
 

 

 

 

 

 

 

 

 

 

 

 

From Message to Market: How Digital Marketing Shapes 

Customer Perceptions of Value Propositions for Brand 

Loyalty 

Siti Masitah binti Ashar  and Nurul Arifah Khairul Izan  

1 Universiti Poly-Tech Malaysia, Jalan 6/91, Taman Shamelin Perkasa, 56100 Kuala Lumpur, 

Malaysia 

sitimasitah@uptm.edu.my

Abstract. In today’s digitally driven marketplace, customer perception of value 

propositions plays a crucial role in determining brand loyalty. This paper ex-

plores how digital marketing initiatives shape consumers’ understanding of brand 

value and influence their loyalty behavior. By utilizing digital platforms such as 

social media, personalized communication, and interactive tools, organizations 

can effectively convey their distinctive value and nurture stronger emotional con-

nections with their audiences. Adopting a quantitative research approach, this 

study gathers data through structured surveys from diverse consumer groups and 

applies statistical analyses to examine how digital marketing strategies influence 

consumers’ comprehension, acceptance, and trust in brand value propositions. 

The expected results indicate that interactive and personalized digital engage-

ment enhances perceived value, leading to greater brand loyalty. The study pro-

vides insights for marketers seeking to design digital communication strategies 

that strengthen sustainable customer relationships and maintain competitiveness 

in dynamic markets. 

Keywords: Digital marketing, Value proposition, Customer perception, Brand 

loyalty, Personalization, Consumer engagement. 

1 Introduction 

The advancement of digital technologies has revolutionized the marketing landscape, 

redefining how companies connect with their target audiences. In the current era, con-

sumers are not merely passive recipients of marketing messages; they actively partici-

pate in co-creating content, exchanging opinions, and shaping brand narratives through 

online interactions. Consequently, digital marketing has evolved from a supporting 

communication channel to a strategic driver of brand development and long-term rela-

tionship building. Modern consumers are informed, digitally empowered, and emotion-

ally motivated. They seek more than functional benefits they desire authentic experi-

ences, personalized engagement, and value propositions that align with their personal 

beliefs and aspirations. Digital marketing practices such as content creation, influencer 
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collaborations, social media engagement, email automation, and AI-based personaliza-

tion allow companies to deliver tailored and contextually relevant messages across mul-

tiple digital spaces. These approaches enable brands to strengthen their value commu-

nication while fostering two-way interaction and continuous feedback. Despite the wide 

range of tools and channels available, not all digital efforts successfully generate posi-

tive brand perceptions or loyalty. The impact of digital marketing largely depends on 

how effectively brands can translate their intended value propositions into messages 

perceived by consumers as credible, meaningful, and rewarding. When there is a dis-

connect between brand communication and consumer expectations, it can result in re-

duced trust, disengagement, or negative attitudes toward the brand. In an overcrowded 

digital environment, where consumers are constantly exposed to competing promo-

tional messages, the key challenge lies in crafting distinctive, emotionally resonant con-

tent that captures attention and builds attachment. Understanding how consumers inter-

pret digital value propositions is, therefore, essential for developing strategies that in-

spire trust, satisfaction, and sustained loyalty. 

This study is motivated by the need to examine how digital marketing strategies in-

fluence consumer perception of value and their loyalty formation. Specifically, it aims 

to explore the interconnections between digital marketing activities, perceived value 

propositions, and brand loyalty to offer insights for optimizing digital communication 

and ensuring sustainable brand growth. 

2 Problem Statement 

In today’s digital-driven marketplace, most organizations rely heavily on strategies 

such as social media marketing, influencer collaboration, targeted content, and data-

based personalization to engage consumers and build loyalty. However, despite these 

widespread practices, the relationship between digital marketing engagement and long-

term brand loyalty remains unclear and insufficiently explored (Dwivedi et al., 2023; 

Kumar et al., 2022). Many brands equate digital interactions likes, shares, and com-

ments with loyalty, while neglecting the deeper cognitive and emotional factors that 

sustain genuine commitment. 

Another key issue concerns the clarity of the value proposition communicated 

through digital messages. Studies have shown that when online content fails to express 

a brand’s value convincingly, it can lead to consumer confusion, declining trust, and 

disengagement (Hollebeek & Macky, 2022). Moreover, with the saturation of digital 

advertising, audiences often experience information overload, fatigue, and skepticism 

(Kar & Saha, 2023). Within this context, perceived value becomes a central mediator 

influencing consumer evaluation, trust, and loyalty (Ali et al., 2024). 

Although several studies have addressed how digital marketing shapes consumer 

behavior, few have examined how audiences interpret these messages as value-creating 

experiences and how this perceived value subsequently strengthens loyalty (Alalwan, 

2023; Lee & Lee, 2025). The lack of empirical evidence and theoretical consensus rep-

resents a major research gap. Therefore, this study aims to investigate the effect of dig-

ital marketing strategies on brand loyalty, considering perceived value proposition as a 
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mediating variable. By bridging this gap, the research provides both theoretical and 

managerial insights into how digital marketing can be better aligned to foster meaning-

ful consumer relationships and enduring brand success. 

In summary, this conceptual study seeks to propose a framework that explains how 

the relevance, clarity, and emotional appeal of digital messages enhance perceived 

value, and reinforce brand loyalty. The goal is to advance understanding and offer prac-

tical guidance for marketers aiming to design more effective digital strategies in com-

petitive online environments. The present framework adopts the Theory of Planned Be-

havior (TPB) (Ajzen, 1991) as its underpinning theoretical foundation to explain the 

mechanism through which digital marketing strategies influence brand loyalty. Accord-

ing to TPB, individual behavior is driven by behavioral intentions, which are in turn 

shaped by attitudes, subjective norms, and perceived behavioral control. Within this 

study’s context, digital marketing strategies serve as external stimuli that shape con-

sumers’ attitudes through enhanced perceived value propositions. When consumers 

perceive digital messages as credible, relevant, and value-enhancing, they develop fa-

vorable attitudes and stronger intentions to remain loyal to the brand. The inclusion of 

perceived value as mediators aligns with TPB’s premise that positive evaluations and 

perceived control over choices strengthen behavioral intentions, ultimately leading to 

consistent loyalty behavior. Therefore, TPB provides a robust theoretical basis for un-

derstanding how consumers’ cognitive and affective responses to digital marketing ef-

forts translate into sustained brand loyalty. 
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Fig.1 Theoretical framework 

The framework proposes that digital marketing strategies influence brand loyalty 

indirectly through perceived value and brand trust. Digital messages that are clear, rel-

evant, and emotionally appealing enhance perceived value, which fosters trust and ul-

timately builds brand loyalty. 

3 Literature Review 

Romagia, Indrayani, and Damsar (2025) examined the mediating influence of perceived 

value in the connection between digital marketing strategies and customer retention 

within Indonesia’s retail sector. Grounded in relationship and value-based marketing 

theories, their quantitative study employed Structural Equation Modeling (SEM) to an-

alyze data from 250 active digital users. Findings indicated that personalized content, 

interactive social media engagement, and prompt responsiveness significantly im-
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proved perceived value, which in turn predicted higher customer retention—an out-

come closely related to brand loyalty. Although conducted outside Malaysia, their re-

sults provide meaningful support for the proposed conceptual model of this research, 

suggesting that effective digital strategies enhance loyalty by elevating perceived value. 

3.1 Digital Marketing Strategies 

Digital marketing strategies include diverse online approaches that brands use to con-

nect with customers, such as social media engagement, content marketing, influencer 

partnerships, and AI-based personalization (Romagia et al., 2024). The emergence of 

artificial intelligence has transformed personalization by allowing marketers to tailor 

content, recommendations, and communication to consumer preferences (Ben Khelil, 

2025). Businesses increasingly adopt AI tools not only to enhance efficiency but also 

to build deeper and more authentic consumer relationships (Business Insider, 2025). 

Influencer marketing, likewise, plays a crucial role in enhancing credibility and engage-

ment, as the influencer’s authenticity and expertise significantly affect consumer atti-

tudes, purchase intentions, and brand trust (Han & Balabanis, 2024; Sokolova & Kefi, 

2019; Tiwari et al., 2024). 

3.2 Perceived Value Proposition 

Perceived value is a foundational concept in consumer behavior, often described as the 

balance between benefits gained and sacrifices made (So et al., 2024; Blut et al., 2023). 

According to research in the Journal of Service Research, perceived value functions as 

a central driver of brand loyalty (So et al., 2024). In digital contexts, perceived value 

extends beyond tangible product benefits—it encompasses overall digital experience, 

including platform usability, content relevance, personalization accuracy, and the per-

ceived integrity of privacy and trust (Yum & Kim, 2024). Prior research in Indonesia 

found that the impact of digital marketing on customer retention operates through the 

enhancement of perceived value, particularly through personalization and responsive 

interaction (Romagia et al., 2024). Across sectors such as e-commerce and luxury retail, 

both functional and emotional value dimensions have been shown to significantly in-

fluence brand loyalty, often through the mediating effects of satisfaction and attitude 

(Bui et al., 2023; Kim et al., 2010; Sun et al., 2021). 

3.3 Brand Loyalty 

Brand loyalty reflects a combination of behavioral commitment and emotional attach-

ment. Genuine loyalty extends beyond repeat purchasing—it involves sustained trust 

and positive emotional connections (So et al., 2024). Trust and perceived value are es-

pecially critical in online contexts, where consumers face greater uncertainty (Kim et 

al., 2010; Yum & Kim, 2024). Recent studies highlight how AI-driven personalization 

enhances satisfaction and attitudinal loyalty, though the effect on purchasing behavior 

may vary depending on context (Ben Khelil, 2025). Research on digital streaming ser-



 

 
      

 
  255From Message to Market: How Digital Marketing Shapes Customer …     

vices suggests that algorithmic personalization strengthens loyalty by creating experi-

ences that feel individualized and humanized (Obiegbu & Larsen, 2024). Similarly, in-

fluencer credibility and authenticity contribute significantly to long-term loyalty, as au-

diences tend to maintain stronger connections with relatable and trustworthy influenc-

ers (Han & Balabanis, 2024; Sokolova & Kefi, 2019; Tiwari et al., 2024). 

4 Research Methodology 

This study adopts a quantitative research approach utilizing a cross-sectional survey 

design to analyze the relationships among digital marketing strategies, perceived value 

propositions, and brand loyalty. A quantitative method is appropriate as it enables em-

pirical testing of hypotheses and facilitates the measurement of latent variables using 

reliable statistical tools. The cross-sectional design allows data to be collected at one 

point in time, reflecting consumers’ current attitudes and behavioral tendencies in the 

digital marketplace. 

The research targets Malaysian consumers who have engaged with brands through 

digital platforms within the last six months. This criterion ensures that respondents pos-

sess recent experiences relevant to the study’s objectives. A sample of approximately 

300 to 400 participants is proposed to achieve adequate statistical power and generali-

zability. Stratified random sampling will be applied to ensure diversity in demographic 

characteristics such as gender, age, and income, representing Malaysia’s heterogeneous 

digital consumer population. 

Data will be collected through an online self-administered questionnaire, distributed 

via social media, email, and relevant online communities. The survey will contain val-

idated Likert-scale items adapted from previous empirical studies to ensure both relia-

bility and validity of measurement constructs. Sections of the instrument will cover 

demographic information, exposure to digital marketing activities, perceptions of value 

propositions, brand trust, and loyalty intentions. For data analysis, Partial Least Squares 

Structural Equation Modeling (PLS-SEM) using SmartPLS software will be employed. 

PLS-SEM is particularly suitable for this research because it accommodates complex 

models with mediation effects and imposes fewer restrictions regarding data normality. 

This analytical technique will test direct, indirect, and mediating relationships among 

constructs. 

Ethical standards will be strictly maintained throughout the study. Respondents will 

participate voluntarily after being informed about the purpose of the research. Their 

anonymity will be protected by excluding identifiable personal data, and all collected 

information will be stored securely to ensure confidentiality. 

5 Expected Findings 

The study is expected to demonstrate that personalized and relevant digital marketing 

communications have a positive and significant effect on consumers’ perceived value 

propositions. Messages that reflect individual preferences, contextual needs, and emo-

tional motivators are anticipated to enhance consumers’ evaluation of both functional 
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and emotional benefits associated with the brand. It is further expected that perceived 

value will act as a crucial determinant of brand loyalty. Consumers who perceive higher 

value from their interactions with a brand are likely to develop stronger trust and con-

fidence in its reliability and integrity. Consequently, these positive perceptions will fos-

ter repeated purchasing behavior, brand advocacy, and resilience against competing 

brands.Moreover, perceived value is anticipated to mediate the relationship between 

digital marketing strategies and brand loyalty. This suggests that the success of digital 

marketing efforts in generating loyal consumers depends largely on how effectively 

these strategies enhance perceived value. Thus, the empirical evidence from this study 

is likely to validate the proposed theoretical model, illustrating how well-executed dig-

ital marketing initiatives translate into sustainable customer loyalty through the mech-

anism of perceived value. 

6 Contributions 

6.1 Theoretical Contributions 

This research is expected to make meaningful contributions to the academic under-

standing of digital marketing and brand loyalty. It extends the current body of 

knowledge by empirically testing the mediating effect of perceived value propositions 

within the relationship between digital marketing strategies and consumer loyalty—an 

area often discussed conceptually but seldom validated through quantitative evidence. 

Furthermore, the study develops a context-specific model suited to the Malaysian 

market, addressing the scarcity of regional research on digital marketing effectiveness 

in Southeast Asia. By situating the investigation within a culturally diverse digital en-

vironment, the study enriches cross-cultural perspectives and provides a comparative 

foundation for future research on consumer value creation and loyalty formation across 

markets. 

6.2 Practical Contributions 

From a managerial standpoint, this study aims to deliver actionable insights for practi-

tioners seeking to strengthen consumer relationships through digital channels. Findings 

are expected to demonstrate how message clarity, personalization, and emotional reso-

nance can be strategically utilized to enhance perceived value and build trust—two es-

sential drivers of sustained brand loyalty. 

The research also encourages marketers to move beyond superficial engagement 

metrics (such as likes or shares) and instead focus on value-driven communication strat-

egies that cultivate meaningful, long-term connections. By transforming theoretical in-

sights into applicable strategies, this study supports marketers in designing consumer-

centric campaigns that maintain competitive advantage in today’s crowded and fast-

changing digital environment. 

This study is expected to make significant contributions to the academic literature 

on digital marketing and brand loyalty. Firstly, it expands the existing body of 
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knowledge by empirically testing the mediating role of perceived value proposition in 

the digital marketing loyalty relationship, an area that has been conceptually discussed 

but underexplored in empirical research. Secondly, it develops and validates a context-

specific model tailored to Malaysian consumers, thereby enriching the cross-cultural 

understanding of digital marketing effectiveness in diverse market environments. 

7 Conclusion 

This study explores how personalized and relevant digital marketing communications 

influence brand loyalty among Malaysian consumers, emphasizing the mediating roles 

of perceived value. Employing a quantitative, cross-sectional research design and ana-

lyzing data through PLS-SEM, the study is expected to validate that personalization 

and message relevance significantly improve perceived value, which in turn strengthens 

brand trust and loyalty. 

The findings will not only contribute theoretically by confirming a mediation-based 

framework linking digital marketing and brand loyalty in the Malaysian context, but 

also provide practical guidance for marketers on how to design effective digital engage-

ment strategies. By focusing on message authenticity, emotional connection, and value 

clarity, brands can nurture long-term consumer relationships built on trust and satisfac-

tion. Overall, this research bridges the gap between digital marketing theory and prac-

tice, demonstrating how well-crafted digital messages can transform consumer interac-

tions into enduring loyalty, ultimately supporting sustainable business growth in a com-

petitive digital economy. 
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