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ABSTRACT

In the rapidly evolving digital era, competition among brands is increasingly shaped
by customer experience across digital touchpoints rather than products and prices
alone. This study aims to examine how digital customer experience contributes to
digital loyalty and brand strengthening. Using a Systematic Literature Review (SLR)
approach, the study synthesizes five empirical studies published between over the last
five years focusing on digital experience, customer engagement, and brand loyalty.
The findings indicate that personalized, accessible, seamless, and consistent digital
experiences enhance customer satisfaction, trust, and emotional connection with
brands. Customer engagement serves as an important mechanism linking digital
experience to digital loyalty through active interaction, participation, and brand
advocacy. However, inconsistencies across digital channels, information overload,
intense competition, and low switching barriers remain key challenges to sustaining
loyalty. The study concludes that digital loyalty strategies based on meaningful
experiences, authentic engagement, and brand consistency can strengthen long-term
competitive advantage. Organizations should therefore integrate technology with
human-centered, adaptive, and value-oriented digital strategies to build sustainable
customer relationships.
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Digital Loyalty: How Great Experiences....

1. | INTRODUCTION

The development of digital technology and changes in consumer behavior have
fundamentally transformed the way brands interact with their customers. In the digital
era, purchasing decisions are no longer determined solely by location, price, or product
quality; instead, customer experience has become an important factor in creating
meaningful relationships, brand loyalty, and competitive strength. Consumers
increasingly expect personalized, fast, responsive, and consistent experiences across
multiple digital touchpoints, including social media, online applications, websites, and
artificial intelligence-based services. This transformation has strengthened the concept
of digital loyalty, which reflects customers’ continued engagement and commitment to
brands through positive digital interactions and experiences (Kotler & Keller, 2023;
Lemon & Verhoef, 2016).

Customer experience encompasses consumers’ interactions with a brand
throughout different stages of the customer journey, making consistency across digital
channels increasingly important (Lemon & Verhoef, 2016). Ahmad et al. (2022)
demonstrate that online customer experience contributes to loyalty through customer
engagement, with value co-creation further influencing this relationship. Similarly,
Dyatmika et al. (2025) show that customer satisfaction generated through digital
strategies significantly contributes to long-term brand loyalty. Henson (2025)
highlights the importance of social media, particularly Instagram, as a channel for
developing loyalty through relevant and authentic digital marketing content. In
addition, Saputra et al. (2024) indicate that digital marketing practices influence
consumer behavior and strengthen brand loyalty, while Respati et al. (2024) emphasize
the role of brand community identification in developing customer loyalty. These
findings are consistent with the broader perspective that digital relationship
management and customer participation can strengthen interactions between consumers
and brands (Prahalad & Ramaswamy, 2004; Malthouse et al., 2013).

However, the ease of comparing and switching between brands in digital
environments creates challenges in maintaining consistent customer experiences.
Misalignment between brand promises and actual digital interactions can weaken brand
image, trust, and loyalty. The shift from multi-channel to omni-channel environments
further emphasizes the need for integrated and consistent experiences across
touchpoints (Verhoef et al., 2015), while emerging digital ecosystems continue to
reshape customer brand interactions and loyalty development (Agbaya, 2025).
Therefore, understanding how digital experiences build lasting customer relationships
is essential. This study examines digital experience as a key strategy for developing
digital loyalty through a qualitative literature review. It aims to provide academic and
practical insights into how digital transformation, customer engagement,
personalization, and meaningful experiences can strengthen customer loyalty in
increasingly competitive digital markets.
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2. | LITERATURE REVIEW

This literature review provides a theoretical foundation for understanding the
relationship between digital customer experience, customer engagement, and brand
loyalty. Digital customer experience refers to customers’ perceptions and emotional
responses to brand interactions across digital channels, including navigation,
personalization, transaction security, and emotional satisfaction. Customer experience
develops throughout the customer journey and across multiple touchpoints, making
consistency essential (Lemon & Verhoef, 2016). Effective online experiences can
enhance customer engagement and subsequently strengthen loyalty, while value co-
creation can reinforce this relationship (Ahmad et al.,, 2022). Digital customer
engagement represents the emotional, cognitive, and behavioral connection between
customers and brands through digital technology. Personalized and valuable
experiences can strengthen customers’ sense of recognition and connection (Respati et
al., 2024).

Engagement therefore serves as an important bridge between digital experience and
brand loyalty (Ahmad et al., 2022; Dyatmika et al., 2025). Social media further enables
continuous interaction, allowing customers to participate in brand communities and
become active advocates (Malthouse et al., 2013; Henson, 2025). Digital loyalty
reflects customers’ commitment to a brand through repeat purchases, advocacy, and
resistance to competitors (Saputra et al., 2024). Customer participation and value co-
creation strengthen brand relationships (Prahalad & Ramaswamy, 2004), while
satisfaction supports long-term loyalty (Dyatmika et al., 2025). Thus, digital loyalty
depends on consistent, interactive, personalized, and authentic experiences that foster
meaningful customer—brand relationships.

3. | RESEARCH METHOD

This study employs a Systematic Literature Review (SLR) to examine strategies
and challenges in building digital loyalty through customer experience and its
contribution to brand strengthening. The SLR provides a systematic and transparent
process for understanding the relationship between digital experience, customer
engagement, and brand loyalty. Articles were selected based on relevance to digital
customer experience, customer engagement, digital loyalty, and digital branding.
Inclusion criteria covered studies published between 2020 and 2025, written in English
or Indonesian, and using empirical methods or verified theoretical reviews. Editorials,
opinion pieces, non-peer-reviewed sources, and irrelevant studies were excluded. From
more than 20 articles identified, five key studies were selected: Ahmad et al. (2022),
Respati et al. (2024), Saputra et al. (2024), Dyatmika et al. (2025), and Henson (2025).

Data were collected through searches of Scopus, Web of Science, Google Scholar,
Emerald Insight, and JSTOR, using keywords such as “digital customer experience,”
“digital loyalty,” “brand trust,” “customer engagement,” and “omnichannel marketing.”
The process involved searching, title and abstract screening, full-text assessment, and
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data extraction. The selected studies were analyzed using thematic synthesis, producing
three themes: digital customer experience and loyalty (Ahmad et al., 2022; Dyatmika
et al., 2025); customer engagement as a mediating mechanism (Respati et al., 2024;
Henson, 2025) and digital loyalty strategies and challenges (Saputra et al., 2024).

4. | RESULTS

The results of this systematic review indicate a consistent relationship between
digital experience, customer engagement, and digital brand loyalty. Using a descriptive
and qualitative inferential approach through thematic synthesis of five key articles, the
analysis maps the main research findings and identifies patterns among the variables in
line with the conceptual framework developed in the previous sections. Overall, the
findings demonstrate that a high-quality digital experience positively influences brand
loyalty, both directly and indirectly through customer engagement. Customers who
receive seamless, personalized, accessible, and valuable digital experiences tend to
develop stronger satisfaction, trust, emotional connections, and advocacy toward the
brand (Ahmad et al., 2022; Dyatmika et al., 2025).

Table 1. Summary of the Relationship between Digital Experience and Brand Loyalty

Research

Key Findings / Benefits Challenges Main Sources
Aspect
Digital Personalization, easy Consistency across Ahmad et al.,
Experience access, increased customer digital channels 2022; Dyatmika et
satisfaction al., 2025
Customer Emotional interaction, Low participation, Henson, 2025;
Engagement active participation, two- information Respati et al.,
way communication overload 2024
Digital Loyalty =~ Trust, customer advocacy, = Brand competition, Saputra et al.,
repeat purchases switching behavior 2024

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

The findings indicate that digital experience is a fundamental factor shaping
customer perceptions of brands. Ahmad et al. (2022) and Dyatmika et al. (2025) show
that personalization, accessibility, and consistency across digital interactions can
increase customer satisfaction and encourage positive responses. This finding is
consistent with Lemon and Verhoef (2016), who emphasize that customer experience
develops throughout the customer journey and across multiple touchpoints. Therefore,
digital experience is not limited to interface design or service speed but also reflects the
extent to which customers perceive that their needs and preferences are understood.
Nevertheless, inconsistency between websites, social media, and mobile applications
may weaken perceptions of professionalism and reliability and reduce the overall
quality of the customer journey (Verhoef et al., 2015).

Customer engagement emerges as an important mechanism connecting digital
experience with brand loyalty. The synthesis of Respati et al. (2024) and Henson (2025)
indicates that higher engagement strengthens customers’ emotional connection and
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commitment to brands. Engagement extends beyond transactions to include feedback,
social media interaction, content sharing, and brand advocacy. This finding reinforces
Ahmad et al. (2022), who demonstrate that online customer experience contributes to
loyalty through customer engagement, while value co-creation can further strengthen
this relationship. However, low engagement and information overload caused by
excessive digital stimuli remain important challenges for companies seeking to
maintain meaningful interactions.

Digital loyalty represents customers’ commitment to continue purchasing from,
interacting with, and recommending a brand in digital environments. Saputra et al.
(2024) indicate that loyalty develops through the continuous combination of
satisfaction, trust, and emotional engagement. Loyal customers are more likely to make
repeat purchases, provide positive reviews, and act as brand advocates. This 1s also
consistent with Respati et al. (2024), who highlight the importance of brand community
identification in strengthening loyalty. However, intense competition and the ease of
switching between digital platforms make loyalty increasingly difficult to sustain.

Overall, the findings confirm a mutually reinforcing relationship in which a
positive digital experience strengthens customer engagement, while stronger
engagement contributes to digital loyalty. Consistent with the literature review, the
results demonstrate that brands must integrate personalization, accessibility,
consistency, interaction, and authenticity across digital touchpoints. Thus, digital
customer experience should be viewed not merely as a technological function but as a
strategic foundation for developing trust, meaningful engagement, and long-term brand
loyalty.

5. | DISCUSSION

The findings of this study reinforce the theoretical understanding that digital
customer experience plays a central role in developing sustainable digital brand loyalty.
The results confirm that personalized, accessible, consistent, and valuable digital
experiences can strengthen customer satisfaction, trust, and emotional attachment. This
finding is consistent with Ahmad et al. (2022), who demonstrate that online customer
experience contributes to loyalty through customer engagement, and with Dyatmika et
al. (2025), who emphasize the importance of customer satisfaction in strengthening
long-term brand loyalty. From a theoretical perspective, these findings indicate that
digital experience should be understood as a multidimensional process that extends
across the customer journey rather than merely as a technological or transactional
function (Lemon & Verhoef, 2016).

The findings further demonstrate that customer engagement functions as an
important mechanism linking digital experience and digital loyalty. Consistent with
Henson (2025) and Respati et al. (2024), two-way interaction, social participation,
relevant content, and transparent communication can strengthen customers’ emotional
connection and commitment to brands. This extends the understanding of loyalty
beyond repeated transactions, as engaged customers may actively provide feedback,
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interact with brand communities, share positive experiences, and advocate for the
brand. The role of value co-creation identified by Ahmad et al. (2022) also suggests
that customer participation can strengthen the relationship between experience and
loyalty.

From a practical perspective, the findings suggest that companies should develop
value-centered digital experiences emphasizing personalization, authenticity,
meaningful interaction, and consistent brand values. Saputra et al. (2024) indicate that
digital loyalty is closely associated with satisfaction, trust, and consumer responses to
digital marketing practices. Therefore, organizations should focus not only on short-
term transactions but also on creating experiences that encourage emotional resonance
and long-term relationships. This is particularly important because intense digital
competition and low switching barriers make customers more likely to move between
brands.

However, maintaining consistency across digital touchpoints remains a significant
challenge. Differences between websites, social media, applications, and other
platforms may create gaps between customer expectations and actual service
experiences, potentially weakening trust and loyalty (Verhoef et al., 2015). Thus, the
strategic implication of this study is the need for a holistic approach based on three
interconnected pillars: meaningful digital experience, authentic customer engagement,
and consistent brand delivery. Together, these pillars provide a foundation for
strengthening sustainable and competitive digital loyalty in an increasingly dynamic
digital environment.

6. | CONCLUSION

This systematic literature review concludes that digital customer experience is a
key driver of sustainable brand loyalty in the era of digital transformation. Loyalty is
increasingly influenced by personalization, trust, emotional connection, meaningful
engagement, and shared brand values rather than transactional factors alone. Seamless,
accessible, authentic, and consistent digital experiences can strengthen customer
engagement, supporting repeat purchases, positive advocacy, and long-term loyalty.
From a practical perspective, organizations should balance technological investment
with human-centered digital experiences. Digital strategies should prioritize
meaningful interactions, authentic communication, personalization, empathy, and
consistency across digital touchpoints, particularly in competitive environments where
customers can easily switch brands. This study is limited by its literature-based SLR
approach, which does not allow direct empirical testing of causal relationships and may
limit generalizability across industries and consumer contexts. Future research should
employ quantitative and qualitative approaches, including cross-sector and cross-
cultural studies, to further examine the relationships among digital customer
experience, customer engagement, and brand loyalty. Overall, the study highlights
digital experience, engagement, trust, empathy, and consistency as important
foundations for sustainable digital loyalty strategies.
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