


Executive summary
The study looked at the impact of digital marketing strategies on customer loyalty in the present-day online business environment, with a specific focus on social media marketing, email communication, personalisation, company websites, mobile applications, and online promotions, as well as their relationship with repeat purchasing, brand commitment, and customers' willingness to recommend a brand.
Even though organisations are becoming increasingly reliant on digital channels to reach and engage customers, the effectiveness of these activities is often judged by superficial indicators such as likes, clicks, shares, and website visits. Now, while these figures do show immediate engagement, they do not necessarily indicate that customers have developed lasting loyalty to the brand. Moreover, there is a lack of empirical evidence on which digital marketing strategies are most effective for building long-term customer relationships rather than just attracting short-term attention.
To investigate this issue, a quantitative, cross-sectional research approach was used. The data were collected using a structured online questionnaire completed by more than 250 active digital customers. These respondents assessed their experiences and perceptions regarding social media content, email communication, personalised recommendations, targeted offers, and online promotions. Customer loyalty was measured by repeat-purchase behaviour, the level of commitment to the brand relative to competitors, and the extent to which customers were willing to recommend the brand to others.
The data gathered were analysed using descriptive statistics, such as frequencies and percentages. Personalisation received one of the most positive responses, with 182 respondents agreeing or strongly agreeing that the product recommendations and content matched their preferences and interests. Yet the descriptive analysis was unable to determine which strategy was most closely linked to customer loyalty. The findings also showed significant risks: 141 respondents found the collection of personal data intrusive or worrying, 141 said they ignored or deleted marketing emails, and 147 regarded frequent promotional messages as spam. It therefore appears that relevant, transparent and engaging digital experiences may be more effective at building loyalty than generic or purely promotional communication. Organisations should therefore prioritise providing relevant, personalised content, ensuring meaningful customer interactions, using customer data responsibly, and delivering consistent value throughout the customer journey. Managers should also evaluate the performance of their digital marketing by using loyalty-related measures, such as repeat purchasing, customer retention, brand commitment and recommendations, rather than relying solely on short-term engagement metrics.
The study was hindered by its small, non-random sample and its cross-sectional approach. As a result, it is not possible to definitely prove causal links or draw conclusions about all customers, organisations, or industries. Yet the study offers practical insights into how organisations can use digital marketing strategies to build stronger, more sustainable customer relationships.
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[bookmark: _Toc241147885]Chapter One
1. [bookmark: _Toc241147886]Introduction
1.1. [bookmark: _Toc241147887]Background of the Study
Digital marketing has fundamentally transformed the ways in which organisations reach and retain customers. Organisations employ social media, email, websites, search engines, and mobile applications to maintain visibility and relevance. In contrast to traditional marketing, digital tools provide interactive, personalised, and measurable communication channels. These tools enable targeted audience engagement, rapid message updates, and systematic monitoring of responses across multiple platforms (Suwastika, 2025; Kamyabi et al., 2025; Easy Internet, 2024).
However, increased digital activity does not automatically result in stronger customer loyalty. Many organisations achieve high volumes of clicks, likes, comments, and shares but still struggle to build lasting customer relationships. While high online engagement may enhance brand visibility, it does not necessarily lead to repeat purchases, greater trust, or a strong emotional connection with the brand (Sansome et al., 2025; Theocharis & Tsekouropoulos, 2025).
Customer loyalty is a critical determinant of business success, as loyal customers are more likely to make repeat purchases, recommend brands, and support long-term organisational growth. In digital contexts, loyalty is shaped not only by the product or service but also by the quality of the digital customer experience. Factors such as relevant and personalised messaging, user-friendly platforms, prompt responses, trust, and privacy significantly influence customer commitment to a brand (Rowi et al., 2024; Gadh, 2024; Basrowi and Ventayen, 2025).
Although recent research increasingly acknowledges the value of digital marketing, much of the literature remains focused on individual channels or short-term metrics such as engagement rates. For example, Adi et al. (2025) utilised cross-cultural A/B testing to analyse brand loyalty outcomes, while Bernia-León et al. (2023) investigated loyalty strategies within service companies. Chandra et al. (2022) examined the evolution and future trends of personalisation in digital marketing. However, limited research addresses the combined effects of multiple digital strategies on customer loyalty over time. Therefore, there is a need for studies that adopt a broader perspective and investigate how integrated digital tactics contribute to the development and maintenance of customer loyalty.
1.2. [bookmark: _Toc241147888]Context and Rationale
The digital marketplace is increasingly competitive, with consumers exposed to large volumes of online content and marketing messages. Consequently, organisations must compete for both consumer attention and trust to establish long-term relationships (Internet and Internet, 2024; Rockseller Marketing Company, 2025). Common digital marketing strategies include social media, email, personalisation, and online promotions. While these approaches can strengthen customer relationships by delivering relevant messages and value, they also present challenges. Social media posts may be ignored, emails may be perceived as spam, personalisation can raise privacy concerns, and frequent promotions may shift customer focus from loyalty to price sensitivity (Khairunnisa & Juliadi, 2023; Paulo et al., 2022).
These challenges suggest that digital marketing effectiveness should be assessed using more comprehensive criteria than short-term metrics such as clicks or conversions. It is essential to identify which digital marketing strategies most effectively foster repeat purchases, brand commitment, and positive word-of-mouth across different contexts (Liu-Thompkins & Tam, 2013; Olson et al., 2021; Ferm & Thaichon, 2021). This study investigates the impact of digital marketing strategies on customer loyalty, providing organisations with guidance on how to leverage digital tools to build enduring customer relationships.
1.3. [bookmark: _Toc241147889]Problem Statement
Despite substantial investment in digital platforms, many organisations still struggle to translate online activity into sustainable customer loyalty. Managers often focus on metrics such as website visits, social media followers, engagement rates, click-through rates, and responses to promotions because these metrics are easy to access and appear to indicate success. Yet these indicators do not necessarily reveal whether customers remain committed to the brand, continue to purchase over time, or actively recommend the business to others.
This gap creates a significant managerial problem. Resources may be channelled into highly visible digital tactics that generate short bursts of interaction but do little to foster long-term loyalty. In some cases, brands rely heavily on frequent promotional campaigns, automated messages, or aggressive targeting that may capture attention in the short term but gradually erode customer trust. In other cases, firms invest in digital tools without a clear understanding of which specific activities genuinely help to build strong, enduring relationships.
There is also an important academic problem. Although research on digital marketing and customer loyalty is growing, the evidence remains fragmented and, at times, inconsistent. Many studies examine a single digital channel, emphasise short-term outcomes, rely on cross-sectional self-report data, or focus on industries and developed markets. As a result, there is limited comparative evidence on the relative influence of different digital marketing strategies on customer loyalty, particularly in diverse and digitally saturated environments (Rowi et al., 2024; Gadh, 2024). This lack of clarity makes it difficult for both scholars and practitioners to determine which strategies are most effective in nurturing lasting customer loyalty.
1.4. [bookmark: _Toc241147890]Aim of the Study
This study aims to critically examine the effect of digital marketing strategies on customer loyalty and to identify which strategies most meaningfully influence loyalty outcomes.
1.5. [bookmark: _Toc241147891]Research Objectives
· To identify the main digital marketing strategies adopted by organisations.
· To examine the relationship between different digital marketing strategies and customer loyalty.
· To determine which digital marketing strategies have the strongest influence on customer loyalty.
· To provide evidence-based recommendations for improving customer loyalty through more strategic use of digital marketing.
1.6. [bookmark: _Toc241147892]Research Questions
· What digital marketing strategies are commonly used by organisations?
· Is there a significant relationship between digital marketing strategies and customer loyalty beyond surface-level engagement?
· Which digital marketing strategies have the strongest effect on customer loyalty?
· How can organisations design digital marketing practices that build genuine loyalty rather than only short-term attention?
1.7. [bookmark: _Toc241147893]Significance of the Study
This study is significant for several reasons. From an academic perspective, it contributes to the literature by providing a more critical and comparative analysis of how various digital marketing strategies relate to customer loyalty. Rather than conceptualising digital marketing as a single, uniform construct, the study simultaneously considers multiple tactics and examines how each may contribute to or constrain loyalty outcomes. In this way, it directly addresses the fragmented and sometimes inconsistent evidence identified in existing research and begins to fill the gap in comparative insights regarding the most influential strategies in diverse, digitally saturated environments.
From a practical perspective, the study addresses the managerial challenge faced by many organisations: substantial investment in digital platforms without a clear understanding of which activities foster sustainable loyalty. By analysing the relative influence of different digital strategies, the findings can help managers and marketers move beyond surface-level metrics such as clicks, likes, or brief engagement, and instead prioritise tactics that build trust, satisfaction, repeat purchases, and positive word-of-mouth. This approach enables organisations to design digital communication that is more customer-centred, delivering messages that are relevant, timely, and respectful rather than intrusive or solely promotional.
Beyond individual organisations, the findings may also inform policymakers, educators, and marketing professionals. As digital marketing becomes increasingly central to business operations, there is a growing need for analytical, evidence-based digital skills that recognise both the potential and the limitations of digital tools. Insights from this study can support the development of guidelines, curricula, and professional practices that promote the strategic use of digital marketing to foster genuine, long-term customer loyalty, rather than merely driving short-term attention in a competitive digital environment.
1.8. [bookmark: _Toc241147894]Scope of the Study
This study focuses on how digital marketing strategies influence customer loyalty in an online environment. The study is limited to four main digital marketing strategies: social media marketing, email marketing, personalisation, and online promotions. These strategies were selected because they are widely used by organisations to communicate with customers, encourage engagement, promote products or services, and maintain relationships in digital spaces.
Social media marketing is included because platforms such as Facebook, Instagram, TikTok, X, and LinkedIn allow organisations to interact with customers, share information, respond to feedback, and build brand communities. Email marketing is also included because it remains an important tool for sending personalised messages, updates, offers, and reminders directly to customers. Personalisation is increasingly used, as many organisations now use customer data to tailor recommendations, messages, and online experiences. Online promotions are included because discounts, coupons, limited-time offers, and loyalty rewards are commonly used to encourage customer response and repeat purchases.
The study does not cover all forms of digital marketing. For example, it does not examine search engine optimisation, paid search advertising, influencer marketing, affiliate marketing, mobile app marketing, or website design in detail. These areas may affect customer loyalty, but they are outside the main focus of this research. Limiting the study to four selected strategies makes the research more manageable and allows for a clearer comparison of their relationship with customer loyalty.
Customer loyalty in this study is considered in terms of both behavioural and attitudinal dimensions. Behavioural loyalty refers to actions such as repeat purchase intention, continued use of a brand, and willingness to remain a customer. Attitudinal loyalty refers to psychological and emotional aspects, such as commitment to the brand, trust, preference, and willingness to recommend the brand to others. This means the study views loyalty not only as repeated buying but also as a broader relationship between customers and brands.
The study focuses on digitally active customers with experience in online brand communication and digital marketing. These customers may interact with brands through social media, email, websites, online promotions, or other digital platforms. The study does not focus on employees, managers, or marketing professionals as the main respondents, although the findings may still be useful to them.
Methodologically, the study adopts a quantitative survey design. Data will be collected from respondents at a single point in time using a structured questionnaire, making the study cross-sectional rather than longitudinal. Consequently, the research can identify patterns, associations, and relationships between digital marketing strategies and customer loyalty, but it cannot fully establish direct cause-and-effect relationships.
Overall, the study is limited to examining the relationship between selected digital marketing strategies and customer loyalty among digitally active customers. The study aims to identify which of the selected strategies appear most strongly linked to loyalty outcomes and to provide evidence-based recommendations for organisations seeking to improve customer loyalty through digital marketing.
1.9. [bookmark: _Toc241147895]Conceptual Direction of the Study
This study is based on the idea that digital marketing strategies influence customer loyalty mainly through the quality of the customer experience. When digital communications are relevant, timely, personalised, and interactive, they can strengthen trust, perceived value, satisfaction, and emotional attachment to the brand. These positive experiences, in turn, make customers more likely to buy again and to recommend the brand to others.
However, the impact of digital marketing is not automatically positive. If digital communication becomes excessive, intrusive, poorly targeted, or overly impersonal, it can lead to fatigue, irritation, mistrust, or disengagement. Customers may start ignoring messages, unsubscribing from channels, or even developing negative feelings toward the brand.
For this reason, the study adopts a critical perspective. It does not assume that digital marketing is always beneficial for loyalty. Instead, it argues that digital strategies contribute to loyalty only when they are thoughtfully designed and carefully implemented to genuinely enhance the customer experience. This view is supported by studies which show that the effectiveness of digital marketing depends on content quality, platform engagement, and the interplay of entertainment and information (Lou & Xie, 2020; K & Bindal, 2021; Tran et al., 2020). The research, therefore, focuses on identifying the conditions under which digital marketing supports loyal, long-term relationships rather than just short-term attention.
1.10. [bookmark: _Toc241147896]Summary
This study examines the effect of digital marketing strategies on customer loyalty. Digital marketing has become an important tool for organisations, enabling them to reach customers through social media, email, websites, search engines, mobile apps, personalised content, and online promotions. These tools help businesses communicate more directly, target specific audiences, and measure customer responses more easily than traditional marketing methods.
However, the study argues that online activity alone does not automatically lead to customer loyalty. Although digital marketing may increase clicks, likes, comments, shares, and visibility, these short-term engagement metrics do not always lead to repeat purchases, trust, emotional attachment, or long-term commitment. This creates a problem for organisations that invest heavily in digital platforms but still struggle to build lasting customer relationships.
The study focuses on four main digital marketing strategies: social media marketing, email marketing, personalisation, and online promotions. It considers customer loyalty through both behavioural and attitudinal dimensions, including repeat purchase intention, brand commitment, trust, preference, and willingness to recommend the brand. The study also recognises that digital marketing can have negative effects when it becomes excessive, intrusive, poorly targeted, or overly promotional.
Overall, the introduction establishes the need for a critical and comparative investigation into how different digital marketing strategies influence customer loyalty. The study aims to identify which strategies are most effective in building genuine, long-term loyalty rather than only generating short-term online attention.




[bookmark: _Toc241147897]Chapter Two
2. [bookmark: _Toc241147898]Literature Review
2.1. [bookmark: _Toc241147899]Digital Marketing
Digital marketing refers to the use of digital technologies and online channels to communicate with, influence, and engage customers. These channels commonly include social media platforms, email, websites, search engines, mobile applications, content‑sharing platforms, and paid online advertising. Unlike traditional marketing, which often relies on one‑way communication and broad audience reach, digital marketing enables more immediate interaction, data collection, targeting, and adaptation. In theory, this makes it a more flexible and measurable approach to customer communication. Organisations can observe customer behaviour in real time, test different messages, and adjust campaigns rapidly in response to audience reactions (Laila et al., 2024; Terason et al., 2025; Kleinberg, 2023). Although these capabilities are widely promoted in practitioner literature, academic research does not consistently demonstrate that they translate into sustained improvements in customer outcomes.
The literature generally presents digital marketing as an important strategic development because it allows organisations to extend their reach, improve efficiency, and personalise communication. Through digital analytics, firms can track website visits, clicks, shares, comments, and conversion rates, then use this information to segment customers and tailor campaigns. In principle, this should improve the relevance of communication and strengthen the relationship between the customer and the brand (Byrne, 2023; Adobe for Business, 2025). Yet many studies report these advantages at an abstract level and give limited attention to the quality of the underlying data, the organisational capabilities required, or the possibility of negative customer reactions. Consequently, there is a tendency to overstate the strategic benefits of digital tools without fully accounting for implementation challenges.
A major limitation in the digital marketing literature is the tendency to equate online activity with effectiveness. High engagement metrics such as likes, views, impressions, and click‑through rates are often treated as evidence of success, even though these indicators do not necessarily reflect loyalty, trust, or repeated purchasing. A campaign may receive substantial attention without producing lasting value for the organisation. This problem is particularly important in saturated digital environments, where users are exposed to large volumes of content and may respond superficially or briefly before moving on to other messages. As a result, digital marketing should be understood not simply as a question of channel presence, but as a strategic process that depends on message quality, audience relevance, timing, and consistency. Studies that rely narrowly on engagement metrics risk misrepresenting the true contribution of digital marketing to relationship building.
Recent studies suggest that digital marketing can positively influence customer engagement, brand awareness, and, under certain conditions, loyalty. Social media platforms, for example, enable organisations to share content, answer questions, and interact with customers in more conversational ways than traditional media. This can foster a sense of community and make customers feel more connected to the brand (Anwar et al., 2024; Habib et al., 2022). 
Similarly, email marketing can maintain contact with customers through updates, recommendations, and offers customised to their previous behaviour. Search engine marketing and search engine optimisation also play a role by increasing brand visibility when customers are actively seeking solutions. These tools are often described as especially effective because they target customers at moments of high intent (Adobe for Business, 2025; Byrne, 2023; Laila et al., 2024; Terason et al., 2025). Nevertheless, much of this evidence is derived from single‑campaign studies and short‑term performance indicators, making it difficult to assess whether the reported gains persist over time.
The effectiveness of these tools also depends heavily on how they are used. Poorly designed digital campaigns may be ignored, misunderstood, or perceived as intrusive. Social media content that is repetitive or overly promotional may fail to generate meaningful interaction, while email campaigns that are too frequent can be treated as spam. Search‑based strategies can also be unstable because they depend on search engine algorithms, competition, and user behaviour. This means that digital marketing tools are not inherently effective; rather, they become effective when they are integrated into a coherent strategy that reflects customer needs and expectations. However, relatively few studies explicitly compare different strategic configurations or examine how firms learn from failed or ineffective campaigns.
Another recurring theme in the literature is the challenge of data use and organisational capability. Although digital marketing provides access to large volumes of customer data, many organisations struggle to transform it into actionable insights. Information is often fragmented across platforms, departments, or systems, which reduces the quality of targeting and personalisation. In addition, many firms lack the analytical expertise required to interpret digital data meaningfully. This creates a gap between the promise of digital marketing and its actual performance in practice. Yet these constraints are often treated as secondary, rather than central, issues in empirical research designs. Therefore, while digital technologies create new opportunities, they also introduce new constraints that must be managed carefully, and that may explain why results are more modest than the rhetoric suggests.
Overall, the literature shows that digital marketing can support customer engagement and relationship‑building, but its influence is conditional rather than automatic. It is more effective when it delivers value, maintains relevance, and supports a consistent brand experience across multiple touchpoints. At the same time, there is a need for more critical research that goes beyond surface‑level indicators to examine whether digital marketing produces durable customer loyalty rather than short‑term interactions. Longitudinal and experimental studies could clarify the extent to which digital interventions genuinely change customer behaviour.
2.2. [bookmark: _Toc241147900]Digital Marketing Strategies
Digital marketing strategies are the coordinated use of multiple digital channels and tools to achieve specific business objectives, such as brand awareness, lead generation, customer retention, and sales growth. Strategic digital marketing differs from isolated channel use because it involves integration, consistency, and long‑term planning (Wildali, 2025; Rajab et al., 2025). Rather than using social media, email, websites, and promotions separately, organisations are increasingly expected to integrate these tools to create a coherent customer experience. The literature identifies several strategic approaches as particularly significant: content marketing, personalisation, online promotions, influencer marketing, and data‑driven targeting. However, many studies analyse these strategies in isolation, which limits understanding of how they interact in real customer journeys (Rabby et al., 2025).
Content marketing is commonly defined as the creation and distribution of valuable, relevant, and consistent content designed to attract and retain a clearly defined audience. This may include articles, blogs, videos, podcasts, social posts, guides, and infographics. In principle, content marketing helps organisations build authority, educate customers, and create trust without relying entirely on direct sales messages. It can also support brand awareness by positioning the organisation as useful and knowledgeable. However, the growth of content marketing has also led to content saturation, making it harder for firms to stand out. As more organisations publish similar material, the differentiation value of content can decline. Empirical work often acknowledges this saturation but still treats content production volume as a proxy for effectiveness, leaving the quality and distinctiveness of content under‑examined.
Personalisation has become one of the most widely discussed digital strategies in recent research. Personalisation refers to tailoring messages, offers, product recommendations, and experiences based on customer data, such as preferences, browsing behaviour, purchase history, or demographic profiles. Many studies suggest that personalisation improves relevance, enhances satisfaction, and increases the likelihood of purchase. Customers often respond more positively when communication feels tailored to their needs rather than generic or mass‑produced. For this reason, personalisation is frequently presented as a major strength of digital marketing (Bagul, 2024; Donlan, 2026; Wright, 2024; Lukes, 2026). Yet a large share of this literature focuses on perceived relevance and intention measures, with comparatively little attention to long‑term loyalty or to the potential for personalisation to fail in contexts of low data quality.
However, personalisation also raises concerns. When customers feel they are being monitored too closely or that firms use their data without sufficient transparency, the strategy may be perceived as intrusive. Instead of strengthening trust, personalisation may then create discomfort, suspicion, or privacy concerns. This is especially relevant in environments where customers are increasingly aware of data collection, tracking, and algorithmic targeting. Several recent studies highlight these tensions but generally treat privacy and fatigue as boundary conditions rather than central constructs in their models. Therefore, personalisation appears to work best when it is perceived as helpful and respectful rather than manipulative, yet more evidence is needed on where this threshold lies for different customer segments (Nobile and Cantoni, 2023).
Online promotions are another important digital marketing strategy. These include discount codes, flash sales, limited‑time offers, bundle deals, free shipping incentives, and loyalty points. Promotions can stimulate immediate sales by encouraging trial and reducing perceived risk. They are often useful for attracting price‑sensitive customers and increasing short‑term conversion. However, the literature also points out that excessive reliance on promotions can create dependence on discounts. Customers may begin to wait for the next offer rather than develop an attachment to the brand itself. In such cases, promotional activity may increase transaction frequency without generating meaningful loyalty (American Marketing Association, 2024). Despite this warning, many empirical studies still use redemption rates and sales uplift as primary success criteria, without assessing whether promotions erode perceived value or brand equity over time.
Influencer marketing has also gained significant attention, particularly in social media environments. It involves partnering with individuals who have established audiences and perceived credibility in specific niches. Influencers may help brands reach target groups more organically than traditional advertising. Because audiences often view influencers as relatable or authentic, their recommendations can carry persuasive power (Benevento et al., 2024). Yet the influence of this strategy is not guaranteed. If endorsements appear commercially motivated or poorly disclosed, they may reduce trust rather than strengthen it. In addition, influencer campaigns may be highly dependent on audience demographics, platform type, and the influencer's perceived authenticity. Despite rapid growth in this area, the evidence base remains fragmented, and many studies rely on student samples or hypothetical scenarios that may not reflect real-world purchasing contexts. The strategy can therefore be effective, but it also introduces reputational risk that is only partially captured in current research (Gammoudi et al., 2022).
Data‑driven targeting is often described as one of the most advanced forms of digital marketing. It uses customer data and analytics to segment audiences and deliver more relevant, timely campaigns. In theory, this improves efficiency because firms can focus their resources on customers more likely to respond positively. In practice, however, effective targeting depends on data quality, system integration, and analytical skill. If customer records are incomplete, outdated, or poorly connected, targeting can become inaccurate or repetitive. Poorly targeted messages may irritate customers and weaken the brand relationship. Yet much of the literature assumes that data infrastructure and analytical capacity are already in place, paying limited attention to the organisational investments and governance arrangements required to support responsible targeting (Adobe for Business, 2025; Byrne, 2023).
Taken together, these strategies show that digital marketing is not a single activity but a set of interrelated practices that must be managed strategically. The literature increasingly suggests that isolated tactics are less effective than coordinated multi‑channel approaches that provide consistent value across the customer journey. However, most studies still examine individual strategies separately, which limits understanding of their combined effect on relationship outcomes. This is a notable weakness because customer loyalty is usually shaped by the overall experience rather than by a single isolated campaign (Moorut, 2025; Wildali, 2025). As a result, there is a need for more holistic models that capture how different digital tactics interact, reinforce, or sometimes undermine one another.
2.3. [bookmark: _Toc241147901]Customer Loyalty
Customer loyalty is generally defined as a customer’s willingness to continue purchasing from the same organisation over time, despite competing alternatives. It is widely regarded as a valuable outcome because loyal customers are more likely to repurchase, recommend the brand to others, and resist switching to competitors. Loyalty, therefore, contributes not only to revenue stability but also to reduced marketing costs, a stronger brand reputation, and more predictable customer behaviour (Wanjau, 2024; Ipek, 2025). However, the concept is used inconsistently across studies, making it difficult to compare findings.
The literature typically distinguishes between behavioural loyalty and attitudinal loyalty. Behavioural loyalty refers to observable actions such as repeat purchase, retention, and share of wallet. It is relatively easy to measure because it is evident in transaction patterns (Digital, 2023). However, behavioural loyalty does not always indicate true commitment. Customers may buy repeatedly because of convenience, habit, switching costs, or a lack of alternatives, rather than genuine preference. As a result, behavioural loyalty can be misleading if it is interpreted too simplistically. Some studies acknowledge this limitation but still treat purchase frequency as a sufficient indicator of loyalty, thereby risking an overestimation of the strength of the customer–brand relationship (Harrison, 2022).
Attitudinal loyalty, by contrast, refers to psychological attachment, emotional commitment, preference, and willingness to recommend the brand. This is often considered a deeper and more meaningful form of loyalty because it reflects a customer’s internal disposition toward the brand rather than repeat behaviour. Customers with strong attitudinal loyalty are usually more resistant to competitors and more likely to advocate for the brand (Alahmary, 2025). However, attitudinal measures are often based on self‑report surveys, which can be influenced by memory errors, exaggeration, or social desirability bias. This underscores the importance of treating both behavioural and attitudinal dimensions as complementary rather than interchangeable (Wanjau, 2024; Ipek, 2025; Digital, 2023; Alahmary, 2025). Despite this, relatively few studies combine objective behavioural data with attitudinal indicators in the same model.
The literature identifies satisfaction, trust, perceived value, and emotional attachment as major antecedents of customer loyalty. Satisfaction is important because customers whose expectations are consistently met or exceeded are more likely to return. However, satisfaction alone may not be enough to sustain loyalty in competitive markets where switching is easy and alternatives are abundant. Trust is especially important in digital settings because customers must rely on the organisation to protect their information, fulfil promises, and communicate accurately. Perceived value also matters because customers evaluate whether the benefits they receive justify the cost, effort, and risk of continuing the relationship. Emotional attachment adds another layer by explaining why customers may remain loyal even when competing offers are available (Lloyd, 2025; Admin, 2024). Many empirical studies confirm the positive effects of these antecedents, but they often estimate them in isolation from broader contextual factors such as market maturity, regulation, or competitive intensity.
In digital contexts, several additional factors shape loyalty. Website usability, mobile app performance, speed, design, and ease of navigation can influence whether customers enjoy interacting with a brand online. A clear and efficient interface reduces frustration and supports repeat use (Perceptions, 2025; Li et al., 2024). Responsiveness is also significant. Customers are more likely to stay loyal when they receive timely replies, accurate information, and efficient issue resolution (Kassab, 2025; De Sousa Pereira et al., 2025). Online customer service, including chat support, email, and social media responses, can therefore play a major role in sustaining loyalty. These factors highlight how digital loyalty depends not only on marketing communication but also on the quality of the overall online experience (Perceptions, 2025; Kassab, 2025). However, research designs sometimes treat these elements as static website characteristics, rather than evolving features of an ongoing service relationship.
Privacy and security concerns are increasingly central to the loyalty discussion. Customers may appreciate personalisation and convenience, but they are also more aware of how their data is collected, stored, and used. If privacy policies are unclear or data practices appear manipulative, trust may decline. This means that loyalty in digital environments is fragile and can be undermined by unethical practices. The literature therefore suggests that organisations need to balance convenience with transparency and control to build durable customer relationships (Li et al., 2024; BIMA, 2025). Yet, despite growing regulatory attention, relatively few loyalty studies explicitly incorporate privacy perceptions or data‑protection compliance into their models.
Overall, customer loyalty should be understood as a multidimensional concept shaped by both behaviour and attitude. It cannot be reduced to repeat purchasing alone, nor can it be assumed to emerge automatically from customer satisfaction. In digital settings, loyalty is influenced by the quality of communication, the usability of digital systems, the brand's credibility, and the customer’s perception of value and privacy. These complexities make loyalty a particularly important outcome for digital marketing research and justify a more nuanced approach than simple frequency‑based measures (Parker, 2025).
2.4. [bookmark: _Toc241147902]Digital Marketing and Customer Loyalty
A growing body of research examines the link between digital marketing and customer loyalty across sectors such as retail, banking, hospitality, services, and e‑commerce. The general conclusion is that well‑designed digital marketing strategies can support loyalty by improving satisfaction, trust, engagement, and perceived value. For example, customers who receive useful and relevant communication may feel more connected to the brand and more willing to continue the relationship. Similarly, digital platforms that allow interaction, feedback, and convenience can create a more positive customer experience (Mohammad, 2022; Ouahchi and Chouchane, 2025; Kizi and Du, 2025; Rajab et al., 2025). However, the strength of these relationships varies considerably across studies, reflecting differences in context, measurement, and research design.
Social media marketing is often highlighted in this literature because it enables direct, interactive communication between organisations and customers. Social media can help brands build communities, respond to complaints, share updates, and generate dialogue. These interactions may strengthen emotional connection and increase word‑of‑mouth promotion. However, the evidence is mixed. A high level of online interaction does not always lead to repeat buying or deep commitment. Customers may like or share content without developing genuine loyalty, which further highlights the weakness of relying on engagement metrics alone (Mohammad, 2022; Ouahchi and Chouchane, 2025; Kizi and Du, 2025). In addition, many studies are conducted on a single platform or demographic group, which limits generalisability.
Email marketing is also frequently discussed as a loyalty‑building tool because it enables consistent contact and personalised offers. When messages are relevant, timely, and useful, they can remind customers of the brand and encourage repeat purchases. But if emails are too frequent, poorly targeted, or overly promotional, they may be ignored or deleted. Therefore, the effect of email marketing depends less on its existence and more on its quality and relevance (O’Brien, 2024; Adobe for Business, 2025). Despite this, much empirical work classifies email exposure in simple binary terms (receives vs does not receive emails) rather than capturing the nuances of message design and perceived intrusiveness.
The literature on personalisation and loyalty is generally positive, but it also suggests a more complex relationship. Personalised recommendations, targeted offers, and individualised communication can improve satisfaction and make customers feel recognised. At the same time, when personalisation becomes too intrusive, it may create discomfort and weaken trust. This is one reason why digital loyalty cannot be explained purely by technological sophistication. It also depends on how customers interpret the organisation’s behaviour (Bagul, 2024; Donlan, 2026; Wright, 2024; Lukes, 2026; Li et al., 2024; BIMA, 2025). Yet only a limited number of studies explicitly test non‑linear or threshold effects, where the same practice might increase loyalty at low levels but reduce it when perceived as excessive.
Online promotions and loyalty programmes may increase purchase frequency, but they do not always foster long‑term commitment. Repeated discounting can encourage customers to make decisions based on price rather than relationship. In this sense, promotions may increase short‑term sales while reducing the emotional basis of loyalty. The literature, therefore, warns against assuming that promotional success is equivalent to customer loyalty. Nonetheless, many campaign evaluations still prioritise sales uplift, with limited attention to whether promotional intensity undermines perceived fairness or brand distinctiveness.
A key limitation of existing studies is that many are cross‑sectional and correlational. Although they show associations between digital marketing and loyalty, they cannot confirm causality. It remains possible that loyal customers engage more positively with digital marketing, rather than digital marketing causing loyalty. This problem is particularly important in survey‑based research because the same respondents often report both marketing exposure and loyalty outcomes. As a result, common‑method bias and reverse causality cannot easily be ruled out.
Another issue is that the impact of digital marketing varies across industries, customer groups, and geographic regions. For example, customers in digitally mature markets may respond more positively to personalisation and social engagement than those in contexts where trust in online channels is low. Cultural expectations, privacy norms, and digital literacy all influence how people interpret marketing communication. This means that findings from one setting cannot be automatically generalised to another (Yadav et al., 2024; BIMA, 2025; Flynn, 2025). However, cross‑cultural comparisons and multi‑country studies remain relatively rare.
Despite these limitations, the literature does support the idea that digital marketing can contribute to loyalty when it is customer‑centred, relevant, and trustworthy. The challenge is identifying which strategies are most effective and under what conditions they work best. This is where the present study becomes important, as it aims to compare multiple digital marketing strategies and assess their relative influence on customer loyalty outcomes (Chen et al., 2022). By addressing some of the methodological and contextual limitations noted above, the study seeks to provide a more cautious and evidence‑based assessment of digital marketing’s role in loyalty formation.
2.5. [bookmark: _Toc241147903]Theoretical Framework
This study is grounded in relationship marketing theory, which emphasises the importance of building and maintaining long‑term relationships with customers rather than focusing only on individual transactions. The theory proposes that trust, commitment, and satisfaction are central to enduring customer loyalty. This makes it particularly relevant to digital marketing, where ongoing communication and interaction are often used to strengthen the relationship between the organisation and the customer (Da Costa Fernandes Luis, 2024; Morgan and Hunt, 1994). However, relationship marketing theory was originally developed in more traditional, often offline contexts, which raises questions about how directly its constructs transfer to contemporary, data‑driven digital environments.
Trust is the belief that the organisation is reliable, honest, and capable of acting in the customer’s best interest. In digital environments, trust is crucial because customers often interact with brands remotely, share personal data, and make purchases without direct human contact. Commitment reflects the desire to maintain the relationship and resist switching to competitors. Satisfaction refers to the extent to which customer expectations are met or exceeded. Together, these concepts help explain why some customers remain loyal while others do not (Marshall, 2010; Mitchell, 2017; Leninkumar, 2017). Nevertheless, empirical studies sometimes operationalise these constructs narrowly, focusing on transactional satisfaction or generalised trust without capturing specific digital concerns such as data security or algorithmic transparency.
The study also draws on the stimulus–organism–response (SOR) model, which provides a useful behavioural framework for understanding how digital marketing affects loyalty. In this model, stimuli are external marketing inputs such as content quality, communication frequency, personalisation, responsiveness, and usability. These stimuli influence the organism's internal states, such as perceived value, enjoyment, trust, fairness, and satisfaction. These internal responses then lead to behavioural outcomes such as repeat purchase intention, continued use, and word‑of‑mouth (Chaudhuri et al., 2025; Digital, 2023; Hochreiter et al., 2023; Ipek, 2025; Jeong et al., 2022). The model is widely used in digital research because it can accommodate both cognitive and affective responses. Still, it is sometimes applied in a relatively linear way, underplaying feedback loops and ongoing relationship dynamics.
The advantage of combining relationship marketing theory with the SOR model is that it enables the study to explain both the relational foundations of loyalty and the psychological processes by which digital marketing operates. Relationship marketing theory explains why trust and commitment matter, while the SOR model shows how digital stimuli shape customer perceptions before they produce behavioural outcomes. Together, the two frameworks support a more complete explanation of how digital marketing may influence loyalty (BIMA, 2025; Flynn, 2025; Yadav et al., 2024). At the same time, using both frameworks helps to counter the risk of technologically deterministic explanations that attribute loyalty gains solely to the adoption of digital tools.
However, these theories also imply that digital marketing is not automatically effective. Its impact depends on whether it creates positive experiences and credible value for the customer. If the stimuli are excessive, irrelevant, or intrusive, the organism’s response may be negative, leading to reduced loyalty rather than stronger commitment. The theoretical framework, therefore, supports a more cautious and conditional interpretation of digital marketing effectiveness (Dwivedi et al., 2020; Hien & Nhu, 2022). It also suggests that boundary conditions such as privacy concerns, digital fatigue, and perceived fairness should be considered explicitly, rather than treated as background factors.
2.6. [bookmark: _Toc241147904]Conceptual Framework
The conceptual framework proposes that digital marketing strategies influence customer loyalty. The independent variables in this study are social media marketing, email marketing, personalisation, and online promotions. The dependent variable is customer loyalty, measured by repeat purchase intention, brand commitment, and word‑of‑mouth (Adobe for Business, 2025; Byrne, 2023; Laila et al., 2024; Terason et al., 2025; Wildali, 2025; Moorut, 2025). By focusing on these strategies, the framework reflects the most frequently discussed tools in recent literature but necessarily omits other potentially relevant practices such as mobile app features, online communities, or service chatbots.
Social media marketing refers to the use of platforms such as Facebook, Instagram, X, TikTok, and LinkedIn to share content, communicate with customers, and build communities. Email marketing involves direct communication with customers through personalised messages, offers, and updates. Personalisation refers to tailoring marketing communication and experiences to individual preferences and behaviours. Online promotions include discounts, coupons, limited‑time offers, and loyalty rewards (University for the Creative Arts, 2025; Anwar et al., 2024; Habib et al., 2022; Mohammad, 2022; Ouahchi and Chouchane, 2025). While these definitions are widely used, they are operationalised differently across studies, which partly explains the variation in reported effect sizes.
These strategies are expected to influence loyalty through several pathways. First, they may improve the perceived relevance of communication, making customers feel that the brand understands them. Second, they may increase trust by demonstrating responsiveness, consistency, and customer orientation. Third, they may strengthen satisfaction by improving the overall digital experience. As these factors improve, customers may become more willing to repurchase, more committed to the brand, and more likely to recommend it to others (Mohammad, 2022; Ouahchi and Chouchane, 2025; Kizi and Du, 2025; Yadav et al., 2024). However, the same practices may also have unintended negative effects, such as fatigue or privacy concerns, if they are perceived as excessive.
At the same time, the conceptual framework recognises that not all digital strategies may have equal effects. Some may be more effective for generating short‑term engagement, while others may better support long‑term loyalty. Existing studies rarely compare multiple strategies within a single model, making it difficult to determine their relative importance. The purpose of the present study is therefore not only to establish whether digital marketing matters, but also to identify which specific strategies have the strongest relationship with loyalty outcomes, after controlling for overlap among them.
2.7. [bookmark: _Toc241147905]Research Gap and Summary
The literature reviewed in this chapter shows that digital marketing can influence customer loyalty, but the relationship is complex, context‑dependent, and often overstated in existing studies. Many studies focus on single channels rather than integrated strategies, rely on self‑reported perceptions, and use cross‑sectional designs that cannot establish causality. In addition, much of the evidence is based on short‑term engagement indicators rather than deeper measures of loyalty. This creates a gap in understanding of how different digital marketing strategies compare in their influence on both behavioural and attitudinal loyalty.
There is also limited research examining multiple digital strategies simultaneously within a unified model. This is important because customers experience digital marketing as a combination of touchpoints rather than isolated activities. A study that examines only one channel may therefore miss the broader dynamics that shape loyalty. Furthermore, privacy concerns, digital fatigue, and the risks of over‑personalisation are increasingly relevant yet underexplored in much of the literature. These issues are often acknowledged conceptually but are less frequently modelled as key variables or moderators.
This study addresses these gaps by examining the effect of social media marketing, email marketing, personalisation, and online promotions on customer loyalty using a quantitative, survey‑based approach. By comparing the relative influence of these strategies, the research aims to contribute to a more critical and balanced understanding of how digital marketing can support genuine loyalty rather than short‑term attention. The design also enables the examination of how different digital practices coexist, rather than if each operates in isolation. The findings are expected to have both theoretical and practical significance by clarifying which digital marketing strategies are most effective and under what conditions they are likely to work.
In summary, the literature suggests that digital marketing is an important but often overstated driver of customer loyalty. Its effectiveness depends on how it is implemented, how customers interpret it, and whether it contributes to trust, value, and satisfaction. A more critical and comparative analysis is therefore needed to move beyond assumptions of automatic success and to identify the digital strategies most likely to support long‑term customer relationships. The present study responds to this need by integrating multiple strategies within a theoretically informed framework that highlights both the potential and the limitations of digital marketing as a loyalty‑building tool.


[bookmark: _Toc241147906]Chapter Three
3. [bookmark: _Toc241147907]Research Methodology
3.1. [bookmark: _Toc241147908]Research Philosophy
This study is based on a post-positivist research philosophy. In simple terms, post-positivism assumes that social realities, such as customer loyalty, can be studied through careful observation and evidence, even though the results can never be completely exact. It recognises that there is a real world to study, but also accepts that researchers cannot be perfectly objective and that findings are always open to review as new evidence emerges (Michael, 2025; McLeod, 2025; Maksimović and Evtimov, 2023).
This philosophy is appropriate for the present study because the aim is to examine the relationship between digital marketing strategies and customer loyalty in a clear and measurable way. Rather than focusing mainly on personal opinions or highly subjective experiences, the study is concerned with patterns, trends, and relationships that can be measured across a wider group of respondents. For this reason, post-positivism is well suited to using survey data and statistical analysis to test whether certain digital marketing strategies are associated with stronger customer loyalty.
At the same time, this approach also recognises that numbers do not tell the whole story. While quantitative methods can reveal broad patterns, they may not fully explain the personal meanings customers attach to their digital experiences or the broader circumstances that shape loyalty over time. Even so, for a study primarily interested in identifying measurable relationships, post-positivism offers a suitable and practical foundation.
3.2. [bookmark: _Toc241147909]Research Approach
This study uses a quantitative research approach. Quantitative research is useful because it allows the researcher to gather standardised numerical data from a relatively large number of respondents and then analyse that data statistically in order to identify patterns and relationships (Brice, 2025; Sreekumar, 2023, 2019; Ghanad, 2023; Slater and Hasson, 2024; Lim, 2024). In this study, the quantitative approach makes it possible to measure how customers perceive digital marketing strategies, as well as how they describe their loyalty-related attitudes and behaviours.
The choice of a quantitative approach is closely tied to the aims of the study. The research seeks to identify the digital marketing strategies commonly used by brands, examine how those strategies relate to customer loyalty, and determine which strategies have the greatest influence on loyalty outcomes. These objectives require variables that can be measured and compared in a systematic way. A quantitative design, therefore, helps move the study beyond general description and provides evidence-based findings.
Compared with qualitative methods such as interviews or focus groups, quantitative research is more suitable here because it provides greater consistency in data collection and allows for statistical testing of relationships. However, it is also acknowledged that quantitative research is less detailed than qualitative research and may not fully capture customers' individual experiences or interpretations.
3.3. [bookmark: _Toc241147910]Research Design
The study uses a cross-sectional descriptive and explanatory survey design. A cross-sectional design means that data are collected at one point in time rather than over a longer period (Setia, 2016; Cummings, 2017; Capili, 2021; Wang and Cheng, 2020). This is suitable for the present study because it aims to capture current customer views on digital marketing strategies and their relationship with customer loyalty within the available time and resources.
The descriptive part of the design helps to show what digital marketing strategies customers are experiencing and the general level of loyalty they report. The explanatory part goes a step further by looking at the relationships between digital marketing variables and loyalty outcomes. In this way, the study is not only describing what is happening but also examining how the variables may be connected.
A survey design is particularly useful because it allows the researcher to collect standardised responses from a fairly large sample. This makes it easier to compare answers across participants and apply statistical tools such as descriptive statistics, correlation, and regression analysis. As a result, the design fits well with the study’s quantitative and post-positivist orientation.
3.4. [bookmark: _Toc241147911]Critical Evaluation of the Research Design
Although the cross-sectional survey design is well-suited to the aims of this study, it is important to recognise its limitations compared with other possible designs.
A longitudinal design, for example, would follow the same respondents over time and could provide stronger insight into how customer loyalty changes in response to digital marketing strategies (Caruana et al., 2015). This would help show whether loyalty is temporary or sustained. However, longitudinal studies take more time, cost more, and require participants to stay involved for longer, which is not practical for this project.
An experimental design could offer stronger evidence of cause and effect by changing specific digital marketing actions and observing the results on customer loyalty. This could improve internal validity. However, experiments are often difficult to carry out in real business settings because they require close control over variables and may raise ethical or practical concerns.
A mixed-methods design, which combines surveys with interviews or focus groups, could produce richer findings. Qualitative data could help explain why certain digital marketing strategies influence loyalty and how customers make sense of those experiences. However, this approach would require more time, skill, and resources, making it less feasible for the present study.
Overall, the cross-sectional survey design remains the most appropriate choice because it is practical and efficient while still allowing the researcher to gather meaningful empirical evidence from a relatively large group of digitally active customers.
3.5. [bookmark: _Toc241147912]Population and Sample
The target population for this study consists of customers who engage with brands through digital channels, including social media platforms, company websites, mobile applications, and email marketing campaigns. These individuals are relevant because they are more likely to have direct experience with the digital marketing strategies being examined and can therefore provide informed responses on how those strategies affect loyalty.
The study will use a sample of approximately 150 to 200 respondents. This is considered suitable for a small-scale quantitative dissertation and should provide enough data for both descriptive and inferential analysis. Respondents will be selected using convenience sampling, which means choosing participants based on their accessibility and willingness to take part. For example, the questionnaire may be shared through social media, email lists, and online communities (Golzar et al., 2022; Singh and Sagar, 2021).
Convenience sampling is appropriate here because it is practical, cost-effective, and well suited to reaching digitally active people within a limited timeframe. Since the study focuses on customers who already engage through digital channels, online recruitment methods are also well-suited to the population being studied.
That said, this sampling method has some drawbacks. Because not everyone in the wider population has an equal chance of being selected, the sample may not fully represent all customers. Respondents may be younger, more digitally literate, or more active online than the broader customer population. This means the findings may not be fully generalisable, and this limitation will be considered when interpreting the results.
3.6. [bookmark: _Toc241147913]Data Collection Method
The study will use primary data collected through a structured self-administered online questionnaire. This method is suitable because it allows the researcher to gather information efficiently from a relatively large number of respondents at low cost and within a limited period. It also ensures consistency, since all participants receive the same questions in the same format.
The questionnaire will mostly contain closed-ended questions using Likert-scale items, usually based on a five-point scale ranging from strongly disagree to strongly agree. Likert scales are useful because they make it possible to measure abstract ideas such as trust, satisfaction, engagement, and loyalty intentions in a form that can be analysed statistically (Sullivan and Artino, 2013; Rosala, 2024).
The questionnaire will be organised into sections that reflect the main variables in the study. One section will focus on digital marketing strategies and may include topics such as social media engagement, email marketing, personalisation, and online promotions and discounts. Another section will focus on customer loyalty, measured through items related to repeat purchase intention, willingness to recommend the brand, and commitment to maintaining the relationship with the brand.
The questionnaire may also include a few demographic questions, such as age group, gender, or level of digital engagement, to help describe the sample and support interpretation of the findings. A small number of optional open-ended questions may also be included, giving respondents the chance to briefly explain their views in their own words. However, these will only play a supporting role, as the main focus of the study is quantitative.
3.7. [bookmark: _Toc241147914]Measurement of Variables
The study examines the relationship between digital marketing strategies (independent variable) and customer loyalty (dependent variable). Digital marketing strategies will be measured through the key dimensions identified in the literature and conceptual framework: social media marketing, email marketing, personalisation, and online promotions.
These will be measured using questionnaire items that ask respondents how often they experience these practices and how positively they view them. Customer loyalty, which is the dependent variable, will be measured using indicators such as intention to repurchase, willingness to recommend the brand, and commitment to continue engaging with the brand.
These indicators reflect both the behavioural and attitudinal sides of loyalty. This matters because loyalty is not only about repeat purchases but also about emotional attachment and positive word-of-mouth. Using multiple indicators helps provide a fuller, more realistic picture of customer loyalty.
3.8. [bookmark: _Toc241147915]Data Analysis
The collected data will be analysed using the Statistical Package for the Social Sciences (SPSS) (Rahman and Muktadir, 2021). SPSS is suitable because it provides reliable tools for coding, organising, and analysing quantitative survey data.
The analysis will take place in several stages:
First, descriptive statistics such as frequencies, percentages, means, and standard deviations will be used to summarise the demographic characteristics of respondents and the main study variables. This will provide an overview of the sample and help answer the first research question about the digital marketing strategies commonly experienced by customers.
Second, correlation analysis, particularly Pearson’s correlation coefficient, will be used to examine the strength and direction of the relationships between the different dimensions of digital marketing strategy and customer loyalty. This will show whether there are statistically significant associations between the variables.
Third, multiple regression analysis will be carried out to assess how far the different dimensions of digital marketing strategy predict customer loyalty while controlling for other variables in the model. This is important because it helps identify which strategies make the strongest unique contribution to loyalty outcomes and directly addresses the third research question.
The model’s explanatory power, including R-squared values, and the significance of individual predictors will be reported. Before interpreting the results, regression assumptions such as linearity, normality, homoscedasticity, and the absence of multicollinearity will be checked to make sure the analysis is valid.
3.9. [bookmark: _Toc241147916]Reliability and Validity
Reliability and validity are important in making sure the research is of good quality. Reliability refers to how consistent the measurement instrument is. In this study, reliability will be supported by using a structured questionnaire with clear and standardised items. Where possible, the questionnaire items will be adapted from concepts and measures used in previous research on digital marketing and customer loyalty. Internal consistency can also be checked statistically using Cronbach’s alpha to see whether items that measure the same concept work well together (Hair et al., 2019).
Validity refers to whether the questionnaire measures what it is supposed to measure. Content validity will be supported by designing the questionnaire around the concepts identified in the literature review and conceptual framework. Construct validity will be strengthened by making sure the questionnaire items match the recognised dimensions of digital marketing strategies and customer loyalty (Hair et al., 2019).
A small pilot test may also be carried out before full data collection begins. This will help identify unclear wording, confusing questions, or problems with the questionnaire structure. Although steps will be taken to improve reliability and validity, it is acknowledged that self-reported survey data may still be affected by misunderstanding, personal bias, or socially desirable answers.
3.10. [bookmark: _Toc241147917]Ethical Considerations
Ethical principles will be followed throughout the study. Participation will be entirely voluntary, and respondents will be told that they may withdraw at any time without penalty. Before taking part, participants will receive clear information about the purpose of the research, what their involvement will involve, and how their data will be used.
The study will also aim to protect confidentiality and anonymity as far as possible. Respondents will not be asked to provide unnecessary identifying information, and the data collected will only be used for academic purposes. The data will be stored securely and accessed only by the researcher or authorised academic supervisors.
Informed consent will be obtained before participants begin the questionnaire. This means that respondents will only take part once they have read and understood the information provided and agreed voluntarily to participate.
The study will also seek to avoid harm to participants. Since the topic concerns customer experiences with digital marketing rather than highly sensitive personal issues, the risk level is expected to be low. Even so, respondents’ privacy and rights will be respected throughout the research process.
3.11. [bookmark: _Toc241147918]Strengths and Limitations of the Methodology
The chosen methodology has several strengths. The quantitative survey design allows data to be collected from a relatively large number of respondents in a standardised and efficient way. It also supports statistical analysis of the relationship between digital marketing strategies and customer loyalty, aligning well with the study's objectives. In addition, the online format is practical for reaching digitally active customers, who are the main focus of the research.
However, the methodology also has limitations. The use of convenience sampling reduces representativeness and limits the generalisability of the findings. The cross-sectional design captures responses at one point in time and therefore cannot fully show how loyalty changes over time. The reliance on self-reported questionnaire responses may also introduce biases such as social desirability bias, acquiescence bias, and superficial responding. Finally, the quantitative approach may not fully capture the deeper experiences and meanings behind customer attitudes (Andrade, 2020).
Despite these limitations, the methodology remains appropriate because it offers a realistic, coherent, and academically defensible approach to studying the relationship between digital marketing strategies and customer loyalty within the limits of the project.
3.12. [bookmark: _Toc241147919]Chapter Summary
This chapter has outlined the study’s methodological framework. It has explained the post-positivist philosophical position, justified the use of a quantitative approach and cross-sectional survey design, described the target population and convenience sampling strategy, and presented the methods of data collection and analysis. It has also discussed reliability, validity, ethics, and the methodology's main strengths and limitations. Overall, the methodology is designed to provide systematic and empirical evidence of how digital marketing strategies influence customer loyalty.
[bookmark: _Toc241147920]Chapter Four: Results and Discussion
[bookmark: _Toc241147921]4.1 Introduction
The chapter presents and examines findings on the relationship between digital marketing strategies and customer loyalty, focusing on four strategies: social media marketing, email marketing, personalisation, and online promotions. Customer loyalty is measured by repeat-purchase intention, brand commitment, and word-of-mouth advocacy (Listiorini, 2025; Kumar et al., 2025).
The results are presented alongside the relevant literature and interpreted in relation to the research questions and the theoretical framework. Since the present findings are descriptive, they show patterns in respondents' perceptions but do not establish causation or statistical significance. To determine whether the relationships are statistically significant and to identify the strongest predictor of customer loyalty, correlation and regression analyses must be conducted.
[bookmark: _Toc241147922]4.2 Screening and Respondent Profile
[bookmark: _Toc241147923]4.2.1 Screening Question
The screening question was used to determine whether respondents met the study's inclusion criterion: having interacted with or purchased from a brand via digital channels in the past six months. Of the 258 respondents, 257 met this criterion, representing 99.6% of the sample. This shows that almost all respondents had recent experience interacting with brands online and were therefore appropriate for the study.
The findings back the argument made in the literature review regarding the central role of digital channels in modern customer-brand relationships (Safitri and Komaryatin, 2025). The one respondent who did not meet the inclusion criterion must be excluded from further analysis, and the properly determined sample size should be clearly stated in all statistical tables.
[bookmark: _Toc241147924]4.2.2 Demographic Characteristics
The demographic findings provide essential context for interpreting the results. The largest age group was 45–54 years, comprising 91 respondents, followed by the 35–44 age group with 67 respondents. The sample was thus concentrated among middle-aged adults, while younger customers were underrepresented. This distribution may influence the findings, as age can affect digital-channel preferences, privacy concerns, responses to promotional messages, and online purchasing patterns.
The number of men and women across the categories was roughly equal, with 127 females and 123 males. Still, these figures cover only 250 of the 258 respondents. It is therefore necessary for the final demographic table to state whether the other eight respondents chose a different category, had preferred not to answer, or had missing data. Even though the reported gender distribution is balanced, this does not mean the sample is representative of the general population.
The participants were also highly educated, with the largest number having a master’s degree, followed by those with a bachelor’s and those with a doctoral degree. This level of education might suggest a relatively high degree of digital literacy and a good familiarity with online shopping and marketing. At the same time, it limits the generalisability of the findings, since the views of a highly educated group may differ from those of the general population.
Employment was similarly concentrated, with 113 people self-employed and 75 employed by an organisation. The large number of self-employed individuals in the sample could affect the way it assesses digital communication, online business activity, and brand engagement. Therefore, the results should not be applied to other populations who have different employment situations without caution.
The respondents were people who used the internet regularly, with the majority stating they made an online purchase at least once a month. The biggest number of them bought things online two or three times a month. The company's website was the most commonly used digital channel, cited by 81 respondents, while the mobile application was the next most frequently used, cited by 75 respondents. This shows that both websites and mobile applications were important points of contact in the respondents' digital experiences. The implications for resource allocation are discussed in Chapter Five, not in the section presenting the descriptive results.

[bookmark: _Toc241147925]4.3 Digital Marketing Strategies
[bookmark: _Toc241147926]4.3.1 Social Media Marketing
Overall, the respondents had a positive evaluation of the brand's social media marketing. 179 of them stated that the brand regularly interacted with its customers on social media or strongly agreed with this statement. This shows that the respondents saw the brand as active in making comments, sending direct messages, hosting live sessions, and engaging in other forms of digital interaction (Wilson et al., 2024).
The fact that this pattern supports the view that social media enables two-way communication and could therefore help to strengthen the relationships between organisations and customers (Harrigan et al., 2020) is notable. In the context of relationship marketing, frequent interaction can promote responsiveness and build trust by demonstrating that the brand is accessible to its customers. The survey, however, measures customers' perceptions, not the organisation's actual behaviour, and because it is based on a cross-sectional design, it cannot show that interaction on social media leads to higher loyalty.
Community-building had a less uniform effect. While 155 people agreed or strongly agreed that the brand's social media content made them feel part of a customer community, 74 were neutral. The fact that so many responded positively shows that social media can help to create a feeling of inclusion and connection. Yet the size of the neutral group suggests that this experience was not felt equally by all members of the sample. It therefore seems possible that social media activity can increase visibility and interaction without necessarily fostering a strong sense of community among all customers (Yousafzai, 2024).
The brand's social media sites were also seen as useful for providing information. 159 people agreed or strongly agreed that the brand provided timely and accurate updates, while 82 were neutral. This indicates that the social media channels did support the exchange of information, even though many respondents may have obtained their brand information from other sources.
Regarding content quality, 162 people agreed or strongly agreed that the brand's social media content was interesting, relevant, and valuable. Together, these results show that the respondents regarded the brand's social media presence favourably. Yet the less positive responses regarding community-building imply that providing useful content and maintaining frequent interaction does not necessarily lead to emotional attachment or long-term loyalty.
This result is consistent with the existing literature, which distinguishes surface-level engagement from deeper customer commitment; customers can view, like, or respond to content without forming a lasting relationship with the brand (Wimalasena and Jayasinghe, 2025). Social media marketing will therefore be more effective at fostering loyalty when interactions are meaningful, relevant, and responsive, rather than focusing solely on generating visible engagement (Umoren et al., 2025).

[bookmark: _Toc241147927]4.3.2 Email Marketing
Email marketing was generally well regarded. 180 people agreed or strongly agreed that the emails they received contained useful and relevant information. This shows that email remains an important means of direct communication for many respondents.
The findings align with the existing literature, which indicates that email marketing can help build customer relationships, provided that the messages are timely, relevant, and useful (M and Mayya, 2025; Thomas et al., 2022). Within the framework of the stimulus–organism–response model, email content deemed useful serves as a positive marketing stimulus and may, therefore, affect perceived value and satisfaction. Yet the results only reflect customer perceptions and cannot demonstrate a direct causal impact on loyalty.
The extent to which email personalisation was perceived was unclear. While 142 people agreed or strongly agreed that the emails had been personalised, 91 gave a neutral response. This large number of neutral responses indicates that personalisation might not have been visible, accurate, or meaningful to all recipients. Personalisation of a basic kind, such as addressing the customer by name, may not be sufficient to create a genuine sense of relevance if the content does not match the customer's preferences or behaviour.
It also seemed that email marketing stimulated engagement, since 155 people agreed or strongly agreed that emails had encouraged them to interact with the brand. Yet 78 were neutral, which indicates that some customers might read the company's emails without taking any further action.
A significant finding was that of email fatigue. 141 people stated either that they usually ignored or deleted marketing emails without reading them. This result casts doubt on the generally favourable view of email marketing, since customers may acknowledge that the emails contain useful information yet still ignore them because they are sent too frequently, at inconvenient times, amid competing messages, or because they lack relevance (Khan, 2025).
The study thus treats email marketing as a strategy that is only effective under certain conditions; although useful, relevant emails can help promote engagement, overuse or unsuitable targeting may lead to fatigue and disengagement. This is in keeping with the literature's focus on message quality, timing, frequency, and customer control (Khan, 2025).

[bookmark: _Toc241147928]4.3.3 Personalisation
Personalisation was generally viewed positively, although the study also raised concerns about privacy. 182 people agreed or strongly agreed that the product recommendations and content were in line with their preferences and interests. This was one of the most positive findings among the digital marketing strategies looked at.
The result supports the idea that personalisation can increase relevance, convenience, and customer satisfaction (Abraham et al., 2024; Casaca and Miguel, 2024; Arora et al., 2021). If the recommendations align with customers' interests, the digital communication may seem more useful and reduce the effort required to find appropriate products or information.
Yet respondents reacted less favourably to the idea that personalisation made them feel recognised as individual beings. While 140 said that they agreed or strongly agreed, 92 were neutral. This indicates that relevant recommendations did not always elicit a strong sense of recognition. It is possible that algorithmic relevance can increase convenience without necessarily leading to the kind of relational connection linked with attitudinal loyalty.
Also, 152 people agreed or strongly agreed that personalised offers and recommendations had improved their shopping experience, while 82 were neutral. Personalisation thus seemed to benefit many respondents, but its value was not consistently felt across the sample.
Privacy was an important area of concern. 141 people agreed or strongly agreed that the amount of personal data collected seemed intrusive or worrying. This result illustrates the compromise between personalisation and privacy which has been discussed in the literature. Although customers may appreciate relevant recommendations, they may also feel uncomfortable with how organisations collect and use their personal information.
Relationship marketing theory holds that trust is at the heart of long-term customer commitment; it follows that personalisation, which is often seen as intrusive, may therefore undermine the trust that relevant recommendations are meant to enhance. The findings indicate that personalisation is most likely to lead to loyalty when customers perceive it as useful, appropriate, transparent, and respectful of their privacy (Hsu et al., 2026; Yadav et al., 2024).

[bookmark: _Toc241147929]4.3.4 Online Promotions and Discounts
People who participated in online promotions and discounts tended to rate the perceived value higher and were more likely to make a purchase. 167 respondents agreed or strongly agreed that discounts, coupon codes, and special offers had increased the value they felt they received from the brand. This indicates that promotions can improve the customer's immediate experience by either lowering costs or providing additional benefits.
This finding is consistent with the existing literature, which indicates that promotions can encourage short-term purchases and increase perceived value. Yet, since the data are self-reported, the result must be understood as reflecting a pattern in customers' perceptions rather than as direct evidence of real purchasing behaviour (Sheehan et al., 2019; Išoraitė, 2015).
The reaction to the loyalty rewards was more moderate. 133 people agreed or strongly agreed that the rewards or exclusive promotions made them feel valued, while 93 were neutral. These results indicate that loyalty rewards were advantageous to some customers but were not generally perceived as meaningful. The value of these rewards might depend on their relevance, accessibility, degree of personalisation, and whether customers find them worthwhile.
Promotions seemed to have a significant influence on people's purchasing decisions. 156 respondents stated that they mainly bought the product from the brand when discounts were available, or that they strongly agreed with this statement. While this might show that promotions do encourage people to make purchases, it also points to a high level of price sensitivity. Those who primarily buy during promotional periods may be responding to financial incentives rather than demonstrating loyalty to the brand (Obiso et al., 2025).
Another major concern was promotional overload. 147 people agreed or strongly agreed that promotional emails and online advertisements were sent too frequently and therefore seemed to be spam. This result indicates that promotions may have contradictory effects: they can enhance perceived value and drive purchases, but excessive exposure can also cause annoyance and lead to disengagement.
The findings thus confirm the difference between transactional and relational loyalty; promotions can enhance short-term purchasing behaviour without necessarily leading to emotional attachment or long-term commitment, and a heavy dependence on discounts might cause customers to remain loyal to the offer rather than to the brand (Keane, 2025).

[bookmark: _Toc241147930]4.4 Customer Loyalty Outcomes
[bookmark: _Toc241147931]4.4.1 Repeat-Purchase Intention
Customer loyalty was generally positive, as shown by purchase intentions. 183 people agreed or strongly agreed that they intended to keep buying the brand. This shows a relatively high level of stated intent to make repeat purchases.
Repeat purchase intention is a key sign of behavioural loyalty. Yet it does not always lead to actual purchases, especially when competitors offer lower prices, greater convenience, or better promotions (Dawes, 2022). Hence, the finding should be seen as indicating intended rather than observed behaviour.
159 people agreed or strongly agreed that the brand was their first choice, while 74 were neutral. The fact that some had given neutral answers indicates that a significant number were still open to considering other brands. Similarly, 158 respondents agreed or strongly agreed that they expected to buy from the brand regularly in the future.
The resistance to switching was not very strong. Even though 142 people said they were unlikely to switch to a different brand, 78 gave a neutral response and 30 disagreed. This indicates that intentions to make repeat purchases were positive, but some respondents had not developed a strong enough commitment to resist switching to alternatives. It thus seems that loyalty is favourable but not absolute.

[bookmark: _Toc241147932]4.4.2 Brand Commitment
The results showed a moderate to strong degree of brand commitment, and emotional attachment was particularly strong, with 184 people agreeing or strongly agreeing that they felt an emotional attachment to the brand. This implies that a number of the respondents had a connection that went beyond just their transactions.
Yet people's commitment diminished when they considered price competition. 113 said or strongly said that they would still choose the brand even if the competitors offered lower prices or better promotions, while 105 were neutral. This result suggests that emotional attachment may coexist with a high degree of price sensitivity.
Loyalty was slightly higher when convenience was considered, as 144 people said they would stay loyal even if other brands were more convenient. However, the results were not consistent enough to allow the conclusion that convenience has little effect on customers' decisions.
The level of long-term commitment was also moderate, since 138 people stated, or clearly indicated, that they saw their relationship with the brand as long-term. This evidence supports the distinction between positive attitudes and durable commitment, since customers can feel an emotional attachment to a brand while simultaneously responding to lower prices, stronger promotions, or more convenient alternatives (L and M, 2024).

[bookmark: _Toc241147933]4.4.3 Word-of-Mouth and Brand Advocacy
Word-of-mouth advocacy was a key driver of customer loyalty. 193 people agreed or strongly agreed that they would recommend the brand to their friends, family members, or colleagues. This was one of the most positive results of the study and shows a great readiness to make private recommendations.
Public advocacy was not as consistent. While 150 respondents said they would share positive experiences online, 77 expressed a neutral view. It is therefore possible that customers are more at ease in recommending the brand privately than in posting about it publicly.
152 people agreed or strongly agreed that they would defend the brand if it were spoken of negatively, and 156 agreed or strongly agreed that they would actively encourage others to choose the brand over its competitors. These results show positive advocacy, although this level of commitment was not common among all respondents.
The findings indicate that word-of-mouth plays a significant role in fostering attitudinal loyalty among the participants. Yet the willingness to recommend or to defend a brand is based on people's own reports and therefore cannot be taken as proof that they actually carried out these actions (Soni et al., 2025).

[bookmark: _Toc241147934]4.5 Discussion in Relation to the Research Questions
[bookmark: _Toc241147935]4.5.1 Research Question One
What digital marketing strategies are commonly used by organisations?
The results indicate that the respondents have used all four strategies looked at—social media marketing, email marketing, personalisation, and online promotions. Social media enabled interaction, the sharing of information, and the building of community, aligning with its function of supporting two-way communication (Harrigan et al., 2020; Yousafzai, 2024). Email offered useful direct communication but also caused communication fatigue (Thomas et al., 2022). Personalisation was evident in tailored recommendations and offers, while promotions included discounts, coupon codes, and loyalty rewards (Išoraitė, 2015).
Personalisation may enhance relevance, convenience, and satisfaction, but it must be implemented transparently to address privacy concerns (Abraham et al., 2024; Hsu et al., 2026). While promotions can boost perceived value and drive short-term purchases, they do not always lead to long-term commitment (Sheehan et al., 2019). For this reason, organisations usually employ all four strategies, even though their effectiveness depends on relevance, timing, frequency, transparency, and customer experience.

[bookmark: _Toc241147936]4.5.2 Research Question Two
Is there a significant relationship between digital marketing strategies and customer loyalty beyond surface-level engagement?
People's positive views of digital marketing were accompanied by favourable loyalty signals, including a willingness to make repeat purchases, emotional attachment to the brand, a preference for the brand, and a readiness to recommend it. This indicates that appropriate and valuable digital marketing can help to build customer loyalty. Yet, self-reported intentions should not be taken as proof of actual behaviour (Dawes, 2022; Soni et al., 2025; Smith et al., 2024; Shanahan et al., 2018).
The results are consistent with relationship marketing theory, which regards trust, satisfaction, perceived value, and commitment as the basic elements of lasting customer relationships (Ndubisi, 2007; Adeel et al., 2023). Moreover, they are in line with the stimulus–organism–response model since digital marketing activities act as external stimuli, customers interpret them in terms of responses such as satisfaction, trust, perceived value, irritation, or privacy concerns, and these responses in turn can influence loyalty outcomes (Rajab et al., 2025b).
It is still not possible to establish statistical significance based on descriptive frequencies. To assess the strength, direction, and significance of the relationships, Pearson correlation results are needed. Research Question Two can thus only be answered provisionally since the results show certain patterns but do not reveal a statistically significant relationship.

[bookmark: _Toc241147937]4.5.3 Research Question Three
Which digital marketing strategies have the strongest effect on customer loyalty?
People responded very favourably to the relevant recommendations, and social media was also viewed positively for its interaction and the provision of useful content. This is in line with evidence showing that personalisation can enhance relevance and satisfaction, and that social media can support customer relationships by enabling two-way communication (Abraham et al., 2024; Harrigan et al., 2020; Wilson et al., 2024).
Personalisation, however, can reduce trust when people find data collection intrusive (Hsu et al., 2026; Arora et al., 2021). Although promotions increased perceived value and purchase motivation, they also led to greater price sensitivity and promotional fatigue, suggesting they may drive short-term buying rather than foster relational commitment (Sheehan et al., 2019; Obiso et al., 2025). While email was seen as useful, its potential benefit was limited by fatigue and inconsistent personalisation (Khan, 2025).
The fact that these patterns show the various strategies might affect loyalty in different ways means that the strongest predictor cannot be identified from simple counts. To compare the individual contributions of the strategies, a multiple regression analysis is necessary. It would be premature to conclude that any one strategy has the greatest statistical effect until the standardised beta coefficients, p-values, confidence intervals, and R-squared values have been reported.

[bookmark: _Toc241147938]4.5.4 Research Question Four
How can organisations design digital marketing practices that build genuine loyalty rather than only short-term attention?
The results show that digital marketing is more likely to foster genuine loyalty when it is relevant, transparent, well-timed, and focused on customer value (Cantrell et al., 2025). On social media, there should be a focus on meaningful interaction rather than just aiming to produce visible engagement (Harrigan et al., 2020; Umoren et al., 2025). Emails should be useful, targeted, and carefully timed to reduce fatigue (Plaisir and Team, 2024).
Personalisation must enhance relevance without compromising privacy. Companies should make it clear to customers how their data are used and offer them meaningful options regarding their preferences (Abraham et al., 2024; Hsu et al., 2026; Yadav et al., 2024). It is important that promotions provide value without making them the primary basis of the relationship, since relying too heavily on discounts can increase price sensitivity rather than foster customer commitment (Sheehan et al., 2019).
It does not follow that engagement indicators show customers making repeat purchases, displaying emotional commitment, resisting switching, or becoming advocates; instead, true loyalty is more likely to emerge when digital marketing enhances trust, satisfaction, perceived value, and emotional attachment (Ndubisi, 2007; Dawes, 2022).


[bookmark: _Toc241147939]Chapter Five
[bookmark: _Toc241147940]Conclusion, Implications, Limitations, and Recommendations
[bookmark: _Toc241147941]5.1 Introduction
The chapter ends the study by summarising its main findings and explaining their theoretical and practical importance. It also includes a statement of the study's limitations, makes recommendations for organisations, offers an implementation framework, and suggests areas for future research.
The study looked at the relationship between four digital marketing strategies — social media marketing, email marketing, personalisation, and online promotions — and customer loyalty. Customer loyalty was examined from both behavioural and attitudinal perspectives, including repeat-purchase intention, brand commitment, emotional attachment, switching resistance, and word-of-mouth advocacy.
The conclusions given in this chapter are mainly based on the results of the descriptive survey. While these results do show important patterns in how respondents perceived the situation, they do not, in themselves, prove causation, establish statistical significance, or identify the strongest independent predictor of customer loyalty. To draw such conclusions, it would be necessary to conduct the correlation and multiple regression analyses described in Chapter Three.
[bookmark: _Toc241147942]5.2 Conclusion
The main conclusion of the study is that digital marketing may help build customer loyalty, but this effect is conditional rather than automatic. Just having an online presence or achieving a high level of digital activity is not enough to establish lasting customer relationships. Digital marketing is more likely to contribute to loyalty when it offers relevant information, engages customers in meaningful ways, features transparent personalisation, provides perceived value, and ensures a consistent customer experience.
The results show that the four digital marketing strategies looked at in the study have different effects on the customer experience. Social media marketing helps to promote interaction, enables the sharing of information and supports the building of a community. Email marketing offers a direct means for organisations to send out information, updates and offers. Personalisation can enhance relevance by matching recommendations and content to customers' interests. Online promotions can boost perceived value and prompt people to make a purchase.
Each of these strategies involves certain risks. It does not follow that social media interaction will result in a strong feeling of community or in emotional attachment. Email communication can become ineffective if customers get too many messages or see them as irrelevant. Although personalisation can make things more convenient, it can also raise privacy concerns. Promotions may increase purchases but can also heighten price sensitivity and make customers more loyal to discounts than to the brand.
The results back the study's claim that customer loyalty is more complicated than brief online engagement. While measures such as likes, clicks, shares, views, and responses to promotions indicate that customers have noticed or interacted with digital content, they do not necessarily show that customers are committed. True loyalty means that customers intend to buy again, regard the brand as their favourite, resist alternatives, feel an emotional attachment to it, and recommend the brand to others.
The findings regarding repeat-purchase intention and brand advocacy were largely positive, as many respondents said they intended to continue buying the brand, felt an emotional attachment to it, and were willing to recommend it. However, when respondents considered lower prices, better promotions, or more convenient alternatives, their commitment became less certain. This indicates that positive attitudes and purchase intentions can coexist with price sensitivity and the possibility of switching.
The results thus support the distinction between behavioural and attitudinal loyalty: behavioural loyalty refers to intended or repeated purchasing, while attitudinal loyalty involves trust, emotional attachment, preference, commitment, and advocacy. If organisations want to achieve sustainable loyalty, they need to address both aspects, since encouraging purchases without building trust and attachment may drive short-term sales but leave the customer relationship vulnerable to competitive offers.
The study also states that digital strategies should not be handled by themselves. Since customers come across brands via a number of linked touchpoints such as social media, email, websites, mobile applications, personalised recommendations, and online promotions, inconsistent or poorly coordinated communication across these channels could negatively affect the overall experience. On the other hand, an integrated approach would enable customers to receive consistent, useful, and trustworthy communication throughout their relationship with the organisation.
In summary, the study favours a balanced view of digital marketing. While digital channels can enhance relevance, perceived value, satisfaction, and connection with customers, they can also lead to fatigue, mistrust, disengagement, and a reliance on price when overused, intrusive, or poorly targeted. Digital marketing ought therefore to be seen as a strategic process for building relationships rather than just as a set of promotional tools.
[bookmark: _Toc241147943]5.3 Contribution of the Study
[bookmark: _Toc241147944]5.3.1 Theoretical Contribution
By examining various digital strategies through a single conceptual framework, the study advances the debate on digital marketing and customer loyalty. Instead of viewing digital marketing as a single, uniform activity, it treats social media marketing, email marketing, personalisation, and online promotions as separate activities. This method shows that different strategies can support different aspects of the customer relationship.
The study also underlines how important it is to view loyalty as a multidimensional idea; merely looking at a customer's intention to repurchase does not mean that they have a strong commitment, since people might keep on buying for convenience, out of habit, in response to promotional offers, or simply because there are no other alternatives. When emotional attachment, brand preference, resistance to switching, and word-of-mouth are considered alongside purchase intention, the research provides a more comprehensive evaluation of loyalty (Dawes, 2022).
The results are consistent with relationship marketing theory, which views trust, satisfaction, perceived value, and commitment as the basis of lasting customer relationships. They show that digital marketing is more likely to foster loyalty when customers find the communication relevant, useful, and trustworthy. However, privacy concerns, excessive communication, and reliance on discounts might weaken these fundamental aspects of the relationship (Ndubisi, 2007).
The results are also in agreement with the stimulus–organism–response model: social media interactions, email communications, personalised recommendations, and promotions can all be regarded as external stimuli. Customers interpret these stimuli through internal responses such as satisfaction, relevance, perceived value, trust, irritation, or concern, and these internal responses, in turn, affect loyalty-related outcomes, such as repurchase intention, commitment, switching resistance, and advocacy (Rajab et al., 2025b).
It is important that the study shows a digital strategy can lead to both positive and negative outcomes. While personalisation can make content more relevant, it can also raise privacy concerns; email marketing can provide useful information, but it can also cause communication fatigue; promotions may enhance the perceived value of a product, yet they can also heighten price sensitivity. This therefore supports a conditional view of the effectiveness of digital marketing rather than assuming that increased digital activity always results in greater customer loyalty (Abraham et al., 2024; Hsu et al., 2026).

[bookmark: _Toc241147945]5.3.2 Practical Contribution
The study offers practical advice to managers and marketers who wish to go beyond merely achieving surface-level engagement. It indicates that companies should not base their assessment of digital marketing performance entirely on clicks, likes, shares, views, and promotional responses. While such indicators can be used to measure attention and visibility, they give only limited insight into long-term commitment (Dawes, 2022; Soni et al., 2025).
Organisations should also keep a close eye on a number of indicators, including customer satisfaction, trust, customers' intention to buy again, retention, brand preference, switching behaviour, emotional attachment, and word-of-mouth. By evaluating both short-term engagement and long-term loyalty, a more balanced view of digital marketing performance can be obtained.
The study also stresses the need for coordinated customer experiences. Whether through social media, email, personalisation, online promotions, websites, or mobile applications, all these channels should present a consistent value proposition. Coordinated integration can help to eliminate conflicting messages, increase relevance, and enhance trust across all the digital interactions (Pashiera and Sardjono, 2024).
In the end, the study highlights the ethical aspects of digital marketing; although customers may appreciate personalised experiences, they may still be concerned about how their data is collected and used. Transparent communication, genuine consent, and easy-to-use preference settings are therefore essential elements of building relationships rather than simply meeting regulatory requirements (Hsu et al., 2026).
[bookmark: _Toc241147946]5.4 Recommendations
[bookmark: _Toc241147947]5.4.1 Improve the Quality of Social Media Engagement
Companies should use social media to foster meaningful interaction rather than focusing solely on how often they post or on visible engagement figures. The results indicated that, as a whole, respondents had a positive view of the brand's social media activities, though not all of them felt a strong sense of community.
Social media content must give people useful information, encourage discussion, answer customers' questions, and acknowledge their feedback. Organisations should ensure that customer comments and complaints are addressed in a timely and appropriate manner. Such practices can help turn simple online interactions into trust, emotional connection, and a greater sense of community (Harrigan et al., 2020).
Performance must be evaluated using criteria such as response quality, the rate at which issues are resolved, the extent of meaningful conversations, customer sentiment, community participation, and subsequent loyal behaviour. Although likes and views can still serve as useful indicators of visibility, they should not be regarded as direct evidence of loyalty.
[bookmark: _Toc241147948]5.4.2 Make Email Marketing More Relevant and Carefully Timed
Organisations should reduce unnecessary email frequency and improve segmentation. Although many respondents found brand emails useful, a substantial number reported ignoring or deleting them. This indicates that email fatigue can undermine the value of otherwise relevant communication.
Customers should be able to select the topics they are interested in and determine how frequently they receive messages. Email campaigns should also be tailored according to customer preferences, previous interactions, and stages of the customer relationship. Organisations should avoid sending repetitive messages or using urgency unnecessarily (M and Mayya, 2025).
Email performance ought to be assessed on the basis of more than just open and click-through rates. Unsubscribe rates, spam complaints, conversion quality, repeat purchases, customer satisfaction, and long-term engagement should also be kept under review. Doing so would enable one to tell the difference between temporary interaction and the development of a genuine relationship.
[bookmark: _Toc241147949]5.4.3 Implement Personalisation Transparently and Responsibly
Organisations should use personalisation to improve relevance while protecting customer privacy. The findings showed that respondents generally valued recommendations matching their interests, but many were concerned about the amount of personal data collected (Abraham et al., 2024; Hsu et al., 2026).
Organisations must state the data that they collect, the reasons for collecting it and how they plan to use it. Privacy notices should be clear and easy to access rather than being written solely in complicated legal language. Customers should have the opportunity to review and modify their preferences, to withdraw their consent where necessary and to opt out of certain types of targeting.
Personalisation should also stay balanced. Organisations should not send recommendations or messages that show an unexpected amount of tracking. Responsible personalisation can improve convenience and satisfaction. Intrusive personalisation may cause discomfort and reduce trust (Hsu et al., 2026).
[bookmark: _Toc241147950]5.4.4 Use Promotions Strategically
Online promotions should serve to supplement rather than take the place of relationship-building. The results indicated that discounts and offers led to an increased perceived value, but a number of the respondents also stated that they only bought when discounts were on. This indicates a degree of price sensitivity and a possible dependence on promotions (Sheehan et al., 2019).
Organisations ought to steer clear of offering continuous discounts since this could cause customers to put off their purchases until they see another promotion. Instead, promotions should be tied to substantial loyalty benefits, for example early access, personalised rewards, improvements to the service, exclusive experiences, or acknowledgement of long-term customers.
Promotional campaigns should be evaluated not just on the basis of immediate sales but also in relation to repeat purchases made after the promotional period, customer retention, profitability, switching behaviour, and brand perception; in this way organisations will be able to judge whether the promotions are helping to build sustainable loyalty or are simply causing temporary transactions.
[bookmark: _Toc241147951]5.4.5 Integrate Digital Marketing Channels
Organisations must co-ordinate their use of social media, email, personalisation, promotions, websites, and mobile applications. Customers should get the same information and have a consistent experience no matter which channel they use.
For integration to take place, it is necessary to have shared customer information, maintain consistent brand standards, coordinate campaign calendars, and have collaboration among the marketing, customer service, data protection, and information technology teams. It is important, though, that the use of shared customer data remains transparent, secure, and in line with the relevant privacy requirements.
A well-coordinated digital strategy is able to cut down on repetition, avoid conflicting messages, and enhance continuity at every stage of the customer journey. Integration should therefore be aimed at enhancing customer value rather than just increasing the amount of communication (Pashiera and Sardjono, 2024).
[bookmark: _Toc241147952]5.4.6 Measure Loyalty Beyond Surface-Level Engagement
Organisations should develop performance systems that distinguish attention from loyalty. Engagement measures such as impressions, views, likes, clicks, and open rates should be considered alongside deeper indicators, including:
· customer satisfaction
· trust
· repeat-purchase intention
· actual retention and repeat purchasing
· brand preference
· switching resistance
· emotional attachment
· willingness to recommend
· customer complaints and resolution outcomes; and
· customer lifetime value.
A wider range of indicators would allow for a more accurate evaluation of whether digital marketing leads to lasting customer relationships. Moreover, organisations should compare attitudinal data with actual behaviour when both are ethically and legally permissible.
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The recommendations could be implemented through a coordinated effort by managers, marketing team members, customer service staff, data protection specialists, and information technology staff.
The initial step must be an audit of the organisation's present digital marketing practices. This should include a review of its social media activity, the frequency of its email communications, the way it personalises its messages, its promotional campaigns, its privacy communications, customer feedback, and the results of its loyalty programmes. The objective of the audit should be to identify effective practices as well as areas related to fatigue, dissatisfaction, privacy concerns, or price sensitivity.
The next stage must be customer segmentation and the management of customer preferences. Customers should have the option of choosing their preferred communication channels, message types, and how often they want to be contacted. The segmentation should consider genuine customer needs and behaviour, and should not be excessively intrusive.
Attention should be given to the quality of communication in the third stage. The content posted on social media needs to encourage meaningful engagement and provide useful information. Emails must be relevant, brief, and sent at the right time. Promotional messages have to be managed so as not to be too frequent. The tone and value proposition used across all channels should remain consistent.
At the fourth stage, data transparency and governance should be enhanced. Organisations must record how customer data are collected, stored, shared, and used for personalisation. Information on privacy should be readily available, and customers should have practical control over their preferences. Employees who take part in digital campaigns should be provided with advice on the ethical use of data and on responsible targeting (Hsu et al., 2026).
Coordinated campaign planning should be the fifth stage. Social media, email, personalised recommendations, promotions, websites, and mobile applications should all be treated as interconnected parts of the customer journey. Joint planning can avoid repeated messages and result in a more consistent customer experience (Pashiera and Sardjono, 2024).
The last stage must include continuous monitoring and evaluation. It is necessary for organisations to establish baseline figures before introducing changes and to review the results at appropriate intervals. When assessing performance, both short-term indicators and long-term measures, such as trust, satisfaction, retention, commitment, and advocacy, should be considered. Furthermore, customer feedback should be used to improve the frequency of communication, the relevance of the content, personalisation, and the design of the promotions.
Implementation should be seen as an ongoing process, not as a single-time action. Since customer expectations, digital platforms, privacy standards and competitive conditions all change over time, organisations have to regularly review and modify their strategies.
[bookmark: _Toc241147956]5.6 Limitations of the Study
Several limitations should be considered when interpreting the findings.
Initially, the study employed a cross-sectional design and collected responses at a single point in time. While the findings do reveal certain patterns in customer perceptions, they do not demonstrate how loyalty changes over time, nor do they prove that exposure to digital marketing caused the reported loyalty results. It is possible that the relationship works in the opposite direction; for instance, customers who are already loyal might rate a brand's digital marketing more favourably.
Second, convenience sampling was employed in the study; rather than using probability sampling, respondents were selected based on their accessibility and willingness to participate. As a result, not every member of the target population had an equal chance of taking part, which limits the generalisability of the findings.
Thirdly, the demographic profile was concentrated in certain groups. The sample consisted mainly of middle-aged adults, with younger customers being underrepresented. The respondents were also highly educated, with a large number holding postgraduate qualifications, and the largest employment category was self-employment. These features could affect digital literacy, purchasing behaviour, privacy awareness, and how people respond to marketing communications. It is therefore possible that the findings do not apply to customers with different educational, occupational, or age backgrounds.
Fourth, the study was based on data from self-report questionnaires. The answers could have been influenced by memory limitations, differences in how the questions were interpreted, acquiescence bias, or social desirability bias. In the case of stated intentions—for example, the intention to repurchase the product or recommend the brand—these may not have aligned with actual behaviour.
Furthermore, the study examined only four digital marketing strategies; other factors, such as website usability, mobile application performance, search engine marketing, influencer marketing, online customer service, product quality, price, and offline experiences, could also affect customer loyalty. By omitting these factors, the study limits the completeness of its explanatory framework.
Sixth, the study seems to have focused on customers' perceptions of a brand without conducting extensive comparisons across industries, geographic areas, or types of organisations. Contextual factors, such as culture, market competition levels, digital maturity, and privacy expectations, could affect the observed patterns.
Only when the intended inferential analyses are reported can any conclusions regarding statistical significance and the most effective strategy be drawn. While descriptive frequencies indicate how respondents answered each question, they cannot show the strength or significance of the relationships among the various constructs. To provide definitive answers to the second and third research questions, results from Pearson correlation and multiple regression are necessary.
The fact that there are such limitations does not diminish the study's value; on the contrary, it defines the limits within which its findings should be interpreted.
[bookmark: _Toc241147957]5.7 Recommendations for Future Research
Future research ought to employ longitudinal studies to determine whether the relationship between digital marketing and customer loyalty changes over time; by following the same respondents across multiple periods, it would be possible to see whether positive attitudes lead to continued purchasing, commitment, and advocacy.
Experimental or quasi-experimental methods could offer stronger evidence regarding causation. The researchers might change variables such as the frequency of emails, the degree of personalisation of the messages, the intensity of the promotions, or the responsiveness on social media, and then examine the effect on loyalty-related outcomes.
Mixed-methods research would also be useful. Surveys could pick out general patterns, whereas interviews or focus groups could explain why customers perceive certain digital practices as useful, intrusive, trustworthy, or irritating. Qualitative evidence might be particularly helpful in understanding privacy concerns, digital fatigue, and emotional attachment.
Future research ought to involve more diverse samples; using probability or stratified sampling could enhance representativeness, and comparing different age groups, education levels, occupations, countries, and industries might reveal whether the findings vary by context.
Other digital strategies should also be looked into. They could involve influencer marketing, search engine optimisation, paid search, website usability, mobile application performance, online customer service, chatbots, digital communities, and content marketing.
Future research should compare the loyalty people report with actual behavioural evidence when ethical access to such data is possible. Transaction histories, retention data, the frequency of repeat purchases, referral behaviour, and customer lifetime value could be used to supplement survey findings and thus reduce dependence on stated intentions.
Researchers should also treat privacy concerns, digital fatigue, and promotional overload as key variables rather than as secondary observations. They could act as moderators or mediators in the relationship between digital marketing and loyalty; for instance, personalisation may increase loyalty if it is perceived as relevant, but may decrease loyalty if it is perceived as intrusive.
Ultimately, future research ought to provide full inferential analyses when it is aiming to identify significant relationships or the best predictors of loyalty; this should involve the inclusion of reliability statistics, correlation coefficients, regression coefficients, confidence intervals, significance levels, measures of explanatory power, and diagnostic tests of the model's assumptions.
[bookmark: _Toc241147958]5.8 Chapter Summary
The chapter stated that digital marketing could help build customer loyalty by providing relevant, useful, transparent, and trustworthy experiences. Although social media, email, personalisation, and promotions each contribute to the customer relationship in different ways, they also carry certain risks.
The study shows that loyalty goes beyond things such as clicks, views, sales responses and other short-term measures. It involves customers' intention to make repeat purchases, trust, an emotional attachment, commitment, resistance to switching and advocacy. Organisations should therefore integrate their digital channels, use customer data responsibly, control the frequency of their communications, balance promotional incentives with relational value, and assess results using both engagement and loyalty measures.
When interpreting the findings, it is necessary to consider the cross-sectional design, the use of convenience sampling, the reliance on self-reported data, the limited variety of strategies, and the fact that the sample is concentrated in a particular demographic group. Moreover, statistical significance and the status of the strongest independent predictor of loyalty cannot be established solely on the basis of the descriptive results.
Overall, the dissertation presents digital marketing as a potentially valuable, though conditional, tool for relationship building. Its ability to support long-term customer loyalty depends not simply on whether organisations use digital channels, but on whether customers experience those channels as relevant, respectful, consistent, and genuinely valuable.


Survey Questionnaires 
Section A: Screening Question
Have you interacted with or purchased from a brand through digital channels (e.g., social media, website, mobile app, or email) within the last 6 months?

Please think of one specific brand that you frequently interact with or purchase from online. Answer all the following questions based on your experiences with that brand within the last 6 months.
Response Scale
Please indicate how much you agree with each statement.
Response Scale
For each statement, please indicate how much you agree or disagree:
1 = Strongly disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly agree
Part 1: Digital Marketing Strategies (Independent Variables)
Section A: Social Media Marketing (SMM)
This brand regularly interacts with customers through its social media platforms (e.g., comments, direct messages, or live sessions).
The brand's social media content makes me feel like I belong to a community of customers with similar interests.
This brand uses social media effectively to provide timely, accurate, and up-to-date information about its products or services.
The content this brand shares on social media is interesting, relevant, and valuable rather than simply advertising.
Section B: Email Marketing (EMAIL)
The emails I receive from this brand contain useful and relevant information.
The marketing emails from this brand are personalised according to my interests or previous purchases.
The emails sent by this brand encourage me to engage with its products or services.
I usually ignore or delete marketing emails from this brand without reading them.
Section C: Personalisation (PERS)
The product recommendations and content I receive from this brand match my personal preferences and interests.
This brand's digital platforms (website, app, or emails) make me feel recognised as an individual customer.
The personalised offers and recommendations provided by this brand improve my overall shopping experience.
I find the amount of personal data this brand collects to personalise my online experience intrusive or concerning.
Section D: Online Promotions and Discounts (PROM)
The online discounts, coupon codes, and exclusive offers provided by this brand increase the value I receive from shopping with them.
The loyalty rewards or exclusive promotions offered through this brand's digital channels make me feel valued as a customer.
I only purchase from this brand when it offers discounts or promotional deals.
The promotional emails and online advertisements from this brand are too frequent and feel like spam.
Part 2: Customer Loyalty (Dependent Variables)
Section E: Repeat Purchase Intention (RPI)
I intend to continue purchasing products or services from this brand.
This brand would be my first choice when buying similar products or services.
I expect to purchase from this brand regularly in the future.
I am unlikely to switch to another brand, even if many alternatives are available.
Section F: Brand Commitment (COMM)
I feel emotionally attached to this brand.
I would continue to choose this brand even if a competitor offered lower prices or more attractive promotions.
Even when other brands are more convenient, I prefer to remain loyal to this brand.
I see my relationship with this brand as a long-term commitment rather than a temporary preference.
Section G: Word-of-Mouth / Brand Advocacy (WOM)
I would recommend this brand to friends, family, or colleagues who are looking for similar products or services.
I am willing to share positive experiences about this brand on social media or online review platforms.
If someone spoke negatively about this brand, I would defend it based on my positive experiences with it.
I actively encourage others to choose this brand over competitors.
Demographic Information
Age: a)18-24 b)25-34 c)35-44 d)45-54 e)55and above
Gender: male/female or prefer not to say
Highest level of education: a)High school b) diploma c)bachelor’s degree
d)master’s degree e)doctorate or f)others
Employment statues: a)student b)employed c)self-employed d)unemployed e)retired
How often do you purchase products or services online?
a) Less than once a month b) Once a month c) Two to three times a month d) Once a week 
e) More than once a week
Which digital channel do you interact with most frequently for this brand?
a)Social media b)Email c)Company website d)Mobile app e)others
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