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ABSTRACT  

In the rapidly evolving digital era, competition among brands is no longer determined 

solely by products or prices but is increasingly influenced by the quality of customer 

experiences across various digital channels. This study aims to examine how 

exceptional customer experiences shape digital loyalty and strengthen brand value. 

Using a literature review method, the research analyzes five recent academic articles 

that discuss the relationship between digital experience, customer engagement, and 

brand loyalty. The results indicate that positive digital experiences through 

personalization, ease of access, and brand consistency play a crucial role in building 

customer trust and satisfaction. However, the main challenge lies in the gap between 

customers’ digital expectations and the organization’s ability to sustain the quality of 

those experiences over time. This study concludes that digital loyalty strategies 

grounded in customer experience can serve as a long-term source of competitive 

advantage. It also recommends greater investment in analytical technologies and 

adaptive experience design to enhance emotional connections and brand value in 

digital environments. 

Keywords: Brand Value, Customer Engagement, Customer Experience, Digital Loyalty. 

  

https://creativecommons.org/licenses/by-sa/4.0/
https://crossmark.crossref.org/dialog/?doi=10.63208/21014-575&domain=pdf&


  

Nirmala Gunawan Putri et al. 

52 

1. | INTRODUCTION   

The development of digital technology and changes in consumer behavior have 

transformed the way brands interact with their customers. In an era where purchasing 

decisions are no longer solely determined by location, price, or product quality, 

customer experience has become a key factor in building brand loyalty and strength. 

Consumers now expect personalized, fast, and consistent experiences across various 

digital platforms, such as social media, online applications, and even artificial 

intelligence-based services. This transformation has given rise to the concept of digital 

loyalty, a form of customer engagement with a brand built through positive interactions 

and experiences in the digital space. 

According to Ahmad et al. (2022), interactive and personalized customer 

experiences play a crucial role in creating customer engagement and loyalty. This aligns 

with the findings of Dyatmika et al. (2025), which show that customer satisfaction 

based on digital strategies contributes significantly to long-term loyalty. Meanwhile, 

Henson (2025) emphasized that social media has become a key channel for building 

brand loyalty through relevant and authentic content. More broadly, Jaiswal (2025) and 

Ali (2025) added that digital loyalty can strengthen trust, reduce price sensitivity, and 

increase repeat purchase tendencies. 

However, the ease with which consumers can switch between brands in the digital 

space presents a new challenge for companies: maintaining a consistent customer 

experience. Many organizations have not been able to align their brand promise with 

the reality of their digital interactions, which can ultimately weaken their brand image 

and undermine customer trust. Therefore, a deeper understanding of how digital 

experiences can create strong and lasting emotional connections between customers and 

brands is necessary. This article aims to highlight the role of digital experience as a key 

strategy in building digital loyalty, using a qualitative approach based on a literature 

review of recent research. This study is expected to provide academic and practical 

contributions to understanding how brands can leverage digital transformation to 

strengthen customer loyalty amidst increasingly competitive global competition. 

2. | LITERATURE REVIEW  

This literature review serves as a theoretical foundation explaining the relationship 

between digital experience, customer engagement, and brand loyalty in the context of 

digital transformation. This section not only summarizes previous research but also 

evaluates and synthesizes recent empirical findings to confirm the relevance and 

contribution of this study to the existing literature. 

Digital customer experience encompasses the perceptions and emotions that arise 

during customer interactions with brands across various digital channels. Its key 

dimensions include ease of navigation, personalization, transaction security, and 

emotional satisfaction from online interactions. Ahmad et al. (2022) found that effective 

digital experiences significantly increase customer satisfaction and loyalty. This finding 
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is supported by Dyatmika et al. (2025), who asserted that consistent digital experiences 

across multiple platforms can build emotional attachment and trust in a brand. 

Furthermore, Henson (2025) highlighted the role of social media, particularly 

Instagram, in building loyalty through relevant and authentic content, where customers 

become not only recipients of messages but also active advocates for the brand. 

Meanwhile, digital customer engagement is the emotional, cognitive, and 

behavioral connection between customers and brands facilitated by technology. 

According to Jaiswal (2025), this engagement emerges when a brand is able to provide 

a valuable and personalized experience, so that customers feel valued and connected. 

Engagement acts as a bridge between digital experiences and brand loyalty (Dyatmika 

et al., 2025). More broadly, digital loyalty reflects customer commitment demonstrated 

through repeat purchases, brand advocacy, and resistance to competitors (Ali, 2025). 

Ahmad et al. (2022) added that this type of loyalty is now based more on emotional 

closeness, rather than simply transactional incentives. Thus, the success of building 

digital loyalty depends not only on product quality, but also on the brand's ability to 

create consistent, interactive, and authentic digital experiences that strengthen the 

emotional connection between customers and the brand. 

3. | RESEARCH METHOD  

This study uses the Systematic Literature Review (SLR) method to critically 

examine the roles, strategies, and challenges in building digital loyalty through superior 

customer experiences and their impact on brand strengthening. This approach was 

chosen because it is systematic, transparent, and replicable, allowing the research 

results to be retested by other researchers. Furthermore, the SLR method allows 

researchers to develop a comprehensive, evidence-based understanding of the 

relationship between digital experiences, customer engagement, and brand loyalty. 

The sampling process in this study was conducted using a Systematic Literature 

Review (SLR) approach by systematically selecting scholarly articles relevant to the 

topics of digital customer experience, customer engagement, and digital brand loyalty. 

The researchers established several inclusion criteria to ensure that only credible and 

relevant scholarly sources were used. Selected articles must have been published 

between 2020 and 2025, written in English or Indonesian, and address key themes such 

as digital experience, brand loyalty, customer engagement, or digital branding. 

Furthermore, included articles must be based on empirical research (quantitative, 

qualitative, or mixed methods) or verified theoretical reviews, and present empirical 

evidence on the relationship between customer experience and brand loyalty. Exclusion 

criteria included non-scholarly articles such as editorials, opinion pieces, and sources 

without peer review, as well as articles irrelevant to the main focus of the study. From 

a search of more than 20 articles in academic databases, five key articles were selected 

for further analysis because they met all inclusion criteria: Ahmad et al. (2022), 

Dyatmika et al. (2025), Henson (2025), Jaiswal (2025), and Ali (2025). 
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The data collection stage was conducted through a structured search of academic 

databases such as Scopus, Web of Science, Google Scholar, Emerald Insight, and 

JSTOR. The search process used a combination of keywords reflecting the research 

focus, such as "digital customer experience," "digital loyalty," "brand trust," "customer 

engagement," and "omnichannel marketing." The data collection process involved four 

main stages. First, an initial search to identify potential articles based on keywords. 

Second, an initial screening was conducted by assessing topic relevance through titles 

and abstracts. Third, a full-text review was conducted to read and assess the full content 

of articles that met the initial criteria. Fourth, data was recorded by creating a literature 

matrix containing information about the author, year of publication, research methods, 

key variables, and key results and findings from each study. These steps ensured that 

the collected data was valid, consistent, and relevant to the research objective, which 

was to understand how digital experiences contribute to the formation of customer 

loyalty. 

The analysis process in this study was conducted using a thematic synthesis 

approach to identify patterns, key themes, and relationships between variables from the 

studies reviewed. The analysis was conducted in three broad categories. First, the role 

of digital customer experience on customer perception, trust, and loyalty. In this 

category, factors such as ease of access, personalization, and brand value consistency 

were analyzed (Ahmad et al., 2022; Dyatmika et al., 2025). Second, customer 

engagement as a mediating variable explains how emotional interactions, two-way 

communication, and active customer participation on social media mediate the 

relationship between digital experience and brand loyalty (Henson, 2025; Jaiswal, 

2025). Third, digital loyalty strategies and challenges highlight how companies build 

long-term relationships amidst digital dynamics, including issues of brand switching, 

digital trust, and the need for transparency and personalization (Ali, 2025). Each article 

was coded based on these dimensions to ensure consistency of analysis and facilitate 

replication by other researchers in the future. This approach also strengthens the 

reliability and validity of research findings by emphasizing the conceptual linkages 

between existing theory and empirical results. 

4. | RESULTS  

The results of this systematic review indicate a consistent relationship between 

digital experience, customer engagement, and digital brand loyalty. The analysis was 

conducted descriptively and inferentially using a thematic synthesis approach to five 

key articles. Descriptive analysis was used to map the focus of previous research, while 

qualitative inferential analysis was conducted to identify patterns of relationships 

between variables and test the alignment of the findings with the conceptual hypotheses 

of this study. 

In general, the results of this study indicate that a quality digital experience has a 

positive effect on brand loyalty, both directly and through the mediation of customer 
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engagement. Customers who experience a seamless, personalized, and valuable digital 

experience tend to have higher levels of brand trust and advocacy. 

Digital Experience 

Based on research findings, digital experience is a key factor shaping customer 

perceptions of a brand. Research by Ahmad et al. (2022) and Dyatmika et al. (2025) 

emphasizes that a personalized, accessible, and consistent digital experience can 

increase satisfaction and encourage positive customer interactions. A good digital 

experience depends not only on interface design or service speed, but also on the extent 

to which customers feel understood by the company's digital systems. 

However, a challenge that arises is inconsistency across digital channels, where 

customers often perceive differences in service quality between websites, social media, 

and apps. This inconsistency can undermine customer perceptions of a brand's 

professionalism and reliability. 

Customer Engagement 

Customer engagement acts as a mediator between digital experience and brand 

loyalty. Synthesized research from Henson (2025) and Jaiswal (2025) shows that the 

higher the level of customer engagement, the stronger their emotional connection and 

commitment to the brand. 

Customer engagement extends beyond transactions to active participation, such as 

providing feedback, interacting on social media, and sharing positive experiences with 

others. However, research also identifies challenges such as low customer engagement 

and information overload resulting from excessive digital stimuli. 

Customer Engagement 

Customer engagement acts as a mediator between digital experience and brand 

loyalty. Synthesized research from Henson (2025) and Jaiswal (2025) shows that the 

higher the level of customer engagement, the stronger their emotional connection and 

commitment to the brand. 

Customer engagement extends beyond transactions to active participation, such as 

providing feedback, interacting on social media, and sharing positive experiences with 

others. However, research also identifies challenges such as low customer engagement 

and information overload resulting from excessive digital stimuli. 

Digital Loyalty 

Digital loyalty reflects a customer's commitment to continue using and 

recommending a particular brand in the digital environment. Based on Ali's (2025) 

synthesis, loyalty is formed through a combination of satisfaction, trust, and emotional 

engagement that are built continuously. 

Loyal customers tend to make repeat purchases, provide positive reviews, and act 

as brand advocates in the digital world. However, the study also shows that intense 

brand competition and ease of switching platforms are key challenges in maintaining 

digital loyalty. Therefore, companies must consistently strengthen the value of the 

experience and relationships with customers to prevent a decline in loyalty. 



  

Nirmala Gunawan Putri et al. 

56 

Overall, these three aspects demonstrate a mutually reinforcing relationship. A 

good digital experience drives customer engagement, and that engagement ultimately 

strengthens digital loyalty. This relationship underscores the importance of a digital-

based customer experience strategy as a foundation for building long-term loyalty. 

 

Table 1. Summary of the Relationship between Digital Experience and Brand Loyalty 
Research Aspect Key Findings / Benefits Challenges / 

Influencing Variables 

Main Sources 

Digital Experience Personalization, easy access, 

increased customer satisfaction 

Consistency across 

digital channels 

Ahmad et al., 2022; 

Dyatmika et al., 

2025 

Customer 

Engagement 

Emotional interaction, active 

participation, two-way 

communication 

Low participation, 

information overload 

Henson, 2025; 

Jaiswal, 2025 

Digital Loyalty Trust, customer advocacy, 

repeat purchases 

Brand competition, 

switching behavior 

Ali, 2025 

Source: synthesized by the author based on literature review (2025) 
 

5. | DISCUSSION 

This section emphasizes the theoretical and practical implications of the research 

findings and relates them to previous literature on digital brand management. The 

research findings reinforce the understanding that digital customer experience plays a 

central role in building sustainable brand loyalty. This finding aligns with the theories 

of Ahmad et al. (2022) and Dyatmika et al. (2025), who emphasize that data driven 

personalization not only enhances convenience but also deepens the emotional 

connection between customers and brands. The practical implication is that 

organizations need to view digital experiences not simply as a transactional medium, 

but as a strategic means to build emotional connections and shared values with 

customers. 

Furthermore, the research findings indicate that customer engagement serves as a 

reinforcing mechanism between digital experience and brand loyalty. This is consistent 

with the findings of Henson (2025) and Jaiswal (2025), who found that two-way 

interaction and transparent communication increase customers' trust and attachment to 

a brand. More broadly, authentic digital engagement contributes to the formation of 

stronger and more loyal brand communities, ultimately extending the customer 

relationship cycle. This indicates that loyalty stems not only from satisfaction but also 

from active participation and emotional resonance with brand values. 

Furthermore, the research findings confirm Ali's (2025) finding that value- and 

emotion-based digital loyalty is more resilient to market changes than transactional 

loyalty. Therefore, companies in the digital era are advised to develop value cantered 

digital experiences that emphasize the brand's mission, authenticity, and social values. 

The main challenge that arises is maintaining experience consistency across various 

digital channels, as a mismatch between customer expectations and service reality can 
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undermine trust. Therefore, the strategic implication of this research is the need for a 

holistic approach that integrates three key pillars meaningful experience, authentic 

engagement, and brand consistency as the foundation for building sustainable and 

competitive digital loyalty in the era of digital transformation. 

6. | CONCLUSION  

Based on the analysis and discussion, it can be concluded that digital customer 

experience is a key element in building sustainable brand loyalty in the era of digital 

transformation. Loyalty is no longer solely influenced by transactional factors, but 

rather by emotional connections, trust, and shared values created through authentic and 

consistent digital interactions. This reinforces the finding that successful digital brand 

management lies in an organization's ability to combine technology with a human-

cantered approach. 

Practically, the research findings emphasize the need for organizations to balance 

technology investments with the development of adaptive experiences and empathetic 

brand communications. Digitalization without an emotional touch risk creating shallow 

interactions, while digital experiences designed with value and authenticity can 

strengthen long-term loyalty. However, this study is limited by its literature-based 

nature, which prevents it from empirically testing causal relationships between 

variables. This limitation may affect the generalizability of the findings, particularly 

due to differences in industry contexts and digital consumer characteristics across 

sectors. 

For future research, it is recommended to employ both quantitative and qualitative 

empirical approaches to directly measure the relationship between digital experience, 

customer engagement, and brand loyalty. Cross-sector or cross-cultural studies are also 

important to extend the validity of the findings and provide more contextual strategic 

guidance for organizations. Thus, the theoretical contribution of this research lies in 

affirming the role of digital experiences as a key driver of emotional loyalty, while its 

practical contribution is realized in recommendations for designing digital strategies 

based on values, empathy, and brand consistency. 
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