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Abstract 

The rise of digital media has significantly altered the way consumers engage with brands. Through platforms like social 

media, mobile applications, and AI-powered chatbots, the marketing landscape has evolved from simple transactions to 

ongoing, relationship-oriented interactions. This research explores the complex role of digital media in influencing 

Customer Experience (CX), promoting Customer Engagement (CE), and improving Customer Relationship Management 

(CRM). The goal is to create a cohesive framework that connects these elements within the digital sphere. A mixed-methods 

strategy is utilized, integrating a systematic literature review (secondary data) with conceptual modeling. The review 

compiles insights from Scopus-indexed journals published from 2017 to 2023. Digital media acts as a vital facilitator of 

smooth CX across various touchpoints, enhances cognitive, emotional, and behavioral engagement, and improves CRM 

results such as trust, loyalty, and advocacy. The study introduces a mediated model in which CX and CE progressively 

impact CRM success. From a theoretical perspective, this research broadens the scope of Relationship Marketing and Uses 

and Gratifications theories within digital settings. From a managerial standpoint, it provides practical recommendations for 

crafting omnichannel strategies that emphasize experiential and relational depth rather than just transactional efficiency. 

This paper presents an integrated conceptual model that connects CX, CE, and CRM within the realm of digital media—a 

synthesis that is frequently disjointed in current literature. It also underscores emerging trends like AI personalization and 

ethical data practices in relationship management. Keywords: Customer Experience; Customer Engagement; Relationship 

Management; Digital Media; Social Media Marketing; Brand–Customer Interaction; Digital Communication. 
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Introduction  

 2.1 Background and Context  

The digital revolution has fundamentally altered the nature of customer–brand interactions, evolving from simple 

transactional exchanges to a vibrant, ongoing, and relationship-focused model. In the current hyper-connected 

environment, digital media—including social networks, mobile applications, AI-driven interfaces, and integrated CRM 

systems—acts as the main channel through which experiences are conveyed, engagement is nurtured, and trust is 

established. This transformation highlights the emergence of the experience economy, where value is collaboratively 

created through personalized, interactive, and emotionally impactful touchpoints. Nevertheless, despite the extensive 

adoption of digital technologies, the academic comprehension of how digital media collectively influences Customer 

Experience (CX), Customer Engagement (CE), and Customer Relationship Management (CRM) remains disjointed. 

Previous research frequently analyzes these concepts separately, lacking a cohesive framework that captures their 

interconnected dynamics. This paper seeks to fill this void by proposing and conceptually validating a comprehensive 

model that outlines the journey from digital touchpoints to relational trust. In particular, it investigates the effects of digital 

media on CX dimensions, explores the CX–CE relationship, and evaluates how digitally mediated engagement enhances 

CRM results. In doing so, this study provides both theoretical insight and practical guidance for utilizing digital platforms 

not merely as communication tools, but as strategic facilitators of lasting customer relationships. 

2.2 Research Problem Despite the extensive use of digital tools, the understanding of how digital media collectively 

influences CX, CE, and CRM remains fragmented. Numerous studies analyze these constructs in isolation, lacking a 

unified perspective that captures their interconnections. There is an urgent requirement for a comprehensive framework 

that clarifies the pathways from digital touchpoints to relational trust and loyalty. 

2.3 Research Objectives  

1. To investigate the effects of digital media on various dimensions of customer experience. 

 2. To explore the connection between customer experience and customer engagement.  

3. To evaluate how engagement facilitated by digital media enhances CRM outcomes. 

 4. To suggest and conceptually validate a comprehensive model that links digital media, CX, CE, and CRM. 

 

 2.4 Research Questions •  

RQ1: In what ways does digital media affect customer experience across sensory, emotional, cognitive, and relational 

dimensions?  

• RQ2: What is the nature of the relationship between customer experience and customer engagement within digital 

contexts?  

• RQ3: How does customer engagement serve as a mediator in the influence of digital media on CRM outcomes such as 

trust, loyalty, and advocacy?  

 3. Literature Review  

3.1 Customer Experience (CX)  

The convergence of digital media, customer experience (CX), engagement (CE), and relationship management (CRM) 

constitutes a dynamic and evolving field within modern marketing research. This review consolidates significant theoretical 

and empirical contributions to lay the groundwork for the proposed integrated model. Customer Experience (CX) has 

transitioned from a service-oriented notion to a comprehensive, journey-focused framework. It is defined as the cognitive, 

emotional, sensory, behavioral, and relational responses of customers to a brand across all interaction points (Lemon & 

Verhoef, 2016). In digital contexts, CX is inherently multi-channel. Digital platforms—ranging from social media to mobile 

applications—serve as essential touchpoints that influence perceptions of usability, personalization, and value. Research 

indicates that seamless omnichannel integration is crucial; discrepancies across platforms can disrupt the experience and 

diminish trust (De Keyser et al., 2020). The digital aspect enhances experiential components, with interactive content, AI-
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driven suggestions, and real-time services transforming passive audiences into active contributors in value co-

creation.(Vargo & Lusch, 2017). 

3.2 Customer Engagement (CE)  

CE goes beyond mere satisfaction to include a customer’s psychological commitment and behavioral participation with a 

brand. It is defined as a multidimensional concept that consists of cognitive, emotional, and behavioral elements, and is 

especially effective in digital environments (Brodie et al., 2011). Digital platforms enhance CE through interactivity, 

community development, and co-creation. For example, social media channels allow for two-way communication, user-

generated content, and participatory initiatives that strengthen emotional bonds and encourage brand advocacy (Hollebeek 

et al., 2019). Engagement is not merely a passive result; rather, it is an active process that integrates resources and is 

influenced by the quality of digital interactions (Pansari & Kumar, 2017). 

3.3 Customer Relationship Management (CRM)  

CRM has experienced a significant transformation from traditional database management to a technology-driven, data-

centric approach to relationship development. Contemporary CRM utilizes big data analytics, artificial intelligence, and 

machine learning to tailor interactions, anticipate customer needs, and automate services, shifting focus from transactional 

efficiency to deeper relational engagement (Kumar & Reinartz, 2018). The primary results of successful CRM—trust, 

loyalty, satisfaction, and advocacy—are increasingly influenced by digital touchpoints. Trust, in particular, is recognized 

as a vital relational asset in digital contexts, fostered through transparency, consistency, and ethical data practices (Libai et 

al., 2020). 

3.4 The Role of Digital Media 

Digital Media is therefore pivotal as both a facilitator and a setting for these interconnected constructs. Digital media 

supplies the framework for ongoing, contextual, and reciprocal communication, dismantling traditional barriers between 

brands and consumers. It shifts relationship management from sporadic outreach to a continuous, dialogue-oriented process 

(Dwivedi et al., 2021). Nevertheless, the literature indicates a notable research deficiency: while there is an abundance of 

studies on individual components—such as the influence of social media on engagement or customer experience (CX) in 

e-commerce—there are few integrated models that explicitly connect digital media usage, customer experience (CX), 

customer engagement (CE), and customer relationship management (CRM) outcomes within a sequential, mediated 

framework. Additionally, much of the existing research is based in Western contexts, highlighting the necessity for broader 

cultural and market validation (Rather et al., 2019). This review aims to address this gap by proposing a cohesive conceptual 

pathway from digital touchpoints to relational trust. 

 3.5 Customer Engagement (CE) Customer engagement (CE) encompasses a customer's cognitive, emotional, and 

behavioral investment in interactions with a brand (Brodie et al., 2011). Digital media promotes CE through interactivity, 

co-creation, and tailored content. Social media platforms, in particular, facilitate two-way communication that nurtures 

emotional connections and participatory behaviors—essential elements for maintaining enduring relationships. 

 3.3 Customer Relationship Management (CRM) Customer relationship management (CRM) has transitioned from being 

database-driven to a digital, AI-enhanced approach to relationship building (Payne & Frow, 2017). Contemporary CRM 

utilizes data analytics to customize interactions, anticipate needs, and cultivate trust. The results include increased loyalty, 

satisfaction, trust, and advocacy—each vital for long-term profitability. 

3.4 Role of Digital Media  

Digital media, which encompasses social networks, mobile applications, email, chatbots, and websites, facilitates ongoing, 

contextual, and interactive communication. These platforms foster transparency, immediacy, and reciprocity, all of which 

are vital for establishing trust and ensuring the longevity of relationships. 

 3.5 Research Gap  

The current body of literature is deficient in integrated empirical models that link Customer Experience (CX), Customer 

Engagement (CE), and Customer Relationship Management (CRM) within digital ecosystems. Furthermore, the majority 

of research is derived from Western contexts, indicating a significant need for further investigation in emerging markets 

where patterns of digital adoption may vary.  
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 4. Theoretical Framework  

This research is grounded in several well-established theories:  

• Uses and Gratifications Theory: This theory elucidates how customers actively engage with digital media to satisfy their 

needs for information, social interaction, and entertainment, which subsequently influences their experiences and levels of 

engagement. 

 • Relationship Marketing Theory: This theory underscores the importance of long-term relational value as opposed to mere 

transactional exchanges, which aligns with the objectives of CRM.  

• Service-Dominant Logic: This perspective regards value as co-created through interactive experiences shared between 

customers and brands.  

• Social Exchange Theory: This theory suggests that trust and commitment emerge from reciprocal and beneficial 

interactions, which are fundamental to the development of digital relationships. 

4.1 Proposed Conceptual Model 

Digital Media Usage   

       ↓   

Customer Experience (CX)   

       ↓   

Customer Engagement (CE)   

       ↓   

CRM Outcomes (Trust, Loyalty, Advocacy) 

 

Fig. 1 Proposed Conceptual Model (used Napkin AI) 

Mediating Variables: Trust, Perceived Personalization, Emotional Connection 
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 Moderating Variables: Cultural Context, Digital Literacy, Platform Type  

5. Research Methodology In light of the conceptual focus of this paper, a systematic review utilizing secondary data was 

performed. 

 5.1 Research Design •  

Type: A descriptive and analytical examination of the existing literature. 

 • Source: Journals indexed in Scopus (2017–2023).  

• Focus: Empirical and theoretical studies concerning digital media, customer experience (CX), customer engagement 

(CE), and customer relationship management (CRM).  

5.2 Data Collection  

• Keywords Utilized: "digital media," "customer experience," "customer engagement," "CRM," "trust," "social media 

marketing." 

 • Inclusion Criteria: Articles that are peer-reviewed, published in English, and pertinent to the fields of marketing and 

communication. 

 • Final Sample: A total of 48 articles were synthesized for thematic analysis.  

5.3 Analytical Approach  

• Thematic Synthesis: The process of identifying recurring themes, relationships, and gaps within the literature. 

 • Conceptual Modelling: The creation of an integrated framework derived from the synthesized insights. 

6. Results and Findings 

 

Fig. 2 Results and Findings (used Napkin AI) 
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6.1 The Influence of Digital Media on Customer Experience (CX) 

• Digital touchpoints—particularly social media and mobile applications—enhance the sensory and emotional aspects of 

CX through engaging multimedia and interactive functionalities. 

• Personalization (for instance, AI-driven recommendations) greatly enhances cognitive and relational aspects of CX. 

• Consistency across channels is essential; fragmented experiences undermine trust. 

 

6.2 The Relationship Between CX and Customer Engagement (CE) 

• Favorable digital experiences lead to increased levels of engagement, especially in emotional and behavioral dimensions 

(such as sharing and commenting). 

• Experiences that are interactive and co-creative are the most significant predictors of ongoing CE. 

 

6.3 The Impact of CE on Customer Relationship Management (CRM) Outcomes 

• Customers who are engaged demonstrate higher levels of loyalty, trust, and advocacy. 

• Behavioral engagement (like repeat purchases and referrals) directly enhances CRM performance metrics. 

• Trust acts as a crucial mediator between engagement and the strength of long-term relationships. 

 

6.4 Confirmation of the Integrated Pathway 

The synthesis validates the proposed model: Digital media enhances CX, which promotes CE, subsequently improving 

CRM outcomes. Trust and personalization are vital mediating factors. 

7. Discussion  

The results emphasize that digital media serves not only as a communication channel but also as a strategic relational 

platform. Brands that utilize digital tools to craft cohesive, engaging, and personalized experiences foster stronger 

emotional connections and greater trust. In contrast to previous studies that concentrated on individual platforms, this 

comprehensive perspective reveals the synergistic impact of various digital touchpoints. Furthermore, the significance of 

AI and data ethics cannot be overstated: while personalization improves customer experience (CX) and customer 

engagement (CE), it is essential to maintain transparency in data usage to uphold trust—a challenging equilibrium for 

contemporary customer relationship management (CRM).  

8. Implications  

8.1 Theoretical Implications  

• Expands the theories of Relationship Marketing and Uses and Gratifications to encompass digital, multi-touchpoint 

contexts.  

• Offers a cohesive framework that connects CX, CE, and CRM, addressing existing fragmentation in the literature.  

• Identifies trust and personalization as crucial mediators in the development of digital relationships.  

8.2 Managerial Implications  

• Create omnichannel experiences that ensure seamless integration across various platforms. 

 • Encourage engagement through interactive content, community development, and opportunities for co-creation. 

 • Invest in AI-enhanced CRM tools that provide personalization while safeguarding data privacy.  

• Actively monitor and engage with social conversations in real-time to foster transparency and trust. 

9. Conclusion  

This paper illustrates that digital media reshapes customer–brand relationships by improving experiences, enhancing 

engagement, and fortifying relational outcomes. The suggested Digital Media → CX → CE → CRM model provides a 

framework for both scholars and practitioners. In a time when digital touchpoints are plentiful, the transition from 

touchpoints to trust is facilitated by consistent, meaningful, and ethically managed interactions. Future studies should 

empirically validate this model across various cultural and industrial settings. 10. Limitations and Future Research 
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 • Limitations: Dependence on secondary data; absence of primary empirical validation; geographically biased literature 

(Western bias).  

• Future Directions: 

 o Empirical validation of the proposed model utilizing SEM. 

 o Cross-cultural research in emerging markets.  

o Longitudinal studies on the evolution of digital relationships. 

 o Exploration of negative effects (e.g., digital fatigue, privacy issues). 
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