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Abstract. In recent years, with the remarkable growth of the global digital market, specialists took a new 

direction of focus in the field of marketing, considering customer experience an important differentiator in 

today’s digital landscape. In an online setting, in contrast to traditional marketing, the dimensions of 

customer experience include informativeness, entertainment, social presence and sensory, elements that 

create customer value. The experience is an increasingly significant component in defining the success of 

an online company, becoming a source of competitive advantage for any e-business. Yet, to accomplish 

these favorable results, a business needs to focus on customer loyalty, a concept that is understood from a 

relational perspective as the consumer’s preferences to sustain a stable relationship with the brand, fact 

that involves consistent visits of the site, and in consequence, repeat purchases. The research presented in 

this paper is based on the literature review. Subsequently, a conceptual model was proposed as the 

intersection of the online customer experience dimensions with the concept of customer loyalty, which, in 

turn, includes consumer’s attitudes and behaviors toward an online business. The purpose of this study is 

twofold: (1) to offer an outline of opportunities to use customer experience for increasing customer loyalty 

and (2) to provide managerial implications and guides future research opportunities to empirically 

measure the impact of online customer experience components on customer loyalty. 

  

Keywords: customer experience, customer loyalty, e-commerce, digital marketing strategy, marketing 
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Introduction  
The Internet’s phenomenal growth emerges “as both a distribution and communication channel” 

changing the lives of modern society (Beig & Khan, 2018), offering a new suitable platform for a 

range of businesses to trade products and services. As we can observe on the recent statistical 

data, due to the evolution of the digital market, the e-commerce landscape shows that there are 

over 2 billion digital buyers and over USD 4 trillion in sales worldwide in 2020 (Statista, 2020). 

Digitalization has offered new opportunities for online customers to interact with an e-business 

(Rose et al., 2011), on platforms such as a business website or social communication channels 

like Facebook, Youtube, and Instagram. Moreover, marketing is a very dynamic field where e-

marketers should keep up with the new trends. Recently, contemporary marketing evolved 

because of the impact of high international or local competition through new technology 

inventions that can be implemented as marketing tools (Alghizzavi, 2019). Therefore, the 

emergence of digital marketing has been determined by the virtual space and all the opportunities 

for direct communication between a company and its consumers. In the setting of online 

purchases, online customer experience becomes the main strategy for practitioners (Rose et al., 

2011), while implementing an evolving marketing concept. Satisfactory customer experiences in 
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today’s digital world are the managers’ main objectives (Verhoef et al., 2009). Since the 

marketing practices are highly suggested to be shaped by the preferences of consumers, 

innovative digital technologies that provide personalized experiences to consumers should be 

implemented (Gentile et al., 2007; Parise et al., 2016).  

In electronic retailing, “high competition, high customer requirements, and complex 

technology” constitute “the current market status” (Pei et al., 2020). Yet, the importance of 

customer experience influential factor should be found on each experiential marketing strategy of 

online business because it creates value for consumers through interactions with the brand 

(Leonard et al., 2002). Moreover, during the online shopping process, businesses can achieve 

customer satisfaction and, consequently, customer loyalty (Vakulenko et al., 2019), which results 

in repeat purchase behavior (Anderson & Srinivasan, 2003). Understanding, and especially 

building customer loyalty are crucial marketing activities for increasing the sales and the 

profitability of the online business (Fornell et al., 2016; Swaminathan et al., 2018). The core of 

loyalty is the consumer’s ability to decline better offers from the competitors that try to convince 

them to substitute the products or services (Pratminingsih et al., 2013). The fundamental rules for 

enhancing customer loyalty in an online setting are not very different from the offline space, with 

the exception that the digital businesses should adapt and improve their strategies much faster 

than the traditional ones (Reichheld & Schefter, 2000).  

This article aims to develop a theoretical framework on the relationship between customer 

experience and customer loyalty. As an explanatory study, it includes the effect of four-scale 

dimensions of customer experience, such as informativeness, entertainment, social presence, and 

sensory (Bleier et al., 2019) on customer loyalty components, attitude, and behavior. The 

practical importance of this paper lies in determining what elements create customer experience 

value that might increase customer loyalty. Thus, the following research questions might be 

addressed: 

Q1. What effect might online customer experience dimensions have on each of the elements of 

customer loyalty?  

Q2. How does each type of online customer experience dimension influence a customer’s 

loyalty? 

The research aims to create a clearer vision in implementing the digital marketing strategy 

based on customer experience with customer loyalty. The research questions try to identify the 

challenges in achieving the online companies’ digital performance, whose answers intend to 

guide the marketing specialists into developing a stable relationship between the businesses and 

their consumers using digital experiences. After analysis of theoretical perspective, the study 

resulted in a conceptual framework that emphasizes the impact of customer experience on 

customer loyalty in e-commerce. The identification of gaps in the literature leads the authors to 

provide directions for future research, along with managerial implications that might improve the 

experiential marketing strategies. 
 

Literature review  
Online customer experience 
Nowadays, customer experience is a principal marketing tool that represents the evolution of the 

relationship occurring between a brand and its consumers' interactions (Gentile et al., 2007). This 

relatively new concept is a strategic process of consumer value creation through multiple 

memorable experiences (Jain et al., 2017). In support of this, Shaw (2007) argued that the 

consumer online experience is a combination of the company’s physical performance and all the 
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senses and emotions aroused. Even more complex, the concept of consumer experience can be 

defined as the outcomes that result after multiple interactions across brand touchpoints engaging 

sensory, affective, intellectual, and behavioral experiences (Brakus et al., 2009). From a 

managerial side, it is noted that customer experience is a part of the marketing scheme that 

focuses on building and implementing the experiences (Bolton et al., 2018), after the needs of 

consumers are identified (Jackson & Ahuja, 2016). 

We live in the experience economy where the experiential marketing strategy is changing 

at the same time as digital evolution. This era contributes to the development of the concept of 

online customer experience that refers to psychological state manifested after repeated exposure 

to an online brand (Li et al., 2001; Rose et al., 2012). Therefore, the consumers form an 

impression about a brand as a result of cognitive and affective components from the website or 

social media platforms (McLean, 2017), a fact that provokes marketing specialists to create a 

range of stimuli based on useful text-based information, appealing visual imagery, promotional 

video, or audio content (Rose et al., 2012). The extant literature strongly supports the importance 

of customer experience, offering some factors that might influence the online experience, such as 

platform design, the level of interactivity, personalization, emotional states, or even past 

experiences. Thus, the question is how digital companies create a pleasant online experience for 

their consumers. The answer might be found in the online customer experience framework of 

Bleier et al., (2019) that includes informativeness, entertainment, social presence, and sensory 

appeal as main components of the experiential marketing strategy.  

In this setting, informativeness is one of the cognitive characteristics of the online 

experience that helps the consumer in the decision-making process, involving thinking, problem-

solving orientation, and mental processes (Gentile et al., 2007). Besides the utilitarian 

considerations of the online customer experience, entertainment represents the affective 

dimension, offering pleasure, fun, and play (Babin et al, 1994; Mathwick & Malhotra, 2001) on 

the platform that can be the company website or the social media channels. To bring the benefits 

of physical experiences, the dimensions of social presence should be found on the platforms, 

providing the warm feelings of human touch, and friendliness (Gefen et al., 2003). Lastly, the 

sensory dimension of the online customer experience has the role to stimulate as many senses as 

possible (Bleier et al., 2019). Even if the digital environment limits the role of sensory 

component, arising the challenge to replicate the sensations that a consumer might have when he 

or she experiences a product-trial (Rohm & Swaminathan, 2004), with the help of today’s 

innovative digital technology a multisensory experience can be implemented that can be evoked 

through imagery (Brakus et al., 2009; Elder et al., 2017).  

 

Online customer loyalty 
The concept of customer loyalty refers to the sustainable relationship between a customer and a 

company together with its products. Loyalty represents the customer’s resistance in front of 

external pressure, being supported by positive emotions toward the e-business, despite the variety 

of other companies’ marketing strategies (Aspinall et al., 2001). Although the theoretical 

foundation of both offline and online loyalty is similar, there are some differences in the digital 

setting. Online loyalty is an evolved concept of traditional loyalty that has developed together 

with the evolution of online marketplaces, a concept that represents the customer’s favorable 

attitude towards a brand (Kandampully et al., 2015). Moreover, the literature refers to loyalty as 

the action of repeat purchasing from a specific website (Srinivasan et al., 2002), being likely for 

the customer to remain loyal to the same e-business (Al-Adwan & Al-Horani, 2019). 
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A consumer is more consistent with the preferences for a brand when the personal needs 

are fulfilled. Therefore, e-businesses have the opportunity to create a customer positive 

experience in an electronic environment that might encourage customers to return to the shopping 

platform in the future, capturing their loyalty at the same time (Luo et al., 2011). The companies 

have their website as a tool to sustain profitable relationships with their digital consumers who 

are significant to a business. It was discussed a few decades ago that loyal consumers help a 

company to reach its main purpose, which is generating profit (Keiningham et al., 2007). 

Therefore, an online business should analyze all the aspects that might affect customer loyalty 

and satisfaction.  

The significance of customer loyalty lies in the two dimensions that were early suggested: 

customer behavior and customer attitude (Mohammad et al., 2015). The behavioral component 

refers to repeat purchases and word-of-mouth marketing (Shafiee & Bazargan, 2018). On the 

other side, the attitudinal component includes the consumer commitment to sustain the valued 

relationship with the brand, trust, and a positive emotional attachment (Luo et al., 2011). Thus, 

customer loyal is a result of the development of a positive attitude that leads to positive behavior. 

In this review article, online customer loyalty refers to a stable and favorable customer attitude 

and behavior regarding a specific online brand, involved in repeat purchasing of online products 

or services. Moreover, digital businesses are aware of the fact that is harder and less efficient to 

get a new customer than to retain the old ones, the cost difference being from 5 to 25 times higher 

for gaining new customers (Amy Gallo, 2014). Therefore, to retain the customers, we tend to 

believe that the strategy to design customer experience in a digital setting might evoke attitudes 

and behaviors that directly impact customer loyalty.  

 

Methodology  
The focus of this paper is on determining the current state of knowledge in the field of online 

customer experience and customer loyalty. Moreover, for a better understanding of the link 

between these concepts, we proposed a research model that focuses on customer experience 

dimensions such as, informativeness, entertainment, social presence, and sensory, each connected 

with the two components of customer loyalty, behavior, and attitude, offering the avenue for 

future research. Most of the studies selected for this literature review were found by searching on 

the databases for the search terms “customer experience”, “customer loyalty” together with “e-

commerce”, “digital” or “online” that were required to be present in the title, abstract, or 

keywords. The criteria used for article selection are presented in See Table 1. 

 
Table 1. Inclusion and exclusion criteria 

Inclusion criteria Exclusion criteria 

1. It must have customer experience as the main 

component. 

1. Editorials and reviews are excluded. 

2. The article must focus on the elements that enhance 

customer loyalty. 

2. Articles that mention the terms “customer experience” 

or “customer loyalty”, but they are not covering digital 

topics. 

Source: Authors’ own research. 
 

Results and discussions 
Today, the internet is a platform that supports a very dynamic market for companies that, in the 

lack of physical presence, need to provide distinctive virtual customer experience as a 
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consequence of the fact that all the digital technologies change consumers’ needs, expectations, 

and behavior (Lemon & Verhoef, 2016). And as Bleier et al., (2019) proposed, online customer 

experience may be designed based on the presented dimensions. For a better understanding of the 

relationship between online customer experience and customer loyalty, we developed a research 

model (see Figure 1). This theoretical framework is to be tested through future quantitative 

research aimed at revealing the relationships between the proposed dimensions. 

 

 
 

Figure 1. Customer loyalty experience framework 
Source: Authors’ own contribution. 

 

Informativeness, as an online store characteristic, refers to the information content that 

supports customer buying activity throughout the customer journey on a website. (Hoekstra et al., 

2015). Therefore, to provide the necessary information for customers, a website should include 

an appealing website design, enhance brand familiarity, and provide fundamental product 

information such as price, description, quality, and composition (Hasley & Gregg, 2010; Wu et 

al., 2019). All this product-related information should be “useful, interesting, or engaging” to 

form a positive attitude about a brand if the content is helpful for customers who want to achieve 

their purchasing goals, an attitude that has a powerful influence on behavior (Shrivastava, 2017).  

Digital entertainment refers to the business’s capability to satisfy customers’ “aesthetic 

enjoyment and hedonistic pleasure” (Luo, 2002), blending interactivity with the website content 

using elements such as colors, sounds, animated videos, and video chat communications. These 

elements definitely will make the consumer exploring more time on the website. Given this, the 

business that provides entertainment experiences during the customer’s purchase process can 

observe that online customer activities and the average time consumers spent on the website are 

increasing. If the customers are entertained, we tend to believe that their attitude and behavior 

will be positive. In establishing positive attitudes and behaviors, an organization should offer 

“human-like factors” on their online platform (Kang & Lee, 2016). The extant literature strongly 

supports the importance of this dimension in an online context because the impression of a brand 
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may be positively changed. Moreover, social presence may increase the “pleasure, arousal and 

flow” throughout all the purchases’ processes that involve any consumer (Wang et al., 2007). 

Within a virtual environment, social presence on an online shopping website may be associated 

with “trust, enjoyment, and perceived usefulness” (Oh, et al., 2018). Besides, this characteristic 

enhances better communication between the digital brand and the consumer. 

Consumers experience products and services through different sensory approaches. 

Digital businesses have the opportunity to attract customers and to increase their positive 

emotions using multisensory experiences (Bleier et al., 2019), that enhance as many senses as 

possible. Even though the virtual environment cannot replicate the sense of touch, there are other 

methods to engage the other senses to innovatively appeal to the customer and to positively 

increase the online shopping experience. Some of these methods include a suite of digital 

elements such as high-quality dynamic images and videos, sounds, haptic vibration, and others.  

Customer attitude and customer behavior can be easily measured by observing the 

customers' actions after the interaction with a brand, actions that include repurchase intention, 

word of mouth, or website revisit. There is a large number of factors that may influence the 

retention of consumers or their repurchase intentions, but to preserve existing loyal consumers, 

the online business should enhance customer satisfaction (Simanjuntak, Putri, Yuliati, & Sabri, 

2020). Cumulative satisfaction resulted from customer experience increases the customers’ desire 

to consume the same products from a producer regardless of outside factors that could influence 

the consumer to change the producer (Suchánek & Králová, 2019). The customer experience 

strategy intends to attract customers to interact with products of an online business that will result 

in positive reactions (Nasution et al., 2014).  

It is crucial to discover what techniques increase online customer loyalty. Implementing 

the discussed dimensions of customer experiences creates the advantage in front of the 

competition because it enhances customer satisfaction, followed by customer loyalty.  

 

Managerial implications 

Contemporary marketing has evolved along with the digital economy and technology revolution, 

changing the retail industry landscape. The future of consumption will be a combination of 

offline and online platforms, based on an intelligent supply chain designed to meet the 

consumers’ needs that are constantly changing. In a digital setting, online businesses are now 

able to reach more consumers, extend the distribution chain, and optimize resources (Vakulenko 

et al., 2019). Yet, since today’s economy is based on experience (Pine & Gilmore, 1998) and 

digitalization (Kravchenko et al., 2019), online customer experience should be an essential 

marketing strategic factor because it affects the consumer’s attitude that leads to a favorable 

buying behavior (Constantinides et al., 2010).  

The experiential value of consumers focuses on “creating the appropriate experiences, 

feelings and emotions” (Smith & Colgate, 2007). Online customer experience is recognized as an 

important factor in managerial practice with sustainable implications for customer relationships 

(Andreini et al., 2018), becoming the “main source of retailers’ sustainable competitive 

advantage” (Pei et al., 2020). Furthermore, the importance of customer loyalty lies in the 

competitive advantage that a business can reach (Luo et al., 2011), generating lasting revenue and 

profits, reducing the cost of reaching new customers. For gaining digital performance, companies 

should create unique online experiences designed to help achieve the business goals, grow the 

online presence and get a competitive advantage in front of competitors (Veríssimo & Menezes, 

2015).  



 

 
DOI: 10.2478/picbe-2021-0063, pp. 672-682, ISSN 2558-9652 |  

Proceedings of the 15th International Conference on Business Excellence 2021 
 

PICBE |  

678 

The role of the e-commerce website is to guide the customer journey with the help of the 

website design, navigation style, information quest, customer service, and other elements that 

might influence the level of customer satisfaction (Havíř, 2017). Besides the website, online 

businesses use social media to replace traditional communication channels (Ziyadin et al., 2019), 

especially for creating customer experience by triggering interactions between brands and their 

potential customers (Pansari & Kumar, 2017). It has been examined that consumers that engage 

with a company on social media influence the level of satisfaction and loyalty (Gummerus, 

Liljander, Weman, & Pihlström, 2012). Moreover, to create memorable customer experiences, 

online businesses should adopt innovative digital technologies, such as virtual, augmented, and 

mixed reality technologies (Flavián et al., 2019), artificial intelligence (Ameen et al., 2021), and 

others. All these digital tools provide a personalized experience, allowing the customer to interact 

with the online business in an enjoyable experience (Parise et al., 2016).  

An organization should acquire experiential marketing knowledge to anticipate the needs, 

demands, and expectations of customers regarding the experience they want to be involved in. As 

discussed, the importance of customer experience lies in the impact on a business's bottom line. 

For example, there is a tight relationship between how consumers feel about a brand and 

customer experience, retention, and loyalty. Organizations should distinguish their products and 

services from others on the digital market through a specific design of customer experience 

across the various touchpoints. 

 

Conclusion 
Interest in the concepts of customer experience and customer loyalty in the extant literature is 

currently high, but online customer experience is a relatively new concept that has attracted 

attention only in recent years. This study aimed to create a framework of customer value creation 

based on online experience and its relationship with customer loyalty, contributing to the online 

customer experience literature, especially in enhancing customer loyalty. Moreover, this study 

approaches these notions from different angles exploring the impact of online customer 

experience on customer loyalty elements, attitude, and behavior. Therefore, we first defined the 

concept of online customer experience together with the four-dimension scale, and the notion of 

customer loyalty through attitude and behavior. The discussion offers many useful insights that 

focus on developing an experiential marketing strategy that might be the main determinant of 

customer loyalty. Therefore, this research model implies numerous strategic advice that can be 

used by practitioners in enhancing customer loyalty through online customer experience and 

subsequently, digital marketing performance.  

This study has limitations, which offer directions for future research. First of all, not all 

relevant studies have been included in this article, studies that could have a significant impact on 

the field of customer experience on e-commerce. This issue resulted from the existence of a large 

spectrum of sources and databases. Second of all, fast-changing customer behavior could be a 

challenge for the selection process because all the articles were expected to bring up-to-date 

customer insights and relatively old papers should have been excluded. Furthermore, at this point, 

this study is at the stage of conceptual review, therefore, empirical research is required to test our 

propositions. As an extension to our analysis of literature review based on the connection 

between online customer experience and customer loyalty, quantitative research should be 

conducted to test the research questions. The variables should be formed and examined by the 

independent variables including online customer experience dimensions: informativeness, 

entertainment, social presence, and sensory, and the independent ones including the two 
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components of customer loyalty: attitude and behavior. Variable measurement should be 

performed by questions measured on 5 point Likert-type scale, anchored from 1 - Strongly 

disagree to 5 - Strongly agree.  

The proposed research model will hopefully serve as a framework for further researches, 

developing a quantitative measure of customer loyalty through online customer experience. The 

authors conclude this study by stating that even though online customer experience absences a 

physical presence such as a brick and mortar store, there are many opportunities to design a 

virtual customer experience with the help of innovative digital technologies that will increase 

customer loyalty.  
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