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Abstract: The study examines how small and medium enterprises (SMEs) in Nepal, particularly within the Kathmandu
Valley, cultivate customer loyalty in today’s digital environment. Utilizing a mixed-methods approach and responses from
202 participants, the research investigates the influence of social media engagement, personalized communication, online
reviews, and digital loyalty programs on brand loyalty. The findings indicate significant correlations among digital content
marketing (DCM), digital marketing capabilities (DMC), and digital marketing success (DMS) with DMC emerging as the
most influential factor in fostering brand loyalty. The study concludes that SMEs should prioritize enhancing their digital
marketing capabilities, alongside robust content strategies, to effectively retain customers and encourage brand advocacy.
These insights contribute both academically and practically, guiding SMEs in adapting their strategies to maintain
competitiveness in an evolving digital marketplace.
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. INTRODUCTION

Small and medium-sized enterprises (SMES) in Nepal
are increasingly adopting digital marketing strategies to
strengthen brand loyalty and support business expansion. The
integration of digital platforms such as social media, search
engines, and email marketing has greatly altered the ways
SMEs connect with their customers (Chaulagain, 2024; Karki,
2025). Social media, in particular, has emerged as an essential
tool for raising brand awareness, nurturing customer
relationships, and encouraging repeat purchases. By leveraging
personalized content and targeted advertisements, businesses
can engage consumers more meaningfully, which has a notable
effect on loyalty behaviors like repeat patronage and advocacy
(Chaulagain, 2024; Toling, 2025). Additionally, digital
marketing features such as customer feedback systems, online
reviews, and digital loyalty programs play a significant role in
shaping the perceptions of consumers and reinforcing brand
loyalty (Basnet, 2023; Khatapana, 2025). These mechanisms
empower SMEs to better understand customer preferences,
respond to concerns efficiently, and reward loyal patrons,
thereby deepening the relationship between the customer and
the brand.

Small and medium-sized enterprises (SMEs) in Nepal
are increasingly adopting digital marketing strategies to
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strengthen brand loyalty and support business expansion. The
integration of digital platforms such as social media, search
engines, and email marketing has greatly altered the ways
SMESs connect with their customers (Chaulagain, 2024; Karki,
2025). Social media, in particular, has emerged as an essential
tool for raising brand awareness, nurturing customer
relationships, and encouraging repeat purchases. By leveraging
personalized content and targeted advertisements, businesses
can engage consumers more meaningfully, which has a notable
effect on loyalty behaviors like repeat patronage and advocacy
(Chaulagain, 2024; Toling, 2025). Additionally, digital
marketing features such as customer feedback systems, online
reviews, and digital loyalty programs play a significant role in
shaping the perceptions of consumers and reinforcing brand
loyalty (Basnet, 2023; Khatapana, 2025). These mechanisms
empower SMEs to better understand customer preferences,
respond to concerns efficiently, and reward loyal patrons,
thereby deepening the relationship between the customer and
the brand.

1. LITERATURE REVIEW AND
HYPOTHESIS DEVELOPMENT

> Empirical Reviews
Kampani and Jhamb (2024) stress the increasingly
pivotal role of e-CRM within e-commerce, especially when it
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comes to managing customer interactions and fostering loyalty.
Their analysis unpacks the integration of value, genuine two-
way communication, and the importance of all four CRM
dimensions strategic, analytic, collaborative, and operational.
Ultimately, they argue that advanced e-CRM systems are
essential: without them, building strong customer relationships
and sustaining loyalty becomes almost impossible.

Patel and Zhang (2024) demonstrate that when small
and medium-sized enterprises implement personalized and
user-friendly mobile applications, brand loyalty receives a
notable boost. Features such as tailored recommendations and
intuitive design directly contribute to increased customer
satisfaction, engagement, and retention. Their findings
highlight the strategic importance of mobile applications for
cultivating sustained customer relationships and supporting
long-term business growth. In today’s business landscape,
mobile apps are no longer just optional extras they are
essential tools for securing customer loyalty and enhancing
competitiveness.

Martinez and Robinson (2024) demonstrate that when
small businesses genuinely engage with customer feedback
and implement changes accordingly, customer loyalty
increases notably. Through surveys and interviews, the
researchers highlight how responsiveness not only boosts
satisfaction but also signals to customers that their opinions
are genuinely valued. This ongoing feedback-driven approach
appears crucial in establishing and maintaining strong, long-
term customer relationships. Interestingly, despite its proven
effectiveness, many organizations still overlook or
underutilize this strategy.

Adhikari (2024) conducted an in-depth analysis of
customer loyalty programs within Nepal’s e-commerce
landscape, utilizing case studies, surveys, and program data.
The research highlights that tangible rewards and discounts,
along with culturally relevant initiatives such as festival-based
incentives play a significant role in boosting customer
retention and loyalty. The study ultimately suggests that
adapting loyalty programs to reflect local preferences is vital
for fostering stronger customer engagement and sustaining
long-term growth.

Gurung (2023) investigates the influence of mobile
marketing on brand loyalty among Nepali small and medium-
sized enterprises (SMEs). By surveying 250 app users and
analyzing 10 SME marketing campaigns, the study reveals that
personalized notifications, exclusive app-based offers, and
intuitive, user-friendly interfaces play a significant role in
fostering customer loyalty. The research suggests that SMEs
should prioritize engaging and tailored mobile marketing
strategies to strengthen customer retention and reinforce brand
loyalty.

» Hypothesis
The following hypotheses were formulated and tested
in this study:

e H1: There is Direct Significant impact of Digital Content
Marketing on Brand Loyalty.
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H2: Digital Marketing Success mediates the relationship

between Digital Content Marketing and Brand Loyalty.

e H3: There is Direct Significant impact of Digital
Marketing Capabilities on Brand Loyalty.

e H4: Digital Marketing Success mediates the relationship

between Digital Marketing capabilities and Brand Loyalty.

1. RESEARCH METHODOLOGY

> Research Design

This study utilizes a mixed-methods approach, blending
descriptive, correlational, and exploratory strategies to analyze
how SME:s foster brand loyalty in today’s digital landscape. To
start, the descriptive component offers a clear snapshot of
current digital marketing practices among SMEs, essentially
laying out what these businesses are actually doing (Bryman,
2016). Moving beyond simple description, the correlational
element digs into whether there’s any statistical connection
between the specific marketing tactics employed and the
resulting levels of customer loyalty though, to be clear, it stops
short of claiming one causes the other (Cohen, Manion, &
Morrison, 2018). The exploratory aspect, meanwhile, tackles
the less-charted territory, seeking out new trends, innovative
strategies, and even consumer attitudes that might not have
gotten much scholarly attention yet (Saunders, Lewis, &
Thornhill, 2019). By weaving together these methods, the
research aims to deliver a nuanced, multidimensional
understanding of both the current realities and shifting
dynamics behind brand loyalty in the digital era capturing both
quantitative trends and qualitative perspectives.

» Primary Research Design

The study utilized an online questionnaire to gather
primary data, reaching 202 participants from the Kathmandu
Valley who actively engage with digital platforms. This
approach allowed for direct insights into individuals’
perceptions regarding SME brand loyalty strategies, relying on
firsthand responses rather than secondary assumptions.

» Survey Design

A Likert-scale questionnaire was constructed to
systematically measure key variables: digital content,
marketing capabilities, overall success, and brand loyalty. This
methodological approach aimed to empirically test the
relationship between digital marketing initiatives and
consumer loyalty behaviors, providing a structured basis for
evaluating the proposed hypotheses.

» Data Collection and Analysis

Data was collected through an online survey
administered via Google Forms. The responses were then
examined using descriptive statistics to provide an overview of
the dataset. Correlational analysis was conducted to explore
possible relationships between variables, and regression
analysis was utilized to identify significant predictors of brand
loyalty within the sample.
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INDEPENDENT VARIABLES

Digital Content Marketing (DCM)

Digital Marketing Capabilities(DMC)

DEPENDENT VARAIBLE

Brand Loyalty
(BL)

MEDIATING VARIABLE

Digital Marketing Success
(DMS)

Fig 1 Building Brand Loyalty Through Digital Content Marketing and Digital Marketing Capabilities Directly and Using Digital

Marketing Success as Mediator

Table 1 Demographic Profiles

Characteristic Category Frequency Percentage (%)
Male 106 52.5
Gender Female 94 46.5
21 to 30 years 72 35.6
31 to 40 years 59 29.2
Age 41 to 50 years 47 23.3
Above 50 years 17 8.4
Under 20 7 3.5
Rs. 25,001 - Rs. 50,000 81 40.1
Monthly Income Above Rs. 50,000 67 33.2
Below Rs. 25,000 54 26.7
Sometimes 114 56.4
Rarely 50 24.8
Online Purchase Frequency Often 26 12.9
Never 8 4.0

The sample of 202 respondents demonstrates a balanced gender distribution. A considerable majority approximately 65%
fall within the 21 to 40-year-old age bracket, suggesting a predominantly young demographic. In terms of income, most participants
(about 73%) report monthly earnings exceeding Rs. 25,001, indicating a middle-to-upper income group. Furthermore, engagement
with online shopping is notably high, with over 90% of respondents making purchases online at least occasionally. Overall, the
sample reflects a youthful, financially stable population with significant exposure to digital retail platforms.

Table 2 Reliability and Validity

Instruments Cronbach's Alpha | Composite Reliability (CR) | Average Variance Extracted (AVE)
Digital Content Marketing .954 921 752
Digital Marketing Capabilities 951 .945 77
Digital Marketing Success .900 917 736
Brand Loyalty .885 929 Ja17

All of the measured constructs exhibit strong reliability, with Cronbach’s Alpha and Composite Reliability scores
comfortably surpassing the 0.70 standard. Convergent validity is also robust the Average Variance Extracted values are well above
the 0.50 benchmark, indicating solid measurement properties throughout..

NISRT25AUG1165

WWW.ijisrt.com

2499


https://doi.org/10.38124/ijisrt/25aug1165
http://www.ijisrt.com/

Volume 10, Issue 8, August — 2025

ISSN No:-2456-2165

International Journal of Innovative Science and Research Technology

https://doi.org/10.38124/ijisrt/25aug1165

Table 3 Correlation Matrix

Variable DCM DMC DMS BL
DCM 1
DMC .640** 1
DMS 463** 563** 1
BL .318** 401** .532** 1
Note: ** Correlation is significant at p < .01(2 tailed) — Highly sig. Level * Correlation is significant at p< .05 level (2 tailed)
— Conventional Sig. Level

The analysis indicates notable positive relationships among all variables examined. Specifically, Digital Marketing Success
(DMS) demonstrates a particularly strong association with Brand Loyalty (BL), reflected by a correlation coefficient of r =.532 (p
< .01). Additionally, Digital Marketing Capabilities (DMC) is strongly correlated with both DMS (r = .563, p < .01) and BL (r =
401, p<.01). All reported correlations are statistically significant at the p < .01 level.

Table 4 Hypothesis Testing

Hypotheses B P Result
H1 BL < DCM .061 175 Rejected
H2 BL < DMS DCM .152 <.001 Accepted
H3 BL < DMC .145 .036 Accepted
H4 BL < DMS DMC 244 <.001 Accepted

The hypothesis testing reveals a nuanced model of digital
brand loyalty. Hypothesis 1 (H1) is rejected, indicating Digital
Content Marketing (DCM) has no significant direct effect on
Brand Loyalty (B = 0.061, p = 0.175). However, H2 shows
DCM significantly influences Brand Loyalty through the full
mediation of Digital Marketing Success (DMS) (B =0.152, p
< 0.001). Furthermore, Digital Marketing Capabilities (DMC)
exerts a significant direct impact on loyalty (H3: f = 0.145, p
=0.036) and is a powerful driver of DMS (H4: B =0.244, p <
0.001). This confirms that robust capabilities and overall
marketing success are the primary drivers, while content's
value is contingent on its contribution to broader strategic
SUCCESS.

V. FINDINGS AND DISCUSSION

This study makes it clear: for SMEs, fostering brand
loyalty isn’t as simple as just producing digital content in a
vacuum. Instead, there needs to be a deliberate pivot toward
developing comprehensive digital marketing capabilities. The
findings show that digital content marketing doesn’t directly
boost brand loyalty. Its effect is only felt when it’s channeled
through broader digital marketing success. So, content alone
isn’t enough it has to be part of a thoughtful, well-executed
digital strategy if you want to see any real impact on loyalty.
This nuance isn’t really captured in the current literature,
which tends to focus on direct tools like loyalty programs or
mobile apps ( Gurung, 2023; Patel & Zhang, 2024; Adhikari,
2024), rather than how everything fits together.

Digital marketing capabilities think robust technology,
advanced data analytics, and strategic expertise have a
pronounced and direct effect on brand loyalty. This finding not
only echoes Kampani and Jhamb’s (2024) argument for the
necessity of sophisticated e-CRM systems, but actually pushes
further, suggesting that these capabilities are fundamental not
just for managing customer relationships, but for fostering
overall loyalty. Additionally, the importance of DMC aligns
with Martinez and Robinson’s (2024) focus on feedback-
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driven engagement, indicating that such foundational
capabilities are what make genuinely responsive, customer-
centric strategies possible in the first place. Without these
digital foundations, efforts to enhance loyalty or engagement
are unlikely to succeed.

Achieving genuine customer loyalty isn’t merely a
matter of isolated tactics; rather, it demands the development
of strong, interconnected systems that shape every aspect of
customer engagement whether through mobile applications,
loyalty initiatives, or other touchpoints. Simply implementing
a loyalty program in isolation is unlikely to yield meaningful
results. Instead, organizations must intentionally integrate
these tools within a well-structured framework. For small and
medium-sized enterprises, this comprehensive, capability-
driven approach is essential for cultivating enduring customer
relationships in  today’s highly competitive digital
environment.

V. CONCLUSION

In examining the dynamics of the digital era, a key
insight emerges: Digital Content Marketing (DCM), while
widely regarded as essential, does not independently foster
brand loyalty. Instead, its influence is exerted only when
integrated within a comprehensive and effective digital
marketing strategy otherwise known as Digital Marketing
Success (DMS). In other words, content, in isolation, lacks the
power to secure consumer loyalty; it is the broader, well-
executed digital approach that ultimately drives lasting brand
engagement.

Digital marketing capabilities really stand out as the
main force here. When it comes to fostering loyalty, their
impact is hard to overstate. Investments in essentials think data
analytics, CRM platforms, meaningful staff training, and
robust strategic planning are absolutely crucial. With these in
place, SMEs can actually use their content, not just pump it out,
and personalize engagement in a way that makes sense for

WWW.ijisrt.com 2500


https://doi.org/10.38124/ijisrt/25aug1165
http://www.ijisrt.com/

Volume 10, Issue 8, August — 2025
ISSN No:-2456-2165

today’s digitally savvy, often younger audiences. The result?
Campaigns that don’t just reach people, but resonate with them.
In short, building up digital marketing infrastructure is
foundational for any SME aiming to connect and retain their
target market.

The revised model of digital loyalty shifts the focus from
superficial tactics to the development of robust marketing
capabilities and the achievement of concrete success metrics.
This framework provides a more nuanced perspective for
evaluating SME marketing effectiveness. For practitioners, the
implications are substantial. Rather than dedicating resources
primarily to content production, SMEs should prioritize
strengthening their core marketing competencies. This strategic
shift involves fostering a culture of continuous improvement,
investing in technologies that deepen customer understanding
and facilitate engagement, and actively overseeing their digital
reputation to sustain long-term growth.

Ultimately, the path to loyalty is not through more
content, but through smarter, more capable marketing. By
prioritizing capability building, SMEs can ensure their
strategies are agile, data-driven, and consumer-centric, thereby
forging the lasting emotional connections necessary to thrive in
a competitive digital marketplace. This strategic shift is
essential for transforming marketing efforts into tangible
loyalty and sustainable growth.
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