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Abstract 
Technological developments produce increasingly sophisticated 
facilities, which can be used as media in developing customer 
satisfaction-oriented business ventures. One form of technology 
integration is in marketing practices using digital marketing strategies. 
Digital marketing strategies are very important as a strategy to increase 
sales. Currently, establishing effective communication with customers 
has become a necessity so that customers can understand them. Digital 
marketing is a marketing or promotional activity for a brand or product 
using digital media or the internet. The aim of digital marketing itself is 
to attract consumer interest quickly. The use of digital media in this 
activity can provide many benefits because the advantages of digital 
technology enable instant two-way communication between producers 
and customers, where customers can choose, order, respond and even 
submit complaints directly wherever and whenever. The important point 
of the advantage of digital technology is the high frequency of 
communication or interaction that occurs between producers and 
customers with a fast information distribution process, which indicates 
the existence of high frequency brand communication. 

Keywords: Marketing Strategy, Digital Marketing, Applications, Customer 
Satisfaction 
 
INTRODUCTION 

In this e lra of te lchnological progre lss, digital marke lting plays an 

important rolel in rulnning a bulsine lss. In fact, according to the l Digital 

Marke lting Institultel and Elve lrgre le ln, digital marke lting nele lds to bel conside lre ld 

 
1 Correspondence author. 

International Journal of Economic Literature (INJOLE)
Vol. 1 No. 12 2024, page., 1955-1966

mailto:yupiter.mend81@gmail.com
mailto:ariesoerattjoko@gmail.com
mailto:johniekaputra@upi.edu


 

1956 
 

by small bulsine lss ownelrs. Apart from more l affordable l marke lting costs, many 

companie ls are l tulrning to digital bulsinelss to e lxpand marke lting re lach 

(Ahokangas, N, 2020). Marke lting strate lgie ls in thel digital elra e lncoulrage l 

bulsine lss ownelrs to bel able l to delvellop innovativel and cre lativel ide las. In thel 

past, the l most commonly known marke lting was te lle lvision adve lrtising or print 

me ldia. In contrast to now, thel proce lss of marke lting produlcts is e lasie lr and 

instant. Onel of thel popullar onels is marke lting by ultilizing social me ldia. Social 

me ldia has a wide lr re lach today than commelrcial te llelvision adve lrtising. 

Elspe lcially if thel targe lt marke lt is youlng pe lople l who actulally spe lnd morel timel 

on social meldia. This is what make ls bulsine lss pe lople l start implelme lnting 

marke lting strate lgie ls in thel digital are la. Howelve lr, be lhind digital marke lting it 

tulrns oult to givel rise l to big challe lnge ls. Among thelm is ve lry compe ltitivel 

compe ltition (Oklandelr, M., e lt al, 2018). Thelre lfore l, if youl want to be l 

sulcce lssfull, youl mulst comple ltelly maste lr thel world of digital marke lting. Ple lase l 

notel that digital marke lting is not only limite ld to social meldia. Howe lve lr, thelrel 

are l at le last five l digital strate lgie ls that have l thel pote lntial to bring profits. 

Telchnological de lve llopmelnts make l consulme lrs incre lasingly ulse l 

telchnology to mele lt thelir daily nele lds. This can bel se leln from how mulch 

consulme lrs ulse l information telchnology facilitie ls to fullfill thel information thely 

nele ld, onel of which is thel ulse l of thel intelrne lt. Thel incre lase l in thel nulmbe lr of 

intelrnelt and social me ldia ulse lrs has be lcomel a hulge l opportulnity for bulsinelss 

pe lople l to marke lt thelir produlcts. Inte lrnelt produlct marke lting can be l more l 

hellpfull, be lcaulse l thel intelrnelt allows a more l elffe lctive l marke lting procelss, 

faste lr re lsponse l and chelape lr costs (Sari, A. El., e lt al, 2022). It is hopeld that low 

costs and fast disse lmination of information can increlase l sale ls so that tulrnovelr 

can be l achie lve ld on targe lt. 

As bulsine lss de lve llops today, challelnge ls and compe ltition are l ge ltting 

sharpe lr in captulring marke lt share l so that companiels are l re lqulire ld to havel 

advantage ls in orde lr to compe ltel (Elndrawati, T., e lt al, 2022). Thelre lfore l, e lve lry 

company is elxpe lcte ld to bel able l to delve llop an elffe lctive l marke lting stratelgy so 

that it can sulrvive l in thel face l of bulsinelss compe ltition, onel of which is having a 

digital marke lting strate lgy be lcaulse l te lchnology is culrre lntly delvelloping rapidly 

and thel tre lnd of intelrnelt ulse l in Indonelsia is qulite l high so that companie ls are l 

incre lasingly taking advantage l of de lvellopme lnts. digital which is increlasingly 

incre lasing as onel of the lir strate lgie ls to incre lase l company traffic and achie lve l 

thel e lxpe lcte ld targe lts. Apart from that, thel ulse l of digital-base ld marke lting can 

provide l gre lat opportulnitiels for companiels to sprelad thelir wings to progre lss 

thel company's de lve llopmelnt elve ln belttelr (Basaran, D., & Ve lntulra, K, 2022). 
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Digital marke lting that ulse ls social me ldia or thel welb mulst be l package ld 

more l attractivelly to aroulse l consulme lrs' de lsire l or intelre lst in bulying 

(Wullandari, T. A., & Assidiq, M. I, 2023). Thelre l are l qulite l a lot of social meldia 

that can be l e lffe lctivelly ulse ld as platforms to promotel bulsine lsse ls, inclulding 

Face lbook, Instagram, WhatsApp, we lb, YoulTulbe l and othelrs. Thel we lb is lelss 

attractive l to consulme lrs, bult social me ldia sulch as Face lbook, Instagram, 

Whatsapp is qulite l inte lre lsting be lcaulse l thel age l groulp ge lne lrally has this social 

me ldia. Late lly, YoulTulbe l me ldia is a me ldia that is in gre lat de lmand by all age l 

groulps, this me ldia is rich in cre lative l and innovativel contelnt so it is intelre lsting 

to watch. Contelnt in digital marke lting is re lqulire ld to be l able l to cre late l two-way 

commulnication beltwe leln companie ls and consulme lrs (Uldulpa, A. R., & Amal, M. 

S, 2023). Contelnt is onel of thel right marke lting stratelgie ls to e lffe lctive lly attract 

potelntial culstomelrs bult at an e lfficie lnt cost (Melria, L., e lt al, 2023). 

Digital marke lting, according to Wsi (2013) in Todor (2016) is a practice l 

of promoting produlcts and selrvice ls in innovativel ways, e lspe lcially ulsing 

database l-base ld distribultion channells to relach consulmelrs and culstome lrs in a 

time lly, relle lvant and cost-elffe lctive l manne lr (Kyaw, K. S., e lt al, 2023). 

 
RESEARCH METHOD 

Thel stuldy in this relse larch is qulalitative l with litelratulre l. Thel litelratulre l 

stuldy re lse larch me lthod is a re lse larch approach that involvels thel analysis and 

synthelsis of information from variouls litelratulre l soulrce ls that are l re lle lvant to a 

particullar re lse larch topic. Doculme lnts take ln from litelratulre l re lse larch are l 

joulrnals, books and relfe lre lnce ls re llateld to thel disculssion youl want to relse larch 

(Elarle ly, M.A. 2014; Snyde lr, H. 2019). 

 

RESULT AND DISCUSSION 

Marketing strategy 

A marke lting strate lgy is a compre lhe lnsive l, intelgrate ld and ulnifie ld plan in 

thel fie lld of marke lting that providels gulide llinels for activitiels to bel carrie ld oult 

in achie lving company goals throulgh adve lrtising, promotional programs, sale ls, 

produlct programs and distribultion. According to Morgan, N. A., e lt al (2019) 

marke lting strate lgy is se lle lcting and analyzing thel targe lt marke lt which is a 

groulp of pe lople l that thel company or bulsine lss wants to relach and cre lating a 

marke lting mix that is sulitable l and can satisfy thel targe lt marke lt. 

Marke lting strate lgy is the l be lst way to plan a bulsine lss. Marke lting has 

many strate lgie ls, inclulding anticompe ltitivel, produlct, pricing, location, and 

adve lrtising. According to Tullli and Kahlel (in Fe lrre lll, O. C., e lt al, 2023), 
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marke lting strate lgy is an important tool for achie lving company goals by 

cre lating sulstainable l compe ltitive lnelss and making marke lt e lntry. Marke lting is 

an important procelss, and strate lgie ls and telchniqulels mulst be l continulally 

ulpdate ld to mele lt today's social nele lds. If othelr companie ls cannot adapt welll, 

e lspe lcially in similar manulfactulring se lctors, thely will disrulpt thel nelw 

e lnvironmelnt. Companiels want to bulild profitable l culstomelr re llationships and 

add valule l to thelir culstome lrs by ulsing marke lting strate lgie ls (Išoraitė, M, 2009). 

Talking about impact, a marketing strategy is a plan created to 

determine expectations. Formulate company goals: Entrepreneurs always 

want to know what they want to achieve with their business. Marketing 

strategy helps business stakeholders determine the goals that must be 

achieved in the short and long term. Monitoring Marketing Activities: 

Marketing strategies allow companies to set performance standards for their 

members (Baker, M. J, 2017). In this way, it is easier to monitor member 

activities to improve work quality and quality. Marketing strategy objectives 

Typically have four objectives: improve marketing team coordination; using 

performance standards to measure marketing results; provide a logical basis 

for marketing decisions; and improve the ability to adapt to change. 

Marketing strategies must be based on environmental and internal 

analysis of the company through analysis of the company's strengths and 

weaknesses, as well as analysis of the opportunities and threats that the 

company will face from its environment. Apart from that, the strategy that has 

been implemented must be reassessed to see whether it is still appropriate to 

current conditions. 

Environmental factors analyzed in preparing marketing strategies are 

market conditions or competition, technological developments, economic 

conditions, government regulations and policies, socio-cultural conditions and 

political conditions. Each of these factors can create opportunities or 

obstacles for marketing a company's products. Especially in the field of 

marketing, environmental or external factors are factors that cannot be 

controlled by company leaders. Meanwhile, internal factors in the marketing 

sector are factors that can be controlled by company leaders in general and 

marketing leaders in particular, consisting of product, price, distribution, 

promotion and service (Varadarajan, R, 2010). 

 

Marketing Strategy Concept 

According to many marketers, customer satisfaction is the most 

important component of any marketing concept and strategy. In other words, 
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the marketing process is different for every company, depending on their 

attributes and capabilities. Managing diverse digital presences, such as 

websites, smart apps, and social media, is called digital marketing. For 

electronic media, the following features apply: (Kingsnorth, S, 2022). 

1. Production Concept 

Marketers who adhere to this concept are oriented towards (internal) 

production processes. The assumption is that consumers will only buy 

products that are cheap and easy to obtain. Thus, organizational activities 

must be focused on cost efficiency (production) and product availability 

(distribution), so that the company can achieve profits. 

2. Product Concept 

In this concept, marketers assume that consumers prefer products that 

have superior quality, performance, features or appearance. Consequently, 

achieving the company's business goals is carried out through product 

innovation, research, development and continuous quality control. 

3. Sales Concept 

This concept is a concept oriented at the sales level (internal), where 

marketers assume that consumers must be influenced (persuaded if 

necessary) so that sales can increase, thereby achieving maximum profits 

as is the company's goal. Thus, the focus of marketing activities is efforts to 

improve sales techniques and promotional activities in an incentive and 

aggressive manner so as to be able to influence and persuade consumers to 

buy. 

4. Marketing Concept 

The marketing concept is customer-oriented (external environment), with 

the assumption that consumers will only be willing to buy products that are 

able to fulfill their needs and desires and provide satisfaction. The 

implication is that the marketing focus of marketing activities in order to 

realize company goals is to try to satisfy customers through comprehensive 

consumer behavior which is described in marketing activities that integrate 

other functional activities. 

5. Social Marke lting Concelpt 

This concelpt assulme ls that consulme lrs are l only willing to buly produlcts that 

are l able l to satisfy the lir ne le lds and de lsire ls and contribulte l to thel we llfare l of 

thel consulme lr's social e lnvironme lnt. Thel aim of marke lting activitie ls is to try 

to melelt thel nelelds of socielty, as we lll as improvel re llations beltwele ln 

produlce lrs and socie lty in ordelr to incre lase l thel we llfare l of thel partie ls 

concelrne ld. 
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Digital Marketing 

According to elxpe lrts: a. Sánche lz-Franco e lt al., (2014) de lfine l digital 

marke lting as the l re lsullt of elvolultionary marke lting. Thel e lvolultion occulrre ld as 

companie ls ulse ld digital meldia channe lls for thel majority of thelir marke lting. 

Digital me ldia channells are l addre lssable l and allow for continulouls, two-way, 

and pe lrsonal convelrsations be ltwele ln marke lte lrs and consulme lrs. b. Kaulfman 

and Horton (2014) show digital marke lting as a non-traditional marke lting 

modell. c. According to Lane l (2008) in (Kathelrine l Take ln Smith, 2011) digital 

marke lting is thel practice l of promoting produlcts and se lrvice ls ulsing digital 

distribultion channells. Digital marke lting is also re lfe lrre ld to as e l-marke lting and 

incluldels digital or onlinel adve lrtising, which selnds marke lting me lssage ls to 

culstomelrs. d. According to Covielllo elt al, in (Fawaid, 2017) Digital Marke lting is 

thel ulse l of thel intelrne lt and thel ulse l of othelr intelractive l telchnologiels to cre latel 

and connelct dialogule l be ltwe le ln companie ls and ide lntifield consulme lrs. Thely 

also argule l that e lmarke lting is part of e l-comme lrce l. e l. According to Sanjaya and 

Tarigan (2009) Digital Marke lting is marke lting activitiels inclulding branding that 

ulse l variouls me ldia. For e lxample l, blogs, we lbsite ls, e l-mail, Adwords, and variouls 

social me ldia ne ltworks (Chaffe ly, D., & Elllis-Chadwick, F, 2019). 

Thel digital marke lting indicators according to Saulra, J. R (2021) are l: 

1. Acce lssibility (acce lssibility). Acce lssibility is thel ulse lr's ability to accelss 

information and selrvice ls provide ld by onlinel adve lrtising. Thel telrm 

Acce lssibility is ge lne lrally re llateld to how ulse lrs can acce lss social me ldia site ls. 

2. Intelractivity (intelractivity). Intelractivity is a le lve ll of two-way 

commulnication that relfe lrs to thel multulal ability of commulnication be ltwele ln 

adve lrtise lrs and consulme lrs, and re lsponding to thel inpult thely re lce live l. 

3. Elntelrtainme lnt (elntelrtainme lnt). Elntelrtainmelnt is thel ability of adve lrtising 

to providel ple lasulre l or elntelrtainme lnt to consulme lrs. In gelnelral, thelre l are l 

many adve lrtise lme lnts that provide l e lntelrtainme lnt whilel inclulding 

information. 

4. Cre ldibility (trulst). Creldibility is thel lelve ll of onlinel consulme lrs' trulst in 

adve lrtise lme lnts that appe lar, or thel elxte lnt to which advelrtise lme lnts providel 

information aboult thelm that is trulstworthy, impartial, compe lte lnt, creldible l 

and spe lcific. 

5. Irritation (irritation). Irritation is a distulrbance l that occulrs in onlinel 

adve lrtising, sulch as manipullation of adve lrtise lme lnts so that it lelads to frauld 

or bad consulme lr e lxpe lrie lnce ls re lgarding onlinel adve lrtising. 
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6. Informativelnelss (informative l). Thel ability of adve lrtising to sulpply 

information to consulme lrs is thel elsse lncel of adve lrtising. Advelrtise lme lnts 

mulst also provide l a trule l pictulre l of a produlct so that it can provide l 

e lconomic be lnelfits for consulme lrs. 

 

Customer / Consumer Satisfaction 

Nowadays, atte lntion to culstome lr satisfaction and dissatisfaction has 

be lcome l gre late lr be lcaulse l basically thel goal of a company is to cre latel a se lnse l 

of satisfaction in culstomelrs. The l highelr thel le lvell of culstomelr satisfaction, thel 

gre late lr the l profits will be l for the l company, be lcaulse l culstome lrs will 

re lpulrchase l thel company's produlcts. Howelve lr, if thel lelve ll of satisfaction fellt 

by thel culstomelr is small, theln thelre l is a possibility that thel culstomelr will 

movel to a compe ltitor's produlct. According to Kotlelr, satisfaction is thel lelve ll 

of a pe lrson's fe le llings afte lr comparing thel pe lrformance l or re lsullts he l fe le lls 

compare ld to his elxpe lctations (Fornelll, C., elt al, 2010). Melanwhilel, Tsel and 

Wilton (1988) in Mele lsala, A., & Paull, J, 2018) culstome lr satisfaction or 

dissatisfaction is thel culstome lr's re lsponse l to thel e lvalulation of thel pe lrce live ld 

disconfirmation beltwele ln prelviouls elxpe lctations and thel actulal pe lrformance l 

of thel produlct that is fellt aftelr its ulse l. Wilkie l (1990) delfine ls it as an elmotional 

re lsponsel to thel elvalulation of thel consulmption elxpe lrie lnce l of a produlct or 

se lrvice l. Elnge ll, elt al (1990) stateld that culstomelr satisfaction is an elvalulation 

whelre l thel altelrnative l choseln is at lelast thel same l as or e lxce le lds culstomelr 

e lxpe lctations, whilel dissatisfaction arise ls if the l re lsullts (oultcomel) do not mele lt 

e lxpe lctations (Martin, D., elt al, 2008). 

Culstomelr satisfaction with a produlct or se lrvice l is actulally some lthing 

that is difficullt to obtain if the l se lrvice l company or indulstry doe ls not re lally 

ulndelrstand what consulme lrs e lxpe lct. For produlcts or selrvice ls of thel same l 

qulality, the ly can provide l diffe lre lnt le lvells of satisfaction for diffe lre lnt 

consulme lrs. Thelre lfore l, a company mulst always pay attelntion to thel qulality of 

thel produlcts and se lrvice ls provide ld to consulme lrs. Culstome lr satisfaction is thel 

culstomelr's re lsponse l to thel discre lpancy be ltwele ln thel pre lviouls le lve ll of intelre lst 

and thel actulal pe lrformance l thely fe le ll afte lr ulse l (Cicia, G., e lt al, 2010). Culstome lr 

satisfaction is influle lnce ld by pe lrce lptions of se lrvice l qulality, produlct qulality, 

price l and factors that are l pe lrsonal and mome lntary in natulre l. 

 

Application-Based Digital Marketing Strategy 

Analysis of intelrnal aspe lcts in delte lrmining a digital marke lting strate lgy 

plays a ke ly role l in thel sulcce lssfull imple lme lntation of thel strate lgy. Howe lve lr, 
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anothelr thing that shoulld not bel forgotteln is re llateld to elxte lrnal conditions 

which also nele ld to bel analyze ld, e lspe lcially re lgarding culstome lrs from thel 

digital marke lt who arel thel main targe lts of thel bulsine lss. Basically, culstomelrs 

are l thel same l, whe lthelr thely are l involve ld in thel offlinel bulying and se llling 

proce lss and onlinel, that culstomelrs have l elxpe lctations and hopels for se lvelral 

things as follows (Nirmalasari, L., e lt al, 2022): 

1. Me ldia from digital marke lting that provide ls convelnie lncel for culstomelrs to 

ulse l. Whe ln a culstomelr fe le lls that the l me ldia ulse ld is comfortable l, thel 

culstomelr will be l able l to ulse l it morel e lffe lctive lly and elfficie lntly. This will 

make l culstome lrs fe le ll thel spe le ld of acce lss in se larching for thelir de lsire ld 

nele lds and te lnd to find thelm more l qulickly. 

2. Fe latulre ls of digital marke lting meldia that are l ulse lr ce lntric. Digital telchnology 

allows culstomelrs to be lcome l onel of the l partie ls who contribulte l to produlct 

formation, so that by providing meldia that can accommodatel culstome lr 

de lsire ls in telrms of contribultion, culstome lrs will increlasingly fele ll thely havel 

control ovelr thel produlct throulgh thel fe le ldback provide ld, so that it will 

provide l positivel valule l to culstomelrs. 

3. Spe le ld of se lrvice l. Onel of thel main be lne lfits of digital te lchnology is providing 

time l elfficie lncy for culstomelrs in selarching for and geltting thel produlcts or 

se lrvice ls thely want. Thelre lfore l, thel faste lr a produlct or se lrvice l is se lrve ld, the l 

more l culstomelrs will fe le ll thelir e lxpe lctations are l fullfille ld be lcaulse l culstome lrs 

re lally valule l thelir time l. 

4. Produlct qulality. Digital telchnology make ls compe ltition beltwele ln produlcts 

and se lrvice ls incre lasingly tight, whe lre l culstome lrs can e lasily ge lt many 

choicels for thel produlct or selrvice l thely want to compare l and choosel thel 

onel thely fe le ll has thel be lst qulality. This shows thel increlasing importance l of 

produlct qulality in digital marke lting strate lgie ls to bulild culstome lr 

satisfaction, trulst and loyalty. 

As is thel de lfinition of culstomelr satisfaction, name lly a situlation whelre l 

thel ulse lfullne lss of a produlct or se lrvice l can me le lt or e lve ln e lxce leld culstome lr 

hopels and e lxpe lctations (Nirmalasari, L., e lt al, 2022), theln a digital marke lting 

strate lgy that is able l to fullfill thel foulr things above l will re lsullt in culstomelrs fe le ll 

satisfie ld. Culstomelr satisfaction in this case l is satisfaction in commulnication, 

be lcaulse l digital marke lting strate lgy is basically a strate lgy imple lme lnteld in 

telrms of commulnicating the l brand (produlcts and se lrvice ls) of a 

produlce lr/se llle lr/company to culstomelrs via digital commulnication channells 

(for e lxample l, intelrne lt, e lmail, mobile l phonels, digital TV) and information 

telchnology (Zanulbiya, J., e lt al, 2023). 
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Brand commulnication can be l ulnde lrstood as commulnication beltwe leln 

brands and culstome lrs, which is thel basis of activitiels to form and bulild brands 

with culstome lrs, as we lll as bulilding re llationships with culstomelrs (culstome lr 

re llationships). Thel ulse l of digital me ldia in this activity can provide l many 

be lnelfits be lcaulse l the l advantage ls of digital telchnology e lnable l instant two-way 

commulnication be ltwele ln produlce lrs and culstomelrs, whelre l culstomelrs can 

choosel, ordelr, re lspond and e lve ln sulbmit complaints dire lctly whelre lve lr and 

whelne lvelr. The l important point of thel sulpe lriority of digital te lchnology is thel 

high fre lqule lncy of commulnication or intelraction that occulrs be ltwele ln 

produlce lrs and culstome lrs with a fast information distribultion procelss, which 

indicate ls high frelqule lncy brand commulnication (Tonkova, El, 2019). 

Ahmeld (in Ulmam, A. F, 2022) state ls in his e lmpirical stuldy that brand 

commulnication is onel of thel caulse ls of a culstome lr be lcoming loyal and trulsting 

a brand so that thely are l willing to pay for a produlct at any price l. Sulpriyatin, 

W., & Wise lsha, K. J, 2022) state ls that brand loyalty shows thel attachmelnt 

be ltwele ln culstome lrs and a brand. Thely also statel that brand loyalty is thel 

re lsullt of culstomelrs' acculmullate ld e lxpe lrie lncel (satisfaction) in ulsing a produlct. 

Fulrthe lrmore l, Donio, Massari, & Passiantel (2006) qulotel thel opinions of Elast 

(1997) and Elhrelnbe lrg e lt.al. (1997, 2004), that brand loyalty is thel re lsullt of 

re lpe late ld satisfaction fe llt by culstome lrs re lgarding brand ultility. Thel 

e lxplanation of brand loyalty and brand satisfaction above l dire lcts thel 

connelction beltwele ln brand commulnication and brand satisfaction, which in 

this case l is motivateld by thel ulse l of digital marke lting strate lgie ls with variouls 

information telchnology applications in it (Darma, G. S., & Noviana, I. P. T , 

2020). 

 

CONCLUSION 

Marke lting strate lgy is the l be lst way to plan a bulsine lss. Marke lting has 

many strate lgie ls, inclulding anticompe ltitivel, produlct, pricing, location, and 

adve lrtising. Thel imple lme lntation of this strate lgy in a bulsine lss mulst take l into 

accoulnt variouls intelrnal and elxte lrnal factors to delte lrminel sulitability and to 

de ltelrmine l thel most appropriate l Digital Marke lting stratelgy. Thel main 

obje lctivel of implelme lnting a Digital Marke lting stratelgy is to bulild 

commulnication beltwe leln produlce lrs and culstome lrs, more l pre lcise lly to 

commulnicatel the l brand in bulilding trulst and brand loyalty among culstome lrs. 

Loyalty is thel re lsullt of thel acculmullation of re lpe lateld satisfaction, so 

concelptulally a connelction can bel drawn be ltwele ln implelme lnting Digital 

Marke lting strate lgie ls to increlase l culstome lr satisfaction. 
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