
 

Journal of Data Acquisition and Processing Vol. 38 (1) 2023      2138 
 

ISSN: 1004-9037 
https://sjcjycl.cn/ 

DOI: 10.5281/zenodo.7760117 

A CRITICAL ANALYSIS IN ANALYSING THE EFFECTIVENESS OF ONLINE 
CUSTOMER EXPERIENCE IN ACHIEVING CUSTOMER LOYALTY: A 

MODERATING ROLE OF CUSTOMER ENGAGEMENT 
 

P.Pramilamani1 Dr.N.R.Saravanan2 

1Research Scholar, Department of Management Studies, Bon Secours College for Women, 
Thanjavur, Affiliated to Bharathidasan University, Tiruchirapalli 
2Research Advisor & Associate Professor, Department of Management Studies, Annai College 
of Arts and Science, Kumbakonam, Affiliated to Bharathidasan University, Tiruchirapalli 
Abstract 
As the popularity of buying online grows, companies are working together to define new 
standards for consumer behaviour. One of the most crucial factors in a company's long-term 
competitive advantage is the quality of the customer experience they provide. Businesses that 
want to build loyal, returning customers must focus on enhancing the customer service they 
provide. This research provides a framework for doing business online in a digital environment 
based on the concept of value co-creation via positive customer experiences. 
Although the factors that affect in-store customer loyalty have been the subject of prior 
research, the relationship between online customer experience and loyalty has not yet been 
explored. Previous studies ignore the one-of-a-kind dynamics at play when retailers set up shop 
in the digital realm. To examine how changes to qualities affect customer loyalty in online 
purchasing, this study relied on empirical research and customer engagement as a moderating 
variable. Using empirical data, and include customer engagement as a moderating component, 
this study largely overcome the constraints of earlier studies. Second, the study analysed how 
online and traditional stores have become one, and how it has affected customers' satisfaction 
and loyalty. The study contributes to our understanding of the experience mechanism that 
underlies the development of customer loyalty by systematically assessing the effect of the 
purchasing procedure on customer loyalty for a range of online retailers. This paves the way 
for more exhaustive studies of consumer loyalty that adhere to strict scientific methods. 
Keywords: Customer experience, Customer Loyalty, Customer engagement, Moderation 
analysis 
Introduction 
More people are buying things online today than ever before. The key drivers of this expansion 
are changes in international dynamics, the complexity of infrastructure, the habits of 
consumers, and the increased use of information and communication technologies. Consumers' 
need for cutting-edge styles, amenities, and cultural norms has been stoked by a number of 
these reasons. One of the greatest advantages of buying online is the ability to easily compare 
prices and features of various items and services (Sivanesan, 2017). Online shopping platforms 
have seen a huge increase in traffic from customers of all ages, especially the younger 
demographic. This has led to a huge rise in Internet shopping and given consumers much more 
freedom of choice (Ellison et al., 2020). 
Online shopping's meteoric rise is correlated with features like convenience, promptness, and 
loyalty that emerged as a result of learned behaviour. As the online customer experience 
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changes depending on a variety of circumstances, analysing the steps consumers take to 
become actively involved in making purchases has become a kind of study topic for academics 
and management (Gao et al., 2021). Customer happiness, brand awareness, and repeat 
purchases are all areas that might benefit from further research on the engagement process and 
how online shoppers behave. A variety of elements have been shown to be connected with the 
quality of the customer experience; however, previous studies have also shown that customers' 
utilitarian and hedonistic values provide a foundation for their attitudes and behaviours (Barari 
et al., 2020). This research hypothesises which characteristics could govern the association 
between customers' engagement behaviour and their online shopping experience, despite the 
fact that consumers' online purchasing behaviour is unexpected owing to technological 
development, disruption, and dispersion. Also, in light of the current economic phenomena, 
consumers' behavioural intention, decision-making for online purchases, and perception have 
been marginally improved due to the rise in online economic activity.  
Literature Review 
The impression people acquire after engaging with a company's goods, services, or brand 
online is what we call the customer experience (Anshu et al., 2022). It's important to focus on 
things like client retention and loyalty as well as establishing solid connections with regular 
customers (Slack and Singh, 2020). The concept of "experience" is rather general, since it may 
be applied to many different fields of study and life circumstances. A number of people in the 
academic and professional communities have indicated interest in this issue, yet there seem to 
be just a few, dispersed studies (Bilgihan et al., 2016). 
Consumer brand loyalty is founded on long-term and in-depth contacts between a customer 
and a company, therefore it makes sense that previous research has shown a link between 
customer experience and customer loyalty (Mascarenhas et al., 2006; Meyer and Schwager, 
2007; Brakus et al., 2009). Many studies have shown that satisfied customers are more loyal to 
a brand after having a good experience with that brand (Biedenbach and Marell, 2010; Morgan-
Thomas and Veloutsou, 2013). A positive brand customer experience may be the key to 
outstanding customer loyalty, as shown by the research of Lin and Kuo (2013), who found that 
customers' loyalty intentions are influenced by their recent purchases. The concept of the online 
customer experience is multifaceted, and all contacts with consumers may have an impact on 
customer loyalty, as stated by Brakus et al. (2009). How loyal a consumer is has a major bearing 
on their overall satisfaction (Chahal and Dutta, 2015). Although past studies have established 
a strong correlation between a positive customer experience and brand loyalty, Srivastava and 
Kaul (2016) argue that it may also foster the attitude and behaviour of the service provider 
(Klaus and Maklan, 2013). Moreover, they consider customer experience to be a more reliable 
indicator of client loyalty than customer satisfaction in predicting a connection between 
consumer behaviour and service assessments. According to Sirapracha and Tocquer (2012), 
this results in happier customers who are less likely to switch brands. 
Customers are required to commit time and effort in order to share information, have 
conversations, and make decisions online; yet, the magnitude of these investments might vary 
greatly (Auh et al., 2007). In this study, a behavioural approach was used to measure the degree 
to which customers are involved in the service process. Specifically, the researchers wanted to 
determine the amount of time and money customers invest in the development of online 
services in the sense that they actively acquire and contribute value (Dabholkar, 1990). 
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(Dabholkar, 1990). It has been shown that [and] (Nysveen and Pedersen, 2014). As a direct 
consequence of the increased effort that they put in, customers who take part in the 
manufacturing process alongside a service provider report higher levels of satisfaction (Chen 
et al., 2011). Cermak et al (2011). Ranjan and Read (2016) contend that co-production is a 
delight that is experienced by all parties involved when consumers contribute resources to the 
process. It is reasonable to expect customers to supply solutions that will make online 
transactions easier. As a consequence of their involvement, the level of engagement with the 
brand increases, and this, in turn, has an effect on how they see the brand (Nysveen and 
Pedersen, 2014). By co-production, it is possible to consistently anticipate not just consumer 
satisfaction (Flores and Vasquez-Parraga, 2015; Ranjan and Read, 2016), but also brand loyalty 
(Auh et al., 2007; Nysveen and Pedersen, 2014). By more online connection with employees, 
there is potential to build customer loyalty (Guenzi and Pelloni, 2004). Lemmink and Mattsson 
(1998) demonstrate that workers who are loved and respected online may nevertheless inspire 
loyalty and productivity, even when the expectations of customers are not realised. According 
to the findings of study conducted by Sivadas and Baker-Prewitt, customers who shop online 
and have a pleasant experience interacting with staff members are more likely to make more 
purchases in the future (2000). According to Delcourt et al. (2016), the three most important 
elements in determining the success of a company are the level of customer happiness, the level 
of staff competency, and the level of customer loyalty. 
There are several synonyms that may be used in lieu of the term "engagement," such as 
participation, commitment, passion, excitement, absorption, focused effort, ardour, dedication, 
energy, and fervour (Schaufeli, 2013). "getting into gear" and "emotional involvement or 
commitment" are both definitions of what "engagement" means according to Merriam-
Webster. According to Chebat and Michon, the environment of the store can affect and 
stimulate one's emotions (2003). When doing window shopping online, consumers who are in 
a good mood are more likely to make a purchase of the items they view (Puccinelli, 2006). As 
a result, the factors that affect the experience of the online customer affect consumer 
participation. Enhancing the customer's experience when making a purchase online, as 
suggested by Dennis et al., can lead to increased revenue as well as increased consumer 
spending (2010). In all three dimensions, access to it is not difficult to achieve. a s a (Li and 
Zhang, 2002). (Li and Zhang, 2002). The second model is one in which consumers are 
restricted to use only reputable internet services by being required to get accreditation from 
third-party organisations (Borchers, 2001). Consumers are more likely to have confidence in 
online shops that satisfy these two conditions, since they demonstrate that the store is 
legitimate. The third aspect is competition, which may be determined by the number of online 
retailers that provide products and services that are comparable to one another (Lee et al., 
2000). When there are fewer vendors competing for customers in a market, those who remain 
have a greater incentive to maximise earnings by engaging in exploitative behaviour. When 
transaction costs rise, there is a natural fall that will occur in the level of customer loyalty to a 
particular online firm. This study will investigate the ways in which the customers' 
environments have impacted both their views and their behaviours. The degree to which a 
website makes it simple and rewarding to browse, make purchases, and get products and 
services is a good indicator of the quality of the customer care provided by its online workforce 
(Zeithaml et al., 2002). It is common practise to highlight employee excitement and job 
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happiness as elements that contribute to the satisfaction of consumers (Furnham and Milner, 
2013). Tsai and Huang (2002) discovered that when staff are pleasant, consumers are more 
likely to have a good perception of the service they got. This finding supports the hypothesis 
that friendlier employees lead to happier customers. As a consequence of this, the objective of 
this study is to investigate how different characteristics of a customer's online buying 
experience influence their likelihood to purchase at a certain online store again in the future. 
Research Methodology and Design 
Customer satisfaction is certain to increase when a business pays close attention to what its 
clients have to say and modifies its products and services as a direct result of the comments 
and suggestions they provide. Many factors of service quality have been connected to higher 
levels of customer satisfaction as well as customer loyalty. 
The influence of offering customer care online on the attitudes and behaviours of customers 
have barely touched the surface in the academic literature. This study intends to fill this 
knowledge gap by investigating the link between providing excellent online customer service 
and a greater level of participation on the part of customers. In order to fulfil such conditions, 
we have devised this research. Since the level of efficiency of an online business directly 
correlates to its level of competitiveness, it is in everyone's best interest to ensure that their 
consumers are completely satisfied at all times (Artusi et al., 2020). The organisation and 
management of the process of making online purchases have an impact, not only on the level 
of service provided but also on the productivity of the company as a whole and the commitment 
of its clientele. Customers that purchase online are more likely to meet inefficient business 
practises, which might result in unhappy and disappointed consumers (Chen et al., 2020). 
According to Oliver et al. (1997), who researched the correlation between customer experience 
and happiness in the e-commerce sector, increasing the likelihood that customers will be 
satisfied with their shopping experience as a whole can be accomplished by providing 
customers with incentives and eliciting positive feelings from those customers. According to 
Zarantonello and Schmitt, customers' levels of brand loyalty, passion for a company's goods, 
and overall contentment with those items may all increase when the customer experience with 
those products is enhanced (2010). This, in turn, encourages consumer loyalty on the part of 
the base of existing customers. This study's objective is to investigate how the engagement of 
customers, in the form of their attitudes and behaviours, influences the link between the quality 
of a company's website and the loyalty of its clientele. According to the findings of eriae et al., 
an emotional connection is not a notion of an emotional relationship but rather the consequence 
of an emotional connection (2020). Yet, feelings are triggered by internal stimuli. 
Data Analysis 
Table 1: Percentage rate analysis 
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From table 1 it is noted that 83.20% were male respondents, 37.10% were in the age group 
between 26 - 35 years, 58.70% were married, 58.10% were working in manufacturing 
companies, 55.70% were in middle level management, 30.50% possess experience between  3 
- 6 years. 
 
 
Regression analysis 
Table 2: Regression model between Customer experience and Customer loyalty 
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Based on table 2, it is noted that the F value is at 138.21 with 5% level of significance , also 
the p value is at 0.00 which is less than the threshold level of 0.05, hence it can be stated that 
customer experience possess significant relationship towards customer loyalty 
 
 
 
 
 
 
 
Moderation analysis 
Table 3: Moderation effect of customer engagement on customer loyalty  
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Based on table 3, the value of R squared is 0.6062 which shows that the model is best fit, also 
the moderation analysis shows that the p value of customer engagement (CEN) and customer 
experience (CEX) is 0.00, which is less than the threshold level of 0.05, hence it can be stated 
that there is a significant relationship between customer engagement and customer loyalty. 
Table 4: Result of hypothesis 

 Hypothesis P Value Result 

Customer experience possess significant relationship towards 
customer loyalty 0.00 Supported 

Customer experience possess significant relationship towards 
customer loyalty 0.00 Supported 

Customer experience possess significant towards customer 
loyalty with customer engagement as moderating variable 0.00 Supported 

 
 
 
Conclusion 
The conclusions of this research have significant ramifications for online firms who seek to get 
a deeper understanding of the aspects that are most important to their clients and establish a 
hierarchy for those factors. The phrase "customer experience" may refer to a broad variety of 
different aspects, and companies that do business online have a responsibility to analyse how 
each of these aspects influences the attitudes and actions of their customers. In addition to this, 
they need to have an understanding of the present environment, the relevance of VCC, and the 
impact that it has on the overall quality of the online customer experience. 
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The findings demonstrated that customers' prior purchasing experiences had a significant 
influence on both their expectations and the subsequent actions they took with relation to future 
online purchases. Concern has been expressed by customers over the location of their products 
as well as the anticipated delivery date. Consumers like the ease of not having to leave the 
comfort of their own homes in order to make the purchase, as well as the assurance that comes 
from knowing they won't have to stand in line for an excessively long amount of time. 
Consumers have high expectations for user-friendly checkout processes that provide them 
opportunities to contribute to the creation of value. This is due to the fact that the customer has 
already made an investment in the product (in the form of time, effort, and sometimes even 
financial resources), and as a result, they desire to play a more active role in the co-creation 
process in order to ensure that the product will be successfully delivered. While streamlining 
their purchasing procedures, businesses would be wise to get feedback from their customer 
base. 
References 
Anshu, K., Gaur, L., and Singh, G. (2022). Journal of Retailing and Consumer Services Impact 
of customer experience on attitude and repurchase intention in online grocery retailing: a 
moderation mechanism of value Co-creation. J. Retail. Consum. Serv. 64:102798. doi: 
10.1016/j.jretconser.2021.102798 
Barari, M., Ross, M., Thaichon, S., and Surachartkumtonkun, J. (2020). A meta-analysis of 
customer engagement behaviour. Int. J. Consum. Stud. 45, 457–477. doi: 10.1111/ijcs.12609 
Chen, R., Lee, Y. D., and Wang, C. H. (2020). Total quality management and sustainable 
competitive advantage: serial mediation of transformational leadership and executive ability. 
Total Qual. Manag. Bus. Excell. 31, 451–468. doi: 10.1080/14783363.2018.1476132 
Ellison, B., Mcfadden, B., Rickard, B., and Wilson, N. (2020). Working Paper Examining food 
purchase behavior and food values during the COVID-19 pandemic. Appl. Econ. Perspect. 43, 
58–72. 
Ertemel, A. V., Civelek, M. E., and Eroglu Pekta, G. Ö, and Çemberci, M. (2021). The role of 
customer experience in the effect of online flow state on customer loyalty. PLoS One 
16:e0254685. doi: 
Frasquet-deltoro, M., and Lorenzo-romero, C. (2019). Antecedents and consequences of virtual 
customer co-creation behaviours. Internet Res. 29, 218–244. 
Gao, W., Fan, H., Li, W., and Wang, H. (2021). Crafting the customer experience in 
omnichannel contexts: the role of channel integration. J. Bus. Res. 126, 12–22. doi: 
10.1016/j.jbusres.2020.12.056 
Hilken, T., Chylinski, M., Keeling, D. I., Heller, J., Ruyter, K. D., and Mahr, D. (2021). How 
to strategically choose or combine augmented and virtual reality for improved online 
experiential retailing. Psychol. Market. 39, 495–507. 
Kumar, H. (2021). Augmented reality in online retailing: a systematic review and research 
agenda”. Int. J. Retail Distrib. Manage. 50, 537–559. doi: 10.1108/IJRDM-06-2021-0287 
Meilhan, D. (2019). Customer Value Co-Creation Behavior in the Online Platform Economy. 
J. Self-Govern. Manage. Econ. 7, 19–24. doi: 10.22381/JSME7120193 
Miricǎ, C.-O. (2019). “The Behavioral Economics of Decision Making: explaining Consumer 
Choice in Terms of Neural Events,”. Econ., Manage., Finan. Market. 14, 16–20. doi: 
10.22381/EMFM14120192 



A CRITICAL ANALYSIS IN ANALYSING THE EFFECTIVENESS OF ONLINE CUSTOMER EXPERIENCE IN ACHIEVING CUSTOMER LOYALTY: 
A MODERATING ROLE OF CUSTOMER ENGAGEMENT 

Journal of Data Acquisition and Processing Vol. 38 (1) 2023      2146 
 

Sivanesan, R. (2017). A Study on Problems Faced by Customers in Online Shopping with 
Special Reference to Kanyakumari District. Int. J. Res. Manag. Bus. Stud. 4, 22–25. 
Slack, N. J., and Singh, G. (2020). The effect of service quality on customer satisfaction and 
loyalty and the mediating role of customer satisfaction: supermarkets in Fiji. TQM J. 32, 543–
558. doi: 10.1108/TQM-07-2019-0187 
Srivastava, M., and Kaul, D. (2016). Exploring the link between customer experience-loyalty-
consumer spend. J. Retail. Consum. Serv. 31, 277–286. doi: 10.1016/j.jretconser.2016.04.009 
Wirtz, J., Orsingher, C., and Cho, H. (2019). Engaging customers through online and offline 
referral reward programs Engaging customers through online and o ffl ine referral reward 
programs. Eur. J. Mark. 53, 1962–1987. doi: 10.1108/EJM-10-2017-0756 
 
 
 


