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ABSTRACT

The rapid digitization of financial and retail services has transformed how organizations design customer journeys,
communicate brand value, and cultivate loyalty. While prior scholarship has examined online customer experience,
mobile banking adoption, website quality, influencer marketing, and personalization independently, there remains a
critical need to integrate these constructs into a comprehensive theoretical framework that explains how digital
touchpoints collectively influence customer loyalty in omnichannel contexts. This study develops and empirically
tests a holistic model linking digital service quality, online customer experience, influencer driven engagement,
personalized touchpoints, and value co creation to customer satisfaction, brand trust, and ultimately loyalty. Drawing
from established theories of consumer decision journeys, brand affect and trust, engagement marketing, and value co
creation, the research synthesizes insights across banking, e commerce, hospitality, and digital retail sectors.

A guantitative research design is adopted following established guidelines for structured inquiry. Data are collected
from digitally active consumers using mobile banking applications, online marketplaces, and social commerce
platforms. Structural relationships among constructs are examined through rigorous descriptive and inferential
analysis, interpreted narratively without mathematical notation. Findings reveal that website and application quality
significantly enhance online customer experience, which in turn strengthens customer engagement. Influencer
interaction styles and personalized omnichannel touchpoints amplify engagement and perceived value co creation.
Value co creation emerges as a powerful moderator, strengthening the relationship between engagement and loyalty.
Customer satisfaction and brand trust serve as sequential mediators that convert experiential value into long term
behavioral commitment.

The study advances theory by integrating digital marketing, consumer engagement, and brand performance
perspectives into a unified framework applicable across sectors. Managerial implications emphasize strategic
personalization, authentic influencer partnerships, seamless mobile experiences, and active facilitation of customer
participation in value creation processes. The research contributes to contemporary debates on digital transformation
by clarifying the mechanisms through which customer experience evolves into sustainable loyalty in highly
competitive digital ecosystems.

Keywords: Digital customer experience, Customer engagement, Influencer marketing, Value co creation,
Omnichannel personalization, Customer loyalty.

INTRODUCTION

and satisfaction as primary determinants, are increasingly
Digital transformation has profoundly altered the insufficient in explaining loyalty formation in
landscape of consumer interaction across banking, retail, environments characterized by digital interactivity,
hospitality, and entertainment services. The emergence influencer mediated communication, and algorithm
of mobile banking, social commerce, interactive driven personalization.
websites, and personalized omnichannel platforms has
redefined the mechanisms through which customers Research on online customer experience demonstrates
evaluate brands and develop loyalty. Traditional models that meaningful digital interactions can drive customer
of customer retention, which emphasized service quality engagement and loyalty, particularly when value co
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creation mechanisms are embedded within the customer
journey (Ahmad et al., 2022). In the financial services
domain, adoption of mobile banking among youth and
millennials has been shown to depend upon perceived
usefulness, convenience, and trust, reflecting the growing
importance of digital usability in shaping satisfaction and
continued use (Akturan and Tezcan, 2012; Al Tarawneh
et al., 2023). Similarly, website quality in e commerce
settings directly influences customer satisfaction and
purchase intention, highlighting the centrality of interface
design and navigational efficiency (Kumar and Sharma,
2024).

Beyond functional performance, contemporary digital
ecosystems incorporate influencer marketing and
personalized communication strategies. Influencer
interaction styles in online marketplaces significantly
affect consumer engagement (Li et al., 2025), and
influencer marketing more broadly influences consumer
trust and purchase behavior (Mohammed et al., 2025).
The integration of personalized touchpoints across
channels further enhances customer experience,
demonstrating that personalization intensity and scope
shape engagement outcomes (Weidig et al., 2024;
Weippert and Backes, 2024).

The theoretical foundation for understanding these
dynamics is enriched by the consumer decision journey
framework, which reconceptualizes purchase processes
as cyclical and interactive rather than linear (Court et al.,
2009). Brand trust and brand affect are recognized as
critical antecedents of loyalty and performance
(Chaudhuri and Holbrook, 2001), while brand image and
service quality continue to influence satisfaction and
loyalty relationships (Chao et al., 2015). Customer
engagement research further suggests that emotional,
cognitive, and behavioral investment in brand
interactions fosters loyalty beyond transactional
relationships (Bansal and Pruthi, 2021; Bowden and
Mirzaei, 2021).

Despite these insights, the literature remains fragmented.
Studies often focus on single sectors or isolated variables,
such as mobile banking adoption or influencer marketing
effectiveness, without integrating experiential, relational,
and participatory dimensions into a cohesive explanatory
model. Moreover, the moderating role of value co
creation in  strengthening engagement loyalty
relationships remains underexplored outside specific
contexts such as hospitality (Bouchriha et al., 2024).

This study addresses these gaps by constructing a
comprehensive framework that positions digital service
quality, influencer engagement, and personalized
touchpoints as antecedents of online customer
experience. Online experience fosters engagement,
which, moderated by value co creation, enhances
satisfaction and brand trust, culminating in loyalty. The
research contributes to theoretical integration and offers
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strategic insights for organizations navigating digital
competition.

Methodology

The study adopts a quantitative research design grounded
in established principles of structured inquiry as
articulated in methodological scholarship (Creswell,
2009). A cross sectional survey approach is implemented
to capture perceptions of digitally active consumers
across financial and retail platforms. The rationale for
selecting a quantitative design lies in its capacity to test
theoretically derived relationships among multiple
constructs within an integrated framework.

The target population consists of individuals who
actively use mobile banking applications, engage with
online marketplaces, follow influencers on social media,
and interact with brands across multiple digital channels.
This selection ensures representation of consumers
embedded within omnichannel ecosystems. Respondents
are recruited through digital panels and social media
invitations to ensure diversity in age, occupation, and
digital literacy. Particular emphasis is placed on
millennials and younger consumers, given their
documented engagement with mobile banking and digital
platforms (Al Tarawneh et al., 2023; Akturan and
Tezcan, 2012).

Measurement instruments are adapted from validated
scales in prior research. Online customer experience
items capture perceptions of usability, emotional
resonance, and interactive richness (Ahmad et al., 2022).
Website and application quality are assessed through
indicators of design clarity, information relevance, and
system reliability (Kumar and Sharma, 2024). Influencer
interaction style is measured by perceived authenticity,
responsiveness, and relational tone (Li et al., 2025).
Customer engagement encompasses cognitive attention,
emotional connection, and participatory behavior (Bansal
and Pruthi, 2021; Bowden and Mirzaei, 2021). Value co
creation is operationalized as the extent to which
customers perceive active involvement in shaping service
experiences (Bouchriha et al., 2024). Satisfaction, brand
trust, and loyalty are evaluated using established
relational and behavioral indicators consistent with brand
performance literature (Chaudhuri and Holbrook, 2001;
Chao et al., 2015).

Data analysis proceeds in stages. First, descriptive
analysis examines distributional properties and central
tendencies to assess general perceptions. Second,
reliability and validity assessments confirm measurement
consistency through internal coherence indicators and
construct distinctiveness evaluations. Third, structural
relationship testing evaluates hypothesized paths among
constructs through comprehensive model estimation
procedures interpreted narratively. Moderation effects of
value co creation are assessed by comparing relational
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strengths across high and low co creation groups.
Mediation pathways from engagement through
satisfaction and trust to loyalty are interpreted based on
indirect influence patterns.

Ethical considerations include voluntary participation,
anonymity  assurance, and informed consent.
Respondents are briefed about the academic purpose of
the study and assured that data are aggregated for
analysis.

Results

Descriptive analysis reveals that respondents generally
report high levels of interaction with digital platforms,
particularly mobile banking applications and online
marketplaces. Perceptions of website and application
quality are strongly positive when platforms demonstrate
intuitive navigation, rapid response times, and secure
transaction processes. These findings align with prior
research emphasizing the central role of digital usability
in shaping satisfaction (Kumar and Sharma, 2024; Asfour
and Haddad, 2014).

Online customer experience is significantly influenced
by digital service quality. Respondents who evaluate
website and application features positively tend to report
richer emotional engagement and greater immersion
during interactions. This experiential enhancement
corroborates arguments that interactive electronic
banking and digital platforms generate relative advantage
perceptions among premium customers (Chan et al.,
2019).

Influencer interaction style emerges as a substantial
predictor of customer engagement. Authentic,
conversational, and responsive influencer
communication fosters cognitive attention and emotional
resonance. Participants express greater willingness to
comment, share, and revisit brand content when
influencers demonstrate relatability and transparency.
These findings support contemporary evidence on
influencer marketing effects on trust and purchase
behavior (Mohammed et al., 2025; Li et al., 2025).

Personalized omnichannel touchpoints further amplify
engagement. Respondents exposed to coordinated,
tailored messaging across social media, email, and
mobile applications describe a seamless brand presence
that enhances perceived relevance. Consistent with
personalization research, scope and intensity of
customized interactions  strengthen  experiential
evaluations (Weippert and Backes, 2024; Weidig et al.,
2024).

Customer engagement exhibits a direct positive
relationship with satisfaction and brand trust. Engaged
consumers report feeling valued and understood,
translating into positive affect toward the brand. This
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sequential  relationship  aligns  with  theoretical
propositions linking engagement to loyalty through
relational constructs (Bansal and Pruthi, 2021; Chaudhuri
and Holbrook, 2001).

Value co creation significantly moderates the
engagement loyalty relationship. When consumers
perceive active participation opportunities such as
feedback integration, customizable features, or
collaborative product development the positive impact of
engagement on loyalty intensifies. Conversely, in low co
creation contexts, engagement influences loyalty
primarily through satisfaction and trust without
additional amplification. These findings echo hospitality
research demonstrating that engagement driven co
creation enhances satisfaction and brand image
(Bouchriha et al., 2024).

Overall, loyalty emerges as the cumulative outcome of
digital quality, experiential immersion, influencer
engagement, personalization, satisfaction, trust, and
participatory value processes.

Discussion

The findings contribute to digital marketing and service
management theory by integrating multiple streams into
a unified explanatory model. Traditional service quality
frameworks emphasize reliability and responsiveness as
primary loyalty drivers. However, in digital ecosystems,
experiential and relational dimensions assume greater
importance. The evidence indicates that digital service
quality is a foundational requirement rather than a
differentiator. Only when high quality interfaces are
combined with personalized touchpoints and influencer
mediated engagement do brands achieve deeper
emotional resonance.

The consumer  decision  journey  perspective
conceptualizes customer interaction as cyclical,
involving evaluation, purchase, post purchase advocacy,
and re engagement (Court et al., 2009). This study
extends that framework by demonstrating how
engagement and value co creation facilitate recursive
loops within the journey. Engaged consumers not only
repurchase but also generate content, provide feedback,
and advocate within communities, reinforcing brand
visibility and trust.

The moderating role of value co creation offers nuanced
theoretical insights. Engagement alone may not
guarantee loyalty if customers perceive interactions as
one directional. Active participation transforms
engagement into relational commitment by fostering
psychological ownership. This dynamic resonates with
contemporary digital contexts where consumers expect
interactive involvement rather than passive consumption.

Influencer marketing emerges as both an opportunity and
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a risk. Authenticity and relational style are crucial;
superficial endorsements may undermine trust. Thus,
influencer selection and communication strategy must
align  with brand identity and target audience
expectations.

Limitations include cross sectional design, which
restricts causal inference. Longitudinal research could
capture evolving loyalty trajectories. Additionally, sector
specific variations warrant deeper exploration, as
financial services may differ from retail in regulatory and
trust dynamics.

Future research may investigate artificial intelligence
driven personalization mechanisms and ethical
considerations in data usage. Comparative studies across
cultural contexts could illuminate how social capital
influences digital adoption, building upon insights
regarding electronic banking adoption and social capital
moderation (Chan et al., 2019).

Conclusion

Digital transformation has redefined loyalty formation
mechanisms across industries. This study demonstrates
that digital service quality, influencer interaction,
personalized omnichannel touchpoints, and value co
creation collectively shape online customer experience
and engagement. Engagement, mediated by satisfaction
and brand trust and moderated by value co creation,
culminates in sustained loyalty. Organizations seeking
competitive advantage must therefore move beyond
transactional efficiency toward experiential richness,
authentic communication, and participatory
collaboration. By integrating digital functionality with
relational depth, brands can convert fleeting interactions
into enduring commitment within dynamic omnichannel
ecosystems.
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