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ABSTRACT  ARTICLE INFO 

The purpose of this research is to examine the role of customer 
experience (CX) in digital marketing, specifically the impact of online 
interactions on consumer loyalty. Using the systematic literature review 
method, this research analyzes relevant journal articles from various 
academic databases. The findings indicate that positive online 
interactions, through personalization, responsiveness, and ease of use 
of digital platforms, significantly shape consumer perceptions and build 
emotional connections. Superior CX in the digital realm, such as a 
seamless journey on websites, instant customer support through 
chatbots, and relevant content on social media, strongly correlates with 
increased satisfaction and ultimately drives long-term consumer 
loyalty. The contribution of this research lies in providing a 
comprehensive framework that integrates various dimensions of online 
interactions and their impact on loyalty, offering strategic insights for 
digital marketers to design consumer-centric experiences to enhance 
retention and customer lifetime value. 

 
Submission:  
Reviewing: 
Edited: 
Published: 

Keywords: 

Customer Experience, 
Digital Marketing, 
Online Interactions,  
Consumer Loyalty,  
Systematic Literature 
Review. 

p-ISSN: xxxx-xxxx 
e-ISSN: xxxx-xxxx 

 
 

 
 
 

___________ 
* * Corresponding Author at Jl. Raya Citayam No.RT 001/005, Pd. Jaya, Kec. Cipayung, Kota Depok, Jawa Barat, 

Indonesia.    
   E-mail address: raniazzahra324@gmail.com1, nuryanisusan@gmail.com2 
 
https://doi.org/xxxx 
 
 
 
 
 
 
 
 
 
 
 
 
 
Copyright ©2024 THE AUTHOR (S). This article is distributed under a Creative Commons Attribution – Share Alike 4.0 
International license. The Youth Entrepreneur Management Journal is published by “Lembaga Penelitian dan Pengabdian 
Masyarakat (LPPM)” Sekolah Tinggi Ilmu Ekonomi GICI, Depok – Indonesia. 

 

mailto:raniazzahra324@gmail.com
mailto:nuryanisusan@gmail.com


   Vol. 1; No. 1; July 2025 
p. 39 – 50  

40 
 

Introduction  

The digital era has fundamentally changed the marketing landscape. Consumers today no 

longer passively receive advertising messages; instead, they actively interact with brands 

through various digital touchpoints, ranging from websites, social media, mobile apps, to chatbots 

and marketing emails (Lemon & Verhoef, 2016). In this increasingly fragmented and technology-

dominated environment, the focus of marketing has significantly shifted from mere sales 

transactions to the creation and management of a comprehensive and satisfying customer 

experience (CX) (Meyer & Schwager, 2007). CX is defined as the totality of a customer's 

interactions with a brand or company, from initial awareness to post-purchase, which shapes the 

emotional and rational perceptions of the customer towards the brand (Gentile et al., 2007).  

In the context of digital marketing, customer experience is no longer just a differentiator, 

but the core strategy for building long-term relationships and generating consumer loyalty (Luo 

& Kumar, 2013). Consumer loyalty, which includes repeat purchasing behavior and brand 

advocacy, is a valuable asset that directly correlates with a company's profitability and 

sustainable growth (Reichheld, 2001). Online interactions, which are an integral part of digital 

CX, play a crucial role in shaping this loyalty. These interactions can include intuitive website 

navigation, the speed of online customer service responses, personalized product 

recommendations, and content engagement on social media (Hollebeek et al., 2019).  

The phenomenon of increasingly savvy and demanding "digital consumers" forces brands 

to not only provide good products or services but also ensure that every digital touchpoint offers 

a seamless, relevant, and satisfying experience (Forrester, 2020). Failing to provide a positive 

digital experience can quickly lead to customer loss to competitors, given the low switching 

barriers in the online environment (Kumar & Reinartz, 2016). Conversely, superior digital CX can 

turn consumers into strong brand advocates, who are not only loyal in their purchases but also 

recommend the brand to others (Harmon & Kim, 2019).  

Although the importance of CX in digital marketing has been widely discussed, a more 

structured literature review is still needed to deeply understand how various forms of online 

interactions specifically influence the formation and maintenance of consumer loyalty. This 

research aims to bridge this gap by conducting a systematic review of the current literature.  

Thus, the aim of this research is to examine the role of customer experience in digital 

marketing, particularly how various aspects of online interactions influence consumer loyalty. 

Through this analysis, we hope to provide a comprehensive understanding of the mechanisms 

behind this relationship and offer practical implications for marketers striving to build sustainable 

loyalty in the digital era. 
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Literature Review  

This literature review will elaborate on the core concepts of customer experience and 

consumer loyalty, followed by an in-depth discussion on how various dimensions of online 

interactions in digital marketing affect both concepts. 

Customer Experience (CX) in the Digital Context  

Customer Experience (CX) is defined as the totality of all customer interactions with a 

company or brand, both directly and indirectly, throughout the customer journey (Gentile et al., 

2007; Meyer & Schwager, 2007). This includes cognitive, affective, sensory, and behavioral 

aspects. In the context of digital marketing, CX specifically focuses on interactions that occur 

through digital channels such as websites, mobile applications, social media, email, chatbots, 

and e-commerce. Verhoef et al. (2009) emphasize that digital CX is multidimensional, 

encompassing functional aspects (e.g., ease of use, efficiency), emotional aspects (e.g., 

satisfaction, pleasure), and social aspects (e.g., interaction with online communities).  

Modern digital marketers recognize that CX is a key differentiator. Companies that provide 

superior CX often see an increase in customer satisfaction, loyalty, and even a willingness to pay 

premium prices (Temkin Group, 2018). Effective digital CX is characterized by personalization, 

relevance, ease, speed, and consistency across all touchpoints (Kumar & Reinartz, 2016).  

Consumer Loyalty  

Consumer loyalty is a steadfast commitment to consistently repurchase liked products or 

services in the future, despite situational influences and marketing efforts that may cause 

switching behavior (Oliver, 1999). Loyalty is not only measured by repeat purchase behavior 

(behavioral loyalty) but also by positive attitudes and emotional preferences towards the brand 

(attitudinal loyalty) (Jacoby & Chestnut, 1978). Loyal consumers tend to buy more, be less price-

sensitive, provide positive word-of-mouth, and resist competitor efforts (Reichheld, 2001). In 

digital marketing, loyalty becomes more crucial due to the low switching barriers and the 

abundance of choices available to consumers.  

Online Interaction and Its Impact on CX and Loyalty  

Online interactions refer to all forms of communication or engagement between consumers 

and brands through digital channels. Various forms of these interactions contribute to the 

formation of CX and, in turn, affect consumer loyalty.  

1. Quality of Websites and Mobile Applications The quality of websites and mobile 

applications is the foundation of digital CX. Aspects such as usability, loading speed, 

intuitive navigation, and visually appealing design greatly influence customer perception 

(Parasuraman et al., 2005). Responsive websites that are easily accessible on various 

devices create a seamless experience (Klaus, 2013). Research by Hsiao et al. (2010) 

found that high-quality website design and good functionality positively correlate with user 
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satisfaction and repurchase intention. An efficient and seamless experience on this 

platform reduces customer effort and increases satisfaction, which is a precursor to loyalty.  

2. Personalization and Content Relevance Personalization involves adjusting offers, 

messages, and digital experiences to align with individual customer preferences (Kumar & 

Reinartz, 2016). This can be achieved through the analysis of online behavioral data and 

the use of recommendation algorithms (Haenlein & Kaplan, 2019). When content, products, 

or services are recommended relevantly, consumers feel valued and understood, which 

enhances satisfaction and emotional attachment to the brand (Lemon & Verhoef, 2016). A 

study by Accenture (2018) shows that consumers tend to be more loyal to brands that 

provide personalized experiences. Relevant interactions create added value for 

consumers, encouraging them to remain loyal to the brand.  

3. Digital Customer Service (Chatbots, Live Chat, Interactive FAQs) The availability of 

responsive and efficient customer service through digital channels greatly influences CX 

(Klaus, 2013). Live chat and chatbots that can provide instant answers or direct to the right 

solutions reduce customer frustration and increase satisfaction (Luo & Kumar, 2013). 

Although chatbots automate responses, good design ensures that they still maintain a 

"human touch" or at least exceptional efficiency (Van Doorn et al., 2017). The ability to 

resolve issues quickly and easily online builds trust and strengthens customer 

relationships, which are the pillars of loyalty. 

4. Interaction on Social Media and Online Communities Social media is not just a promotional 

channel, but also an important interaction platform that shapes CX (Mangold & Faulds, 

2009). Active brand engagement on social media, through responses to comments, 

participation in conversations, and building online communities, can enhance satisfaction 

and loyalty (Laroche et al., 2012). Consumers often seek information and share 

experiences on social media, and timely and empathetic brand responses can turn 

negative experiences into positive ones or reinforce positive sentiments. Positive 

interactions on social media create a sense of connection and brand ownership (Brodie et 

al., 2011).  

5. Post-Purchase Digital CX Experience does not end after the purchase. Post-purchase 

digital interactions, such as informative confirmation emails, real-time shipping status 

updates, online product usage instructions, and digital after-sales support, significantly 

influence satisfaction and the likelihood of repeat purchases (Kumar & Reinartz, 2016). The 

ease of the online return process or easy access to digital warranties can significantly 

enhance the customer experience and foster loyalty.  
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Mechanisms of Online Interaction Influence on Loyalty  

The influence of online interactions on consumer loyalty can be explained through several 

psychological and behavioral mechanisms:  

1. Improvement of Customer Satisfaction: Positive, efficient, and personalized online 

interactions directly enhance customer satisfaction (Zeithaml et al., 2020). High satisfaction 

is a strong predictor of repurchase intention and loyalty (Oliver, 1999).  

2. Building Trust and Credibility: Consistency and quality of online interactions, especially in 

customer service and data security, build customer trust in the brand (Morgan & Hunt, 

1994). Trust is a fundamental element for long-term loyalty.  

3. Brand Engagement Formation: Interactions on social media, online communities, and 

interactive content encourage cognitive, emotional, and behavioral engagement of 

customers with the brand (Hollebeek et al., 2014). High engagement often leads to deeper 

emotional bonds and loyalty.  

4. Reduction of Customer Effort: A seamless and intuitive digital experience reduces the effort 

customers must expend to interact with the brand (Dixon et al., 2010). A seamless and 

convenient experience increases satisfaction and reduces the likelihood of switching to 

competitors.  

Overall, the literature shows that every online interaction touchpoint is an opportunity for 

brands to build superior CX, which will ultimately strengthen consumer loyalty in the competitive 

digital marketing ecosystem. 

 

Methods, Data, and Analysis  

This research adopts a systematic literature review approach to identify, evaluate, and 

synthesize relevant studies on the role of customer experience in digital marketing, particularly 

the impact of online interactions on consumer loyalty. This method was chosen because it allows 

for the identification of trends, research gaps, and practical implications in an objective and 

comprehensive manner, unlike traditional narrative reviews which may be more subjective 

(Tranfield et al., 2003).  

Search Strategy and Data Sources  

The literature search process was conducted on leading academic databases covering the 

disciplines of marketing, management, business, and computer science. The databases used 

include: Scopus, Web of Science, EBSCO Host (including Business Source Complete, Academic 

Search Ultimate), ProQuest, and Google Scholar (for initial discovery and additional references 

from relevant articles, as well as for identifying relevant national journals)  

Search keywords are formulated to encompass the concepts of customer experience, 

digital marketing, online interactions, and consumer loyalty. The main keywords used are: 
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customer experience (CX), marketing digital, interacción en línea, experiencia digital, lealtad del 

consumidor, lealtad de marca, lealtad electronica, experiencia web and customer journey. 

Various combinations of these keywords are used (for example, "customer experience 

AND digital marketing AND loyalty", "online interaction AND consumer loyalty", "personalization 

AND digital marketing AND customer experience") to broaden the scope of search results.  

Inclusion and Exclusion Criteria  

To ensure the relevance and quality of the reviewed articles, inclusion and exclusion criteria 

are strictly applied:  

1. Inclusion Criteria:  

a. Peer-reviewed scientific journal articles.  

b. Publications in English and/or Indonesian (to ensure broad coverage).  

c. Focusing on customer experience in the context of digital marketing, online 

interactions, and/or its impact on consumer loyalty.  

d. Publications within the time frame of 2018 to the present (June 2025), to ensure 

relevance with the latest developments in digital marketing and online consumer 

behavior.  

e. Empirical studies (quantitative or qualitative), conceptual, or literature reviews that 

discuss this topic.  

2. Exclusion Criteria:  

a. Conference articles, book chapters (unless they are highly relevant and difficult to find 

in journal format), industry reports (except from leading research institutions used as 

supporting/trend data), or blog posts.  

b. Articles that focus on CX outside the digital context exclusively.  

c. Articles that only discuss digital marketing without explicitly linking it to CX or consumer 

loyalty.  

Article Selection Process  

The article selection process is carried out in three stages, in accordance with the modified 

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) guidelines:  

1. Initial Identification: The initial search results from various databases were collected, and 

duplicates were removed using reference management software (e.g., Mendeley or 

Zotero).  

2. Title and Abstract Screening: The titles and abstracts of the remaining articles are 

independently reviewed by researchers to determine their relevance to the research topic. 

Articles that are clearly irrelevant based on the title or abstract are excluded at this stage.  

3. Full Text Review: Articles that pass the initial screening are downloaded and read in full. 

At this stage, a more in-depth evaluation is conducted based on inclusion and exclusion 
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criteria. Articles that do not meet quality or relevance standards are excluded. The 

reference lists of relevant articles are also examined to identify other important articles 

(snowballing).  

Data Analysis  

After the selection process is complete and the relevant articles have been identified, these 

articles are analyzed qualitatively using a thematic analysis approach (Braun & Clarke, 2006). 

Each article is carefully read to identify:  

1. The main themes that emerge related to customer experience and online interactions.  

2. Specific aspects of online interactions discussed (for example, website quality, 

personalization, digital customer service, social media).  

3. Mechanisms that explain how online interactions affect consumer loyalty (for example, 

through satisfaction, trust, engagement).  

4. Key findings, arguments, and conceptual models presented by the authors.  

5. Challenges or opportunities identified in managing digital CX.  

6. The analysis process involves:  

7. Coding: Ideas, concepts, and main findings from each article are identified and grouped 

into initial codes.  

8. Theme Development: Similar or related codes are grouped together to form broader 

themes and categories of analysis. For example, codes such as "UI/UX design," "loading 

speed," and "intuitive navigation" are grouped into the theme "Website and Mobile 

Application Quality."  

9. Synthesis and Interpretation: The emerging themes are then synthesized to identify 

patterns, similarities, differences, and consistent trends across the literature. The 

relationships between themes are also analyzed to build a coherent framework on how 

online interactions in digital marketing comprehensively affect consumer loyalty.  

This approach allows researchers to present a structured and in-depth review of the 

existing literature, identify key findings, and provide a solid foundation for discussions on practical 

implications and future research directions.  
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Results and Discussion  

Based on a systematic literature review, we identified several key themes that consistently 

highlight the central role of customer experience (CX) in digital marketing and how online 

interactions specifically influence consumer loyalty.  

The Quality of Digital Interactions as the Foundation of Superior CX 

Literature consistently shows that the quality of digital platforms (websites, mobile 

applications) is a key prerequisite for creating a positive CX and, in turn, building loyalty. A study 

by Pantano and Priporas (2018) highlights that usability, attractive design, loading speed, and 

intuitive navigation on websites or applications significantly influence consumer perception of the 

brand. A seamless and unobstructed experience, where consumers can easily find information, 

make transactions, or interact, reduces customer effort and increases satisfaction (Lemon & 

Verhoef, 2016). When consumers experience ease and efficiency in their first online interaction, 

it builds a foundation of trust and positive expectations for future interactions, which are crucial 

elements for loyalty (Oliver, 1999).  

Personalization and Relevance Drive Engagement and Emotional Bonds  

One of the greatest strengths of digital marketing is its ability to offer personalization and 

content relevance on a large scale. Research by Sestino et al. (2020) emphasizes that tailored 

product recommendations, personalized offers, and relevant marketing messages based on 

consumer behavior and preferences significantly enhance engagement and CX. When 

consumers feel that a brand understands their needs and preferences, it creates a stronger 

emotional bond (Kumar & Reinartz, 2016). Personalized interactions not only increase the 

likelihood of conversion but also foster a sense of being valued and unique, which ultimately 

strengthens long-term loyalty (Accenture, 2018).  

Responsiveness of Digital Customer Service Shapes Brand Perception  

Fast, efficient, and responsive digital customer service through perseveres through 

channels such as live chat, chatbots, or social media has a direct impact on CX and loyalty. Chen 

et al. (2018) found that quick problem resolution and effective communication through chatbots 

and live chat significantly increase customer satisfaction and the intention to continue using the 

service. Although automation through chatbots increases efficiency, it is important to ensure that 

they are designed to provide accurate solutions and have the capability to escalate to human 

agents if necessary (Van Doorn et al., 2017). The brand's ability to provide timely and helpful 

support at these crucial digital touchpoints builds trust, reduces frustration, and strengthens 

positive perceptions, all of which are the foundation of loyalty (Grönroos, 2020).  
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Engagement on Social Media and Online Communities Building Brand Communities  

Social media has evolved into more than just one-way communication channels; they are 

platforms for two-way interaction and community building. Alalwan et al. (2017) show that active 

brand engagement on social media (e.g., responding to comments, participating in discussions, 

creating interactive content) can enhance consumers' positive perception of the brand and 

encourage loyalty. When consumers can interact not only with the brand but also with other 

consumers who share the same interests (through online communities), this creates a sense of 

ownership and deeper connection to the brand (Brodie et al., 2011). These social interactions 

transform consumers from mere buyers into part of a brand "family," ultimately enhancing loyalty 

and advocacy.  

A Seamless Digital Post-Purchase Experience Strengthens Retention  

CX does not end when the purchase is completed. Post-purchase digital interactions have 

a crucial impact on consumer retention and loyalty. This includes clear order confirmation, real-

time shipping status updates, easy access to digital after-sales support, and a simple return 

process (Kumar & Reinartz, 2016). A study by Grewal et al. (2019) emphasizes that a seamless 

and hassle-free experience in the post-purchase phase can significantly influence repurchase 

decisions and positive recommendations. Brands that optimize post-purchase digital touchpoints 

demonstrate that they value customers beyond the initial transaction, which is crucial for building 

long-term loyalty.  

Loyalty as a Cumulative Result of Positive Digital CX  

Overall, the literature findings indicate that consumer loyalty in digital marketing is not the 

result of a single interaction, but rather the accumulation of a series of positive online interactions 

that shape an excellent customer experience (CX). Every digital touchpoint—from website 

exploration, message personalization, customer service speed, to social media engagement and 

post-purchase support—contributes to the overall perception and feelings consumers have 

towards the brand. Satisfaction, trust, and brand engagement resulting from positive digital CX 

collectively drive repeat purchase intentions and brand advocacy, which are strong indicators of 

consumer loyalty (Oliver, 1999; Hollebeek et al., 2014).  

This discussion underscores that digital marketers must take a holistic approach to CX, 

ensuring consistency and quality at every digital touchpoint. Neglecting just one aspect can ruin 

the entire experience and negatively impact loyalty. Ignoring just one aspect can ruin the entire 

experience and negatively impact loyalty.  
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Conclusion and Recommendations  

Conclusion  

This literature review clearly demonstrates the central role of customer experience (CX) in 

digital marketing and how online interactions significantly influence consumer loyalty. We found 

that superior digital CX, characterized by high-quality digital platforms, content personalization 

and relevance, responsiveness of digital customer service, social media engagement, and 

seamless post-purchase experiences, collectively enhance satisfaction, build trust, and drive 

brand engagement. These mechanisms ultimately foster consumer loyalty, which manifests in 

repeat purchasing behavior and brand advocacy.  

Basically, in the digital era where consumers have many choices and information is easily 

accessible, a brand's ability to provide seamless, value-added, and emotional online interactions 

is key to differentiating itself and retaining customers. Consumer loyalty is no longer just about 

the product or price, but about the overall journey experienced by customers with the brand in 

the digital realm.  

Practical Implications  

For digital marketers and business leaders, these findings have several crucial practical 

implications:  

1. Prioritize Digital Design and Functionality: Invest significantly in the development and 

maintenance of websites, mobile applications, and other digital platforms that are intuitive, 

fast, responsive, and easy to use. This is the foundation of every successful digital CX.  

2. Leverage Data for Extensive Personalization: Use data analysis to deeply understand 

customer preferences and behaviors. Implement personalization at all digital touchpoints, 

from product recommendations to marketing communications, to create relevant and 

valuable experiences for each individual.  

3. Build a Responsive Digital Customer Service: Ensure the availability of efficient digital 

customer service channels (e.g., live chat, chatbot, social media) that can provide quick 

responses and accurate solutions. Integrate technology with human agents to handle more 

complex cases.  

4. Actively Engage on Social Media and Build Community: Social media is two-way. Interact 

proactively with consumers, be responsive to comments and questions, and facilitate the 

building of an online community to strengthen emotional bonds with the brand.  

5. Optimize the Digital Post-Purchase Experience: Ensure that every touchpoint after 

purchase (order confirmation, shipping tracking, product support, returns) provides a 

smooth and satisfying experience. This is crucial for driving repeat purchases and long-

term loyalty.  
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6. Adopt an Omnichannel Approach: Ensure a consistent and seamless customer experience 

across all digital and physical channels. Customers do not differentiate between online and 

offline; they want an integrated experience.  
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