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1. Introduction  

Digitalization has drastically changed many business landscapes in recent decades, especially 
regarding how companies interact with consumers. According to Verhoef [1], digital transformation 
has shifted the focus from simple transactions to more immersive customer experiences, in which 
context consumer loyalty has become increasingly complex and dynamic. Kumar and Reinartz [2] 
explained that in the digital era, consumer loyalty is no longer just about repeat purchases but also 
includes active engagement and interaction with brands through various digital platforms. Companies 
must adopt innovative digital strategies to build and maintain consumer loyalty amidst increasingly 
fierce competition and rising consumer expectations. 

Starbucks recently made a breakthrough that took the economic and business world by storm with 
its unique payment app's ability to raise more money than some major banks. The Starbucks app 
allows customers to store money in digital form with a value that can be used to pay for orders at 
Starbucks outlets [3]. The application has made mobile payments one of the essential channels for 
Starbucks, either to expand its customer base or to raise funds, which could be even higher than some 
of the large United States banks’ deposits [4].  

Such applications have since matured, and as reported in Starbucks’ 2021 fiscal report, the 
company has raised over USD 1.6 billion in funds from these apps [5]. M&T Bank and KeyBank are 
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 In the digital era, mobile applications have become essential tools for companies 
to foster consumer loyalty by enabling seamless interactions, efficient 
transactions, and accessible customer service. This study examines the impact 
of digitalization on customer loyalty through a qualitative case study of Sociolla, 
focusing on the SOCO application. Data were collected via purposive sampling 
involving a company representative and a Sociolla consumer and analyzed using 
thematic analysis, presenting findings narratively. Sociolla demonstrates the 
strategic use of digital platforms for branding and consumer engagement. The 
consumer informant reported increased interest, enthusiastic event 
participation, app downloads, and a clear understanding of Sociolla’s brand 
identity, highlighting the ecosystem fostered between the company and its 
customers. These findings underscore the broader applicability of effective 
digital strategies in engaging customers and enhancing brand loyalty across 
industries. The study concludes that mobile applications capture customer 
attention, drive active involvement, and strengthen brand relationships when 
effectively leveraged. It also identifies a need for future research to quantitatively 
assess the impact of digital platforms on loyalty, engagement, and brand 
attachment. However, the study's scope is limited to Sociolla, a cosmetics retail 
brand with a predominantly female customer base. Expanding research to 
include diverse demographics, regions, and industries could provide richer 
insights into the effectiveness of digitalization strategies in maintaining 
customer loyalty across varied contexts.  
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among the regional banks which do not have that many deposits. This phenomenon shows how 
successful Starbucks is in building an attractive digital ecosystem for its customers and its ability to 
mobilize and optimize cash flows through technology [6].  

In all likelihood, one of the factors explaining why Starbucks was able to raise so many earnings 
through its application is the good experience users or consumers have, such as getting transactions 
done seamlessly [7]. Customers easily add digital currency to the application and settle their purchases 
when placing orders without needing cash, credit, or debit cards. Furthermore, they also give users 
points for using the app and give special bonuses or offers, thus driving up usage [8]. 

Non-financial corporations like Starbucks can adopt digital technology and appropriate strategies 
to engage actively in the investment and financial services industry [9]. It further indicates that trends 
in the financial industry are changing, whereby non-financial corporations can access realms 
previously dominated by commercial banks and other financial entities [8].  

Customer loyalty has always been one of the primary components of success for any business. [10] 
considers consumer loyalty as the tendency of an individual to steadfastly commit to purchasing or 
using a particular product or service on a habitual basis, irrespective of changes in the environment 
and marketing strategies, which could lead to a change in behavior. According to [11], consumer 
loyalty can be defined as the tendency of customers to choose one brand or company over many 
similar brands or companies to meet their needs. This concept is increasingly important in the modern 
business landscape, where consumers have many choices and abundant information from the internet 
and social media.  

The impact of customer loyalty on business performance has been the subject of numerous studies. 
[12] found that an increase in customer retention a company's ability to turn first time customers into 
repeat customers and not switch to competitors by 5% can increase a company's profits by 25% to 
95%. This shows that having loyal customers has a very significant effect on a company's profitability. 
In addition, asserts that customer loyalty increases a company's market share and revenue. The impact 
of customer loyalty on business performance has also been proven significant in various recent studies 
found that customer loyalty has a positive impact on company profitability. Loyal customers tend to 
make repeat purchases and recommend brands to others. 

Furthermore, customer loyalty also positively impacts the company's operational efficiency. shows 
that loyal customers tend to be easier to serve, more tolerant of mistakes, and require less customer 
support, indirectly reducing the company's operational costs. Moreover, they also tend to endorse 
other products or services, which becomes an indirect way of advertising the company free of cost. 
This idea is becoming more and more relevant as the world turns digital, and customers have varying 
degrees of information and products at their disposal. In e-commerce and digital business, consumer 
retention is of greater importance. [13] has discovered that the digital form of client loyalty is 
positively related to the number of word-of-mouth advertisements for clients. This implies that in an 
environment where competition is rife, the capacity to gain and retain customers will be a very 
strategic asset to business firms. 

Notwithstanding the above, retaining customers in the digital age has its challenges. There are 
many options to choose from, and switching costs are minimal. Thus, a company must keep 
developing newer, more valuable things for its clients. As stated by [14], it is also important to 
comprehend that the holistic and customer-centric marketing strategies to be applied to the company's 
sales growth 

Mobile applications enable companies to preserve their consumers in this age of information. A 
well-developed mobile app interface has also been demonstrated to increase customer satisfaction and 
loyalty, resulting in increased business performance. Today, companies compete with each other using 
informational technology to achieve better customer loyalty. 

Apps are a way for companies to retain consumers by creating interactions among consumers and 
allowing them to conduct purchasing, ordering, and payment transactions efficiently. Furthermore, it 
has been demonstrated that these apps not only help to solve simple tasks but also assist in creating 
outstanding loyalty by providing specialized offers, a responsive center for the customers, and the 
shopping itself based on their registered records of conduct. By using the application, companies can 
have a tighter and deeper relationship with their consumers to have accurate information on their likes 
and habits and give solutions that will add value and enhance the loyalty of the consumers. An 



358 Bulletin of Social Informatics Theory and Application   ISSN 2614-0047 

 Vol. 8, No. 2, December 2024, pp. 356-365 

 I’tisham et.al (Maximizing digitalization to maintain…) 

investigation conducted by [15] with retail consumers in Saudi Arabia reported that mobile application 
quality, consumer trust, and perceived benefits significantly affect consumer loyalty. Thus, there is no 
doubt about the relevance and significance of such a good app in ensuring continued consumer loyalty 
in the practices of contemporary commerce. 

One company with an application as a tool to run a business and establish good relations with its 
consumers is PT Social Bella, also known as Sociolla. Sociolla is one of the trusted companies selling 
beauty products in Indonesia, and it was established in 2015. Sociolla has one of its flagship digital 
application platforms, SOCO, which combines e-commerce and Sociolla online media, which 
contains consumer reviews, promos, and other interesting features. The position of Chief Technology 
Officer in Sociolla's organizational structure proves the seriousness of this company in maximizing 
the potential of technology for corporate purposes.  

While several studies have addressed the role of digitization in nurturing consumer loyalty, there 
is still a gap in understanding how this strategy is explicitly applied in the beauty industry in Indonesia. 
This research aims to fill that gap by analyzing PT Social Bella (Sociolla) through a case study. This 
company has successfully implemented an innovative digitalization strategy within the beauty 
industry. 

The novelty of this research is the emphasis on building up a synergy between mobile applications 
(SOCO) and branding strategies in the environment of the beauty industry in Indonesia, which is not 
prominent in previous literature. Through a strategy of combining e-commerce and online media in 
one platform, Sociolla offers a unique business model that deserves further research. This study also 
brings valuable knowledge into how local firms can seek to enter and survive in a market where 
multinationals are dominant players – Korea, in this case, in the cosmetics or beauty industry – by 
leveraging the power of digital technologies. 

This research is set within the broader debate on socio-centric platforms and social practices in e-
commerce. As Hajli [16] points out, digital platforms have transformed the social relations and 
practices of shopping, creating online communities where members can replace experiences, reviews, 
and recommendations. This trend, sometimes called “social commerce,” has increasingly interwoven 
social and business activities [17]. This specifically addresses the issue of how Sociolla or e-commerce 
businesses in Indonesia are utilizing this trend to better relate to their consumers. 

The Sociolla case employed in this study brings a unique insight into the investigation of how 
consumers behave about the use of online platforms within the context of the beauty sector in an 
emerging economy like Indonesia and its peculiar women-oriented consumers. Unlike previous 
studies that have mainly concentrated on the developed countries in Western Europe [18] or the 
enormous size economies like China, this research offers fresh perspectives as to the ways the 
digitalization strategies are both approached and appreciated in the fast-growing market of Southeast 
Asia with its center being the consumer-focused Indonesian market. Moreover, the attention to the 
amalgamation of e-commerce, user-generated content, and community aspects within one site 
(SOCO) shifts the focus to how firms can significantly enhance consumers’ participation through 
digital applications.  

This research aims to determine how Sociolla, a trading company in beauty goods, utilizes the 
online world to retain and cultivate clients. Based on the Sociolla case study, this research is envisaged 
to demonstrate customer loyalty-building tactics in the digital world and how this impacts business 
growth. 

2. Method 

The method used in this research is qualitative with a case study approach. A case study is an 
exploration or search for "a bounded system" or can also be interpreted as "a case or various cases" 
which, over time, are explored through in-depth data collection and involving various sources of 
information [19]. This study involved two informants: one resource person from the company who 
represented and Sociolla consumers who used the SOCO application. Informants who represent 
Sociolla consumers are obtained using a purposive snowball sampling technique.  

Informants were taken with inclusion criteria aged over 17 years and using the SOCO application 
as consumers of Sociolla. The exclusion criteria for rejected participants are those unwilling to 
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participate in this study. The profile of informants in this study can be seen in Table 1. This research 
takes data from interviews with informants using semi-structured techniques to make interview 
guidelines and literature studies in the form of relevant previous research documents. 

Table.1 Informant Details 

Informant Code Background Age Gender 
MOZ E01 Sociolla Employee 26 Female 
SAH C01 Sociolla Consumer 21 Female 

 

The data in this study were analyzed through thematic analysis techniques and presented in a 
descriptive narrative with the help of Nvivov software version 12 Pro with stages according to [20]. 
The stages include organizing data by organizing data sets from interviews and other documents; 
reading and memoing by reading all data repeatedly to gain a thorough understanding; case 
descriptions of research data in the form of facts and contexts; coding and theme development by 
involving data identification and grouping them based on specific themes or codes that are following 
the research objectives; interpretation of data that has been coded, looking for patterns, relationships, 
and interpreting findings by connecting them with existing theories or literature; finally, the 
presentation and visualization of data which is then presented in narrative form to facilitate reader 
understanding. 

NVivo qualitative data analysis software assisted with the thematic analysis process. NVivo was 
chosen for its ability to manage and organize complex qualitative data and its features that support 
comprehensive thematic analysis [21]. NVivo facilitates the coding and categorization of data, assists 
in identifying patterns and themes that emerge from the data, and increases researchers' transparency 
and analytical rigor [22]. The software allows researchers to organize, explore, and discover insights 
from interview data more efficiently and systematically, thereby increasing the validity and reliability 
of research results [23]. In addition, NVivo supports data triangulation and facilitates a clear audit 
trail, which is crucial in ensuring the credibility of qualitative research [24]. 

3. Results and Discussion 

3.1. Maximizing Digitalization through Apps 

In the case study on Sociolla, they use a unique application related to all the company's commercial 
activities to maximize digital potential. The SOCO application contains various interesting things, 
such as promos or events held by the company.  

"Not yet from the company, but we collaborate with several brands periodically. So, for example, 
yesterday, it was with Barenbliss, but now it is with YOU. Usually, when we collaborate with several 
brands, it becomes like this: for example, this is a collaboration with YOU; if there is a YOU product, 
you will get 10 points. If it is usually just 5 points, it becomes 10 points like that if there is YOU. So 
it just depends on the period, depending on the company". (E01) 

This allows companies to optimize marketing and promotion strategies. Sociolla, a business entity, 
has a relationship with its consumers through applications installed on gadgets or smartphones and 
used by consumers. Various kinds of offers such as discounts, special price promos, and interesting 
events can directly reach their consumers. In addition, there are attractive offers related to the 
advantages of transacting using the application as a member. These provide additional benefits, such 
as points to make consumers want to use the SOCO application from Sociolla. 

This is in line with research [25], which found that mobile applications can also assist trading 
companies in optimizing marketing and promotion strategies. Applications allow companies to 
disseminate offers and promotions directly to consumers and collect consumer shopping behavior data 
for future product and service development. Of course, this data is crucial. A more effective marketing 
strategy can increase the company's competitiveness and provide opportunities to gain a larger market 
share, which will positively impact the company's financial performance [26]. 
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"I usually shop at Sociolla. I use SOCO because every time I shop, the cashier always offers me to 
download SOCO because I can get points and get discounts, so I was interested, so I downloaded it." 
(C01) 

"It is fun, it is good, it helps, so I often get notifications too if, for example, there are events or 
promos, it is also interactive, funny, it helps" (C01). 

"The application is cute, easy to use, just useful. Then also, when shopping, I like to be offered to 
download SOCO to get points, right, at first, it might be useful or not, but after several times being 
offered and explained the benefits, I finally downloaded it" (C01). 

The results of interviews with Sociolla consumer informants who use the SOCO application 
showed that the SOCO application is beneficial in providing information on events or promos that are 
taking place at Sociolla. Informants feel that the notifications provided by using the application are 
quite helpful. Informants also stated that the sound quality of the application and the ease of use gave 
a positive impression of Sociolla as a business entity. 

In line with the findings of research conducted by [27] on retail mobile application users in France, 
application quality and perceived consumer value positively influence consumer loyalty. The better 
the application quality and the greater the value consumers perceive, the higher their loyalty to the 
company. This high consumer loyalty can improve the company's financial performance through 
increased sales, revenue, and profitability [28]. Adjustments to the form of applications, such as 
interfaces and icons in applications tailored to their target market, give digital applications from a 
business entity a positive impression, make them feel close, and allow them to be used according to 
their purpose. 

Furthermore, mobile apps enable companies to provide consumers with a more personalized, 
convenient, and efficient shopping experience [28]. With apps, consumers can easily browse products, 
place orders, and track shipments without visiting a physical store or website. This can increase 
consumer satisfaction and loyalty to the company [25]. 

Overall, good utilization of mobile applications by trading companies can create added value for 
consumers, increase consumer loyalty, and ultimately result in improved company financial 
performance through increased sales, revenue, and profitability [25], [28], [29]. 

3.2. Apps to Maintain Customer Loyalty 

Applications integrated with various features that pamper consumers and are connected to the 
company are a strength in maximizing digitalization. However, in practice, applications made by 
companies must still be promoted so that consumers want to download and use applications provided 
by a brand or company. From the interviews with two informants with different roles, each 
representing the company and consumers, it was found that Sociolla utilizes and maximizes 
digitalization by making applications, integrated promos, and advertisements that penetrate social 
media.  

"There are many. Previously, I did not have SOCO, and I had never shopped at Sociolla, but 
suddenly, it came out on the Tiktok. FYP, influencers usually drop by here. So finally, people 
immediately dropped and created an account and shop like that a lot". (E01) 

Sociolla promotes its SOCO application through social media platforms, including TikTok, which 
targets young people who want to participate and use the SOCO application. This is in line with 
research conducted by [30], who found that the effectiveness of promotions on digital media is quite 
favored because of the interesting content.  

"We must register and verify a Sociolla application for the first time. After that, we can drop it 
here through the staff at the front, and then after that, we can say, "You want to deposit empties" like 
that. Make sure you have a SOCO account and have been verified, then make sure the packaging is 
clean. For one drop, the maximum is 20 bottles per month". (E01) 

Apart from using digital and social media advertising, Sociolla also does SOCO application 
marketing by providing promos to consumers. However, the promo can only be obtained or used in 
the SOCO application, which ultimately requires consumers to download and use the SOCO 
application for various interesting promos. Based on the interview results, Sociolla elaborates promos 
to make consumers use the SOCO application with events or missions that carry a message of 
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environmental sustainability, where one of the programs is to exchange skincare waste into SOCO 
points. 

"The SOCO Point can be used as a shopping discount; for every 100 points, the value of the 
discount will be 10 thousand, and it applies multiples. So if, for example, you want to redeem points, 
for example, you have 400 points, but you cannot redeem everything, it has to be 50% of the price of 
the item like that". (E01) 

Customer loyalty will be impacted by the skincare waste exchange program into SOCO points, 
which can later be exchanged as discounts when shopping. It can ultimately impact business 
sustainability because this is undoubtedly an interesting program, considering that the need to use 
skincare is increasing. In addition, Sociolla also has ethics in doing business, as obtained from the 
results of the interview above. When customers do not know the benefits of this program, they will 
happily socialize with it. 

The findings of this study indicate that PT Social Bella (Sociolla) has successfully utilized 
digitalization through the SOCO application to maintain and increase consumer loyalty. This aligns 
with the views of [14], which emphasizes the importance of companies adapting to the times, one of 
which is utilizing technology to build stronger relationships with consumers. As a digital platform that 
provides various features such as promos and engaging events, the SOCO application has become an 
effective means for Sociolla to connect with its consumers more personally and interactively. 

The success of the SOCO application in increasing customer loyalty can be explained through the 
customer engagement concept proposed by [31]. They argue that high customer engagement can result 
in stronger loyalty. Within the framework of Sociolla, the application SOCO creates virtual interaction 
that allows consumers to interact more proactively with the brand by attending events and using the 
promotions offered. Using applications installed on the consumers' smartphones, the consumers are 
indirectly always close to Sociolla. This gives a good experience that may enhance the emotional 
relationship of consumers with the brands.  

Additionally, this observation that consumers consider themselves as belonging together through 
the use of the SOCO app is supported by the research of [32], which discusses the role of digital 
community development in marketing nowadays. They argue that online communities are a powerful 
marketing tool for fostering brand loyalty. Sociolla has built a virtual community through SOCO and 
customer participation in enjoyable activities such as promo, discounts, and waste exchange for 
environmental purposes. This fosters and increases brand ownership and brand love. 

The effect of the Sociolla SOCO application in increasing customer loyalty may also be viewed 
from the perspective of the customer value theory as propounded by [33]. This theory states customer 
loyalty is formed when they feel superior value from a product or service. In the case of Sociolla, the 
SOCO application provides added value to consumers through exclusive access to promos and events, 
which can only be accessed through the SOCO application. Such a scenario will likely create a high 
perception of value in consumers' eyes, increasing their loyalty to the Sociolla brand. 

The results of this study further support the views outlined in the studies of Jaworski and Lowe 
that underline personalization in developing consumer loyalty in the digital age. They assert that 
personalization is the primary way to build stronger consumer bonds. CASE STUDY, the SOCO app, 
delivered a more customized experience to each user by showcasing content and offers that match the 
user’s unique characteristics. Consumer behavior data, namely consumer dislikes, transaction history, 
and likes, become a core resource for Sociolla to craft and orientate its services into the appropriate 
marketplace. This enhances the salience of the brand-consumer engagement and reinforces the 
perception of worth and comprehension bestowed by the brand. 

The other evidence supporting Sociolla’s resourcefulness in optimizing the use of technology in 
enhancing digitalization through the SOCO application to retain customers can further be attributed 
to their efficient omnichannel strategy, as an analysis that focuses on the conjunction of many distinct 
marketing channels for positive customer experience across all of them. The SOCO app, the bricks of 
Sociolla, and the e-commerce websites helped establish an ecosystem that will wrap around the 
consumers' shopping time. This enhances efficiency and deepens consumers’ engagement with the 
brands at multiple points. 
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In light of this study, it can be concluded that digitization positively affects customer loyalty. 
However, mentioning that it is not an easy achievement is pertinent. As put forth by [34], even in the 
digital age, customer loyalty is not built overnight; instead, it requires a consistent effort over the long 
run in order to innovate and respond to changing consumer behaviors. Therefore, Sociolla must 
constantly improve and upgrade the SOCO app to maintain its usefulness in the distant future. This 
may add new functionalities, enhance customization, or incorporate AR and AI to enrich the 
consumers further. In addition, the evidence pointed at is a serious issue today, as the Internet era 
requires data-gathering firms to be accountable for their consumers. If this is a clear hurdle, this 
paradox can be an added advantage for an organization that capitalizes on digitalization. 

3.3. Learning from Sociolla for Industries in Different Sectors 

The applicability of digitalization as a strategy for consumer loyalty development can be explored 
further by juxtaposing the results of this research with research works in other areas or spatial regions. 
As an illustration, the banking sector in Europe has been reported to utilize mobile banking 
applications to digitalize their services, thereby increasing customer loyalty, which is supported by 
the findings on Sociolla [35]. Nevertheless, more difficulties in data security, which impacts their 
digitalization strategies, are in the banking structure, which differs from the beauty and skincare 
markets. It can probably be explained by the differences in the products and consumption patterns in 
the various sectors/industries. This comparison suggests that although most forms of digitization will 
increase consumer loyalty, strategies must be adjusted to the industry, country, and culture prevailing 
in that area. 

In the context of this research, there are practical implications for industry practitioners. Regarding 
the Sociolla case study, companies might want to consider adopting complex user personalization 
techniques using big data gathered through mobile apps. This big data would help identify how 
consumers behave regarding the products they market on their platforms. This could be processed 
further to personalize recommendations so that tailored special offers or content matching users' 
interests could easily be provided. Industrial practitioners can also draw lessons from Sociolla's 
experience in bringing together their digital and physical stores, ensuring customers have a good 
experience throughout all the stores. 

On the other hand, building digital communities through applications that allow, for example, 
discussion and product review can boost customer retention and engagement. Using such programs 
as point systems that grant users the right to make one or more purchase transactions and permanent 
mobile applications that provide users with all rewards and access to special offers is also effective. 
Companies may also wish to extend educational content regarding products or industries to their App 
audiences, thus adding value to the customers and strengthening the brand as an industry leader. 

Analyzing customer data through the apps offered helps to know the customers' likes and dislikes, 
which can be helpful in product development and marketing strategies. However, the protection and 
confidentiality of client data must be safeguarded as one of the priorities so that trust and long-term 
loyalty can be achieved with time. Lastly, consistent updates and add-ons to new app features ensure 
that customer boredom and disengagement are minimized in the long run. 

4. Conclusion 

This study emphasizes the fundamental nature of social and commercial perspectives on building 
a loyal clientele with an all-around approach to digitization. Technological advancements serve 
Sociolla to brand the company’s offerings on digital platforms. This is also obvious from Sociolla 
customers whom the company engages, who are active followers of its events, who download the 
SOCO app, and thus get sensitized to Sociolla branding and the overall ecosystem created by the 
company.  

In this digital age, a company's application is shown to be enticing for customers and deepens their 
engagement with the company. The SOCO app enables the personalization of targeted messages based 
on each consumer's profile, opening possibilities for deeper interaction. Moreover, “the strategy of 
Sociolla in turning the SOCO app as an add-on for physical stores and e-commerce sites has been 
such a success in creating a digital landscape that enhances the consumer engagement when 
shopping.” Together with the advances in technologies and transformations in consumers’ habits, 
firms across industries must keep redefining their digital strategies as Brescia focuses on the value to 
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be created through social, personalized, experiential, and multi-benefit interactions with consumers 
and society. 

The success attained in garnering consumer loyalty via the maximization of digitalization through 
SOCO by Sociolla should be an invaluable lesson to other companies in the modern age of technology 
and communication. However, This is followed by another set of challenges that concern the 
maintenance of consumer loyalty, which negatively impacts the overall society in which consumers 
operate and is in itself a field that requires constant development and evolution. Future challenges that 
must be faced are developing new features, increasing personalization, and handling consumer data 
security. Along with technological developments and changes in consumer behavior, companies in 
various sectors need to continue to innovate in their digital strategies, focusing on creating value 
through social interactions, personalized experiences, and programs that provide multiple benefits for 
consumers and the environment. Sociolla's success in maximizing digitalization through SOCO 
provides a valuable blueprint for other companies that want to increase consumer loyalty in the digital 
era. 

It is hoped that further research can quantitatively test the effect of application use or satisfaction 
on other variables such as loyalty, involvement, and a sense of belonging to a brand. On the limitations, 
this research examines Sociolla, a cosmetic retail brand in the beauty industry sector, which women 
demographically dominate. On the other hand, the limitations and findings of this study have specific 
uniqueness that can be applied to similar businesses whose target consumers are women. Data richness 
related to other demographics, such as gender, age, region, and different industrial fields outside the 
beauty industry, can be used in future research. 
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