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The Impact of Digital Marketing on Consumer Loyalty to Brands
- A Theoretical Study-
Abstract : The study aimed to analyze how digital marketing influences consumer loyalty to

brands through its various tools, and how it affects brand perception and consumer purchase
intention, as well as introducing targeted rewards and digital incentives that contribute to
increasing customer retention and encouraging repeated interaction with the brand.
Accordingly, we have risen to pose the following question: To what extent does the
application of digital marketing affect consumer loyalty towards Algerian brands in the
contemporary digital environment?

The approach used in this study is descriptive-analytical, and the conclusion reached is that
digital marketing enables brands to stay ahead by keeping up with the latest trends,
technologies, and consumer preferences. Brands can also adjust their strategies to maintain a
competitive advantage and seize new opportunities.

Keywords :Digital Marketing, Social Media Marketing, Customer Loyalty to Brand
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