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ABSTRACT: This study explores how digital user experience (DUE) affects brand perception (BP) and customer
loyalty (CL) among undergraduate students who frequently shop online. Using a quantitative approach, the research
gathered data from college students enrolled in business and management programs through a structured
questionnaire focusing on DUE, BP, and CL. The relationships among these factors were analyzed using Structural
Equation Modeling (SEM) with Partial Least Squares (PLS). Findings reveal that a positive digital user experience
plays a key role in shaping how students perceive a brand, which in turn has a strong impact on their loyalty as
customers. Students generally reported good experiences with online shopping platforms, especially valuing features
such as ease of use, strong security, and the ability to track orders in real time. However, many pointed out that
resolving technical issues quickly is still an area that needs improvement. Brand perception was also rated highly,
with innovation and customer engagement standing out as strengths. The results highlight the importance of well-
designed, user-friendly, and personalized digital interfaces in building strong brand relationships and maintaining
customer loyalty, particularly among young, tech-savvy consumers. For online retailers and digital service providers,
this study emphasizes the value of putting users at the center of design and offering responsive support to build trust
and retain customers in today’s fast-paced e-commerce world.
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1. INTRODUCTION

The rapid growth of digital technologies has transformed the
landscape of modern commerce, particularly in the online
retail sector. In today’s highly competitive e-commerce
industry where everyone has countless options at their
fingertips, digital user experience (DUE) has developed as a
critical differentiator for online businesses. Consumers
engaged with brands through multifaceted digital experiences
that significantly influence their perceptions, behaviors, and
loyalty with the increasing integration of digital platforms
into everyday life. Digital user experience (DUE) has become
a critical determinant in shaping how consumers interact with
online retail environments. Effective digital user experience
is achieved through attracting, engaging, and retaining
customers. Offering seamless, intuitive, and personalized
digital interfaces is crucial for sustaining consumer
engagement and nurturing brand loyalty. On the other hand, a
poorly designed digital user experience may damage brand
reputation which leads to negative perceptions and brand
avoidance.

Brand image as perceived in the minds of consumers is
deeply influenced by their direct interactions with a
company’s digital platform. The website or app serves as the
brand in the digital sphere especially for online sector where
physical interaction as not available. Customer loyalty
happens when a customer repeatedly chose a particular brand
over other brands. It is important in sustaining growth in e-
commerce. Retention of existing customers is less expensive
than bringing in new customers.

Understanding the complex relationship among digital user
experience, brand perception, and customer loyalty has
become critical for both academic researchers and industry
practitioners. Digital user experience encompasses the
totality of users' interactions with digital interfaces, usability,

responsiveness, and aesthetic
appeal.

A well-crafted digital experience boosts customer satisfaction
while strengthening brand trust and fostering a deeper
emotional connection. In consideration, these factors
contribute to a more positive brand perception which has
been shown to directly influence customer loyalty behaviors
such as repeat purchases, advocacy, and resistance to
switching brands.

Previous studies highlight that digital user experience
significantly affects how consumers evaluate a brand’s
reliability, professionalism, and innovativeness (Kumar,
2023; Susilawati et al., 2024) [1]. Further, research suggests
that brand perception plays a mediating role in the
relationship between user experience and customer loyalty
(Guliyev, 2023; Kusumawati et al., 2023) [2]. However,
empirical studies that validate these relationships, particularly
in the context of younger, digitally native consumer segments
such as university students remain limited.

This study seeks to address this gap by examining how digital
user experience influences brand perception and subsequently
customer loyalty among students engaged in online shopping.
In addition, this study evaluates the strength and direction of
these relationships based on data gathered from a large
sample of undergraduate students. Findings from this
research provide valuable insights for marketers, digital
platform developers, and brand managers aiming to optimize
online customer engagement and build long-term brand
loyalty.

personalization, security,

2. MATERIALS AND METHODS

This research investigates the influence of digital user
experience (DUE) on brand perception (BP) and customer
loyalty (CL) among undergraduate students engaged in
online shopping. Employing a quantitative research design,

July-August


mailto:evan_tarq@yahoo.com

590 ISSN 1013-5316;CODEN: SINTE 8

data were collected from students across business and
management programs using a structured questionnaire
measuring DUE, BP, and CL.

This study used a quantitative research design, incorporating
both descriptive and inferential statistical techniques to
investigate the influence of Digital User Experience (DUE)
on Brand Perception (BP) and Customer Loyalty (CL) in the
context of online retail. Structural Equation Modeling (SEM)
with Partial Least Squares (PLS) was utilized to examine the
complex interrelationships among the latent constructs,
enabling simultaneous evaluation of both the measurement
and structural components of the model.

The sample comprised of undergraduate students enrolled in
academic programs of business and management. A
purposive sampling technique was adopted targeting
individuals with prior experience using online shopping
platforms.

A pre-test was conducted to at least 30 students who were not
part of the actual study’s target population to ensure the
reliability of the questionnaire to evaluate the internal
consistency of the instrument using Cronbach’s Alpha.
Analysis revealed that the section on digital user experience
which consisted of 20 items has achieved a reliability score
of 0.898 indicating good reliability. Both the view on the
brand and loyalty to the brand sections which also have 20
items each yielded Cronbach’s Alpha values of 0.935 and
0.946 respectively with an interpretation of excellent
reliability. The overall 60-item questionnaire showed a
Cronbach’s Alpha of 0.968 which has verbal interpretation of
excellent internal consistency. These results confirm that the
instrument is highly reliable for measuring the constructs
included in the study.

Primary data were collected using a structured questionnaire
consisting of three sections, each corresponding to one of the
study’s latent variables. Digital User Experience (DUE) was
measured using a 20-item scale encompassing dimensions
such as usability, security, personalization, responsiveness,
and aesthetic quality. Sample items included assessments of
navigation ease, real-time order tracking, and customer
support availability. Brand Perception (BP) was evaluated
through a separate 20-item scale focusing on dimensions such
as trust, reliability, innovation, customer engagement, and
online presence. Customer Loyalty (CL) was measured using
another 20-item scale that examined behavioral and
attitudinal loyalty indicators, including repeat purchase
behavior, emotional attachment, advocacy, and tolerance for
price variations.

Data were gathered through an online survey disseminated
via institutional learning management systems and official
academic group platforms. Participation was voluntary, and
all respondents were briefed on the purpose of the study.
Anonymity and confidentiality were ensured, and ethical
guidelines were strictly followed in accordance with
institutional protocols.

Data analysis was conducted in two phases. The first phase
involved the use of descriptive statistics to summarize the
demographic characteristics and item responses, providing an
overview of trends in perceptions related to DUE, BP, and
CL. The second phase employed Structural Equation
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Modeling (SEM) with Partial Least Squares (PLS) to validate
the measurement model and test the hypothesized structural
relationships. Model fit was evaluated using indices such as
the Standardized Root Mean Square Residual (SRMR),
Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and
Normed Fit Index (NFI). Discriminant validity was assessed
using the Heterotrait-Monotrait Ratio of Correlations
(HTMT). Finally, path analysis was conducted to determine
the strength and significance of the hypothesized
relationships among DUE, BP, and CL.

3. RESULTS AND DISCUSSION
Frequency Distribution of the Demographic Profile of the
Students. The descriptive statistics for the variables of
interest, presenting insights into the characteristics of
respondents participating in the study, including digital user
age, course, year level, and sex shows the frequency counts
and percentages provide an overview of the respondents'
perceptions and behaviors related to these constructions.
Most of the students' ages ranged from 18 to 24 years old,
suggesting a majority of the digital students with a
reasonable variability indicated by a percentage of 92.36%.
This is consistent with the typical age range of undergraduate
students. However, there are five users aged 35 to 44 with
0.41%. The age distribution reflects a predominantly young
and digitally acquainted group accustomed to online
environment and digital consumer platforms.
Data concerning the students' academic programs, BS
Hospitality Management rated the highest on the survey,
38.46%. Results suggest that the study sample is more
heavily weighted toward hospitality and tourism programs
potentially influencing their consumer behavior and
preferences, especially in service-oriented online retail
experiences.
The study also included descriptive statistics of students' year
level and based on the results, most students came from the
first year and second year level, with 33.61% and 32.54%,
respectively. This implies that younger students are more
engaged in digital experiences due to greater flexibility and
openness to new technologies. These data deviate with
75.51% female and only 24.49% male. The difference reflect
enrollment trends within the programs surveyed or
potentially greater willingness among female students to
participate in studies related to consumer behavior and digital
user experience.

Table 1. Relationship between digital user experience,
brand perception and consumer loyalty in online shopping

Pearson’s p-

Remark
r value

Variable

Digital user
experience and
Brand perception
Digital user
experience and
Customer Loyalty
Brand perception
and Customer
Loyalty

0.842 0.000 Significant

0.785 0.000 Significant

0.862 0.000 Significant

*Tested at 0.05 level of significance using Pearson’s correlation
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Relationship between digital user experience, brand
perception and consumer loyalty in online shopping.
Table 1 depicts the complex association among digital user
experience, brand image, and customer loyalty during online
shopping. The study was conducted at a significance level of
0.05 via Pearson’s r correlation, which provides key insights
into variables determining student consumer loyalty towards
online shopping. Significantly, it was revealed that the three
variables examined possess a considerable association, as is
clear from the p-value of 0.000. Results underscore the
critical role of digital user experience in shaping brand
perception which significantly influences customer loyalty.
The high correlation between brand perception and customer
loyalty r = 0.862 suggests how a brand is viewed online
through factors such as credibility, aesthetic, interactivity,
and responsiveness has a direct impact on consumers’
decisions to remain loyal. This result highlights the
significance of considering digital user experience and brand
perception in customer loyalty situations and their possible
effects on online shopping.

These findings support Nalindah's (2022) study that, in the
age of digital technology, internet sites, particularly social
media, have a critical role in influencing brand image
through consumer feedback and recommendations [3]. In
addition, customer loyalty affects customer satisfaction with
the brand. In online retail, fostering loyalty involves
leveraging digital technologies and data-driven insights to
personalize user experiences, build confidence, and nurture
long-term customer relationships across various touchpoints
in the purchase journey (Ayuna & Prabowo, 2023).

By enhancing the digital user experience through intuitive
interfaces, personalized recommendations, responsive
service, and engaging design, brands may strengthen
customers’ perception and in turn foster deeper customer
loyalty. This is evident among digitally younger consumers
such as those in age group 18 to 24 which is dominant in the
study. These insights carry practical implications for
marketers and online retailers.

Digital user experience in online retail platforms. Results
reflect how respondents evaluate various aspects of their
interaction with digital shopping environments. Overall,
findings indicate a generally positive user experience as
evidenced by the average mean score of 3.69. Respondents
are largely satisfied with the usability, functionality and
accessibility of the digital platforms they are engaged.

The results of the 20-item statements about digital user
experience revealed the respondents' ventures in online retail.
Eighteen out of the twenty items were rated with a mean
above 3.50 indicating consistent agreement among
respondents. The highest rated item, “I can track my orders
and get real-time updates”, indicating tracking orders and
getting real-time updates with a mean of 3.90 as the highest,
highlights the importance of transparency and timely
communication in enhancing consumer trust and satisfaction.
In contrast, two items received a neutral response, both with
means below 3.50. Technical issues experienced by the user
get resolved quickly with a mean of 3.42 as the lowest mean
point to areas of improvement particularly in technical
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performance and issue resolution which significantly impact
user satisfaction if not addressed promptly.

Several statements reflecting social influence and behavioral
intent like, “Everyone is saving time and money by shopping
online, and I should do the same” and “Millions of shoppers
worldwide trust this platform” were rated agree. This
suggests that social proof and peer behavior play a role in
shaping students’ attitudes toward online shopping.

The pattern of responses proposes that students generally
perceive their online shopping experiences as smooth,
personalized, and user-friendly with notable appreciation for
security, accessibility, and interactive elements. These
findings are in line with Kumar (2023) who emphasized that
a comprehensive digital user experience integrates usability,
functionality, aesthetics, and emotional engagement [5]. Few
technical concerns were rated neutrally indicates that while
overall satisfaction is high, platform developers and retailers
should focus on enhancing technical performance and issue
resolution mechanisms to further strengthen digital user
engagement.

Brand perception. As to brand perception, the overall mean
score of 3.68 reinforces this observation, reflecting a strong
and favorable perception of the brand across multiple
dimensions. This indicates that the overall sentiment toward
the brand is positive. It can be observed that a 20-item
statement signifies agreement on the respondents' end with a
mean range from 3.00 to 4.00. Respondents hold a generally
favorable view of the brand across a wide range of attributes,
including trust, quality, innovation, customer engagement,
and digital presence. Respondents perceive that the brand
actively engages with its customers online and is innovative
and modern, with a 3.76 mean, which is the highest. These
findings suggest that respondents particularly appreciate the
brand’s responsiveness and relevance in the digital space,
key components in today’s competitive online environment.
It underscores the brand’s perceived technological relevance
and interactive engagement strategy, which are critical
drivers of positive brand perception in the current digital-first
consumer environment. Customers clearly value not only the
functionality of the brand’s offerings but also its ability to
remain current, responsive, and forward-thinking.

The lowest-rated item, “Everyone is talking about how this
brand has revolutionized their online shopping experience — |
should not be left out” with a mean of 3.58, while still within
the “agree” range reflects a slightly lower degree of social
influence-based motivation. This suggests that while most
consumers perceive the brand positively based on personal
experience, they may not fully resonate with external hype or
herd behavior. This subtle distinction may imply that brand
affinity is driven more by authentic individual experience
than by trends or collective momentum.

Supporting  this interpretation, Kusumawati  (2023)
emphasized that brand perception is significantly influenced
by brand awareness, image, personality, and brand
associations, all of which are shaped through consistent
messaging, high product quality, and interactive customer
experiences [6]. In parallel, Guliyev (2023) found that
positive brand perception directly impacts consumer
purchasing behavior, asserting that once consumers form
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favorable impressions, brand loyalty and emotional
connection naturally follow, reinforcing the brand's image
and market position [2].

In conclusion, the consistently positive ratings across all
brand perception indicators highlight the brand’s
effectiveness in establishing a strong emotional and cognitive
connection with its customers, ultimately enhancing
consumer confidence, trust, and advocacy.

Customer loyalty. The overall mean of 3.61 which signifies
that the respondents agree on 20-item statements, indicating a
generally positive sentiment among respondents regarding
their loyalty to the brand. This finding reflects a strong
foundation of loyalty behaviors and attitudes, albeit with
some room for deeper engagement and emotional connection.
The highest-rated item is “I am satisfied with my overall
experience” with a mean of 3.72, highlighting that
satisfaction remains a central pillar of loyalty. This aligns
with previous research by Rahayu and Harsono (2023), who
emphasized that customer satisfaction directly correlates with
repeat purchasing behavior and sustained brand relationships
[7]. A positive overall experience serves as the primary
catalyst for continued customer engagement and brand trust.
In contrast, the lowest-rated item is “I shop from them
regularly” with a mean of 3.44, which falls just within the
“neutral” category. This suggests that although customers
express general agreement with loyalty-related statements,
they may not consistently engage in habitual purchases. This
could be influenced by factors such as product category,
price sensitivity, or availability of alternatives.

Several other items also hover near the Neutral-Agree
threshold, such as “I am willing to pay a bit more for their
products” (mean = 3.49) and “Even if I had a small issue
about the brand, I would still buy from them again” (mean =
3.47). These indicate conditional loyalty. While customers
are generally satisfied and inclined toward continued
patronage, their loyalty may be price-sensitive or vulnerable
to minor negative experiences.

It can be noted that affective and community-based loyalty
indicators such as “I feel a connection with this brand” with a
mean of 3.55 and “I feel bound to join the growing
community of loyal customers who love it” with a mean of
3.63 show that emotional and social motivations also
contribute meaningfully to customer retention. These items
point to the growing importance of community affiliation and
shared experiences in strengthening brand-consumer
relationships.

Furthermore, indicators related to brand advocacy and social
proof like “I have recommended this brand to friends or
family” with a mean of 3.69 and “I believe that millions of
repeat customers cannot be wrong” with a mean of 3.62
highlight the influential role of peer perception and word-of-
mouth in reinforcing loyalty. These suggest that customers
not only engage with the brand personally but are also
influenced by the collective behavior and trust of other users.
The consistency across items with means mostly above 3.50
underscores a multi-dimensional loyalty encompassing
behavioral actions like repeat purchases, reviews, emotional
connection, advocacy, and perceived community belonging.
As Rahayu and Harsono (2023) affirm, true loyalty is a blend
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of behavioral repetition and emotional investment, and the
data here substantiates that blend [7].

In summary, the data reveals a solid yet not unshakeable
level of customer loyalty. While satisfaction and intent to
stay are evident, areas such as regular purchasing frequency
and price sensitivity may need strategic improvement. To
enhance loyalty further, the brand could focus on
personalization, loyalty incentives, community-building, and
consistently exceptional customer service—factors that
strengthen both rational and emotional bonds with customers.
Assessment of model fit. Model fit assessment measures the
goodness-of-fit of the structural equation model (SEM) with
partial least squares (PLS) to observed data. It assists in
checking how well the hypothesized model fits the data and if
relationships between latent variables are statistically

significant.
Table 2. Fit indices of the model
X2 p-value SRMR NFI CFlI TLI
7709 0.000 0.026 0.999 0.999 0.998

In particular, the model chi-square statistic, with a value of
X2=77009, suggests an extreme deviation from what would be
expected under the null hypothesis. However, the p-value of
0.000 indicates a highly significant deviation. These data
indicate a poor model fit, but before concluding that the
model is a bad fit, the study considers the SRMR, NFI, CFlI,
and TLI.

Standardized Root Mean Square Residual
(SRMR) indicates the goodness of fit of a model to the data
in structural equation modeling (SEM) with partial least
squares (PLS). In this study, the SRMR result showed that
0.026 isan acceptable fit model.
This information indicates that the model's predicted values
correspond well with the observed data. However, slight
residual differences indicate minimal error, but the model is
likely valid and reliable.

Table 3. Loadings distribution of digital user experience,
brand perception, and customer loyalty

Digital User Brand Customer
Experience Perception Loyalty
Items Loadings Items Loadings Items Loadings
DUE1 0.840 BP1 0.847 CL1 0.818
DUE2 0.791 BP2 0.872 CL2 0.860
DUE3 0.841 BP3 0.878 CL3 0.863

DUE4 0.857 BP4 0.850 CL4 0.861
DUES 0.811 BP5 0.891 CL5 0.856

DUE6 0.853 BP6 0.892 CL6 0.796
DUE7 0.827 BP7 0.894 CL7 0.869
DUES 0.862 BP8 0.876 CL8 0.897
DUE9 0.869 BP9 0.887 CL9 0.838

DUE10 0.865 BP10 0.891 CL10 0.866
DUE11 0.848 BP11 0.897 CL11 0.895
DUE12 0.857 BP12 0.884 CL12 0.863
DUE13 0.869 BP13 0.893 CL13 0.908
DUE14 0.802 BP14 0.903 CL14 0.900
DUE15 0.849 BP15 0.863 CL15 0.819
DUE16 0.855 BP16 0.878 CL16 0.897
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DUE17 0.821 BP17 0.872 CL17 0.881
DUE18 0.847 BP18 0.899 CL18 0.897
DUE19 0.816 BP19 0.893 CL19 0.894

DUE20 0.882 BP20 0.904 CL20 0.893
In addition, NFI (0.999) indicates a very high fit, CFI (0.999)
is considered ideal, and TLI (0.998) signals a great fit.
Ovwerall, the investigation appears very well-constructed and
well-fitting. The extremely high values suggest it explains
the data well with minimal error. Since the SRMR is also low
(0.026), everything aligns with a strong model fit.
Consequently, the study also explores the significant
influence of digital user experience on brand perception and
consumer loyalty.
Table 3 discusses the indicators' factor loadings (FL) within
each latent variable. The digital user experience construct is
denoted as DUE, brand perception is BP, and customer
loyalty is CL. Factor loadings for DUE indicators, ranging
from 0.791 to 0.882, indicate a strong association between
the indicators and the underlying factor.
In the meantime, factor loading for BP varied from 0.847 to
0.904, indicating a high relationship and that the indicators
are good representations of the latent construct. Factor
loading for CL varies from 0.796 to 0.908, highlighting high
relationships. While factor loading shows how strongly each
observed variable is associated with a latent factor, the study
must analyze the Cronbach's alpha, composite reliability, and
Average Variance Extracted (AVE) of digital user
experience, brand perception, and customer loyalty.
Table 4 presents the assessment of internal consistency
reliability and convergent validity of the three constructs:
Digital User Experience (DUE), Brand Perception (BP), and
Customer Loyalty (CL), based on Cronbach’s Alpha,
Composite Reliability (CR), and Average Variance Extracted
(AVE).
Table 4. Cronbach’s alpha, composite reliability, and average

variance extracted (AVE) of digital user experience,

brand perception, and customer loyalty

Composite Avgrage
Construct Cronbach’s reliability varance
alpha (CR) extracted
(AVE)
Digital User
Experience 0.979 0.980 0.711
Brand
Perception 0.985 0.986 0.780
Customer
Loyalty 0.983 0.984 0.755

Note: CR > 0.70 (Byrne (2016))

In like manner, BP has high internal consistency reliability
(Cronbach's Alpha = 0.985) and CR (0.986), alongside an
AVE value of 0.780, indicating satisfactory convergent
validity. Similarly, CL exhibit’s reliability (Cronbach's Alpha
= 0.983) and CR (0.984), with an AVE of 0.755, confirming
convergent validity.

Collectively, these findings confirm that all three constructs
in the measurement model possess strong reliability and meet
the requirements for convergent validity for all constructs. To
further assess discriminant validity, the Heterotrait-Monotrait
Ratio of Correlations (HTMT) compares the average
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correlations between indicators of different constructs. These
results were presented in Table 5 below.

Observably, DUE and BP have an HTMT value of 0.857,
close to the commonly accepted threshold for discriminant
validity, indicating good discriminant validity. This HTMT
value is slightly above the stricter threshold (0.85) but still
within the more lenient one (Hair, 2021) [8]. Likewise, DUE
and CL have an HTMT value of 0.801, which is considered
good for discriminant validity. These results suggest that the
constructs in the model are sufficiently different, supporting
the validity of the measurement model.

Table 5. Discriminant Validity (HTMT)

Digital User Brand Customer
Experience Perception Loyalty
(DUE) (BP) (CL)

Digital User

Experience (DUE)

Brand Perception

(BP) 0.857

Customer Loyalty

(CL) 0.801 0.877

Heterotrait-monotrait (HTMT) < 0.90 (Gold et.al., 2001)
Regarding CL and BP, a value of 0.877 is slightly above the
commonly accepted threshold of 0.85 for good discriminant
validity. However, it is still below the more lenient threshold
of 0.90 (Ab Hamid et al., 2017) [9]. This suggest that while
there is some overlap between the constructs, they are likely
distinct enough to be considered separate constructs.
Structural Assessment Model. A Structural Assessment
Model (SAM) is used to evaluate the relationships between
variables in a structural equation model (SEM) (Hair, 2021)
[8]. In this discussion, we will analyze the results of
hypothesis testing for the relationships between brand
perception (BP), digital user experience (DUE), and
consumer loyalty (CL) based on the provided sample
statistics. This analysis is presented in Table 6.
Regarding H1, DUE => BP represents that DUE positively
influences BP with the path coefficient value of 0.842,
indicating the strength and direction of the relationship
between DUE and BP. A value of 0.842 suggests a strong
positive relationship. However, the standard error of the path
coefficient, 0.014, measures the coefficient estimate's
accuracy. Furthermore, the p-value of 0.000 indicates the
statistical significance of the relationship; the result is highly
significant, and the probability of the relationship occurring
by chance is very low. This emphasizes that the relationship
between DUE and BP is statistically significant, meaning
there is strong evidence to support the hypothesis that DUE
positively influences BP.

Table 6. Assessment of Structural Model

Standard p-

H | Structure B f Error value | Remarks

H1 DUE => 0.842 | 0.531 | 0.014 0.000 | Significant
BP

H2 DUE => 0.785 | 0.386 | 0.025 0.000 | Significant
CL

H3 | BP => | 0.862 | 0.638 | 0.024 0.000 | Significant
CL
DUE => 0.602 | 0.567 | 0.023 0.000 | Significant
BP =>CL
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Similarly, DUE => CL represents the hypothesis (H2) that
DUE positively influences CL. The path coefficient value of
0.785 indicates the strength and direction of the relationship
between DUE and CL. A value of 0.785 suggests a strong
positive relationship. Concerning the standard error of the
path coefficient, a value of 0.025 measures the accuracy of
the coefficient estimate. A p-value of 0.000 indicates the
result is highly significant, and the probability of the
relationship occurring by chance is very low. This data
suggests that the relationship between DUE and CL is

Digital User Experlence

Figurel: Structural model

statistically significant, meaning there is strong evidence to
support the hypothesis that Digital User Experience
positively influences Customer Loyalty.

Also, BP => CL represents the hypothesis (H3) that Brand
Perception (BP) positively influences Customer Loyalty
(CL). A path coefficient value of 0.862 indicates the strength
and direction of the relationship between BP and CL. A value
of  0.862 suggests a powerful positive relationship.
Additionally, the standard error of the path coefficient of
0.024 is quite small, which is generally a good sign. In
hypothesis testing, a smaller standard error indicates that the
estimate of the path coefficient is precise and reliable (Ren,
2009) [10]. The small standard error, combined with a
significant p-value of 0.000, suggests that the relationship
between the constructs is both strong and precisely estimated.
This denotes that the relationship between BP and CL is
statistically significant, meaning strong evidence supports the
hypothesis that BP positively influences CL. The 2 values
presents the effect size of each predictor variable indicating
the contribution of an exogenous construct to the R2 value of
an endogenous construct. Based on Cohen’s (1988)
guidelines, f2 values of 0.02, 0.15, and 0.35 may be
interpreted as small, medium, and large effect sizes,
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respectively [11]. For H1 (DUE => BP), the f2 value of 0.531
indicates a large effect size, meaning that Digital User
Experience (DUE) contributes substantially to the variance
explained in Business Performance (BP). For H2 (DUE =>
CL), the 2 value of 0.386 also represents a large effect size,
suggesting that DUE has a strong impact on Customer
Loyalty (CL). For H3 (BP => CL), the f2 value of 0.638 is
considered very large, signifying that Business Performance
has a dominant role in explaining Customer Loyalty. Finally,
for the mediation path (DUE => BP => CL), the f2 value of
0.567 likewise indicates a large effect size, emphasizing the
critical mediating role of Business

Performance in strengthening the link between DUE and CL.
Figure 1 exhibits a visual presentation of the model
representing the path analysis of BP, DUE, and CL.

Table 7. Variance Inflation Factor (VIF) Result

Digital User Customer

Experience Brand Perception
Items VIF Items VIF Items VIF
DUE1 1.323 BP1 1.516 CL1 1.306
DUE?2 1.228 BP2 1471 cL2 1.367
DUE3 1.347 BP3 1.322 CL3 1.318
DUE4 1.317 BP4 1.300 CL4 1.415
DUE5 1.316 BP5 1.253 CL5 1.277
DUES6 1.458 BP6 1.335 CL6 1512
DUE7 1.456 BP7 1.516 CL7 2.011
DUES 1.327 BPS 1.444 CLS8 1.739
DUE9 1.379 BP9 1.365 CL9 1.414
DUE10 1.429 BP10 1.428 CL10 1.456
DUE19 1.464 BP19 1.601 CL19 1.000
DUE20 1.312 BP20 1.420 CL20 1.000

VIF <5.00

Table 7 presents the Variance Inflation Factor (VIF) results for
Digital User Experience (DUE), Brand Perception (BP), and
Customer Loyalty (CL). The VIF values for all items range
from 1.000 to 2.011, which are well below the threshold of
5.00 recommended by Hair et al. (2017) [8]. This shows that
multicollinearity is not a concern in the measurement model.
Simply, the independent variables included in the constructs do
not excessively overlap in terms of the variance they explain,
allowing each indicator to provide unique and valuable
information to the latent variables. As to Digital User
Experience (DUE), the VIF values range between 1.228 and
1.597, showing low inter-item collinearity among its
indicators. This implies that each measurement item
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contributes distinctively to capturing different dimensions of
digital user experience without redundancy. Asto Brand
Perception (BP), VIF values range from 1.253 to 1.764, also
within the acceptable range. This reveals that the items
measuring brand perception are independent enough to provide
reliable information, while still being conceptually related to
the construct. As to Customer Loyalty (CL), the VIF values are
between 1.000 and 2.011. Although CL7 depicts the highest
VIF (2.011), it is still well below the critical cutoff of 5.0,
suggesting no multicollinearity problem. This highlights that
the indicators of customer loyalty adequately capture variations
in the construct without inflating one another. Overall, the
results confirm that all constructs in the study which are
Digital User Experience, Brand Perception, and Customer
Loyalty are free from multicollinearity issues.

5. CONCLUSION AND RECOMMENDATIONS

In conclusion, this study comprehensively examined the
influence of digital user experience on brand perception and
customer loyalty in the e-commerce industry specifically in the
context of online retail focused on a predominantly young,
digitally savvy student population.

Based on the findings there is a statistically positive
relationship among digital user experience, brand perception,
and customer loyalty. This emphasizes the important role of
digital user experience in shaping how consumers perceive
brands and subsequently their loyalty. Respondents revealed
positive experiences with online retail platforms stressing the
significance of usability, functionality, transparency, and
responsive service. On brand perception, respondents
favorably appreciated brands that demonstrate innovation,
responsiveness, and strong digital engagement. Customer
loyalty items indicators reflected a strong foundation of
satisfaction and advocacy. Community-based motivations such
as the feeling of connection to the brand was found out
significant contributor to loyalty.

There are several important strategies for online retailers and
marketers that can enhance digital engagement and customer
loyalty. Online retailers and marketers may enhance technical
performance and support by ensuring rapid and effective
resolution of technical issues. This is to maintain user
satisfaction and minimize disruptions in the digital shopping
experience. The user experience personalized thru data-driven
insights, intuitive interfaces, and personalized communications
can significantly strengthen brand perception and stand-in
customer loyalty.

In addition, customers become attracted when brand
engagement strategies are utilized by online retailers and
marketers, such as reinforcing innovative features, interactive
content, and responsive customer service. Customers must be
encouraged to participate in loyalty programs or referral
incentives and allow them to share their experiences using the
product to build a sense of community and advocacy which is
an essential part to enhancing their digital engagement
experiences and brand perception. Moreover, to attract
customers and make repeated purchases, marketers must
incentivize loyalty and address price sensitivity through tiered
programs.
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For future research, it is recommended to conduct longitudinal
studies to track changes in the customers’ loyalty, brand
perception, and respondents’ digital experiences. It is also
suggested to include participants from different academic or
professional backgrounds, and those from varying age groups
to enhance the generalizability of the research findings. In
addition, to gain comprehensive understanding regarding the
factors that influence the relationship between digital user
experience on brand perception and customer loyalty in the e-
commerce industry, incorporating more variables is essential,
such as external influences, product categories, and price
competitiveness.

Ovwerall, the study emphasized the vital connection between
digital user experience, brand perception, and customer loyalty
in online retail. It indicates that strengthening loyalty and
sustaining competitive advantage in the digital marketplace
requires online retailers and marketers to address the overall
technical  shortcomings.  This includes personalizing
engagement online and fostering authentic relationship with
the customers.

6. REFERENCES

[1] Susilawati, A. D., Wahyudi, F., Putra, W. P.,
Supriyanto, W., & Limpo, L. (2024). The Impact of
Digital User Experience on Brand Perception and
Consumer Loyalty in the E-Commerce Industry in
Indonesia. The Eastasouth Journal of Information
System and Computer Science, 1(03), 109-122.
https://doi.org/10.58812/esiscs.v1i03.244

[2] Guliyev, S. (2023). The impact of brand perception
and brand image on consumer purchasing behavior
in Azerbaijan. Science, Education and Innovations
in the context of modern problems, 6(1), 137-144.

[3] Nalindah, V., Chan, A., Tresna, P. W., & Barkah, C.
S. A. (2022). Effect of Consumer Perception on The
Purchase Decision of Children's Football Clothing
Products:(Case Study on Shopee at Yuro Sport
Store). KINERJA, 26(1), 82-97.

[4] Ayuna, S. B. V., & Prabowo, B. (2023). Analisis
variabel-variabel yang mempengaruhi pembentukan
brand loyalty teh pucuk harum (studi pada
mahasiswa UPN Veteran Jawa Timur). J-MAS
(Jurnal Manajemen dan Sains), 8(1), 30-39.

[5] Kumar, R. (2023, July). Bridging Quantitative and
Qualitative  Digital Experience  Testing. In
Proceedings of the 46th International ACM SIGIR
Conference on Research and Development in
Information Retrieval (pp. 3-4).

[6] Kusumawati, A., Dewantara, R. Y., Azizah,D. F., &
Supriono, S. (2023). Determining outcome factors
of city branding post-COVID-19: roles of brand
satisfaction, brand experience and perceived risk.
Journal of Tourism Futures, (ahead-of-print).

[7] Rahayu, S., & Harsono, M. (2023). Loyalitas
Konsumen:  Konseptualisasi, Anteseden  dan
Konsekuensi. Jesya (Jurnal Ekonomi dan Ekonomi
Syariah), 6(2), 1581-1594.

[8] Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt,
M., Danks, N. P., Ray, S., & Ray, S. (2021).

July-August



596

9]

ISSN 1013-5316;CODEN: SINTE 8

Evaluation of reflective measurement models.
Partial least squares structural equation modeling
(PLS-SEM) using R: A workbook, 75-90.

Ab Hamid, M. R., Sami, W., & Sidek, M. M. (2017,
September). Discriminant validity assessment: Use
of Fornell & Larcker criterion versus HTMT
criterion. In Journal of physics: Conference series
(Vol. 890, No. 1, p. 012163). IOP Publishing.

[10]

[11]

July-August

Sci.Int.(Lahore),37(4),589-596,2025

Ren, D. (2009). Understanding statistical hypothesis
testing. Journal of Emergency Nursing, 35(1), 57-
59.

Cohen, J. (1988). Statistical power analysis for the
behavioral sciences (2nd ed.). Lawrence Erlbaum
Associates.



