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ABSTRACT KEYWORDS

This paper examined the multifaceted dimensions shaping customer | Transaction management,
loyalty in the digital era, emphasizing the pivotal role of efficient | Customer loyalty, Digital
transaction management. Through a comprehensive literature review, | era, Optimization

factors influencing customer loyalty such as convenience,
personalization, trust, and security are explored, highlighting the
critical importance of seamless transaction experiences. The study
elucidates strategies for optimizing transaction management,
including investments in technology, personalization of customer
interactions, seamless omnichannel integration, and a focus on
security and compliance. Additionally, case studies from Nigeria,
including e-commerce platforms like Konga and Jumia, as well as
loyalty programs from telecommunications companies and banks,
underscore the tangible impact of optimized transaction management
on increasing customer retention and loyalty. The paper concludes
with actionable recommendations for businesses to enhance
transaction management, emphasizing the significance of employee
training, data analytics utilization, omnichannel integration, security
measures, and the development of customer loyalty programs. By
prioritizing efficient transaction processes and leveraging data-driven
insights, businesses can foster enduring relationships with customers
and thrive in the competitive digital landscape.

Introduction

In today's fast-paced digital landscape, optimizing transaction management is paramount for
businesses striving to cultivate enhanced customer loyalty. The advent of e-commerce, mobile
banking, and digital payment platforms has revolutionized the way transactions are conducted,
presenting both challenges and opportunities for businesses to streamline their operations and foster
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stronger connections with customers. By implementing efficient transaction management systems,
companies can ensure seamless and secure transactions, thereby enhancing the overall customer
experience. This is particularly crucial in an era where consumers demand convenience, reliability,
and personalized interactions at every touchpoint of their purchasing journey (Cao & Zhang, 2020).
Moreover, in the digital era, where competition is fierce and customer expectations are continually
evolving, businesses must leverage innovative technologies and data analytics to optimize transaction
management. Through the strategic utilization of data-driven insights, companies can gain a deeper
understanding of customer preferences, behaviors, and purchasing patterns. This enables them to
tailor their transactional processes, offer personalized recommendations, and anticipate customer
needs, thereby fostering a sense of loyalty and affinity towards the brand (Ravichandran & Rai, 2021).
By harnessing the power of artificial intelligence, machine learning, and predictive analytics,
businesses can streamline transactional workflows, mitigate risks, and deliver hyper-personalized
experiences that resonate with customers on a deeper level. Furthermore, in an increasingly
interconnected digital ecosystem, where competition knows no boundaries, businesses must prioritize
transparency, security, and trust in their transactional interactions. By implementing robust
cybersecurity measures, adhering to regulatory compliance standards, and adopting blockchain
technology for enhanced transparency and immutability, companies can instill confidence and peace
of mind among customers regarding the safety and integrity of their transactions (Kshetri, 2018).

As businesses increasingly rely on digital channels for transactions, the ability to manage these
processes effectively becomes paramount. Research has shown that seamless transaction experiences
contribute significantly to customer satisfaction and loyalty, as customers are more likely to return to
businesses that offer hassle-free and reliable transactional interactions (Rigby et al., 2020). Moreover,
transaction management serves as a key touchpoint for building trust and credibility with customers.
In an era marked by data breaches and security concerns, ensuring the security and integrity of
transactions is crucial for maintaining customer trust. Businesses that prioritize robust security
measures and transparent transactional processes are better positioned to cultivate trust and
confidence among their customer base. Studies have highlighted the correlation between trust and
customer loyalty, emphasizing the role of secure and transparent transaction management in fostering
long-term relationships with customers (Hennig-Thurau et al., 2019).

Furthermore, effective transaction management enables businesses to gain valuable insights into
customer preferences, behaviors, and purchasing patterns. By leveraging data analytics and
transactional data, companies can tailor their offerings and personalized recommendations to meet
the evolving needs and expectations of their customers. This personalized approach not only enhances
the overall customer experience but also strengthens the bond between the customer and the brand,
leading to increased loyalty and advocacy (Zheng et al., 2021).

The purpose of this paper is to explore the optimization of transaction management as a means to
enhance customer loyalty in the digital era. In today's rapidly evolving digital landscape, where
customer expectations are continuously shifting, understanding the significance of efficient
transaction management is paramount for businesses aiming to cultivate enduring customer
relationships. By investigating the strategies, technologies, and approaches that contribute to
enhanced transaction management, this research aims to provide valuable insights for businesses
seeking to bolster customer loyalty in an increasingly competitive market environment. Through a
comprehensive analysis of the role of transaction management in shaping the customer experience,
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this study seeks to uncover actionable recommendations that can empower businesses to leverage
transactional interactions as a key driver of sustained customer loyalty and organizational success.

LITERATURE REVIEW

Customer loyalty refers to the willingness of a customer to continue purchasing goods or services
from a particular business consistently over time. It reflects a customer's satisfaction with a brand or
company, resulting in repeated purchases and potentially advocacy or positive word-of-mouth
referrals. Several factors contribute to customer loyalty, including product quality, customer service,
brand reputation, pricing, and overall customer experience (Zeithaml & Bitner, 2003: Liu, & Yang,
2009).

Customer loyalty is a multifaceted concept that encompasses a customer's commitment and
dedication to repeatedly purchase goods or services from a specific brand or company over time. It
extends beyond mere satisfaction with a product or service to encompass emotional attachment, trust,
and a willingness to advocate for the brand (Oliver, 1999). Loyalty can be measured through various
indicators, including repeat purchases, frequency of interactions, willingness to recommend, and
resistance to switching to competitors (Reichheld & Schefter, 2000). Moreover, customer loyalty is
not solely transactional but also relational, reflecting the ongoing relationship and interaction between
the customer and the brand, influenced by factors such as perceived value, brand reputation, and the
quality of the overall customer experience (Zeithaml et al., 1996).

Furthermore, the concept of customer loyalty is dynamic and evolving, shaped by changing market
dynamics, technological advancements, and shifting consumer preferences. With the proliferation of
digital channels and social media platforms, customers now have more avenues to engage with
brands, voice their opinions, and seek personalized experiences (Lemon & Verhoef, 2016).
Consequently, fostering customer loyalty requires businesses to adapt their strategies to meet the
evolving needs and expectations of customers, leveraging data-driven insights, personalized
interactions, and seamless experiences across various touchpoints (Verhoef et al., 2015).

Factor Influencing Customer Loyalty in the Digital Era

Reichheld and Schefter (2000), Kim and Kim (2004), and Verhoef et al. (2015), among others, to
provide a comprehensive overview of the multifaceted dimensions shaping customer loyalty in the
digital age. They stated that understanding the intricacies of customer loyalty has become paramount
for businesses aiming to thrive in increasingly competitive markets. A multitude of factors contribute
to shaping customer loyalty, encompassing both traditional elements and novel dynamics inherent to
digital landscapes. The Factor influencing customer loyalty in the digital era includes but not limited
to;

Convenience:

Convenience emerges as a pivotal factor influencing customer loyalty in the digital era, with its
profound impact evident across various aspects of consumer behavior and brand engagement. The
ease of access to products and services facilitated by digital channels significantly enhances customer
satisfaction and encourages repeat purchases (Ha & Stoel, 2009). Whether through intuitive user
interfaces, simplified checkout processes, or seamless mobile experiences, convenience reduces
friction in the customer journey, fostering a sense of efficiency and reliability (Kim & Lennon, 2013).

Page | 172 www.americanjournal.org



American Journal of Business Management, Economics and Banking
Volume 23 April - 2024

Moreover, the ubiquity of digital platforms enables customers to engage with brands at their
convenience, transcending geographical barriers and time constraints (Keiningham et al., 2017). As
such, businesses that prioritize convenience in their digital offerings not only enhance customer
loyalty but also position themselves competitively in an increasingly crowded marketplace.

Personalization:

Personalization has emerged as a crucial factor influencing customer loyalty in the digital era,
reshaping how businesses interact with and retain their clientele. By tailoring experiences, products,
and communications to individual preferences and behaviors, businesses can deepen customer
engagement and foster long-term loyalty (Verhoef et al., 2015). Through the utilization of data
analytics and artificial intelligence, companies can glean insights into customer preferences, purchase
history, and browsing patterns to deliver personalized recommendations and offerings (Xie et al.,
2018). This personalized approach not only enhances customer satisfaction by providing relevant and
timely content but also strengthens the emotional connection between the customer and the brand (Li
et al., 2019). Moreover, personalization fosters a sense of exclusivity and importance, making
customers feel valued and understood, which in turn increases their propensity for repeat purchases
and brand advocacy (Fournier & Alvarez, 2019). In today's competitive digital landscape, prioritizing
personalization is essential for businesses looking to not only attract new customers but also cultivate
lasting loyalty and drive sustainable growth.

User experience:

User experience (UX) stands as a pivotal factor influencing customer loyalty in the digital era,
profoundly shaping the interactions between consumers and digital platforms. A seamless and
intuitive user interface, coupled with effortless navigation and accessibility, plays a critical role in
enhancing customer satisfaction and driving repeat engagement (Hassenzahl, 2010). Positive UX not
only facilitates efficient task completion but also fosters emotional connections between users and
brands, thereby reinforcing loyalty and advocacy (Morschett et al., 2015). Furthermore, a well-crafted
UX design contributes to reduced cognitive load, enhancing usability and overall user satisfaction
(Hassenzahl & Tractinsky, 2006). By prioritizing user-centric design principles and continuous
optimization based on user feedback and behavior, businesses can cultivate a loyal customer base and
gain a competitive edge in the digital landscape (Nielson, 2012).

Trust And Security:

In the digital era, trust and security play a paramount role in influencing customer loyalty, as
consumers increasingly rely on digital platforms for their transactions and interactions. Establishing
trust in the handling of personal data and ensuring robust security measures are imperative for
fostering loyalty and maintaining long-term relationships with customers (Komiak & Benbasat,
2006). Studies have shown that perceived security significantly influences consumers' intentions to
engage with online platforms, with concerns about data breaches and privacy violations acting as
deterrents to loyalty (Wang & Emurian, 2005). Building trust through transparent data practices,
encryption technologies, and adherence to stringent security standards not only mitigates customer
concerns but also reinforces brand credibility and reliability in the digital realm (Riegelsberger et al.,
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2003). Thus, businesses that prioritize trust and security in their digital operations can cultivate a
loyal customer base and gain a competitive advantage in an increasingly digital marketplace.

Social Influence:

Social influence plays a significant role in shaping customer loyalty in the digital era, as consumers
increasingly rely on social media and online reviews to inform their purchasing decisions and brand
perceptions (Cheung et al., 2009). User-generated content, such as ratings, reviews, and social media
posts, amplifies the impact of word-of-mouth communication, influencing the attitudes and behaviors
of potential customers (Zhang et al., 2014). Positive interactions and endorsements from peers and
influencers can enhance brand credibility and trustworthiness, leading to increased loyalty and
advocacy (Hennig-Thurau et al., 2004). Conversely, negative reviews or viral incidents can erode
trust and loyalty, highlighting the importance of managing online reputation and fostering positive
social interactions (Lee & Youn, 2009). By actively engaging with customers on social platforms,
encouraging user-generated content, and responding promptly to feedback, businesses can harness
the power of social influence to cultivate a loyal customer base and thrive in the digital landscape.

The Role of Transaction Management in Customer Loyalty

Transaction management refers to the process of ensuring the integrity, consistency, and reliability
of transactions within a database system. A transaction typically represents a single logical operation
within the database, such as updating a record, inserting new data, or deleting existing data. Proper
transaction management is crucial for maintaining data integrity and recovering from failures or errors
(Haerder & Reuter, 1983; Bernstein et al., 1987; Gray & Reuter, 1993).

Transaction management plays a crucial role in customer retention by ensuring seamless and
satisfactory interactions throughout the purchase process. Efficient transaction management
encompasses various aspects, including order processing, payment handling, and post-purchase
support, all of which contribute to customer satisfaction and loyalty (Wang & Head, 2007). A smooth
and hassle-free transaction experience not only instills confidence in customers but also enhances
perceptions of reliability and professionalism (Van Riel et al., 2001). Furthermore, effective
transaction management facilitates timely order fulfillment and delivery, minimizing delays and
errors that could lead to dissatisfaction (Donthu & Garcia, 1999). By prioritizing transaction
management, businesses can strengthen relationships with customers, increase repeat purchases, and
ultimately drive long-term loyalty and profitability (Lemon & Verhoef, 2016).

Evans and Wurster (2000) emphasized the significance of transaction management in shaping
customer perceptions of service quality and overall satisfaction. Their findings suggested that
efficient transaction processes positively influence customer loyalty by reducing perceived risks and
uncertainties associated with online transactions. Similarly, studies by Huang and Benyoucef (2013)
highlighted the impact of transaction management on enhancing customer trust and confidence in e-
commerce platforms. They argued that transparent and secure transaction processes contribute to
building trust, which in turn fosters repeat purchases and brand loyalty among customers.
Furthermore, studies by Reichheld and Schefter (2000) highlighted the correlation between seamless
transaction experiences and increased customer retention rates, demonstrating the tangible impact of
effective transaction management strategies on long-term customer loyalty.
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Verhoef et al. (2015) have investigated the influence of digital transaction management systems on
customer loyalty in the e-commerce domain. Their findings underscored the importance of
personalized and efficient digital transactions in fostering customer engagement and loyalty.
Additionally, research by Liang et al. (2020) delved into the role of artificial intelligence and machine
learning in optimizing transaction management processes to enhance customer experiences,
ultimately leading to higher levels of loyalty in online settings. However, studies also acknowledge
potential challenges in transaction management that can impede customer loyalty. For instance,
research by Zeithaml et al. (2002) highlighted the detrimental effects of service failures and
transactional errors on customer loyalty, underscoring the critical need for effective service recovery
mechanisms. Similarly, Han et al. (2019) explored the impact of transactional frictions, such as long
wait times and complex procedures, on customer loyalty in offline retail settings. Their findings
emphasized the importance of streamlining transaction processes to mitigate friction points and
nurture stronger customer relationships.

Strategies for Optimizing Transaction Management

Effective transaction management is crucial for businesses to ensure smooth operations and maximize
efficiency in various domains such as finance, supply chain, and customer relations. This necessitates
the implementation of strategies aimed at optimizing transaction processes. Strategies for optimizing
transaction management encompass a range of approaches, including automation, standardization,
and streamlining of workflows. The strategies for optimizing transaction management includes but
not limited to;

Invest in Technology:

Investing in technology stands as a paramount strategy for optimizing transaction management,
offering unparalleled efficiency, accuracy, and scalability in today's dynamic business landscape.
Leveraging cutting-edge software solutions such as blockchain for secure and transparent
transactions, artificial intelligence for predictive analytics and process automation, and cloud
computing for enhanced accessibility and flexibility can revolutionize transactional processes. These
technologies streamline workflows, mitigate risks, and reduce operational costs, ultimately fostering
a competitive edge in the market. As evidenced by industry reports and studies (Gartner, 2021,
McKinsey, 2020), organizations embracing technological advancements in transaction management
witness significant improvements in transaction speed, accuracy, and overall performance,
positioning them for sustained growth and success in the digital era.

Personalize Customer Interactions:

Personalizing customer interactions emerges as a strategic imperative for optimizing transaction
management, fostering stronger relationships and driving enhanced customer satisfaction. By
leveraging data analytics and customer relationship management (CRM) tools, businesses can gain
deep insights into individual preferences, behaviors, and transaction histories, enabling tailored
experiences at every touchpoint. Whether through personalized recommendations, targeted marketing
campaigns, or proactive support, customization cultivates a sense of value and loyalty among
customers, ultimately leading to increased transaction frequency and higher retention rates. Research
from leading industry analysts such as Forrester (2021) and Harvard Business Review (2019)
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underscores the significant impact of personalized customer interactions on transactional success,
highlighting the imperative for organizations to invest in strategies that prioritize individualized
engagement throughout the transaction lifecycle.

Ensure Seamless Omnichannel Integration:

Ensuring seamless omnichannel integration emerges as a pivotal strategy for optimizing transaction
management, facilitating a cohesive and interconnected experience across various customer
touchpoints. By integrating channels such as online platforms, mobile applications, physical stores,
and social media, businesses can create a unified environment where customers can initiate, complete,
and track transactions seamlessly. Leveraging advanced technologies like API integrations, cloud
computing, and real-time data synchronization enables organizations to synchronize inventory,
pricing, and customer information in real-time, minimizing discrepancies and enhancing overall
efficiency. Research from reputable sources such as Deloitte (2020) and Accenture (2021)
emphasizes the significance of omnichannel integration in driving customer satisfaction, loyalty, and
ultimately, transactional success. Thus, prioritizing seamless omnichannel experiences stands as a
cornerstone strategy for organizations seeking to optimize transaction management in today's digital
landscape.

Focus on Security and Compliance:

Focusing on security and compliance stands as a paramount strategy for optimizing transaction
management, safeguarding sensitive data and ensuring regulatory adherence in an increasingly digital
environment. Implementing robust security measures such as encryption, multi-factor authentication,
and data loss prevention protocols helps mitigate the risk of cyber threats and unauthorized access,
instilling trust and confidence among customers. Moreover, maintaining compliance with industry
regulations such as GDPR, PCI DSS, and HIPAA not only mitigates legal risks but also demonstrates
a commitment to ethical business practices. Research from leading institutions like PwC (2021) and
the Ponemon Institute (2020) underscores the critical importance of prioritizing security and
compliance in transaction management, highlighting its role in protecting both organizational assets
and customer trust.

Optimize Transaction Speed and Convenience:

Optimizing transaction speed and convenience serves as a fundamental strategy for enhancing
transaction management efficiency, meeting the evolving demands of today's fast-paced market. By
leveraging technologies like real-time payment processing, mobile wallets, and contactless payment
solutions, businesses can streamline transactional processes and minimize friction points for
customers. This focus on speed and convenience not only improves overall transaction throughput
but also enhances the overall customer experience, leading to increased satisfaction and loyalty.
Research from reputable sources such as McKinsey & Company (2021) and the Federal Reserve
(2020) underscores the importance of prioritizing transaction speed and convenience as a key driver
of competitive advantage in the digital age, emphasizing its role in meeting consumer expectations
and driving business growth.
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Case Studies of Optimized Transaction Management for Customer Loyalty in Nigeria
Konga's Loyalty Program:

Konga, one of Nigeria's leading e-commerce platforms, has implemented a loyalty program called
"Konga Rewards." Customers earn points for every purchase made on the platform, and these points
can be redeemed for discounts on future purchases or other rewards. Konga utilizes transaction data
to analyze customer behavior, preferences, and spending patterns, enabling them to tailor rewards
and promotions to individual customers, thereby enhancing loyalty (Rahma, 2023)

MTN Nigeria's MTN Loyalty Program:

MTN, one of the largest telecommunications companies in Nigeria, operates a loyalty program aimed
at rewarding its subscribers. Through transaction management, MTN tracks subscribers' usage
patterns, such as call duration, data usage, and recharge history. Subscribers earn loyalty points based
on their transactions, which can be redeemed for airtime, data bundles, or other rewards. This program
helps MTN increase customer retention and loyalty in a highly competitive market

Jumia's Jumia Prime:

Jumia, another prominent e-commerce platform in Nigeria, offers a subscription-based loyalty
program called "Jumia Prime." Subscribers pay an annual fee and receive benefits such as free
delivery, exclusive deals, and priority customer support. Jumia leverages transaction data to identify
Prime subscribers' purchasing habits and preferences, allowing them to offer personalized
recommendations and promotions to enhance loyalty and increase customer lifetime value.

Bank Loyalty Programs:

Several banks in Nigeria operate loyalty programs aimed at rewarding customers for their transactions
and banking activities. For example, customers may earn points for every transaction conducted using
their bank's debit card or for maintaining a minimum balance in their accounts. These points can be
redeemed for various rewards, including airtime top-ups, shopping vouchers, or travel discounts.
Banks analyze transaction data to understand customer behavior and tailor loyalty rewards
accordingly, thereby fostering customer loyalty.

Conclusion

In conclusion, optimizing transaction management stands as a critical strategy for businesses aiming
to enhance customer loyalty in the digital era. As highlighted through the exploration of various
factors influencing customer loyalty, including convenience, personalization, user experience, trust
and security, and social influence, effective transaction management plays a pivotal role in shaping
customer perceptions and experiences. By investing in technology, personalizing customer
interactions, ensuring seamless omnichannel integration, focusing on security and compliance, and
optimizing transaction speed and convenience, businesses can streamline their operations and foster
stronger connections with customers. Moreover, case studies from Nigeria, including Konga's loyalty
program, MTN Nigeria's loyalty program, Jumia's Jumia Prime, and bank loyalty programs,
demonstrate the tangible impact of optimized transaction management on increasing customer
retention and loyalty. Thus, by prioritizing efficient transaction processes and leveraging data-driven
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insights, businesses can cultivate enduring relationships with customers and drive sustained success
in today's competitive digital landscape.

Recommendations

Based on the comprehensive literature review and case studies provided, here is a list of

recommendations for optimizing transaction management to enhance customer loyalty in the digital

era:

e Provide comprehensive training to employees involved in transaction management to ensure they
are equipped with the knowledge and skills needed to deliver exceptional service.

e Utilize data analytics and CRM tools to gain insights into individual customer preferences and
behaviors.

e Integrate online platforms, mobile apps, physical stores, and social media channels to create a
cohesive and interconnected customer experience.

e Implement robust security measures such as encryption, multi-factor authentication, and data loss
prevention protocols to safeguard sensitive data and ensure regulatory adherence.

e Leverage real-time payment processing, mobile wallets, and contactless payment solutions to
streamline transactional processes and minimize friction points for customers.

e Develop loyalty programs that reward customers for their transactions and engagement with your
brand.

REFERENCES

1. Accenture. (2020). Personalization: The New Currency of Customer Experience. Accenture
Strategy.

2. Accenture. (2021). Omnichannel Fulfillment: Getting the Supply Chain Right. Accenture
Strategy.

3. Cao, X., & Zhang, Z. (2020). Exploring the influence of transaction management on customer
loyalty in the digital era: A study of e-commerce platforms. International Journal of Information
Management, 52, 102056.

4. Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of electronic word-of-mouth: The
adoption of online opinions in online customer communities. Internet Research, 18(3), 229-247.

5. Deloitte Digital. (2018). Personalization at Scale: Leading in the Age of the Customer. Deloitte
Consulting LLP.

6. Deloitte Insights. (2020). The future of transaction monitoring: Global trends and strategies for
strengthening controls. Deloitte Touche Tohmatsu Limited.

7. Deloitte. (2020). Omnichannel Excellence: Transforming the Retail Experience. Deloitte
Insights.

8. Federal Reserve. (2020). Report on the Economic Well-Being of U.S. Households in 2019.
Federal Reserve Board.

9. Fournier, S., & Alvarez, C. (2019). Brands as relationship partners: Warmth, competence, and
in-between tensions. Journal of Consumer Psychology, 29(2), 283-300.

10. Gartner. (2021). Gartner Research and Insights. [Online]. Available:
https://www.gartner.com/en.

Page | 178 www.americanjournal.org



American Journal of Business Management, Economics and Banking

Volume 23 April - 2024

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

Ha, S., & Stoel, L. (2009). Consumer e-shopping acceptance: Antecedents in a technology
acceptance model. Journal of Business Research, 62(5), 565-571.

Han, H., Lee, J. S., & Kiatkawsin, K. (2019). The impact of service failure severity on service
recovery expectations and post-recovery outcomes: A cross-cultural comparison. International
Journal of Hospitality Management, 81, 37-47.

Hassenzahl, M. (2010). Experience design: Technology for all the right reasons. Synthesis
Lectures on Human-Centered Informatics, 3(1), 1-95.

Hassenzahl, M., & Tractinsky, N. (2006). User experience: A research agenda. Behaviour &
Information Technology, 25(2), 91-97.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-
mouth via consumer-opinion platforms: What motivates consumers to articulate themselves on
the internet? Journal of Interactive Marketing, 18(1), 38-52.

Hennig-Thurau, T., Hofacker, C. F., & Bloching, B. (2019). Marketing the pinball way:
Understanding how social media change the generation of value for consumers and companies.
Journal of Interactive Marketing, 45, 15-29.

IBM Institute for Business Value. (2019). The Impact of Blockchain on Transaction
Management: A New Paradigm for Trust and Efficiency. IBM Corporation.

IDC. (2021). Worldwide Artificial Intelligence Software Platforms Market Shares, 2020: Al
Transformation Accelerates. IDC Research, Inc.

Jones, T. O., & Sasser, W. E. (1995). Why satisfied customer’s defect. Harvard Business Review,
73(6), 88-99.

Keiningham, T. L., Aksoy, L., Buoye, A., Cooil, B., Colgate, M., Holliman, K., & Yalcin, A.
(2017). A holistic examination of Net Promoter® and firm revenue growth. Journal of Personal
Selling & Sales Management, 37(1), 7-23.

Kim, S., & Lennon, S. J. (2013). Effects of reputation and website quality on online consumers'
emotion, perceived risk and purchase intention: Based on the stimulus-organism-response model.
Journal of Research in Interactive Marketing, 7(1), 33-56.

Komiak, S. Y., & Benbasat, I. (2006). Investigating the role of the physical environment in
hedonic website user satisfaction. MIS Quarterly, 30(2), 237-256.

Kshetri, N. (2018). Can blockchain strengthen the internet of things? Industrial Management &
Data Systems, 118(3), 511-531.

Lee, J., & Youn, S. (2009). Electronic word of mouth (eWOM) and its impact on online consumer
behavior. International Journal of Advertising, 28(3), 473-499.

Li, Y., Zhang, W., Wang, C., & Li, W. (2019). Personalized recommendation based on customer
purchasing behavior for the heterogeneous market. Physical A: Statistical Mechanics and its
Applications, 534, 122042.

Liang, T.P.,Huang, C. C., Yen, D. C., & Chiu, Y. J. (2020). Understanding the evolution towards
transaction 4.0: A framework for research and practice. International Journal of Information
Management, 50, 1-11.

McKinsey & Company. (2021). The Payments Transformation Imperative: A Trillion-Dollar
Opportunity. McKinsey & Company.

Page | 179 www.americanjournal.org



American Journal of Business Management, Economics and Banking

Volume 23 April - 2024

28.

29.
30.
31.
32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

Morschett, D., Swoboda, B., & Foscht, T. (2015). Expanding the design perspective: Strategic
brand management and the experience economy. International Journal of Retail & Distribution
Management, 43(9), 850-865.

Nielson, J. (2012). Usability 101: Introduction to usability. Retrieved from
https://www.nngroup.com/articles/usability-101-introduction-to-usability/

Ponemon Institute. (2020). Cost of a Data Breach Report. Ponemon Institute, LLC.

PwC. (2021). Global State of Information Security Survey. PricewaterhouseCoopers LLP.
Rahma Ahmed (2023). Business Post Nigeria. Retrieved from https://businesspost.ng/brands-
products/konga-introduces-loyalty-scheme-for-shoppers/#.

Ravichandran, T., & Rai, A. (2021). Leveraging data analytics for optimizing transaction
management and enhancing customer loyalty in digital banking: A conceptual framework.
Journal of Retailing and Consumer Services, 60, 102421.

Reichheld, F. F., & Schefter, P. (2000). E-loyalty: Your secret weapon on the Web. Harvard
Business Review, 78(4), 105-114.

Riegelsberger, J., Sasse, M. A., & McCarthy, J. D. (2003). Shiny happy people building trust?:
Photos on e-commerce websites and consumer trust. Proceedings of the SIGCHI Conference on
Human Factors in Computing Systems, 121-128.

Rigby, D. K., Reichheld, F. F., & Schefter, P. (2020). Avoid the four perils of CRM. Harvard
Business Review, 78(2), 101-109.

Salesforce. (2020). State of the Connected Customer. Salesforce Research.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-
channel retailing: Introduction to the special issue on multi-channel retailing. Journal of
Retailing, 91(2), 174-181.

Verhoef, P. C., Reinartz, W. J., & Krafft, M. (2015). Customer engagement as a new perspective
in customer management. Journal of Service Research, 13(3), 247-252.

Wang, Y., & Emurian, H. H. (2005). An overview of online trust: Concepts, elements, and
implications. Computers in Human Behavior, 21(1), 105-125.

Xie, Y., Wang, L., Wang, L., & Yang, X. (2018). An artificial intelligence approach for
personalized recommendation based on multi-source data fusion. Applied Soft Computing, 66,
110-122.

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2002). Services marketing: Integrating
customer focus across the firm. McGraw-Hill Education.

Zhang, Y., Zhao, S. J.,, & Xu, Y. (2014). From electronic word-of-mouth to purchase: An
empirical study of consumer behavior in social media-based brand communities. Management
Science, 60(6), 1352-1376.

Zheng, Y., Yang, C., & Xie, Y. (2021). Personalized recommendation algorithms driven by big
data: A survey. IEEE Access, 9, 13254-13281.

Page | 180 www.americanjournal.org


https://www.nngroup.com/articles/usability-101-introduction-to-usability/
https://businesspost.ng/brands-products/konga-introduces-loyalty-scheme-for-shoppers/
https://businesspost.ng/brands-products/konga-introduces-loyalty-scheme-for-shoppers/

