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ABSTRACT  
 
This study identified the level of effectiveness of digital transformation and 

customer experiences with digital services among Social Security System clients in 
Calamba City. A descriptive correlational research method design was used to investigate 
the relationship between variables. The goal of this study was to understand how the 
efficacy of digital transformation and the level of customer experience of SSS clients on 
its digital services related to one another. A total of 215 respondents were selected 
through purposive sampling, meeting the specific relevant criteria of using the agency's 
digital services. The study utilized a researcher-made instrument in the form of a survey 
questionnaire in print and Google Forms, depending on the respondents’ preference. A 
four-point Likert scale, simple mean, and the Pearson product-moment correlation 
coefficient were employed in the study. The results showed that the effectiveness of the 
digital transformation was at a very high level and was verbally interpreted as highly 
effective, while the customer experience yielded a very pleasing outcome and was 
verbally interpreted as very pleasant. Furthermore, the study revealed a significant 
relationship between digital transformation effectiveness and the level of customer 
experience in SSS digital services. This suggested that as the level of digital 
transformation effectiveness increased, the customer experience became more pleasant. 
Based on the findings, an action plan was proposed to address noted deficiencies and 
enhance the clientele's experience with SSS digital services. 
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INTRODUCTION  
 

The global corporate economy benefits from digitalization. Businesses and their 
clientele are constantly evolving as a result of advancements in digital technology and 
their ongoing expansion. Recent unexpected events that rock the world have a significant 
impact on numerous businesses and organizations. It open doors to new company 
ventures, cutting-edge technology, popular corporate concepts, and a shift in consumer 
viewpoints.  

 
Digitalization is made possible by the increase use of the internet, social media, 

and technology. Research made by Jaumotte et al. (2023) showed that not only did large 
companies benefit, but smaller businesses also gained higher returns from digitalization. 
Due to several contributing factors that led to the adoption and utilization of digital 
technology, organizations became more agile in responding to shifting market conditions 
and became ready for digital transformation.  

 
Digital transformation entailed more than just the simple adoption of technology 

(Ivančić et al., 2019). To properly utilize the potential of digital technologies, firms had to 
rethink and reinvent current business models and processes. This resulted in significant 
shifts in how businesses operated, engaged with customers, and delivered value as 
explained by Mishra et al. (2023). 

 
One of the key drivers is the rapid growth of the country’s digital economy. Exito 

Media Concept (2022) reported that the Philippines had high internet and mobile 
penetration rates among all of Southeast Asia, creating new opportunities for businesses 
to grow and interact with clients.  

 
Kemp (2023) cited in a report on Digital 2023 Philippines, stated that there were 

85.16 million internet users at the beginning of 2023, with a 73.1 percent internet 
penetration rate. Additionally, it was reported that there were 84.45 million social media 
users, representing 72.5 percent of the total population. These headline statistics 
provided an excellent picture of the "state of digital" in the Philippines.  

 
The Philippines had more exposure to internet usage and social media compared 

to other countries. However, it was noted that most users did not make use of its 
educational opportunities or business growth potential. Instead, they predominantly 
engaged in social media like Facebook, Instagram, and Tiktok. This tendency resulted in 
gaps in digital skills, as mentioned in an interview with a top official of the Department of 
Information and Communications Technology (DICT). Meanwhile, other nations made 
good use of their internet access for various purposes such as government transactions, 
business creation, employment, education, and learning as claimed by Clapano (2023). 

 
Providing government clients with a great experience is challenging due to the 

multitude of services to offer, departments to oversee, and procedures to streamline. 
Moreover, consumers expect a technology-driven, fast, and personalized service similar 
to what the private sector provided. According to Nelson (2023), citing the IDC Analyst 
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Brief, governments were the world’s largest service providers. However, when it came to 
customer satisfaction with digital service delivery, the public sector continued to lag 
behind practically every other sector in terms of efficiency and ease of government 
process. 

 
As mandated by  RA 11032 known as the Ease of Doing Business and Efficient 

Government Service Delivery Act of 2018, and the Full Digital Transformation Act of 2020 
(Senate Bill No. 1793), which mandated the full digital transformation of all government 
agencies and other offices, the SSS management responded by improving its processes 
and services through digitalization. The electronic services of SSS are introduced to the 
public and a few of its services became available online. These digital transformations 
are hastened during the COVID-19 pandemic when a zero-contact policy was 
implemented, facilitating ease of procedures. Some of the advantages include improved 
efficiency in service delivery, such as streamlining of business processes, accessibility of 
products and services, global awareness, and transparency in processes and 
procedures. Some services, such as salary loan applications, SS number applications, 
and sickness and maternity benefits applications become mandatory to file through the 
SSS web portal. 

 
Due to the increasing number of SSS members with about 42.56 million members, 

32.27 being employed members and the remaining consisting of self-employed 
individuals, voluntary contributors, and Overseas Filipino Workers (OFWs), and with an 
SSS workforce of around 6,300 (SSS Facts & Figures, August 2023), satisfying the needs 
of each individual member, whether through manual or digital platforms,  posed a 
significant challenge for the agency.  

 
With the given concept, this study identifies if digital government services can 

enhance or elevate the expectations for positive customer experiences or create negative 
experiences that could lead to customer complaints. This research also seek to identify 
any gaps in digital platforms that may have an impact on the agency's level of service. 
Additionally, it aims to determine whether the digital transformation increase service 
efficiency or demoralize clients who find it difficult to adjust to new procedures. 
Furthermore, the study aims to ascertain what measures the company can have 
developed to minimize customer complaints and entice more clients to use the online 
platform rather than the manual procedure. 

 
Summary of Related Literature 
 

The research studies and literature provided a complex and multidimensional 
picture of digital transformation and customer experience. Thus, this research attempted 
to create a more sophisticated understanding of the connections between digital 
transformation and customer experience by integrating the existing literature. 

 
 Fitzgerald et al. (2014, as cited in Kraus et al., 2021), Zaoui and Souissi (2020), 
Fang (2002, as cited in Mohsen & Magdi, 2022), and Verhoef et al. (2021), emphasized 
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the need for a clear strategy, use of emerging technologies, customer experience, as well 
as benefits and challenges involved. 
 

Meanwhile, Van Veldhoven and Vantienen (2022), RTG Solutions Group (2023), 
Borges et al. (2020), Awadhi et al. (2021), and Collins (2023), highlighted the importance 
of embracing digital transformation to satisfy customers, deliver tailored experiences, and 
raise customer satisfaction levels.  

 
Whereas, Albukhitan (2020), Wang et al. (2020, as cited in Mohsen & Magdi, 2022), 

Matt et al.(2015, as cited in Hanelt et al., 2021),  and Tekic and Koroteev (2019) all 
recognized  that enterprises needed a clearly defined digital transformation strategy to 
effectively integrate digital transitions, promote innovation, and foresee and respond to 
changes. 

 
On the other hand, Correani et al. (2020), Pearce (2020), Gokalp and Martinez 

(2021), Mikalef and Parmiggiani (2022), Xiao et al. (2022), Mergel et al. (2019), and Van 
Veldhoven and Vanthienen (2022)  collectively stressed the transformative impact of 
technology on value creation, customer-centricity, and the challenges faced by 
businesses in adapting to new technologies.  

 
Accordingly, Mishra et al. (2023), Yu et al. (2022), and Tian et al. (2023) all claimed 

how important it was to take into account the organizational context, modify internal 
procedures, include digital services, and acknowledge the broader scope and effects of 
digital transformation on operations. 

 
Likewise, Ivančić et al. (2019), Butt et al. (2024), Brunetti et al. (2020), Udovita 

(2022), and Deep (2023) emphasized the essential of creating a digital culture, viewing 
digital transformation as an ongoing process, and utilizing culture as a mechanism to drive 
the adoption of digital technology.  

 
Meanwhile, Alvarenga et al. (2020), Xiao et al. (2022), Access Partnership (2023), 

Reganit (2023), and Carlos (2023) all acknowledged the necessity of public digital literacy 
and central government support in achieving successful digitalization results while 
highlighting technological preparedness, organizational efficiency, public service delivery, 
and public expectations. 

 
Together,  Oracle (2023), McKinsey and Company (2022), Roy et al. (2022), 

Bascur and Rusu (2022), Becker and Jaakkola (2021), and  Waqas et al. (2021)  stressed 
the significance of providing superior customer experiences and value; emotional 
engagement; the connection between customer experience and customer commitment. 

 
Meanwhile, Heller et al. (2021), Watts (2020) and Hadid et al. (2022) collectively 

acknowledged  that utilizing visual components and making sure the user experience was 
smooth and aesthetically pleasing were key to giving digital services a sense of tangibility. 

 



455 
 

Ignatian International Journal for Multidisciplinary Research           Vol 2 No 7          July 2024          www.icceph.com 

Conversely, Ranchordas (2021), Khan (2023), and Mathis (2021) all underlined 
the significance of empathy in fostering understanding, support, and positive outcomes 
across various contexts. 

 
On one hand, Gupta (2024), TAFF Inc. (2021), Susanto et al. (2023), and Khatoon 

et al. (2020) collectively emphasized the necessity of businesses to adapt to digital 
platforms to satisfy consumers’ preferences for reliable and safe online services, 
convenience, and security, as well as customer confidence in internet services and 
privacy protection. 

 
On the other hand, TAFF Inc. (2021), Chen et al. (2021), and Korach (2023) 

highlighted the relevance of responsiveness in digital services as it enhanced client 
contentment, trust, and loyalty were enhanced by prompt and effective replies, 
individualized experiences, and problem-solving.  

 
Consequently, Watts (2020), Janota (2023), and Wipro (2023) explained that 

assurance was essential in the digital world as it encompassed compliance, security, and 
trustworthiness to create successful digital platforms.  

 
Moreover, Moore (2023), RTG Solutions Group (2023), Lund (2023), Masoud and 

Basahel (2023), and Elev8tek (2024) emphasized that prioritizing customer-centric digital 
transformation, leveraging advanced technologies and real-time data, enabled 
businesses to deliver highly tailored, effective, and fulfilling experiences that met evolving 
needs. 

 
In summary, the authors collectively recognized the importance and challenges of 

digital transformation based on five business dimensions. They also acknowledged the 
significance of service quality theory in understanding customer experience. Furthermore, 
they highlighted the vital role that digital transformation plays in enhancing customer 
experience. 
  

After conducting a comprehensive review of the literature on digital transformation, 
it was observed that the majority of studies focused on the adoption of technology and its 
impact on customer experience in businesses. However, few studies investigated digital 
transformation based on the core dimensions of business and its relationship with 
customer experience in government digital services. Some existing literature and body of 
knowledge was lacking or unclear, thus, some potential conceptual gaps were tried to 
address.  Therefore, this study sought to examine and integrate the implications of 
emerging digital technologies and customer behavior and experiences on government 
digital services that had not been effectively addressed in existing literature.   

 
Furthermore, no study had been conducted in Calamba City regarding digital 

transformation and its effect on customer experience. Therefore, this study aimed to 
bridge this spatial gap and contribute to the expansion of understanding of digital 
transformation and customer experience within government agencies.  
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Research Questions 
 

This study focused on the relationship between digital transformation and 
customer experience as assessed by clients of Social Security System in Calamba City. 
Specifically, this study aims to address the following questions: 

1. What is the level of digital transformation effectiveness in SSS as assessed by 
clients in terms of: 

1.1 customer,  
1.2  strategy, 
1.3 technology, 
1.4 operations, and 
1.5 organization and culture? 

2. What is the level of customer experience on digital services among SSS clients 
in terms of: 

2.1 tangibility, 
2.2 empathy, 
2.3 reliability, 
2.4 responsiveness, and 
2.5 assurance? 

3. Is there a significant relationship between the level of digital transformation 
effectiveness and the level of customer experience in SSS digital services?  

4. Based on the findings of the study, what action plan may be proposed? 
 

METHODOLOGY 
 

The design used in this study was descriptive correlational design which aimed to 
examine how variables relate to one another and explain their features without suggesting 
a cause. According to Creswell (2012, as cited by Sharma, 2023), it was a non-
experimental quantitative design in which the researcher used correlational statistics to 
assess and characterize the degree of relationship between variables or sets of scores. 
This design aimed to provide significant insights into associations between variables 
through data collection and analysis. Descriptive correlational design contributed to the 
body of knowledge and served as a baseline for future research and exploration.  

 
Locale 
 
 The study involved the participation of SSS clients who transacted at the SSS 
Calamba Branch and had used the SSS online platform. This locale was chosen where 
the researcher  was  an  employee who had  easy  access to any needed information and 
had actual involvement in the phenomenon. 
 
Population and Sampling 
 
 This study used purposive sampling, wherein participants who were chosen 
possessed the desired experiences or met the specific characteristics relevant to the 



457 
 

Ignatian International Journal for Multidisciplinary Research           Vol 2 No 7          July 2024          www.icceph.com 

topic. GPower application was utilized in computing the actual sample based on daily 
walk-in clients. The estimated sample size from an average 1000 population of daily walk-
in clients was approximately 215 respondents with a 95% confidence level and 5% margin 
of error. 
 
Instrument 
 
 A survey questionnaire was used as the main instrument to obtain the necessary 
data needed for the study. Researcher-made questionnaires with tailored questions 
aligned with the study were used. The survey questionnaire for the respondents was 
composed of three parts. The first part consisted of the profile of the clients; the second 
part assessed the effectiveness of digital information perceived by clients and third part 
focused on the client’s customer experience with SSS digital services. 
 The participants of the study answered part 2 and 3 using a 4-point Likert scale 
survey. The following components make up the scaling: 
 

       Scale for the Level of Effectiveness of Digital Transformation 

 

 

 

 

Scale for the Level of Customer Experience on Digital Services 

 

 

Validation of Instrument  
 
 The research-made survey instrument was presented to an adviser for review, 
and necessary modifications were made before submitting it for approval by the Dean. 
Afterward, the instrument was sent to 5 expert validators: the Research Director, 
Statistician, MBA Professor, and two of the highest-ranking Executive Officers of the 
company. The Content Validity Index (CVI) was then calculated based on the ratings 
obtained from a panel of experts who evaluated each question or item in the 
measurement instrument. The result of CVI was 1, which was higher than 0.99, indicating 
excellent content validity and deemed acceptable.   
 

Range Scale Categorical Response Verbal Interpretation 

3.25 – 4.00 4 Strongly Agree Highly Effective 

2.50 – 3.24 3 Agree Effective 

1.75 – 2.49 2 Disagree Slightly Effective 

1.00 – 1.74 1 Strongly Disagree Not Effective 

Range Scale Categorical Response Verbal Interpretation 

3.25 – 4.00 4 Strongly Agree Very Pleasant 

2.50 – 3.24 3 Agree Pleasant 

1.75 – 2.49 2 Disagree Slightly Pleasant 

1.00 – 1.74 1 Strongly Disagree Unpleasant 



458 
 

Ignatian International Journal for Multidisciplinary Research           Vol 2 No 7          July 2024          www.icceph.com 

After the validation of instruments, they were sent out to 15 participants for pilot 
testing. The survey results were collected and subjected to Alpha Cronbach analysis for 
reliability testing. Cronbach’s alpha results were .961 for digital transformation and .969 
for customer experience, which indicated excellent internal consistency reliability. The 
results were deemed acceptable by the statistician who performed the analysis. With the 
instrument now ready, it could be distributed to the intended respondents.  

 
Data Gathering Procedure 
 
 The letter had been presented to the branch manager before the study to obtain 
permission to administer a survey questionnaire to walk-in members who transacted at 
the Calamba Branch. Upon approval, the researcher determined the participants using 
purposive sampling wherein the participants were chosen based on the characteristic that 
they had already used the online services of SSS in their transactions. The researcher 
handed out the printed survey questionnaires or used Google Forms, depending on the 
applicable method, to the respondents. After providing the respondents with sufficient 
time to answer the questionnaire, the responses were collected and organized. After all 
the responses had been gathered,  a statistician assisted the researcher in the process 
of tabulating and analyzing the data. The survey was conducted for five days until the 
desired number of participants had been reached and completed. 
 
Treatment of Quantitative Data  
 

The following statistical treatment was utilized during the research study: 
1. The level of effectiveness of the digital transformation and the level of customer 

experience with SSS digital services were measured using a mean and a four-point Likert 
scale. 

2. The significant relationship between the level of digital transformation 
effectiveness and the level of customer experience in SSS digital services was evaluated 
using the Pearson Product-Moment Correlation Coefficient. 
 
Scope and Delimitation 
 

This quantitative descriptive correlational study focused on the effectiveness of 
digital transformation in SSS through mandatory digital services rendered by the company 
and addressed its digital capability in terms of five core dimensions: customers, strategy, 
technology, operations, and organization and culture. The digital platform studied was 
anchored on the SSS website and SSS mobile app with services available such as SS 
number application, registration to the SSS portal, benefit claim application, loan 
application, disbursement account enrollment, payment reference number generation,  
updated contact information, access to member’s records and others. Furthermore, the 
research concentrated on the application of service quality to assess customer 
experience through five service dimensions namely tangibility, reliability, responsiveness, 
assurance, and empathy.  
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Since this study was limited to members or clients who engaged in online 
transactions using the SSS website or SSS mobile app, respondents came from the 
Calamba Branch E-Center facility, a self-service electronic center with available 
computers used by clients for their online transactions with minimal assistance or 
intervention from SSS employees. Other respondents interviewed were walk-in clients 
who had previously or continuously used the SSS online services for mandatory online 
transactions. The total number of respondents was 215, comprising clients of the SSS 
Calamba Branch. 
  

 
RESULTS 
 

Table 1.1  
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in terms of 
Customer 

 
 
Table 1.2 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in terms of 
Strategy 

 
 

 

 

Indicators in terms of Customer 𝑿  VI Rank 

1. The agency, digital transformation efforts have improved my 

experience and met my needs and expectations as a customer.  
3.65 HE 1 

2. My involvement and interactions on the agency’s digital platforms 

have increased. 
3.55 HE 4 

3. I am pleased with the online services provided by the agency. 3.64 HE 2 

4. The agency promptly addresses my feedback and resolves issues 

through digital channel. 
3.43 E 6 

5. The agency enhances its digital services to match my changing 

needs. 
3.53 HE 5 

6. My overall satisfaction and loyalty as a customer increased due 

agency’s digital transformation. 
3.59 HE 3 

GENERAL ASSESSMENT 3.57 HE  

Legend: 3.25 – 4.00  Highly Effective (HE)  1.75 – 2.49  Slightly Effective (SE) 

 2.50 – 3.24  Effective  (E)  1.00 – 1.74  Not Effective (NE) 

 

Indicators in terms of Strategy 𝑿  VI Rank 

1. The agency is effectively implementing its roadmap to 

digitalization. 
3.56 HE 3 

2. The agency has communicated its digital strategy to its stakeholders.  3.54 HE 4 

3. The agency’s digital strategy aims to deliver continuous 

improvements to its services and add value to customers. 
3.64 HE 1 

4. The agency’s digital transformation efforts are aligned with industry 

standards and adopt the latest technological advancements. 
3.58 HE 2 

GENERAL ASSESSMENT 3.58 HE  

Legend: 3.25 – 4.00  Highly Effective (HE)  1.75 – 2.49  Slightly Effective (SE) 

 2.50 – 3.24  Effective  (E)  1.00 – 1.74  Not Effective (NE) 
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Table 1.3 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in terms of 
Technology 

 

 
 

Table 1.4 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in terms of 
Operations 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Indicators in terms of Technology 𝑿  VI Rank 

1. The agency keeps up with emerging technologies and adapts them to 

digital transformation initiatives.  
3.65 HE 1 

2. I am very satisfied with the use and function of the agency's digital 

tools and platforms. 
3.64 HE 2.5 

3. I am quite confident in the agency's ability to ensure the security of its 

digital systems and protect the privacy of my data. 
3.64 HE 2.5 

4. I have not encountered any challenges or difficulties in using new 

digital technologies implemented by the agency. 
3.13 E 6 

5. I am pleased with the speed and performance of the agency’s digital 

systems and applications. 
3.27 HE 5 

6. The agency’s digital services work smoothly and are compatible with 

any existing operating systems and devices. 
3.38 HE 4 

GENERAL ASSESSMENT 3.45 HE  

Legend: 3.25 – 4.00  Highly Effective (HE)  1.75 – 2.49  Slightly Effective (SE) 

 2.50 – 3.24  Effective  (E)  1.00 – 1.74  Not Effective (NE) 

Indicators in terms of Operations 𝑿  VI Rank 

1. The agency's digital transformation has significantly streamlined its 

processes and improved the efficiency of their transactions. 
3.57 HE 1 

2. Digital technologies and automation have enhanced the agency’s 

ability to deliver products or services in a timely manner.  
3.51 HE 3 

3. Digital transformation has resulted in a improved communication 

and collaboration with customer.  
3.55 HE 2 

4. I believe the agency’s digital operations are quite dependable, with 

minimal instances of downtime or disruptions.  
3.40 HE 4 

GENERAL ASSESSMENT 3.51 HE  

Legend: 3.25 – 4.00  Highly Effective (HE)  1.75 – 2.49  Slightly Effective (SE) 

 2.50 – 3.24  Effective  (E)  1.00 – 1.74  Not Effective (NE) 
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Table 1.5 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in terms of 
Organization and Culture 
 

 
 
Table 2.1 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Tangibility 

 
Table 2.2    
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Empathy  

 

Ind icator s in ter ms of Or ganization and Cultur e 𝑿 VI Rank

1. The agency shows an immediate response in adapting digital

transformation.
3.58 HE 5

2. I have observed major changes in the processes or transactions

as a result of agency's digital transformation.
3.62 HE 4

3. The staffs are equipped with abilities and knowledge required to

take part in digital transformation process.
3.80 HE 1

4. The agency has established effective communication channels to

ensure that customers are well- informed and actively involved

in digital transformation initiatives.

3.65 HE 3

5. The agency continues to develop and strengthens its digital

processes and capabilities.
3.73 HE 2

GENERAL ASSESSMENT 3.67 HE

 

Indicators in terms of Tangibility 𝑿  VI Rank 

1. The design of digital platforms (SSS website and mobile app) is 

visually appealing and user-friendly. 
3.57 VP 3 

2. The digital service of the agency provides relevant and up-to-date 

information. 
3.70 VP 1 

3. It is easy to access and find needed information or services on the 

digital platforms of the agency. 
3.55 VP 4 

4.  The digital service works on a variety of devices and platforms. 3.45 VP 5 

5. The agency’s digital profile reflects a modern and respectable 

image. 
3.67 VP 2 

GENERAL ASSESSMENT 3.59 VP  

Legend: 3.25 – 4.00  Very Pleasant (VP)  1.75 – 2.49  Slightly Pleasant (SP)  
 2.50 – 3.24   Pleasant  (P)  1.00 – 1.74  Unpleasant (U) 

 

Indicators in terms of Empathy 𝑿  VI Rank 

1. The digital platforms cater to my individual needs and 

preferences. 
3.70 VP 1 

2. The digital service provides me with personalized 

experience and recommendations. 
3.66 VP 2 

3. I receive prompt and helpful customer support in using 

digital channels. 
3.54 VP 4 

4. I find the agency’s availability and accessibility through 

diverse channels for support and assistance to be fulfilling. 
3.55 VP 3 

5. The agency understands and empathizes with the 

difficulties I encounter in adopting and utilizing digital 

tools. 

3.53 VP 5 

GENERAL ASSESSMENT 3.60 VP  

Legend: 3.25 – 4.00   Very Pleasant (VP)  1.75 – 2.49  Slightly Pleasant (SP)  

 2.50 – 3.24   Pleasant  (P)  1.00 – 1.74  Unpleasant (U) 
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Table 2.3 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Reliability 

 
 

Table 2.4 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Responsiveness 
 

 
Table 2.5 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Assurance 
 

 
 

 

Indicators in terms of Reliability 𝑿  VI Rank 

1. The digital platforms are available and accessible when I need it. 3.46 VP 4 

2. The digital service performs accurately without any errors or 

interruption. 
3.26 VP 5 

3. I am satisfied that the digital services are delivered with consistent 

speed and responsiveness. 
3.47 VP 3 

4. I am confident that the digital service ensures data security and 

privacy. 
3.63 VP 1 

5. The digital system and processes of the agency deliver precise and 

current information.  
3.62 VP 2 

GENERAL ASSESSMENT 3.49 VP  

Legend: 3.25 – 4.00  Very Pleasant (VP)  1.75 – 2.49  Slightly Pleasant (SP)  

 2.50 – 3.24   Pleasant  (P)  1.00 – 1.74  Unpleasant (U) 

Indicators in terms of Responsiveness 𝑿  VI Rank 

1. The digital service promptly acknowledges my queries or 

complaints. 
3.43 VP 5 

2. The digital platforms provide timely updates and notifications 

regarding my transactions. 
3.62 VP 2 

3.  The agency takes proper measure to resolve my concerns 

regarding digital services. 
3.59 VP 3 

4. The agency seeks feedback from its clients to improve its 

digital services. 
3.63 VP 1 

5. My feedback and suggestions regarding digital transformation 

efforts are highly valued and prioritized by the agency. 
3.47 VP 4 

GENERAL ASSESSMENT 3.55 VP  

Legend: 3.25 – 4.00  Very Pleasant (VP)  1.75 – 2.49  Slightly Pleasant (SP)  

 2.50 – 3.24   Pleasant  (P)  1.00 – 1.74  Unpleasant (U) 

Indicators in terms of Assurance 𝑿  VI Rank 

1. The digital service provides transparent and accurate information 

about its products and services. 
3.63 VP 4 

2. The digital service has a user-friendly platform that is easy to 

navigate. 
3.52 VP 5 

3. The staff is competent in providing adequate knowledge and 

assistance regarding my digital transactions. 
3.77 VP 1 

4. I feel confident in the integrity and trustworthiness of the digital 

services of the agency. 
3.71 VP 3 

5. I believe my personal information is secure when using the 

agency’s digital platforms and services. 
3.74 VP 2 

GENERAL ASSESSMENT 3.68 VP  

Legend: 3.25 – 4.00  Very Pleasant (VP)  1.75 – 2.49  Slightly Pleasant (SP)  

 2.50 – 3.24   Pleasant  (P)  1.00 – 1.74  Unpleasant (U) 
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Table 3 
Test of Significant Relationship between the Level of  Digital Transformation 
Effectiveness and the Level of Customer Experience in SSS Digital Services 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Digital Transformation 

Effectiveness 

Customer 

Experience 
r value 

P 

value 
Remarks Decision 

Customer 

Tangibility .736** .000 Significant Reject Ho 

Empathy .636** .000 Significant Reject Ho 

Reliability .713** .000 Significant Reject Ho 

Responsiveness .668** .000 Significant Reject Ho 

Assurance .642** .000 Significant Reject Ho 

Strategy 

Tangibility .744** .000 Significant Reject Ho 

Empathy .679** .000 Significant Reject Ho 

Reliability .748** .000 Significant Reject Ho 

Responsiveness .710** .000 Significant Reject Ho 

Assurance .751** .000 Significant Reject Ho 

Technology 

Tangibility .800** .000 Significant Reject Ho 

Empathy .697** .000 Significant Reject Ho 

Reliability .863** .000 Significant Reject Ho 

Responsiveness .718** .000 Significant Reject Ho 

Assurance .705** .000 Significant Reject Ho 

Operations 

Tangibility .804** .000 Significant Reject Ho 

Empathy .721** .000 Significant Reject Ho 

Reliability .795** .000 Significant Reject Ho 

Responsiveness .708** .000 Significant Reject Ho 

Assurance .707** .000 Significant Reject Ho 

Organization and Culture 

Tangibility .741** .000 Significant Reject Ho 

Empathy .758** .000 Significant Reject Ho 

Reliability .643** .000 Significant Reject Ho 

Responsiveness .714** .000 Significant Reject Ho 

Assurance .771** .000 Significant Reject Ho 

**Correlational at the level 0.01   *Correlational at the level 0.05(Two-tailed) 
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Table 4 
 Proposed Action Plan 
 

 

 

AREAS OF
CONCERN

GOALS/
OBJECTIVES

STRATEGIES/
ACTIVITIES

TIME
FRAME

PERSONS
INVOLVED

SOURCE
OF FUND

SUCCESS
INDICATORS

Technology

To address
difficulties in

using new
technologies

1. Make the new
technologies' designs and
user interfaces more user-
friendly, intuitive, and in

line with consumer
expectations

2.Provide thorough and

easy-to-read FAQs,

tutorials, and user guides
that include detailed
instructions and
troubleshooting data.

3. Plan webinars,
workshops, and training
sessions to instruct clients

on how to use thenew
technology successfully
and efficiently.

4. Collect client feedback
on their experience with
new technology and utilize

it to make continuous
improvements.

6 months

6 months

ongoing

ongoing

ITDepartment

Member

Education
Department

Learning and
Development
Department

Quality
Management

Department

Budget
Dept

1. Increase user

satisfaction

scores by at least

20%.

2. Releaseuser

guides for every

newtechnology.

.

3. Educate at least

80% of users on

the main features

and capabilities.

4. Obtain

favorable

response from at

least 90% of

clients in post-

implementation

surveys.

AREAS OF
CONCERN

GOALS/
OBJECTIVES

STRATEGIES/
ACTIVITIES

TIME
FRAME

PERSONS
INVOLVED

SOURCE
OF

FUND

SUCCESS
INDICATORS

Reliability
To minimize

system
downtime and
disruptions

1. Invest in a dependable
and scalable infrastructure
that can handle increased

user traffic, eliminate any
interruptions, and reduce
downtime.

2. Implement redundancy

and failover techniques to
ensure digital service
continuity in the case of

system errors or
disruptions.

3 Create a routine

maintenance schedule to
perform system updates,
patches, and fixes to

address vulnerabilities and
reduce downtime
proactively.

4. Develop an incident
response plan to handle
disruptions effectively,
minimize downtime, and

ensure timely recovery of
digital services

1 year

6 months

6 months

ongoing

IT Department

IT Department

Learning and
Development
Department

Quality

Management
Department

Budget
Dept

1.At least 99.9%
uptime should be
attained for digital

services.

2 Install redundancy
and failover systems
successfully, with 0-
2% critical failures.

.

3. Establish a
regular maintenance

schedule with a
maximum of 2% of
service
interruptions.

4. Educate at least

80% of users on the
main features and
capabilities
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DISCUSSION 
 

Table 1.1  
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in 
terms of Customer 
 

Customer was Highly Effective (3.57) as to the level of digital transformation 
effectiveness in SSS as assessed by clients. All indicators were verbally interpreted as 
Highly Effective. Furthermore, the indicator “The agency’s digital transformation efforts 
have improved my experience and met my needs and expectations as a customer” had 
the highest computed mean of 3.65 while the indicator “The agency promptly addresses 
my feedback and resolves issues through digital means.” had the lowest computed mean 
of 3.43. 

  
This means that digital transformation is highly effective in SSS in terms of 

Customer as assessed by the clients. The clients affirm that their experience with SSS' 
digital transformation has improved, their expectations have been satisfied, and they are 
happy with their interaction and involvement in SSS' online services. This indicates that 
SSS offers their clients the necessary digital services to a significant extent. 

 
The aforementioned findings were associated with research conducted by Borges et al. 
(2020) on digital transformation in banks. According to World Retail Banking Report 2016, 
an enhanced banking experience was observed in 85% of the nation. He further 
mentioned that reviews of digital services were largely positive. Customers could see 
more details about their account, operate on their own, and experience less waiting time 
in the branch.  
 

Additionally, Awadhi et al. (2021) stated that providing individualized services and 
digitally empowering experiences boosted customer satisfaction to appeal to a younger 
and more technologically savvy clientele. 

 
Furthermore, as mentioned by Collins (2023), the implementation of digitalization 

initiatives, including mobile applications, engagement through social media platforms, 
and the utilization of artificial intelligence technologies, was shown to have a significant 
positive impact on customer satisfaction and loyalty. This was primarily attributed to the  
provision of personalized, convenient, and seamless interactions that span the entirety of 
the customer journey. 
 
Table 1.2 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in 
terms of Strategy 
 

The strategy was Highly Effective (3.58) as to the level of digital transformation 
effectiveness in SSS as assessed by clients. All indicators were verbally interpreted as 
Highly Effective. Furthermore, the indicator “The agency’s digital strategy aims to deliver 
continuous improvements on its services and added value to customers” had the highest 
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computed mean of 3.64 while the indicator “The agency has clearly communicated its 
digital strategy to its stakeholders” had the lowest computed mean of 3.54.  

 
This means that digital transformation is highly effective in SSS in terms of Strategy 

as assessed by the clients. In essence, the agency keeps enhancing its digital goods and 
services by utilizing technology advancements, understanding consumer needs, and 
aligning them with the company's objective of  providing a superior customer experience. 
The agency can also concentrate on making efforts to effectively communicate its 
digitalization goals or road map to clients who would be impacted by this change.  

 
  Relative to the strategy dimension of digital transformation, Albukhitan (2020) 
stated that organizations should have prioritized the establishment of their objectives and 
vision for Digital Transformation. This involved clearly defining what a successful 
transformation looked like and understanding its broader implications for their business 
and customers, particularly in terms of customer experience and engagement.  
 
 In addition, Matt et al.(2015, as cited in Hanelt et al.,2021) mentioned that creating 
a digital transformation strategy that functioned as a central concept for integrating the 
coordination, prioritizing, and implementation of digital transformations inside a firm was 
essential for coordinating this integration during the digital transformation process.  
 

Hanelt et al. (2021) also believed that creating a digital business strategy, digital 
acceleration, and digital mobilization all contribute to the organization's ability to move 
toward digital efficiency. 
 
Table 1.3 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in 
terms of Technology 
 

Technology was Highly Effective (3.45) as to the level of digital transformation 
effectiveness in SSS as assessed by clients. Furthermore, the indicator “The agency 
keeps up with emerging technologies and adapts them into digital transformation 
initiatives” had the highest computed mean of 3.65 verbally interpreted as Highly 
Effective, meanwhile the indicator “I have not encountered any challenges or difficulties 
in using new digital technologies implemented by the agency” had the lowest computed 
mean of  3.13 verbally interpreted as Effective. 

 
 This means that digital transformation is highly effective in SSS in terms of 
Technology as assessed by the clients. This suggests that clients are fully satisfied with 
the emerging technologies provided by the agency,  delivering seamless,  compatible, 
and high-performing digital services. The clients are confident when using the digital tools 
knowing that their data are safe and secure.  

 
In support of the statement above, Xiao et al. (2022) revealed that technology 

preparedness was the most critical factor in promoting digital transformation in local 
governments. Based on this fact, government agencies should have fully utilized digital 
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technology to enable digital transformation. Governments could have improved 
organizational efficiency using digital technology, which could have led to a shift toward 
digital transformation. 
  
 Besides, Mergel et al.(2019) cited that adopted from the private sector, the phrase "digital 
transformation" referred primarily to the necessity of utilizing new technology to maintain 
competitiveness in the Internet age, where goods and services were provided through 
both online and offline channels.  
  

Also, Van Veldhoven and Vanthienen (2022) claimed that adopting the newest 
technologies encouraged efficiency gains and lower costs. Digital technology has 
emerged as the primary force behind corporate process, communication, product and 
service, and business model advances in recent years.  
 
Table 1.4 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in 
terms of Operations 
 

Operations was Highly Effective (3.51) as to the level of digital transformation 
effectiveness in SSS as assessed by clients. All indicators were verbally interpreted as 
Highly Effective.   Furthermore,   the   indicator  “The agency’s digital transformation has 
significantly streamlined its processes and improved the efficiency of their transactions” 
had the highest computed mean of 3.57 while the indicator “I believe the agency’s digital 
operations are quite dependable, with minimal instances of downtime of downtime or 
disruptions” had the lowest computed mean of 3.40. 

 
 This means that digital transformation is highly effective in SSS in terms of 
Operations as assessed by the clients. The agency enables streamlining of its processes 
and increases the efficiency of transactions through an automated digital system as well 
as communication and collaboration with its clients. Nonetheless, the agency can take 
into account the dependability of its digital operations, particularly in terms of downtime 
or disruption. 
 

The results were related to the study of Yu et al. (2022) wherein they cited that the 
organization's operational performance could be enhanced by digital transformation. 
Enterprises could have achieved safe, intelligent, and sustainable operations with the 
support of digital transformation, which incorporated sustainable development into the 
enterprise value chain. 

 
Likewise, Tian et al. (2023) claimed that a company's operational efficiency was 

greatly enhanced by digital transformation approaches. Therefore, introducing and 
putting into practice digital methods could have enhanced a company's operations. In 
addition, they believed that the adoption and implementation of digital technology, as well 
as the influence of digital transformation on operational efficiency, increased given the 
growing significance of digital transformation in operations improvement. 
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Table 1.5 
Level of Digital Transformation Effectiveness in SSS as assessed by Clients in 
terms of Organization and Culture 
  

Organization and Culture was Highly Effective (3.67) as to the level of digital 
transformation effectiveness in SSS as assessed by clients. All indicators were verbally 
interpreted as Highly Effective. Furthermore, the indicator “The staff are equipped with 
abilities and knowledge required to take part in digital transformation process” had the 
highest computed mean of 3.80 while the indicator “The agency shows an immediate 
response in adapting digital transformation” had the lowest computed mean of 3.58.  

 
 This means that digital transformation is highly effective in SSS in terms of 
Organization and Culture as assessed by the clients. Employees are empowered with 
skills and knowledge to embrace the digital transformation process. The  agency  
continues  to develop and strengthen its digital capabilities, ensuring that customers are 
well informed of this major change.  
 

Relative to the study of Xiao et al. (2022), they demonstrated that local 
governments' digital transformation was positively impacted by organizational 
effectiveness. The modern government's objective was to increase organizational 
efficiency. Traditional governments often had poor office efficiency, excessive 
administrative expenditures, and a lack of information flow across departments. These 
issues eroded public confidence and undermined the legitimacy of the government.  

 
 Brunetti et al. (2020) also stated that essentially, digital culture spoke to the 
necessity of developing an optimistic and open mindset regarding upcoming technological 
difficulties. To motivate, involve, and lessen information asymmetry about the 
digitalization process, it was important to be able to overcome resistance to digitalization 
through transparency-oriented behavior. 
 

In addition, Udovita (2022) stated that the company had to alter or adapt the 
organization's structure, incentives, and culture and to begin with, the organizational 
structure had to be aligned with the transformation process as part of the organization 
function. 
 
Table 2.1 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Tangibility 
 

Tangibility was as Very Pleasant (3.59) as to the level of customer experience on 
digital services among SSS clients. All indicators were verbally interpreted as Very 
Pleasant. Furthermore, the indicator “The digital service of the agency provides relevant 
and up-to-date information” had the highest computed mean of 3.70 while the indicator 
“The digital service works on a variety of devices and platforms” had the lowest computed 
mean of 3.45.  
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 This means that the customer experience of digital services among SSS clients is 
very pleasant in terms of Tangibility.  Through elements such as up-to-date information, 
visually appealing and user-friendly platforms, accessibility, reliable performance, 
customization options, and modern digital profiles, businesses created a tangible sense 
of value and meaningful outcomes for users. By focusing on these aspects, businesses 
can enhance the overall customer experience and build strong relationships with their 
digital service offerings. 
 

In the study presented by Heller et al. (2021), the digital automation of physical 
services was driven by the emergence of augmented reality technology, which uses 
wearable and mobile computers to overlay digital material and change customers' 
perceptions of a physical service setting. Specifically, it claimed to have attained tangibility 
even in digitally provided service encounters. For this reason, automated services needed 
to have a strong visual presence. 

 
Table 2.2    
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Empathy  
 

Empathy was Very Pleasant (3.60) as to the level of customer experience on 
digital services among SSS clients. All indicators were verbally interpreted as Very 
Pleasant. Furthermore, the indicator “The digital platforms cater to my individual needs 
and preferences” had the highest computed mean of 3.70 while the indicator “The agency 
understands and empathizes with the difficulties I encounter in adopting and utilizing 
digital tools” had the lowest computed mean of 3.53.  

 
 This means that the customer experience of digital services among SSS clients is 
very pleasant in terms of Empathy. The clients strongly agree that by using digital 
services, their individual needs and preferences are being catered to, personalized 
interactions are being achieved, and responsive customer support is being provided. This 
means that the agency incorporates empathy into the design and delivery of digital 
services thus, enhancing user engagement and leading to a more positive customer 
experience. 
 

As mentioned in the study of Ranchordas (2021), it had been especially crucial for 
public employees to show empathy for vulnerable citizens, such as the elderly, the 
disabled, and minorities who were underrepresented. Those who were more susceptible 
could have been unable to utilize internet platforms, making it impossible for them to 
exercise their rights. This idea offered ways to make digital government more relatable 
and enhance comprehension to enable automated decision-making of the requirements 
of the people. Empathy in administration recognized that citizens had distinct needs and 
skill sets, and this required redesigned as well as support in utilizing pre-filled application 
forms, official websites, and algorithms.  

 
Additionally, Khan (2023) mentioned that people could express their ideas, discuss 

their   experiences,  and  look   for  support  on platforms provided by the digital world. 
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Giving people in need emotional support required empathy, which was essential. We had 
a tremendous impact on someone's well-being when we responded with empathy and 
compassion in our online encounters. A supportive remark, an online hug, or a nice 
phrase could lift people's spirits and let them know they were not alone. Empathy allowed 
us to build a virtual support system that cuts across geographical boundaries and 
supports resilience and mental health in the digital sphere. 
 
Table 2.3 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Reliability 
 

Reliability was Very Pleasant (3.49) as to the level of customer experience on 
digital services among SSS clients. All indicators were verbally interpreted as Very 
Pleasant. Furthermore, the indicator “I am confident that the digital service ensures data 
security and privacy” had the highest computed mean of 3.63 while the indicator “The 
digital service performs accurately without any errors or interruption” had the lowest 
computed mean of 3.26. 

 
 This means that the customer experience of digital services among  SSS  clients 
is very pleasant in terms of Reliability. The majority of respondents express their 
confidence in the security and privacy of their data and have a strong preference for the 
agency’s digital services to consistently deliver precise information and functionality, 
availability, and accessibility, with minimal technical issues or disruption. 
 

Relative thereto, a study conducted by Gupta (2024) revealed that customer 
reliability had increased as digital technology was adopted more widely. Digitalization in 
banking offers advantages such as increased consumer comfort, flexibility, and reach. 
Customers could access their account information and complete transactions from any 
location and at any time, thanks to the advancements of internet and smartphone 
banking. Customers did not need to visit bank branches, saving them time and effort 
physically. 

 
In addition, TAFF Inc. (2021) stated that globally, consumers had already shifted 

to digital platforms, and businesses had to adapt to avoid losing out on business. 
Consumers would rather have purchased goods or services online through a reliable and 
safe digital platform. 
  
Table 2.4 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Responsiveness 
 

Responsiveness was Very Pleasant (3.55) as to the level of customer experience 
on digital services among SSS clients. All indicators were verbally interpreted as Very 
Pleasant. Furthermore, the indicator “The agency seeks feedback from its client to 
improve its digital services” had the highest computed mean of 3.63 while the indicator 
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“The digital service promptly acknowledges my queries or complaints” had the lowest 
computed mean of 3.43.  

 
 This means that the customer experience of digital services among SSS clients is 
very pleasant in terms of Responsiveness. It shows that there is a strong preference for 
customers’ feedback on the improvement of the the agency’s digital services. Customers 
value timely updates or notifications to their concerns and expect prompt and efficient 
responses to their queries or concerns. 

 
Moreover, in the study conducted by Chen et al. (2021), they found that customers 

perceived retail organizations that employed chatbots as innovative, and with good 
usability scores offer a personalized experience, solve problems for customers, and make 
them feel comfortable    and     respected.    Additionally,  
clients could obtain additional information from the chatbots and benefit from it with no 
effort thanks to its responsiveness, which had strong beneficial effects on the intrinsic 
values of the customer experience. Customers were happy when they felt appreciated 
and comfortable, received personalized conversations, and had their concerns resolved. 
 
Table 2.5 
Level of Customer Experience on Digital Services among SSS Clients in terms of 
Assurance 
 

Assurance was Very Pleasant (3.68) as to the level of customer experience on 
digital services among SSS clients. All indicators were verbally interpreted as Very 
Pleasant. Furthermore, the indicator “The staff is competent in providing adequate 
knowledge and assistance regarding my digital transactions” had the highest computed 
mean of 3.77 while the indicator “The digital service has a user-friendly platform that is 
easy to navigate” had the lowest computed mean of 3.52.  
 

This means that customer experience on digital services among SSS clients is 
very pleasant in terms of Assurance. Clients feel assured when the staff of the agency 
provides them the adequate knowledge and assistance on their digital transactions. They 
highly value a sense of trust in the security of their data and the importance of clear and 
accurate information.  

 
Watts (2020)  explained that one of the basic components required to build a 

successful digital platform was its trustworthiness and security (clear terms and 
conditions, privacy protection, and assurances about intellectual property and data 
ownership are required). Crafting an effective digital platform that offered a smooth user 
experience, reliable transaction processing and strong safeguard against harmful 
elements was an intricate undertaking, yet those who could successfully navigate this 
balance stand to reap immense rewards and remarkable success. 

 
In addition, as explained by Janota (2021), digital assurance always prioritized the 

user, resulting in concrete and long-term enhancements to core experiences. To ensure 
the quality, security, and compliance of digital goods and services, digital assurance 
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adopted a broader perspective than quality assurance. Beyond simple software testing, 
it considered the impact of any change on the ecosystem as a whole. 

 
As mentioned in the Wipro (2023) report, the Vice President and Global Head of 

Testing Services at Wipro Technologies, Kumudha Sridharan, said that digital assurance 
was meant to give customers a seamless and pertinent experience while safeguarding 
their financial and other data from hackers. She also added that businesses were 
prepared to make the required investments in digital assurance but the hurdle lay in 
fulfilling their expectations of performance guarantees. 
 
 
Table 3 
Test of Significant Relationship between the Level of  Digital Transformation 
Effectiveness and the Level of Customer Experience in SSS Digital Services 
 

There was a significant relationship between digital transformation effectiveness 
and the level of customer experience in SSS digital services since the r values were .636 
to .863 and interpreted with moderate positive to high positive correlation to correlate 
Digital Transformation Effectiveness and Customer Experience. The computed probability 
values of .000 were lesser than the level of significance (P<0.05); thus, the null hypothesis 
was rejected. 

This means that the higher the level of digital transformation effectiveness, the 
more pleasant the customer experience becomes. By leveraging digital transformation, 
the agency can create meaningful and positive interactions with customers, resulting in 
higher customer satisfaction. 
 

In support of the statement above, RTG Solutions Group (2023) believed that 
digital transformation and customer experience had become vital success factors in 
several businesses, including banking, healthcare, and e-commerce. Additionally, 
through the adoption of cutting-edge technologies and inventive approaches, companies 
may provide customized, effective, and user-friendly services that meet the changing 
demands of their clientele. 

 
Moreover, the study of Masoud and Basahel (2023) demonstrated that digital 

transformation had a major beneficial impact on the customer experience, suggesting that 
effective implementation of these changes improved the customer experience. 

 
Additionally, Elev8tek (2024) also mentioned that digital transformation was 

becoming increasingly important to provide a customized client experience as customer 
expectations changed 
 
Table 4 
 Proposed Action Plan 
 

The findings of the study show favorable results which means that the agency’s 
digital transformation was already highly effective, however, an action plan was proposed 
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for areas that got the lowest mean on digital transformation and customer experience. 
This action plan served as a guide to enhance the current performance of the agency’s 
technology and to maintain the confidence of the customers in the reliability of its digital 
services. 

 
Conclusions 
 
Based on the aforementioned findings of the study, the following conclusions have been 
derived. 
 
1. That the agency keeps enhancing its digital goods and services, streamlining 
processes, and increasing efficiency in transactions by utilizing technology 
advancements, understanding consumer needs, and aligning them with the company's 
objective of providing a superior customer experience.  
 
2. That SSS's digital services have improved its clients' overall customer experiences by 
including features like current data, aesthetically pleasing and easy platforms,  
accessibility,  reliable performance,  customized options,  and an innovative digital profile. 
Additionally, the agency combines empathy into the planning and execution of digital 
services, catering to each client's unique requirements and preferences while achieving 
personalized interactions and prompt customer service, prompt and efficient responses 
to queries or concerns, all of which increase user engagement and improve the overall 
customer experience. Moreover, it demonstrates that clients have voiced their confidence 
in the security and privacy of their data as well as their strong preference for the agency 
to continuously supply accurate information and functionality, availability, and 
accessibility with the least amount of disruption or technical concerns possible from its 
digital services. 
 
3. That the efficacy of the digital transformation increases with the level of customer 
experience. It follows that the agency can increase customer satisfaction by utilizing 
digital transformation to establish good and meaningful relationships with clients. 
 
4. That enhancement program is necessary and beneficial to address the identified 
shortcomings and improve the user experience for digital services. 
 

Recommendations 
 

Based on the findings summarized and the conclusion obtained, the following 
recommendations were hereby suggested. 
 
1. SSS may continually improve its digital offerings by simplifying the utilization of 
emerging technologies and providing assistance and support to clients. Additionally, 
increasing the speed and performance of digital systems and assuring compatibility with 
multiple operating systems would increase efficiency and production, resulting in higher 
client satisfaction. Furthermore, SSS should put proactive monitoring and event 
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management systems in place, as well as invest in strong infrastructure with redundancy 
measures, to increase dependability and improve operational efficiency. Regular testing, 
upkeep, and disaster recovery planning may also assist reduce downtime and guarantee 
that customers' access to digital services is uninterrupted. 
 
2. SSS may continue to elevate customer experience on its digital services by prioritizing 
user-centric design, personalization, and accessibility. SSS may also focus on enhancing 
the reliability of its digital services through regular audits, redundancy measures, and 
proactive monitoring. Additionally, the agency may upgrade its ticketing system and add 
well-trained agents to streamline customer support and ensure prompt and efficient 
responses to user queries or complaints. Lastly, SSS may modify its existing user 
feedback mechanism online to actively seek evaluation or suggestions for the 
improvement of its digital services. 
3. SSS may sustain the effectiveness of its digital transformation by continually 
evaluating, innovating, and adopting a customer-centric approach that will enhance 
positive customer experience. 
 
4. SSS may carefully consider the proposed action plan on areas requiring improvement, 
incorporating it as a valuable guide for future enhancement. 
 
5. Future researchers may contribute to expanding knowledge and understanding of how 
to improve digital services and customer experiences. These study subjects have the 
potential to stimulate innovation, improve industry practices, and eventually result in the 
creation of more user-centric and effective digital solutions. 
 

Compliance with Ethical Standards  
 
This research adhered to a set of guidelines to maintain ethical standards at every stage 
of the investigation. Respondent's official consent was requested before any type of 
communication was initiated, ensuring that they had a clear understanding of the research 
purpose, procedures, and benefits. Additionally, they were informed that they could 
choose not to participate in the study and that any information they provided would be 
kept confidential and used solely for academic research purposes.  The data and 
information that were gathered were handled with utmost care and confidentiality, 
following the Data Privacy Act of 2012. The research findings were reported accurately 
and transparently, without misinterpretation or manipulation of data. 
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