%
461

Table 1: Demographic distribution
Measurement Model

Construct validity is confirmed with each construct's factor loading above the threshold of Cronbach's

alpha greater than 0,70 and AVE above 0.50, as shown in Table 2 below.

Average

variance

Factor Cronbach's Composite Composite extracted

Loadings alpha reliability (rho_a)  reliability (rho_c)  (AVE)
BS4 0.896

BS5 0.857 0.932 0.933 0.949 0.788
BS6 0.924
BS7 0.923
BS9 0.834
CEX1 0.884

CEX2 0.851 0.852 0.875 0.900 0.692
CEX7 0.840
CEX8 0.923
DAO13 0.777

DAO4 0.877 0.898 0.902 0.929 0.766
DAO5 0.896
DAO7 0.771

Table 2: Construct Reliability
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Discriminant Validity

Assessment and establishment of discriminant validity are performed using the HTMT and Fornell-

Larcker criterion. HTMT values are below 0.9 and considered acceptable, as demonstrated in Table 3

below.
Heterotrait-monotrait ratio (HTMT) Fornell-Larcker criterion
B D X B D X
BS BS 0.887
DA 0.525 DA  0.486 0.832
CX 0.871 0.766 CX  0.798 0.684 0.875

Table 3: Discriminant Validity
Structural Model Analysis

For this structural model, the criteria of Predictive Relevance (Q?) and Explanatory Power (R?) are met.
The R2 >0.5 (BS = 0.642 and CX = 0.467), and the Q2 >0 (BS = 0.229 and CX = 0.467). Thus, the

Predictive Relevance and Explanatory Power of the model fit criteria are satisfactory, as shown in Table

4 below
R? adjusted Q?predict
BS 0.642 0.229
CX 0.467 0.467

Table 4: Model Fit

The structural model is shown below:

CEX1 CEX2 CEXT CEX8

DAO13

DAD4

DAOS

DAOT

Figure 2: Structural model
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Main Effects

Summary of results is framed in terms of the hypotheses tested, based on the structural model results
provided for the constructs of digital agility (D), customer experience (X), and brand sustainability (B).
The hypotheses relate to the direct effects and the mediating effects. H1 proposes that D has a
significant direct effect on B and is supported by a significant but weak and negative path coefficient = -
0.118,t=2.476, p = 0.013. This suggests that higher levels of digital agility have a slight negative impact
on brand sustainability when considered directly, confirming the hypothesis but with a small effect size.
H2 proposes that D has a significant direct effect on X, supported by a strong path coefficient of 0.682
(t=17.687, p < 0.000). This confirms that digital agility has a substantial positive impact on customer
experience, strongly supporting the hypothesis. H3 proposes that X has a significant direct effect on B,
supported by a robust path coefficient of 0.875, t = 32.486, p < 0.000. This suggests that customer
experience is a key driver of brand sustainability, providing robust support for the hypothesis. H4
proposes that X mediates the relationship between D and B, as supported by a significant and positive
path coefficient (0.597, t = 13.137, p < 0.001). This confirms a strong partial mediation, offering strong

support for the mediation hypothesis. Table 5 below shows the details.

Standard
Sample deviation T statistics P
Hypothesis mean (M) (STDEV) (|O/STDEV]|) values Remarks

D->B H1 -0.118 0.046 2476 0.013 Supported
D->X H2 0.682 0.039 17.687 0.000 Supported
X->B H3 0.875 0.027 32.486 0.000 Supported
D->X->B H4 0.597 0.046 13.137 0.000 Supported

Table 5: Main Effects
Mediator Analysis

The results analysis reveals a significant mediating effect of X (customer experience) in the relationship
between D (digital agility) and B (brand sustainability). The indirect effect of D on B through X is strong
and positive (path coefficient = 0.597, t = 13.137, p = 0.000), overshadowing the weak negative direct
effect of D on B (-0.118, t = 2.476, p = 0.013). This indicates complementary partial mediation, where X
transmits most of the positive influence of D on B, resulting in a total effect of 0.479. The strong mediation

suggests that D enhances B primarily by improving X, as presented in Table 6 below:

Wohllebe & Ross Publishing, Germany — The Open Access Publisher.

More information and current publishing opportunities at wr-publishing.org



https://doi.org/10.51137/wrp.ijarbm.2025.bydi.45849
https://www.wr-publishing.org/

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)
an Open Access journal by Wohllebe & Ross Publishing, Germany.

Volume: 06 Issue: 02 Year: 2025

https://doi.org/10.51137/wrp.ijarbm.2025.bydi.45849

Standard
Path deviation T statistics

Type of Effect Effect Coefficient (STDEV) (|/O/STDEV]) P values Remark
Total Effect (TE) D-->B 0.479 0.070 6.919 0.000 Supported
Indirect Effect (IE) D-->X-->B 0.597 0.046 13.137 0.000 Supported
Direct Effect (DE) D--->B -0.118 0.046 2.476 0.013 Supported
Variance
Accounted For
(VAF) IE/TE 125%

CX partially mediates the relationship
Conclusion (complementarily).

Table 6: Mediation Analysis
Conclusion

This study employs Partial Least Squares Structural Equation Modeling (PLS-SEM) to examine the
relationships among digital agility (DA), customer experience (CX), and brand sustainability (BS). The
results confirm all hypothesized paths, revealing a significant but weak adverse direct effect of DA on
BS (B = -0.118, p = 0.013). This aligns with existing literature, highlighting that a technology-driven
customer-brand relationship is crucial for fostering innovation and creating efficient channels to enhance
customer-centric marketing and business outcomes (Guerola-Navarro et al., 2021). By leveraging digital
technologies, organizations can enhance efficiency, create value for customers, gain a competitive
edge, and foster sustainable growth in the digital era (Kraus et al., 2022; Li et al., 2022; Rego et al.,
2021).

The second hypothesis suggests a positive relationship between digital agility and customer experience.
The study confirmed this positive impact, with a strong empirical and positive effect of DA on CX (8 =
0.682, p < 0.001). This corroborates Kraus et al. (2021), who suggest that digital agility helps
organizations navigate uncertainty and ambiguity effectively while maintaining relevance in a rapidly
changing digital world. Technology-driven customer-brand relationships are crucial for encouraging
innovation and creating efficient channels that enhance customer-focused marketing and business

results.

The results of the third hypothesis show a positive impact of customer experience on brand sustainability

and a strong positive effect of CX on BS (B = 0.875, p < 0.001). Customer experience includes the
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emotions a consumer feels when using a specific brand's products or services. These emotions create
a deep, lasting connection to the brand (Secioria et al., 2025) and support sustainability initiatives
(Sadighha et al., 2025; Wang et al., 2024; Hongsuchon et al., 2023; Gaydarov & llieva, 2022).

For the fourth hypothesis, the results show that CX strongly mediates the relationship between DA and
BS (indirect effect § = 0.597, p < 0.001), indicating that DA enhances BS primarily by improving CX, with
a total effect of 0.479. Based on the mediator analysis of PLS-SEM, the proposed mediating effect was
confirmed, demonstrating that customer experience partially (complementarily) mediates the
relationship between digital agility and brand sustainability. Therefore, customer experience acts as a
mediator between digital agility and brand sustainability. It has a significant positive impact on brand
sustainability, with this research confirming that customer experience has the most substantial effect on

fostering brand sustainability.

These findings underscore the pivotal role of customer experience in transforming digital adoption into
brand satisfaction, providing valuable insights for practitioners seeking to optimize their digital strategy
in the fast-paced, competitive FMCG environment. This study explores the role of digital agility in
supporting brand sustainability for FMCG businesses and how it can be used for product development,
customer acquisition, and retention to boost competitiveness. This is especially important given
increasing customer demand and their ability to use multiple digital channels to share information about
products and services. Digital agility and customer experience modeling enable organizations to
leverage digital technologies to create customer value strategically. This involves quickly adapting to
changing market conditions and customer needs while collaborating with customers to co-create value.
The framework's impact on brand sustainability can help organizations strengthen customer

relationships, improve customer satisfaction, and enhance their brand reputation.
Limitations and Future Research Direction

This study has some limitations worth noting. It was conducted among businesses in Nigeria's food and
beverage sector of the FMCG market. The focus on this segment is based on its significance, as it has
extensive and active customer touchpoints, and collecting relevant customer data is relatively
straightforward. Therefore, the study concentrates solely on marketing packaged food and beverages.
The food and beverages sector is the busiest and most central hub of the FMCG industry

(Industryarc.com, 2021); therefore, the study is limited to brand activities within this segment.

The study aims to develop a general research model that can be adapted to various contexts to
determine whether implementing and utilizing digital agility leads to brand sustainability and business
growth through enhanced customer engagement and experience. It also examines customer experience

as a mediator in the relationship between digital agility and brand sustainability. However, other
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variables, such as brand loyalty, brand communication, and brand experience, may also serve as
mediators. Methodological improvements can enhance future research. Longitudinal studies that follow
digital agility, customer experience, and brand sustainability over time would offer valuable insights into
their long-term relationships, unlike the current cross-sectional approach. Combining surveys and
qualitative interviews through mixed-method designs could help better understand customer
perceptions. Experimental designs can test causal effects, such as how real-time feedback systems

influence value co-creation and loyalty, providing strong evidence for strategic decision-making.
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