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ABSTRACT

In the era of rapidly developing digital business, understanding the relationship
between Customer Satisfaction Management Strategy (CSMS) and Brand Loy-
alty (BL) is crucial for a company success. Digital business platforms present
unique opportunities and challenges, making it essential to explore strategies that
foster strong customer relationships and loyalty. This research aims to investi-
gate the impact of CSMS on BL in a digital business context using the SmartPLS
approach. The study seeks to provide both theoretical and practical insights into
the dynamics of customer satisfaction and loyalty in digital environments. Data
was collected through online surveys of customers from various digital busi-
ness platforms. The analysis was conducted using Structural Equation Modeling
(SEM) with SmartPLS, which is particularly suited for examining complex rela-
tionships between latent variables. The results of the analysis show that there is
a significant relationship between CSMS and BL. These findings highlight the
importance of fostering meaningful interactions between brands and customers
to enhance loyalty in digital business environments. The practical implication
of this research is the necessity for companies to design marketing strategies
that prioritize meeting customer needs and preferences. This approach not only
strengthens customer loyalty but also equips businesses to navigate the chal-
lenges of competitive digital markets. The study contributes valuable insights
for business practitioners and adds to the literature on marketing management in
the ever-evolving digital era.
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1. INTRODUCTION
In the current era of rapid technological advancements, companies across various sectors are increas-

ingly recognizing the critical importance of employing Customer Satisfaction Management Strategy (CSMS) to
foster strong Brand Loyalty (BL) [1, 2]. This is particularly significant in the context of digital business, where
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interactions between brands and customers predominantly occur through online platforms [3]. The dynamic
and competitive nature of digital markets underscores the necessity of exploring the correlation between CSMS
and BL [4]. While previous studies have explored this relationship, there remains a need for deeper insights
into how specific strategies can drive BL within the unique dynamics of digital environments [5].

Digital businesses operate in an environment where customer preferences and expectations are contin-
ually evolving, influenced by technological advancements, increased accessibility, and heightened competition
[6]. The ability to provide consistent satisfaction through personalized, seamless, and engaging experiences
has become a key determinant of success in this landscape [7]. Understanding the intricacies of CSMS is es-
sential, as they not only directly impact BL but also influence customer retention, advocacy, and lifetime value
[8]. Businesses that effectively implement such strategies can gain a competitive edge by cultivating a loyal
customer base, which serves as a significant buffer against market volatility and competition [9].

This research addresses this gap by examining the impact of CSMS on BL in digital business settings
[10]. The novelty of this study lies in its application of Structural Equation Modeling (SEM) using the Smart-
PLS tool, a method particularly suited for analyzing complex, multivariate relationships [11]. SmartPLS offers
distinct advantages, such as its ability to model latent variables and handle small sample sizes, making it highly
appropriate for exploratory research in this domain [12]. Furthermore, this methodological approach allows
for a comprehensive evaluation of both direct and indirect effects of customer satisfaction strategies on BL,
providing nuanced insights that are crucial for digital business practices [13].

Figure 1. Level of Customer Satisfaction in Using Expedition at E-Commerce

Figure 1 illustrates the level of customer satisfaction in digital business contexts. By gaining a deeper
understanding of how CSMS influence BL in digital businesses, this research aims to provide actionable in-
sights for practitioners [14]. Specifically, it seeks to guide digital business owners in designing marketing
strategies that effectively cater to customer preferences and enhance loyalty. This includes addressing critical
areas such as responsiveness to feedback, ease of use of digital platforms, and the perceived quality of products
and services. Furthermore, this study contributes to the growing body of literature on marketing management
by addressing gaps related to the implementation of customer satisfaction strategies in digital contexts [15].

The practical implications of this research extend beyond theoretical insights, offering digital en-
trepreneurs a roadmap for leveraging customer satisfaction as a competitive advantage. Strategies such as
enhancing user experience on digital platforms, leveraging data-driven personalization, and optimizing loyalty
programs can help businesses foster long-term relationships with their customers. Additionally, the integra-
tion of advanced technologies, such as artificial intelligence and machine learning, into customer satisfaction
frameworks can further improve precision in meeting customer expectations and drive loyalty at scale [16].

Ultimately, this research not only advances academic knowledge in the field but also offers practical
implications for improving company performance and competitiveness in the ever-evolving digital market-
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place [17]. By providing a robust framework for understanding the relationship between customer satisfaction
management and BL, this study equips businesses with actionable insights to design targeted strategies that
resonate with digital consumers [18]. These strategies can include enhancing user experience on digital plat-
forms, leveraging personalized customer engagement techniques, and optimizing loyalty programs to foster
long-term relationships. Furthermore, the findings can serve as a blueprint for organizations seeking to differ-
entiate themselves in crowded digital markets, ensuring their marketing efforts align with customer expectations
and preferences. As digital business models continue to evolve, the implications of this research are particu-
larly valuable for businesses aiming to maintain agility and responsiveness in adapting to emerging trends and
technological advancements [19].

This paper is structured as follows, namely, the subsequent section reviews the existing literature to
contextualize the research problem, followed by the methodology section outlining the application of Smart-
PLS for hypothesis testing. Results and discussion present key findings, followed by practical implications,
limitations, and suggestions for future research. This comprehensive approach ensures the research contributes
to both theory and practice, addressing the critical challenges faced by digital businesses today.

2. LITERATURE REVIEW
2.1. The Role of Customer Satisfaction Management in Digital Business

Customer satisfaction management has emerged as a cornerstone of marketing strategies, particularly
in the realm of digital business [20]. The proliferation of online platforms, including websites, social media,
and mobile applications, has empowered customers with unprecedented access to interact with brands [21].
This shift demands that companies adopt a customer-centric approach, prioritizing the understanding of cus-
tomer preferences, needs, and satisfaction levels [22]. By doing so, businesses can craft personalized and
engaging experiences that foster meaningful relationships with their customers. These efforts not only enhance
immediate customer satisfaction but also lay the foundation for long-term BL [23].

In addition, customer satisfaction in digital business goes beyond the delivery of quality products or
services [24]. It encompasses the entire customer journey, from discovery to post-purchase engagement. Digital
businesses must therefore invest in tools and technologies such as Artificial Intelligence (AI) and Customer
Relationship Management (CRM) systems to capture customer data, analyze behavioral patterns, and predict
future needs. This integration of technology into customer satisfaction strategies enhances the ability to provide
personalized experiences, which are increasingly valued in the digital age [25].

2.2. Significance of Brand Loyalty in Digital Business
BL remains a critical determinant of success in the digital business landscape [26]. Loyal customers

are more likely to make repeat purchases, advocate for the brand, and contribute to a positive brand reputation,
driving both revenue and market share [27]. In digital contexts, loyalty manifests through behaviors such as
subscribing to newsletters, engaging with brands on social media, and leaving favorable online reviews [28].
These actions amplify the brand visibility and credibility, creating a ripple effect that attracts new customers.
Consequently, fostering BL is not just a byproduct of effective customer satisfaction management but also a
strategic objective that reinforces competitive advantage [29].

Moreover, BL in digital business extends beyond mere transactions. It encompasses an emotional
connection that customers develop with a brand, often influenced by the brand values, reliability, and the overall
experience it delivers. In highly competitive markets, where switching costs are minimal, emotional loyalty
can serve as a powerful differentiator. Digital businesses that consistently engage with customers, respond to
their needs, and build trust are better positioned to cultivate this deeper level of loyalty [30].

2.3. The Relationship Between Customer Satisfaction Management and Brand Loyalty
The connection between customer satisfaction management and BL is well-established, particularly

in digital business settings [31]. Numerous studies indicate that customers who feel their values and needs
are met are more inclined to remain loyal to a brand. This loyalty translates into sustained engagement, in-
creased purchase frequency, and advocacy, all of which are vital in highly competitive digital environments.
Therefore, implementing effective customer satisfaction strategies is pivotal for businesses aiming to cultivate
a loyal customer base and strengthen their market position. By addressing customer pain points and exceeding
expectations, companies can transform transactional relationships into enduring partnerships [32].
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Furthermore, the digital environment offers unique opportunities to strengthen this relationship through
continuous engagement. Unlike traditional business models, digital businesses can leverage real-time feedback,
personalized marketing, and data-driven insights to anticipate customer needs and address issues proactively
[33]. This ability to adapt and respond swiftly to customer preferences is a key enabler of loyalty in digital
ecosystems. Research has shown that digital businesses that integrate satisfaction metrics into their decision-
making processes are more likely to achieve sustained growth and customer retention [34].

2.4. Use of Structural Equation Modeling (SEM) with SmartPLS
Analyzing the intricate relationship between customer satisfaction management and BL necessitates

advanced analytical tools. Structural Equation Modeling (SEM) has proven to be a reliable method for explor-
ing complex, multivariate relationships within conceptual frameworks. Among SEM tools, SmartPLS stands
out for its ability to handle small sample sizes and model latent variables effectively. The Partial Least Squares
(PLS) approach employed by SmartPLS enables researchers to perform robust path analysis and hypothesis
testing. Its versatility makes it particularly suitable for exploratory research in digital business, where variables
are often interdependent and data may be limited [35].

The application of SmartPLS in digital business research has grown significantly due to its flexibility
and effectiveness in modeling complex relationships. Unlike covariance-based SEM, SmartPLS does not re-
quire normal distribution of data and is more suitable for studies exploring new theoretical models [36]. This
makes it ideal for examining how CSMS, which often include multiple interconnected variables, influence BL.
Additionally, the tool ability to evaluate direct, indirect, and moderating effects provides a holistic view of the
underlying relationships [37].

3. RESEARCH METHOD
This research employs the SmartPLS PLS-SEM method, a statistical approach widely used in busi-

ness and social science research for analyzing complex relationships between variables [38]. SmartPLS is
particularly well-suited for exploratory studies and situations where the sample size is small, making it an ideal
choice for this study objectives. Its flexibility in handling non-normal data distributions and ability to model
latent variables provide researchers with a robust tool for understanding intricate interactions within conceptual
frameworks.

One of the key advantages of SmartPLS is its capability to simultaneously evaluate measurement mod-
els and structural models [39]. The measurement model assesses the reliability and validity of constructs, while
the structural model examines hypothesized relationships between latent variables. This dual functionality en-
ables a comprehensive analysis of both the direct and indirect effects within a theoretical framework, ensuring
a holistic understanding of the phenomena under study.

Unlike covariance-based SEM methods, SmartPLS does not rely on large sample sizes or strict data
assumptions, such as multivariate normality. This makes it particularly suitable for studies in digital business
environments, where data may be limited or exhibit irregular distributions. Additionally, its ability to handle
multicollinearity and estimate complex hierarchical models enhances its applicability in scenarios involving
interdependent constructs, such as customer satisfaction management and BL.

The software user-friendly interface and advanced functionalities, including bootstrapping techniques
for significance testing and multi-group analysis, further contribute to its growing popularity in academic re-
search. By employing SmartPLS in this study, researchers can delve deeper into the dynamics of CSMS and
their impact on BL, providing actionable insights that extend beyond theoretical exploration. This approach
also facilitates a granular understanding of moderating and mediating variables, which are critical in uncovering
nuanced relationships within the digital business ecosystem.

Figure 2. Partial Least Squares Structural Equation Modeling
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Through the use of SmartPLS, this research not only ensures methodological rigor but also aligns with
the study objectives of exploring complex, multivariate interactions in an emerging field. The insights derived
from this analysis are expected to contribute significantly to the academic discourse while offering practical
recommendations for digital businesses aiming to enhance customer satisfaction and foster BL.

As a member of the Structural Equation Modeling (SEM) family of techniques, SmartPLS enables
researchers to test and model intricate relationships between variables within conceptual frameworks. It allows
the identification and quantification of the extent to which variables influence each other. This capability
is particularly important in digital business research, where interdependencies between customer satisfaction
management and BL are multifaceted.

3.1. Independent Variable
This study investigates various dimensions of customer satisfaction management, focusing on key fac-

tors that influence BL in digital businesses. Specifically, it examines the impact of product or service quality
on BL, exploring how perceived quality can affect customer trust and satisfaction, which are crucial for fos-
tering loyalty. Additionally, the study assesses the responsiveness to customer feedback, examining whether
prompt and effective responses contribute to an increase in BL. Furthermore, the study evaluates the ease of use
of digital platforms, considering how user-friendly interfaces and seamless experiences can enhance customer
satisfaction and, in turn, strengthen BL in digital business contexts.

3.2. Dependent Variable
In this research, multiple aspects of BL are explored to understand the factors influencing its de-

velopment in digital business environments. One focus is on examining the variations in BL levels between
customers who participate in loyalty programs and those who do not, shedding light on the role of such pro-
grams in enhancing customer retention. The impact of positive interactions with brands on social media is
also investigated, with a focus on how these interactions can significantly enhance customer loyalty. Further-
more, the research evaluates how repeat purchase frequency influences BL, exploring the connection between
frequent purchases and long-term loyalty to a brand in the context of digital business.

Table 1. SmartPLS Indicator
Code Definition

BL1
There is no difference in the level of BL between customers who

participate in loyalty programs and those who do not in digital businesses.

BL2
There is a difference in the level of BL between customers who

participate in loyalty programs and those who do not in digital businesses.

BL3
There is no significant influence between positive interactions

with brands on social media on BL in digital business.

CSMS1
There is no significant influence between product or

service quality on BL in digital business.

CSMS2
There is a significant influence between product or

service quality on BL in digital business.

CSMS3
There is no significant influence between responsiveness to

customer input and BL in digital business.

Table 1 shows the SmartPLS indicators used to measure the independent and dependent variables in
this study. The indicators for BL focus on differences in loyalty levels among customers participating in loyalty
programs versus those who do not, the influence of positive social media interactions, and the impact of repeat
purchases. Similarly, the indicators for CSMS examine the influence of product or service quality, responsive-
ness to customer input, and ease of use of digital platforms on BL. These indicators provide a comprehensive
framework for assessing the relationships between CSMS and BL in the digital business context.

3.3. Hypotheses
Hypothesis 1 states that product or service quality does not significantly influence BL in digital busi-

nesses. Furthermore, it suggests that there is no significant difference in BL levels between customers who
participate in loyalty programs and those who remain outside of them. Hypothesis 2 asserts that product or
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service quality significantly impacts BL in digital businesses. It further proposes that there is a measurable dif-
ference in BL levels between customers engaged in loyalty programs and those not involved in such programs.
Hypothesis 3 contends that responsiveness to customer feedback does not significantly affect BL in digital
businesses. Additionally, it suggests that positive interactions with brands on social media have no significant
impact on BL.

These hypotheses aim to explore the multifaceted relationships between CSMS and BL within digital
business environments. The study seeks to evaluate whether factors such as product or service quality, respon-
siveness to customer feedback, and social media interactions have a measurable impact on customer loyalty.
Additionally, it will examine direct effects as well as potential moderating or mediating influences, highlighting
the complexity of customer behavior in digital contexts.

H1 examines whether variations in product or service quality influence BL, emphasizing the founda-
tional role of perceived quality in building customer trust and satisfaction, key elements of loyalty. Further-
more, it explores if loyalty programs strengthen this relationship, offering insights into their effectiveness in
reinforcing brand-customer bonds.

H2 builds upon H1 by asserting that product or service quality significantly impacts BL. This hy-
pothesis also investigates the role of loyalty programs in customer retention, providing practical insights for
businesses aiming to optimize these programs.

H3 delves into the role of responsiveness to customer feedback and social media interactions in shap-
ing BL. In digital ecosystems, where feedback is instantaneous and public, responsiveness becomes a key
differentiator. This hypothesis evaluates whether addressing customer concerns and fostering positive social
media interactions lead to increased loyalty, underlining the importance of effective communication in digital
brand strategies.

To evaluate these relationships, the SmartPLS method will be employed, offering a robust framework
for analyzing complex, multivariate data. SmartPLS facilitates the examination of direct, indirect, and inter-
action effects, providing a comprehensive view of how customer satisfaction influences BL. It is particularly
suited for exploratory research in digital business settings, where data may not follow normal distributions or
involve small sample sizes.

By applying this methodology, the study aims to contribute valuable insights to both theoretical and
practical fields. The findings will advance understanding of customer satisfaction strategies and their role in
driving BL, offering actionable recommendations for businesses to enhance customer loyalty and secure a
competitive edge in the dynamic digital marketplace.

4. RESULTS AND DISCUSSION
The conceptual model, as shown in Figure 3, illustrates the relationship between CSMS and BL in

digital business contexts. It represents the interplay between key factors such as product and service quality,
responsiveness to customer feedback, and ease of use of digital platforms, which collectively influence BL. By
leveraging the SmartPLS method, this study investigates how these dimensions contribute to customer loyalty,
both directly and indirectly, within the competitive landscape of digital businesses.

Figure 3. Conceptual Model

The SmartPLS approach enables the simultaneous evaluation of measurement and structural models,
allowing for a comprehensive understanding of the relationships between latent variables. This dual analysis
highlights not only the direct effects of CSMS on BL but also reveals potential moderating and mediating
variables that amplify or mitigate these effects. For instance, factors such as customer demographics, frequency
of platform use, or the presence of loyalty programs may alter the strength of these relationships.
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The results provide significant insights into the drivers of BL, emphasizing the importance of customer-
centric strategies in enhancing loyalty. High-quality products and services, combined with responsive feedback
mechanisms and seamless platform usability, emerge as critical drivers. These findings underline the need for
businesses to invest in robust customer satisfaction management systems and innovative digital solutions that
cater to evolving customer expectations.

Beyond theoretical implications, the insights have practical relevance for digital businesses aiming to
improve customer retention and engagement. By addressing the specific drivers identified in the model, com-
panies can develop targeted strategies to foster deeper customer relationships, reduce churn, and enhance brand
advocacy. For example, implementing data-driven personalization techniques can create more meaningful in-
teractions, while continuously refining digital platforms can enhance overall user satisfaction.

Moreover, the conceptual model paves the way for future research to explore additional dimensions,
such as the role of trust, perceived value, and emotional connection in shaping BL. As digital ecosystems
continue to evolve, understanding these nuanced relationships will be critical for businesses seeking to maintain
a competitive edge in dynamic markets.

4.1. Establishing Reliability and Validity
To ensure the robustness of the measurement model, reliability and validity tests were conducted.

Reliability was assessed using Cronbach alpha, which evaluates internal consistency, while validity was verified
through convergent and discriminant validity tests. Convergent validity ensures strong correlations between
indicators and their constructs, whereas discriminant validity confirms that indicators do not overlap between
different constructs.

Table 2. Reliability and Convergent Validity

Construct Cronbach’s
Alpha

Composite
Reliability (rho a)

Composite
Reliability (rho c)

Average Variance
Extracted (AVE)

Brand Loyalty 0.763 0.808 0.861 0.675
Customer Satisfaction
Management Strategy 0.775 0.838 0.860 0.673

Table 2 summarizes the results of these tests. Both constructs BL and CSMS exhibited strong internal
consistency, with Cronbach’s alpha values exceeding the acceptable threshold of 0.7. This indicates that the
items within each construct are reliably measuring the intended dimensions. The composite reliability (rho c)
values for both constructs were above 0.8, further reinforcing the robustness of the measurement model and
suggesting that the constructs are well-defined and stable across the data set.

Additionally, the Average Variance Extracted (AVE) values for both constructs were greater than
0.5, confirming that the constructs adequately capture their respective dimensions. An AVE value above 0.5
demonstrates that the variance explained by the construct exceeds the variance due to measurement error,
thereby supporting convergent validity. This indicates that the indicators within each construct are highly
correlated, effectively representing the theoretical concepts they are intended to measure.

These results not only validate the reliability and validity of the constructs but also provide a strong
foundation for the subsequent structural model analysis. The reliability metrics ensure that the constructs are
consistent across items, while the validity measures confirm that the constructs represent unique dimensions
without overlap. This rigorous testing is essential for ensuring that the conclusions drawn from the structural
model are based on sound measurements.

Furthermore, the results demonstrate the suitability of the measurement model for exploring complex
relationships in digital business contexts. The validated constructs of BL and CSMS are critical in understand-
ing how businesses can design effective strategies to enhance customer engagement and loyalty. By meeting
these reliability and validity thresholds, the measurement model enables a more nuanced exploration of the
hypothesized relationships, paving the way for meaningful insights and actionable outcomes.

4.2. Convergent Validity
The AVE values in Table 2 confirm that the constructs satisfy convergent validity. Each construct

indicators demonstrated strong correlations with their respective variables, underscoring the robustness of the
model. These results validate the effectiveness of the measurement model in capturing the underlying dimen-
sions of customer satisfaction and BL.
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4.3. Discussion
The findings of this study reveal that CSMS significantly influences BL in digital business contexts.

This relationship underscores the importance of prioritizing customer satisfaction as a strategic objective for
digital businesses. Key observations from the results include:

• High-quality products and services strongly contribute to BL, as they enhance trust and customer satis-
faction.

• Responsiveness to customer feedback fosters positive interactions, increasing engagement and loyalty.

• Ease of use of digital platforms is a critical factor, improving customer satisfaction and driving repeat
usage.

These findings align with prior research, reinforcing the idea that customer-centric strategies are piv-
otal in building long-term BL. In the digital era, where customer expectations are constantly evolving, busi-
nesses must focus on delivering exceptional experiences across all touchpoints.

4.4. Practical Implications
The study provides actionable insights for digital business practitioners to enhance BL. To achieve

this, businesses should focus on developing effective customer feedback systems that can promptly identify
and address pain points. Additionally, optimizing digital platforms for intuitive navigation and user-friendly
experiences is crucial for improving customer satisfaction. Implementing targeted loyalty programs tailored
to specific customer segments will help strengthen relationships and increase engagement. Furthermore, busi-
nesses must prioritize maintaining consistent quality in both products and services to build trust with their
customers. By adopting these strategies, digital businesses can enhance customer retention and distinguish
themselves in competitive markets.

5. MANAGERIAL IMPLICATION
The findings of this study offer valuable insights for managers of digital businesses looking to enhance

customer retention and loyalty. By understanding the relationship between CSMS and BL, managers can
develop targeted strategies to improve customer satisfaction, boost loyalty, and drive advocacy. The results
suggest that businesses must prioritize customer-centric approaches to stay competitive in the rapidly evolving
digital marketplace.

The study highlights that product and service quality directly influence BL, stressing the need for
continuous improvement in these areas. Managers should focus on consistently meeting or exceeding customer
expectations through high-quality offerings and robust quality assurance programs. Regular feedback collection
will enable businesses to identify improvement areas and address customer concerns swiftly, ensuring long-
term customer satisfaction.

Additionally, responsiveness to customer input and ease of use of digital platforms play crucial roles
in fostering loyalty. Managers should implement real-time engagement systems to monitor customer feedback
across platforms and prioritize user-friendly, intuitive designs for digital platforms. Personalized and data-
driven loyalty programs, tailored to customer preferences, can further strengthen relationships and drive repeat
business. These efforts, supported by advanced analytics tools, will enhance customer experience, retention,
and advocacy in the competitive digital landscape.

6. CONCLUSION
This study explores the influence of CSMS on BL in digital businesses. Findings show that strate-

gies like improving product/service quality, responding to feedback, and enhancing digital platform usability
are essential for boosting BL. These insights enrich the literature on marketing in digital contexts and guide
businesses seeking a competitive edge. By adopting customer-focused strategies, digital businesses can build
stronger connections and achieve sustainable success.

Despite offering valuable insights, this study has limitations, especially its geographic scope and ex-
clusive focus on digital businesses. Future research could examine how customer satisfaction strategies affect
BL in industries like e-commerce, SaaS, and fintech to uncover sector-specific patterns. Longitudinal studies
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would also help assess how BL shifts with technological changes and evolving consumer behavior. Broader
samples and diverse market contexts may offer a deeper understanding of these dynamics.

This study underlines the need to prioritize customer satisfaction in digital environments. Businesses
should enhance product and service quality, create responsive feedback loops, and develop intuitive platforms
to boost loyalty. Implementing personalized loyalty programs and continuously improving the user experience
can help meet customer expectations and maintain a strong market position. These approaches not only raise
satisfaction but also drive long-term growth in digital competition.-
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