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ABSTRACT 

In today’s hypercompetitive business environment, fostering customer loyalty remains a critical challenge, yet 

the mechanisms through which timely engagement influences retention remain underexplored. While existing 

literature acknowledges the mediating role of customer engagement between satisfaction and loyalty, gaps 

persist in understanding how proactive, technology-driven interactions—such as AI-powered personalization 

and real-time responsiveness—shape long-term brand commitment. This study addresses this gap by 

investigating the strategic role of timely engagement in enhancing customer loyalty, with a focus on digital and 

service-oriented industries. The study seeks to gather thorough reviews on customer loyalty using Scopus AI 

analytics during a trial period (March 3–18, 2025), a search string targeting keywords such as “customer 

engagement,” “timely interaction,” and “loyalty” identified key themes, including AI-driven personalization, 

gamification, and predictive analytics. The concept map revealed interconnections between engagement 

dimensions (e.g., social facilitation, self-connection), service quality, and loyalty outcomes, while citation 

analysis highlighted leading experts in the field. Findings underscore that timely engagement—mediated by 

responsiveness, emotional connection, and personalized experiences—acts as a critical bridge between 

satisfaction and loyalty. Proactive interventions, such as AI chatbots and predictive churn management, reduce 

attrition by addressing customer needs preemptively. Gamification strategies (e.g., rewards, leaderboards) and 

immersive technologies (e.g., metaverse experiences) further amplify loyalty by fostering intrinsic motivation 

and emotional investment. However, the study identifies limitations, including potential biases in data sources 

and contextual gaps in non-digital sectors. Theoretically, the research extends engagement theory by 

emphasizing timely engagement as a dynamic driver of loyalty, integrating emerging technologies into 

traditional frameworks. Practically, it advocates for AI adoption, omnichannel responsiveness, and gamified 

loyalty programs to cultivate retention. Future research should explore cross-cultural nuances and ethical 

implications of AI-driven engagement. This study reinforces that loyalty is an active process, demanding 

strategic, data-informed engagement to thrive in competitive markets.  

Keywords: loyalty, engagement, responsivity, retention, satisfaction, timely interaction, service quality 

INTRODUCTION 

In today’s dynamic and highly competitive business landscape, fostering customer loyalty has become a 

cornerstone of sustainable success. AS organizations strive to maintain a competitive edge, timely engagement 

has emerged as a critical factor influencing customer retention and long-term brand commitment. Customer 

loyalty, defined as a consumer’s willingness to repeatedly engage with a brand despite external influences or 
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situational changes, has been extensively studied in marketing literature (Oliver, 1999). Responsivity, or the 

ability of firms to promptly and effectively respond to customer needs, plays a pivotal role in enhancing 

engagement, trust, and ultimately, loyalty. While numerous studies have explored the antecedents of customer 

loyalty, the role of timely engagement as a strategic lever remains an area requiring deeper investigation. 

The existing body of research highlights that customer engagement mediates the relationship between 

customer satisfaction and loyalty (Nunes et al., 2024; Brodie et al., 2011). Engaged customers exhibit higher 

levels of commitment, advocacy, and repeat patronage, thereby reinforcing brand loyalty (van Doorn et al., 

2010). Furthermore, customer orientation, particularly among sales personnel, has been identified as a crucial 

determinant of engagement-driven loyalty (Srivastava, 2019; Hennig-Thurau et al., 2002). Various dimensions 

of engagement, including social facilitation, self-connect, intrinsic enjoyment, and utilitarian experiences, 

contribute uniquely to fostering customer loyalty (Ibrahim & Bayram, 2024; Pansari & Kumar, 2017). 

However, the extent to which these dimensions interact with timely engagement to drive retention remains 

underexplored. 

Despite the recognition of engagement’s significance, a key research gap persists regarding the mechanisms 

through which timely engagement enhances customer loyalty. While studies have examined behavioral 

engagement—both active and passive—as a predictor of loyalty (Izogo & Mpinganjira, 2022; Kumar & 

Pansari, 2016), limited attention has been given to the role of proactive and predictive interventions. High 

service quality and trust have been established as essential precursors to customer loyalty (Zeithaml et al., 

1996; Dhasan & Kowathanakul, 2021), yet how organizations can leverage real-time engagement strategies to 

strengthen these relationships is insufficiently addressed. Additionally, gamification techniques such as point-

based rewards, leaderboards, and achievement badges have been found to enhance engagement (Halim et al., 

2024; Hamari et al., 2014), but their integration within a broader timely engagement framework requires 

further exploration. 

This review aims to analyze the research landscape surrounding timely engagement and its impact on customer 

loyalty. Using a concept mapping approach, the study will synthesize insights from existing literature, identify 

emerging themes, and highlight expert perspectives within the domain. By bridging the gap between 

responsivity and retention, this paper seeks to provide a comprehensive understanding of how organizations 

can strategically employ timely engagement to enhance customer loyalty. 

The contributions of this review are threefold. First, it consolidates existing knowledge on customer 

engagement, responsiveness, and loyalty by mapping key theoretical and empirical findings. Second, it 

identifies underexplored areas in the literature, offering a foundation for future research. Third, it provides 

actionable insights for practitioners by outlining engagement strategies that enhance customer retention.  

METHODOLOGY 

To analyze the research landscape surrounding timely engagement and its impact on customer loyalty, we 

employed Scopus AI analytics during the trial period from March 3rd to 18th, 2025. This approach facilitated a 

comprehensive exploration of existing literature, identification of emerging themes, and recognition of key 

experts in the field.  

We initiated our study by formulating a precise search string: ("customer engagement" OR "client 

engagement" OR "consumer engagement" OR "user engagement") AND ("customer loyalty" OR "client 

loyalty" OR "brand loyalty" OR "consumer loyalty") AND ("timely" OR "prompt" OR "immediate" OR 

"swift") AND ("satisfaction" OR "experience" OR "retention" OR "relationship") AND ("communication" OR 

"interaction" OR "feedback" OR "service"). This search strategy was designed to capture the multifaceted 

aspects of timely engagement and its correlation with customer loyalty. 

Utilizing Scopus AI's advanced analytics, we conducted a systematic literature review to synthesize existing 

knowledge on the subject. This process involved extracting relevant articles, analyzing their content, and 

summarizing key findings. For instance, studies have demonstrated that AI-powered digital assistants can 

positively influence customer emotions, engagement, and loyalty by providing personalized and efficient 
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interactions. Similarly, the integration of AI in customer relationship management has been shown to enhance 

customer experiences, leading to increased engagement and loyalty. 

A concept mapping approach was employed to visualize the interconnections between various themes 

identified in the literature. Central concepts such as "Artificial Intelligence," "Customer Engagement," 

"Customer Loyalty," "Personalization," and "Predictive Analytics" were mapped to illustrate their 

relationships. This visual representation aided in understanding how timely engagement strategies, facilitated 

by AI technologies, can enhance customer loyalty. 

Through citation analysis, Scopus AI identified leading researchers contributing significantly to this domain. 

For example, Alsadoun and Alnasser (2025) have explored the role of AI chatbot marketing in enhancing 

customer satisfaction and loyalty in digital shopping experiences. Identifying such experts provides valuable 

insights into current research trends and potential collaborations. 

The analysis revealed several emerging themes: 

 AI-Powered Personalization: Leveraging AI to tailor customer experiences, thereby increasing satisfaction 

and loyalty  

 Predictive Analytics: Utilizing AI to anticipate customer needs and behaviors, enabling proactive 

engagement strategies  

 Emotional Engagement: The impact of AI-driven interactions on customer emotions and their subsequent 

effect on engagement and loyalty 

By employing Scopus AI analytics, this study provides a comprehensive understanding of how timely 

engagement strategies, particularly those enhanced by AI technologies, can significantly impact customer 

loyalty. The insights gained from this analysis offer valuable guidance for organizations aiming to implement 

effective customer engagement practices.   

RESULTS AND DISCUSSION 

This section presents the findings derived from Scopus AI analytics, highlighting key insights from the 

Summary & Expanded Summary, the Concept Map, and the identification of Topic Experts and Emerging 

Themes. The discussion contextualizes these findings within existing literature and theoretical perspectives, 

providing a comprehensive understanding of the role of timely engagement in fostering customer loyalty.  

Summary and Expanded Summary  

The role of timely engagement in fostering customer loyalty is well-documented in existing literature, with key 

findings emphasizing the importance of proactive interactions, responsiveness, and strategic engagement. By 

synthesizing insights from the Summary & Expanded Summary, this section explores how different 

dimensions of customer engagement influence loyalty, providing a deeper understanding of the mechanisms 

through which organizations can enhance retention through strategic responsiveness. 

Customer engagement serves as a critical mediator between satisfaction and loyalty, reinforcing the idea that 

engaged customers are more likely to remain loyal to a brand (Nunes et al., 2024). This engagement is often 

driven by a combination of cognitive, emotional, and behavioral factors, where customers perceive increased 

value when businesses actively respond to their needs in a timely manner. Ibrahim and Bayram (2024) 

highlight that engagement in service interactions enhances customer identification with the brand, leading to 

long-term commitment. 

Furthermore, engagement is multi-dimensional, encompassing social facilitation, self-connection, intrinsic 

enjoyment, and utilitarian experiences (Thakur, 2016). The presence of these engagement dimensions has been 

shown to significantly contribute to customer loyalty, as they reinforce positive associations with the brand. A 
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study by Izogo and Mpinganjira (2022) further supports this by emphasizing that both passive and active 

behavioral engagement play crucial roles in shaping customer loyalty. 

Responsivity, defined as the ability of businesses to promptly address customer inquiries, concerns, and 

expectations, is a significant driver of customer retention. Research has shown that high levels of 

responsiveness improve the perceived quality of service, fostering stronger trust and long-term relationships 

(Dhasan & Kowathanakul, 2021). This is particularly relevant in industries where service quality is a key 

determinant of continuous engagement, such as telecommunications and retail banking (Monferrer et al., 

2019). Abboud et al. (2020) argue that customer engagement functions as a psychological state that emerges 

from interactive service experiences, creating mutually beneficial relationships between businesses and 

consumers. This psychological connection, when reinforced through timely and meaningful interactions, 

increases brand attachment and prevents churn. 

One of the key findings from the expanded summary is the importance of service quality and trust in fostering 

engagement. Customers who perceive high-quality service and consistent responsiveness are more likely to 

develop loyalty towards a brand (Hapsari et al., 2020). In particular, the ability of businesses to personalize 

engagement strategies—using AI-driven insights, real-time sentiment analysis, and predictive analytics—

further strengthens customer retention efforts (Karwa et al., 2024). Studies indicate that personalized 

engagement strategies, such as real-time feedback loops, tailored promotions, and dynamic pricing, create a 

sense of exclusivity and relevance for the customer (Chen et al., 2023). This not only increases immediate 

satisfaction but also reinforces long-term brand loyalty, as customers feel understood and valued. 

The incorporation of gamification techniques—such as point-based rewards, leaderboards, and achievement 

badges—has emerged as an effective strategy for increasing customer engagement and loyalty (Halim et al., 

2024). Gamification enhances intrinsic motivation, encouraging repeat interactions with the brand and 

fostering long-term commitment. In addition to gamification, proactive interventions leveraging AI and 

predictive analytics have been identified as essential tools in retaining customers (Karwa et al., 2024). By 

identifying at-risk customers through behavioral data analysis, businesses can implement personalized 

retention strategies, reducing the likelihood of churn. For example, real-time reminder notifications, 

personalized offers, and AI-driven chat support ensure that customer needs are met before they even consider 

switching to a competitor.  

The findings from this study underscore the importance of timely engagement as a strategic driver of customer 

loyalty. Responsiveness, customer orientation, and personalized engagement strategies have been shown to 

significantly enhance satisfaction and retention. Emerging trends such as AI-powered personalization, 

gamification, and predictive analytics offer valuable insights into how businesses can proactively manage 

engagement and strengthen customer relationships. By integrating these approaches, organizations can bridge 

the gap between responsivity and retention, fostering deeper customer loyalty in an increasingly competitive 

marketplace. 

 Concept Map 

Figure 1 presents a conceptual framework outlining key factors influencing customer loyalty and their 

interconnections. It visualizes how different constructs contribute to fostering and sustaining loyal customer 

relationships. 

 

Figure 1: Concept map of customer loyalty 
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Customer Loyalty 

Customer loyalty is a critical determinant of business success, influencing profitability, customer retention, and 

long-term sustainability. It is a multi-dimensional concept that extends beyond mere repeat purchases to 

include emotional attachment, trust, and perceived value. According to Singh et al. (2019), customer loyalty 

has a direct impact on business performance in sectors such as banking and insurance. The ability of an 

organization to foster loyalty among its customers can result in significant competitive advantages, leading to 

increased revenue and improved market positioning. However, achieving high levels of customer loyalty 

requires organizations to implement effective strategies that enhance customer satisfaction and engagement. 

One of the key determinants of customer loyalty is customer satisfaction, which is shaped by various factors 

including service quality, fairness, and commitment (Han, Kwortnik, & Wang, 2008). When customers 

perceive that they are receiving high-value products or services, they are more likely to remain loyal to a 

brand. Additionally, emotional attachment plays a crucial role in customer loyalty, as customers who feel a 

strong connection with a brand are less likely to switch to competitors (Srivastava & Rai, 2018). Trust is 

another critical component, as businesses that consistently meet or exceed customer expectations foster a sense 

of reliability, further enhancing loyalty. 

The financial impact of customer loyalty is substantial. Zhang, Dixit, and Friedmann (2010) highlight that 

loyal customers contribute significantly to a firm’s revenue and customer lifetime value. Organizations with 

strong customer retention strategies experience a higher return on investment, as acquiring new customers is 

typically more expensive than retaining existing ones. Additionally, Krishnan (2020) argues that improvements 

in customer retention lead to increased profitability, as loyal customers tend to spend more over time and are 

more likely to recommend a brand to others. This underscores the need for businesses to prioritize customer 

loyalty as a core component of their growth strategy. 

A variety of approaches have been used in marketing literature to measure and understand customer loyalty. 

These include concepts such as brand loyalty, service loyalty, vendor loyalty, and store loyalty (Craft, 2015). 

Each of these dimensions provides insights into how customers interact with businesses and the factors that 

influence their purchasing decisions. However, operationalizing customer loyalty remains a challenge, as it 

involves analyzing both behavioral and attitudinal components. Marketers must use a combination of 

qualitative and quantitative methods to accurately assess customer loyalty and develop targeted strategies to 

enhance it. 

In conclusion, customer loyalty is a complex yet essential element of business success. It is influenced by 

factors such as customer satisfaction, emotional attachment, and trust, all of which contribute to long-term 

profitability and customer retention. The financial benefits of customer loyalty are well-documented, with 

increased customer lifetime value and sustained revenue growth being key outcomes. However, further 

research is needed to explore specific strategies for improving customer loyalty and to address gaps in 

understanding the most effective engagement techniques. Organizations that prioritize timely engagement and 

proactive customer interactions are more likely to build lasting relationships and achieve sustainable success.  

Customer Loyalty and Retention Mechanisms 

Customer loyalty is a critical determinant of business success, influencing profitability, customer retention, and 

long-term sustainability. It is a multi-dimensional concept that extends beyond mere repeat purchases to 

include emotional attachment, trust, and perceived value. According to Singh, Nayyar, and Das (2019), 

customer loyalty has a direct impact on business performance in sectors such as banking and insurance. The 

ability of an organization to foster loyalty among its customers can result in significant competitive 

advantages, leading to increased revenue and improved market positioning. However, achieving high levels of 

customer loyalty requires organizations to implement effective strategies that enhance customer satisfaction 

and engagement. 

One of the key determinants of customer loyalty is customer satisfaction, which is shaped by various factors 

including service quality, fairness, and commitment (Han, Kwortnik, & Wang, 2008). When customers 
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perceive that they are receiving high-value products or services, they are more likely to remain loyal to a 

brand. Additionally, emotional attachment plays a crucial role in customer loyalty, as customers who feel a 

strong connection with a brand are less likely to switch to competitors (Srivastava & Rai, 2018). Trust is 

another critical component, as businesses that consistently meet or exceed customer expectations foster a sense 

of reliability, further enhancing loyalty. 

The financial impact of customer loyalty is substantial. Zhang, Dixit, and Friedmann (2010) highlight that 

loyal customers contribute significantly to a firm’s revenue and customer lifetime value. Organizations with 

strong customer retention strategies experience a higher return on investment, as acquiring new customers is 

typically more expensive than retaining existing ones. Additionally, Krishnan (2020) argues that improvements 

in customer retention lead to increased profitability, as loyal customers tend to spend more over time and are 

more likely to recommend a brand to others. This underscores the need for businesses to prioritize customer 

loyalty as a core component of their growth strategy. 

A variety of approaches have been used in marketing literature to measure and understand customer loyalty. 

These include concepts such as brand loyalty, service loyalty, vendor loyalty, and store loyalty (Craft, 2015). 

Each of these dimensions provides insights into how customers interact with businesses and the factors that 

influence their purchasing decisions. However, operationalizing customer loyalty remains a challenge, as it 

involves analyzing both behavioral and attitudinal components. Marketers must use a combination of 

qualitative and quantitative methods to accurately assess customer loyalty and develop targeted strategies to 

enhance it. 

In conclusion, customer loyalty is a complex yet essential element of business success. It is influenced by 

factors such as customer satisfaction, emotional attachment, and trust, all of which contribute to long-term 

profitability and customer retention. The financial benefits of customer loyalty are well-documented, with 

increased customer lifetime value and sustained revenue growth being key outcomes. However, further 

research is needed to explore specific strategies for improving customer loyalty and to address gaps in 

understanding the most effective engagement techniques. Organizations that prioritize timely engagement and 

proactive customer interactions are more likely to build lasting relationships and achieve sustainable success.  

Customer Loyalty and Customer Satisfaction 

Customer satisfaction plays a crucial role in shaping customer loyalty, as satisfied customers are more likely to 

develop long-term relationships with a business. Research has consistently shown that customer satisfaction 

positively influences loyalty by fostering trust, emotional attachment, and repeat purchasing behavior (Rahman 

et al., 2018). However, while satisfaction is a significant factor, it does not always guarantee loyalty, as other 

factors such as perceived value, service quality, and emotional connections also contribute to long-term 

customer commitment (Liu et al., 2018). 

One of the primary ways in which customer satisfaction impacts loyalty is through its mediating role between 

service quality and customer retention. Studies indicate that high service quality leads to increased satisfaction, 

which in turn enhances customer loyalty (Rahman et al., 2018). However, Bennett and Rundle-Thiele (2004) 

argue that high levels of satisfaction do not necessarily translate into attitudinal loyalty, suggesting that 

companies must go beyond meeting customer expectations and focus on creating emotional bonds and 

personalized experiences. 

Empathy and assurance are key components of service quality that significantly impact customer satisfaction 

and, consequently, customer loyalty. Annamalah et al. (2011) highlight that businesses that demonstrate 

empathy by understanding customer needs and providing assurance through reliable and responsive services 

tend to foster stronger customer loyalty. Furthermore, Asgarpour et al. (2015) argue that informed customers 

seek more than just satisfaction; they expect added value, unique experiences, and proactive engagement from 

businesses to remain loyal. 

Despite the strong correlation between customer satisfaction and loyalty, research suggests that businesses 

should not rely solely on satisfaction as a predictor of long-term customer retention. Customers who are merely 
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satisfied may still switch to competitors if they perceive better value or a superior experience elsewhere 

(Bennett & Rundle-Thiele, 2004). Therefore, businesses should focus on enhancing customer relationships 

through personalization, timely engagement, and loyalty programs that reward repeat customers (Liu et al., 

2018). 

In conclusion, customer satisfaction is an essential driver of customer loyalty, but it must be complemented by 

other strategies such as emotional engagement, perceived value, and personalized services to ensure long-term 

retention. Companies that understand the complexities of customer loyalty and actively seek to enhance 

customer satisfaction beyond basic expectations are more likely to cultivate loyal customers and achieve 

sustainable business success. 

Customer Loyalty and Loyalty Programs 

Customer loyalty programs have been widely adopted by businesses as a strategic tool to retain customers and 

enhance their engagement with a brand. These programs aim to encourage repeat purchases, strengthen 

customer relationships, and ultimately increase profitability (Kang et al., 2015). The effectiveness of these 

programs, however, remains a subject of debate as their influence on customer loyalty can vary based on 

program design, customer perceptions, and company-consumer interactions (Petersen et al., 2019). 

Loyalty programs enhance customer loyalty by strengthening customer-company identification. Customers 

who identify with a company’s loyalty program are more likely to develop an emotional attachment to the 

brand, leading to long-term loyalty (Kang et al., 2015). Additionally, customers who feel a sense of exclusivity 

and belonging within the program are more likely to continue their patronage, even in the presence of 

competitive alternatives (Chung & Ha, 2015). However, research also suggests that customer loyalty to the 

program itself does not always translate into loyalty to the company, indicating that the structure and benefits 

of loyalty programs must be carefully managed to ensure sustained customer engagement (Evanschitzky et al., 

2012). 

Despite their widespread implementation, empirical studies indicate that the impact of loyalty programs on 

customer behavior can be minimal or even negligible in some cases (Petersen et al., 2019). Factors such as 

reward attractiveness, perceived fairness, and ease of redemption play significant roles in determining the 

effectiveness of these programs (Xie & Chen, 2013). Programs that fail to provide meaningful rewards or 

create excessive barriers to redeeming benefits may struggle to retain customers. Additionally, some customers 

may participate in multiple loyalty programs across different brands, diluting the intended impact of these 

initiatives (Kim et al., 2010). 

Identity salience is another critical factor influencing the success of loyalty programs. When customers 

strongly identify with a loyalty program, they are more likely to perceive the brand positively, leading to 

greater trust and stronger relational bonds (Chung & Ha, 2015). This sense of identity can be reinforced 

through personalized rewards, tiered membership benefits, and exclusive experiences that make customers feel 

valued and appreciated. However, if a loyalty program lacks personalization or does not align with customer 

expectations, its effectiveness in fostering genuine loyalty may be limited (Xie & Chen, 2013). 

In conclusion, while customer loyalty programs have the potential to enhance customer retention and long-

term engagement, their effectiveness depends on various factors, including program structure, perceived value, 

and emotional connection with the brand. Companies must design loyalty programs that go beyond 

transactional incentives by fostering emotional and psychological bonds with customers. Further research is 

needed to explore how emerging trends, such as digital transformation and gamification, can improve the 

impact of loyalty programs on sustained customer loyalty. 

Customer Loyalty and Engagement Strategies 

Customer engagement strategies (CESs) play a pivotal role in shaping customer loyalty (CL) by influencing 

consumer well-being (CWB) and information processing styles (IPS). Studies indicate that CESs positively 

impact CL, with CWB acting as a partial mediator in this relationship (Zhang et al., 2024). When businesses 
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implement strategies that enhance CWB, such as personalized interactions and prompt responsiveness, 

customers develop a stronger emotional attachment to the brand. This emotional connection fosters long-term 

loyalty, as customers perceive greater value in their engagement with a company. Furthermore, IPS moderates 

this relationship, with an affective processing style—where customers rely more on emotions than cognition—

yielding stronger CL outcomes (Zhang et al., 2024). Thus, CESs that evoke positive emotional experiences 

contribute significantly to sustained customer relationships. 

One critical aspect of CESs is their effectiveness in fostering organic engagement within online brand 

communities, which has been found to contribute significantly to CL (Prentice et al., 2020). In digital 

environments, consumers actively participate in discussions, share their experiences, and provide 

recommendations, all of which enhance their perceived investment in a brand. Engagement-driven interactions, 

such as user-generated content campaigns and social media responsiveness, encourage customers to feel valued 

and heard, thereby strengthening their loyalty. Additionally, customers engaged through online communities 

often develop a psychological sense of belonging, further reinforcing their commitment to a brand (Prentice et 

al., 2020). 

Beyond emotional engagement, timely and proactive engagement strategies are essential in retaining 

customers. Responsiveness—such as addressing customer inquiries, concerns, or feedback in a prompt 

manner—has been shown to enhance trust and satisfaction, which are crucial determinants of CL (Zhang et al., 

2024). When companies demonstrate attentiveness, customers develop confidence in the brand's reliability and 

service quality. This, in turn, reduces the likelihood of switching behavior and encourages repeat purchases. In 

contrast, delayed responses or impersonal interactions can erode trust, ultimately leading to customer attrition.  

Thus, companies must prioritize real-time engagement mechanisms, such as AI-driven chat support, 

personalized emails, and interactive social media interactions, to enhance customer retention. 

Moreover, the effectiveness of CESs is also contingent upon the alignment between engagement strategies and 

customer expectations. Personalization is a key driver in this regard, as customers increasingly seek tailored 

experiences that cater to their individual preferences. Brands that leverage customer data to deliver customized 

recommendations, loyalty programs, and exclusive offers tend to enjoy higher CL rates (Zhang et al., 2024). 

This approach reinforces the perception of customer-centricity, leading to deeper emotional and transactional 

commitment. Additionally, integrating omnichannel engagement—where customers can interact seamlessly 

across digital and physical touchpoints—further enhances the customer experience, thereby fostering greater 

loyalty. 

In conclusion, CESs serve as a critical determinant of CL, with CWB, IPS, and online brand communities 

playing mediating roles in this dynamic relationship. Strategies that emphasize emotional engagement, 

responsiveness, and personalization contribute significantly to customer retention and brand advocacy. 

Businesses seeking to optimize customer loyalty must adopt a holistic engagement approach that integrates 

timely, personalized, and community-driven interactions. As digital transformation continues to evolve, brands 

that prioritize innovative engagement techniques will be better positioned to build enduring customer 

relationships. 

Topic Experts 

Customer loyalty is a fundamental aspect of business sustainability, and its relationship with customer 

satisfaction and service quality has been extensively studied. Noor Ul Hadi's research emphasizes that service 

quality plays a crucial role in fostering customer loyalty by enhancing customer satisfaction (Hadi, 2024). 

Their findings suggest that businesses that invest in improving service quality dimensions such as 

responsiveness, reliability, and empathy are more likely to retain customers. This aligns with the notion that 

timely engagement with customers, particularly in addressing their concerns and expectations, strengthens their 

commitment to the brand. Effective engagement strategies can, therefore, translate into higher loyalty levels by 

ensuring customers feel valued and understood. 

Abdullah Fahad A. Alhamdan's empirical investigations further reinforce the connection between service 

quality and customer loyalty, with a particular emphasis on how timely engagement impacts customer 



INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IV April 2025 

Page 502 www.rsisinternational.org 

 

  

 

 

perceptions (Alhamdan, 2024). Their research indicates that customers are more likely to develop long-term 

loyalty when businesses proactively respond to their needs in a timely manner. This suggests that 

responsiveness, as a dimension of service quality, is a key determinant of loyalty. Organizations that fail to 

engage with customers at critical moments risk losing their trust and commitment, highlighting the importance 

of strategic, timely interactions in fostering loyalty. 

Rania Mohy Nafea’s research on third-party online food delivery apps in Kuwait provides valuable insights 

into how service quality dimensions influence customer satisfaction and loyalty in fast-paced digital 

environments (Nafea, 2024). The study highlights that factors such as timely order fulfillment, ease of 

transaction, and customer support significantly impact customer satisfaction, which, in turn, strengthens 

loyalty. Given the competitive nature of the digital marketplace, businesses that prioritize seamless, responsive 

engagement with customers are better positioned to retain them. The findings underscore the importance of 

integrating real-time service improvements to maintain a loyal customer base in industries characterized by 

high customer expectations. 

While customer satisfaction is a key driver of loyalty, prior research suggests that satisfaction alone does not 

always guarantee customer retention (Hadi, 2024; Nafea, 2024). Attitudinal loyalty, which involves emotional 

and psychological attachment to a brand, requires businesses to go beyond mere satisfaction by providing 

exceptional experiences and personalized engagement. Alhamdan’s findings emphasize that businesses should 

leverage customer data and insights to predict engagement opportunities, ensuring that timely responses align 

with individual customer preferences. This proactive approach can significantly enhance customer loyalty by 

fostering stronger emotional connections with the brand. 

In summary, the research contributions of Hadi, Alhamdan, and Nafea collectively illustrate the pivotal role of 

service quality, satisfaction, and timely engagement in shaping customer loyalty. While service quality 

dimensions directly impact satisfaction and retention, businesses must recognize that timely engagement serves 

as a bridge between satisfaction and long-term loyalty. Companies that implement strategic engagement 

mechanisms, particularly in digital and service-oriented industries, are better equipped to cultivate lasting 

relationships with their customers. Future research should explore how personalized engagement strategies and 

emerging technologies, such as AI-driven customer support, further influence loyalty dynamics in evolving 

market landscapes. 

Theme 

The evolving landscape of customer engagement and loyalty has revealed several emerging themes that 

influence business strategies and consumer behavior. These themes, categorized as consistent themes, rising 

themes, and novel themes, provide insight into how businesses can leverage digital transformation, 

technological advancements, and strategic relationship management to enhance customer loyalty. 

Customer engagement through digital and social media platforms remains a consistent theme in research, as 

businesses continue to invest in online interactions to strengthen relationships with consumers. Social media 

marketing, influencer collaborations, and content-driven engagement strategies have significantly contributed 

to enhancing customer loyalty (Dwivedi et al., 2021). The increasing role of digital platforms highlights the 

necessity for brands to foster two-way communication and deliver personalized experiences to maintain 

customer interest (Shareef et al., 2022). In addition, the relationship between customer experience and loyalty 

in e-commerce continues to be a focal point. Studies indicate that factors such as perceived value, website 

usability, and service quality directly impact customer retention in online shopping environments (Gao et al., 

2023). As businesses refine their digital engagement strategies, the seamless integration of technology in 

enhancing customer experience remains crucial for sustaining brand loyalty. 

A significant rising theme in customer loyalty research is the role of Artificial Intelligence (AI) in enhancing 

customer engagement and loyalty. AI-driven personalization, chatbots, and predictive analytics enable 

businesses to anticipate consumer needs, improving satisfaction and retention (Bhatia et al., 2023). AI 

applications in customer service also mitigate the negative effects of service failures, fostering long-term 

loyalty (Nguyen et al., 2023). Another emerging trend is the adoption of Electronic Customer Relationship 
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Management (E-CRM) systems, particularly in industries such as retail and airlines. These systems integrate 

customer data to enhance user experience and strengthen long-term relationships (Alshurideh et al., 2021). 

Furthermore, the incorporation of blockchain technology within E-CRM systems provides transparent and 

secure reward mechanisms, further reinforcing customer trust (Kamble et al., 2022). Additionally, Corporate 

Social Responsibility (CSR) initiatives are increasingly shaping customer loyalty, as consumers favor brands 

that demonstrate commitment to sustainability and ethical practices (He & Harris, 2020). Companies that 

integrate CSR with customer relationship management strategies often experience stronger brand trust and 

higher retention rates (Fatma et al., 2023). 

Among the novel themes emerging in the customer loyalty landscape is the integration of gamification in 

loyalty programs. Traditional loyalty schemes are evolving beyond simple point-based systems to incorporate 

game-like elements such as rewards, challenges, and interactive experiences that enhance customer 

engagement (Hollebeek et al., 2022). Research suggests that gamified experiences increase brand affinity and 

encourage repeat purchases by fostering emotional connections with consumers (Xi & Hamari, 2023). Another 

pioneering development is the use of the metaverse in customer loyalty strategies. Virtual reality (VR) and 

augmented reality (AR) are being utilized to create immersive brand experiences, providing customers with 

unique, memorable interactions (Dwivedi et al., 2023). The metaverse allows brands to establish virtual 

storefronts, host digital events, and offer exclusive loyalty-based incentives, fundamentally reshaping 

consumer engagement in the digital economy (Jain et al., 2023).  

CONCLUSION 

Customer engagement plays a critical role in fostering customer loyalty, with timely engagement emerging as a 

key determinant of retention. This study highlights the impact of customer engagement on loyalty by 

examining its various dimensions, including cognitive, emotional, and behavioral aspects. The findings suggest 

that businesses that prioritize timely and responsive engagement strategies can significantly enhance customer 

satisfaction and long-term loyalty. The study reaffirms that engagement mediates the relationship between 

satisfaction and loyalty, demonstrating that engaged customers are more likely to remain loyal. In fostering 

loyalty, enhanced customer experience and brand identification play crucial roles. The study also highlights the 

importance of timely engagement and responsive managerial actions, such as addressing customer feedback 

and offering real-time personalized promotions, significantly improving engagement and retention. Sector-

Specific Insights: In retail, customer-oriented salesperson training and personalized interactions boost loyalty, 

while in telecommunications, technical service quality and consistent engagement are critical. Customer 

Involvement: Higher customer involvement amplifies the effects of engagement on loyalty, reinforcing the 

need for businesses to make customers feel valued and involved. 

This study enhances the theoretical understanding of customer engagement by highlighting its multi-

dimensional nature and its critical role in fostering loyalty. The findings reinforce the engagement-loyalty 

relationship by demonstrating how timely interactions strengthen customer relationships. Additionally, the 

study identifies customer involvement as a key mediator, extending engagement theories by emphasizing 

responsiveness as a crucial factor in building loyalty. From a practical perspective, businesses should prioritize 

personalization and responsiveness by leveraging customer data to deliver tailored experiences and prompt 

interactions. Effective technology utilization, including AI-driven chatbots, mobile apps, and CRM systems, 

can facilitate real-time engagement. Furthermore, employee training and empowerment are essential, ensuring 

staffs have the skills and authority to engage customers effectively and resolve issues promptly. Lastly, 

businesses should enhance loyalty programs beyond transactional rewards, incorporating experiential and 

interactive elements to deepen customer engagement. 

The limitations of this study include its focus on specific industries, which restricts the generalizability of 

findings across different sectors. Additionally, the complexity of customer engagement as a construct presents 

measurement challenges, requiring further refinement of engagement metrics. Furthermore, rapid technological 

advancements may alter customer engagement dynamics over time, highlighting the need for continuous 

research to maintain relevance. Future research should explore cross-industry comparative studies to examine 

how engagement strategies vary and their impact on customer loyalty. Longitudinal studies are also essential to 

understand the long-term effects of engagement on retention. Additionally, investigating the role of emerging 
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technologies, such as AI and blockchain, can provide insights into how they enhance real-time engagement and 

foster loyalty. Lastly, research on cultural influences can help identify how demographic and geographic 

factors shape engagement behaviors and loyalty preferences. 

In conclusion, timely and effective customer engagement is a pivotal factor in fostering loyalty. By 

implementing well-structured engagement strategies, businesses can strengthen customer relationships and 

enhance retention. Future research should continue to explore the evolving nature of engagement and its 

implications for loyalty in an increasingly digital and personalized marketplace. 

ACKNOWLEDGEMENT 

The authors acknowledge the support of University Technology Mara (UiTM), Kedah Branch, Malaysia, for 

providing facilities and financial assistance for this research, as well as the support and contribution of 

Universitas Islam Bandung.  

REFERENCES 

1. Abboud, L., Bruce, H. L., & Burton, J. (2020). A customer engagement literature review and research 

directions: An abstract. Developments in Marketing Science: Proceedings of the Academy of Marketing 

Science. https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

85125196408&origin=scopusAI 

2. Alhamdan, A. F. A. (2024). Examining the relationships among service quality dimensions, customer 

loyalty, and customer satisfaction towards third-party online food delivery apps in Kuwait. Sustainable 

Innovations in Management in the Digital Transformation Era: Digital Management Sustainability.  

3. Alsadoun, A. A., & Alnasser, A. N. (2025). Role of artificial intelligence chatbot marketing in 

enhancing customer satisfaction and loyalty in digital shopping experiences. International Journal of 

Innovative Research and Scientific Studies, 8(1), 1902–1909. https://doi.org/10.53894/ijirss.v8i1.4826 

4. Alshurideh, M. T., Al Kurdi, B., Salloum, S. A., & Al-Emran, M. (2021). Digital transformation and 

customer experience: A systematic review. Journal of Business Research, 124, 164-177. 

5. Annamalah, S., Munusamy, J., Chelliah, S., & Pandian, S. (2011). Service quality transformation and its 

impact on customer satisfaction and loyalty in the Malaysian retail banking sector. World Applied 

Sciences Journal. 

6. Asgarpour, R., Hamid, A. B. A., Sulaiman, Z. B., & Asgari, A. A. (2015). Efficiency or inefficiency of 

customer satisfaction as one of the main antecedents of customer loyalty in the tourism and hospitality 

industry. Advanced Science Letters. 

7. Bennett, R., & Rundle-Thiele, S. (2004). Customer satisfaction should not be the only goal. Journal of 

Services Marketing. 

8. Bhatia, V., Jain, P., & Bhattacharya, S. (2023). AI-driven customer engagement: Trends, challenges, and 

opportunities. Journal of Consumer Marketing, 40(3), 389-408 

9. Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: Conceptual domain, 

fundamental propositions, and implications for research. Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

10. Chen, Y., Li, X., & Wang, Y. (2023). AI-driven personalization for customer retention: Leveraging real-

time feedback loops, tailored promotions, and dynamic pricing. Journal of Marketing Analytics, 11(2), 

105–120. https://doi.org/10.1057/s41270-023-00123-4 

11. Chung, T.-L., & Ha, S. (2015). Loyalty Programs Building Customer-Retailer Relationships: Role of 

Identity Salience. Developments in Marketing Science: Proceedings of the Academy of Marketing 

Science. https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

85145044835&origin=scopusAI 

12. Craft, S. H. (2015). Modeling Operationalized Measures of Customer Loyalty. Developments in 

Marketing Science: Proceedings of the Academy of Marketing Science. Retrieved from https://www-

scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85125384514&origin=scopusAI 

13. Dhasan, D., & Kowathanakul, S. (2021). The impact of service quality, promotions and customer 

engagement in determining customer loyalty in the Thai mobile network industry. ABAC Journal.  

https://doi.org/10.1177/1094670511411703


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IV April 2025 

Page 505 www.rsisinternational.org 

 

  

 

 

14. Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, 

H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., 

Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media marketing 

research: Perspectives and research propositions. International Journal of Information Management, 59, 

102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168 

15. Dwivedi, Y. K., Hughes, L., Wang, Y., & Alalwan, A. (2023). The metaverse and marketing: 

Challenges, opportunities, and future directions. International Journal of Information Management, 70, 

102476. 

16. Evanschitzky, H., Ramaseshan, B., Woisetschläger, D.M., & Backhaus, C. (2012). Consequences of 

customer loyalty to the loyalty program and to the company. Journal of the Academy of Marketing 

Science. https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

84864416942&origin=scopusAI 

17. Fatma, M., Rahman, Z., & Khan, I. (2023). The role of CSR in shaping consumer-brand relationships. 

Journal of Business Ethics, 179(1), 91-108. 

18. Gao, L., Zhang, M., & Liu, Y. (2023). The impact of online customer experience on brand loyalty: A 

study of e-commerce platforms. Electronic Commerce Research and Applications, 57, 101180. 

19. Hadi, N. U. (2024). The impact of service quality on customer satisfaction and loyalty: A 

comprehensive review. Journal of Business Research. 

20. Halim, E., Joshua, Mailangkay, A., Nely, S. R. T., & Poba-Nzaou, P. (2024). The impact of gamification 

on customer engagement in small and medium enterprises. In 2024 3rd International Conference on 

Creative Communication and Innovative Technology (ICCIT 2024). 

https://doi.org/10.1109/ICCIT62134.2024.10701259 

21. Hamari, J., Koivisto, J., & Sarsa, H. (2014). Does gamification work? A literature review of empirical 

studies on gamification. Proceedings of the 47th Hawaii International Conference on System Sciences, 

3025–3034. IEEE. https://doi.org/10.1109/HICSS.2014.377 

22. Han, X., Kwortnik Jr., R. J., & Wang, C. (2008). Service loyalty: An integrative model and examination 

across service contexts. Journal of Service Research. Retrieved from https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-47249126771&origin=scopusAI 

23. Hapsari, R., Hussein, A. S., & Handrito, R. P. (2020). Being fair to customers: A strategy in enhancing 

customer engagement and loyalty in the Indonesia mobile telecommunication industry. Services 

Marketing Quarterly, 41(1), 49–67. https://doi.org/10.1080/15332969.2020.1716685 

24. He, H., & Harris, L. (2020). The impact of Covid-19 pandemic on corporate social responsibility and 

marketing philosophy. Journal of Business Research, 116, 176-182. 

25. Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Understanding relationship marketing 

outcomes: An integration of relational benefits and relationship quality. Journal of Service Research, 

4(3), 230-247. 

26. Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 

Conceptualization, scale development, and validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

27. Ibrahim, R. M. I., & Bayram, P. (2024). The effect of customer engagement on customer loyalty: 

Indication from the insurance industry in Jordan. Journal of Financial Services Marketing, 29(2), 406–

422. https://doi.org/10.1057/s41264-023-00216-w  

28. Izogo, E. E., & Mpinganjira, M. (2022). Social media customer behavioral engagement and loyalty 

among hotel patrons: Does customer involvement matter? International Journal of Tourism Cities, 8(3), 

636–657. https://doi.org/10.1108/IJTC-04-2021-0070 

29. Jain, R., Singh, A., & Sharma, V. (2023). Exploring metaverse applications in marketing: A conceptual 

framework. Journal of Digital Business, 12(2), 233-252. 

30. Kamble, S. S., Gunasekaran, A., & Sharma, R. (2022). Blockchain for customer loyalty programs: A 

framework for digital trust. Journal of Retailing and Consumer Services, 67, 102958. 

31. Kang, J., Alejandro, T.B., & Groza, M.D. (2015). Customer-company identification and the 

effectiveness of loyalty programs. Journal of Business Research. https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-84919631260&origin=scopusAI 

https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-47249126771&origin=scopusAI
https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-47249126771&origin=scopusAI
https://doi.org/10.1057/s41264-023-00216-w


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IV April 2025 

Page 506 www.rsisinternational.org 

 

  

 

 

32. Karwa, S., Shetty, N., & Nakkella, B. (2024). Churn prediction and customer retention. In Predictive 

analytics and generative AI for data-driven marketing strategies (pp. 98–113). 

https://doi.org/10.1201/9781003472544-9 

33. Kim, K.-J., Kim, H.-J., & Kwon, R.-H. (2010). Evaluating the impact of a loyalty program: A case study 

in automobile industry. 2010 7th International Conference on Service Systems and Service 

Management, Proceedings of ICSSSM' 10. https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-77955936094&origin=scopusAI 

34. Krishnan, J. J. (2020). A study on loyalty dimension and measurement. Materials Today: Proceedings. 

Retrieved from https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

85102461013&origin=scopusAI 

35. Kumar, V., & Pansari, A. (2016). Competitive advantage through engagement. Journal of Marketing 

Research, 53(4), 497-514. 

36. Liu, H., Chen, Y., Zha, Y., & Wang, D. (2018). The effect of satisfaction on loyalty in consumption and 

service industry based on meta-analysis and its algorithm. Wireless Personal Communications. 

37. Monferrer, D., Moliner, M. A., & Estrada, M. (2019). Increasing customer loyalty through customer 

engagement in the retail banking industry. Spanish Journal of Marketing - ESIC, 23(3), 461–484. 

https://doi.org/10.1108/SJME-07-2019-0042 

38. Nafea, R. M. (2024). Service quality dimensions and customer retention in online food delivery 

platforms. International Journal of Marketing Studies. 

39. Nguyen, T. T., Tran, Q. T., & Pham, H. N. (2023). AI-driven chatbots and customer satisfaction in the 

service industry. Service Industries Journal, 43(5-6), 411-432. 

40. Nunes, D. C., Schmidt, S., Crespo, C. F., & Eberle, L. (2024). Moderation and/or mediation? The role of 

engagement in relationship quality and customer loyalty. Journal of Relationship Marketing. 

https://doi.org/10.1080/15332667.2024.2405309 

41. Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4), 33-44. 

42. Pansari, A., & Kumar, V. (2017). Customer engagement: The construct, antecedents, and consequences. 

Journal of the Academy of Marketing Science, 45(3), 294-311. 

43. Petersen, J.A., Venkatesan, R., & Khodakarami, F. (2019). Designing and effectively managing 

customer-centric loyalty programs. Handbook on Customer Centricity: Strategies for Building a 

Customer-Centric Organization. https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-

s2.0-85112496308&origin=scopusAI 

44. Prentice, C., Wang, X., & Lin, X. (2020). An organic approach to customer engagement and loyalty. 

Journal of Computer Information Systems. https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85049082724&origin=scopusAI 

45. Rahman, M. K. B. A., Othman, A. K., Hamzah, C. H. C., & Mohamed, R. N. (2018). The mediation 

effect of customer satisfaction on the relationship between service quality and customer loyalty in the 

46. Shareef, M. A., Mukerji, B., & Dwivedi, Y. K. (2022). Social media marketing and customer 

engagement: An empirical study. Journal of Marketing Management, 38(1-2), 56-79. 

47. Singh, I., Nayyar, A., & Das, S. (2019). A study of antecedents of customer loyalty in banking & 

insurance sector and their impact on business performance. Espacios. Retrieved from https://www-

scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85061666754&origin=scopusAI 

48. Srivastava, M. (2019). Role of customer engagement in customer loyalty for retail service brands: 

Customer orientation of salesperson as a mediator. Indian Journal of Marketing, 49(11), 7–19. 

https://doi.org/10.17010/ijom/2019/v49/i11/148273 

49. Srivastava, M., & Rai, A. K. (2018). Mechanics of engendering customer loyalty: A conceptual 

framework. IIMB Management Review. Retrieved from https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85053730328&origin=scopusAI 

50. Thakur, R. (2016). Understanding customer engagement and loyalty: A case of mobile devices for 

shopping. Journal of Retailing and Consumer Services, 32, 151–163. 

https://doi.org/10.1016/j.jretconser.2016.06.004 

51. van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). 

Customer engagement behavior: Theoretical foundations and research directions. Journal of Service 

Research, 13(3), 253–266. https://doi.org/10.1177/1094670510375599 

https://doi.org/10.1108/SJME-07-2019-0042
https://doi.org/10.1108/SJME-07-2019-0042
https://doi.org/10.1080/15332667.2024.2405309
https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85049082724&origin=scopusAI
https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85049082724&origin=scopusAI


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IV April 2025 

Page 507 www.rsisinternational.org 

 

  

 

 

52. Xi, N., & Hamari, J. (2023). The role of gamification in shaping consumer behavior and loyalty. 

Computers in Human Behavior, 140, 107644. 

53. Xie, K.L., & Chen, C.-C. (2013). Progress in loyalty program research: Facts, debates, and future 

research. Journal of Hospitality Marketing and Management. https://www-scopus-

com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-84879685678&origin=scopusAI   

54. Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service 

quality. Journal of Marketing, 60(2), 31-46.  

55. Zhang, J., Dixit, A., & Friedmann, R. (2010). Customer loyalty and lifetime value: An empirical 

investigation of consumer-packaged goods. Journal of Marketing Theory and Practice. Retrieved from 

https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

77649099645&origin=scopusAI 

56. Zhang, S., Zhang, S., & Zhang, Y. (2024). Impact of customer engagement strategy on customer loyalty 

from the perspective of consumer well-being. Asia Pacific Journal of Marketing and Logistics. 

https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-

85191165748&origin=scopusAI 

 

 

https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85191165748&origin=scopusAI
https://www-scopus-com.uitm.idm.oclc.org/record/display.uri?eid=2-s2.0-85191165748&origin=scopusAI

