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Abstract

As the e-commerce market booms, brand loyalty has become a key factor for companies to gain sus-
tainable competitive advantage. However, in the context of intensified market competition, changes
in consumer behaviour and technological upgrades, the construction and maintenance of brand loy-
alty face many challenges. The purpose of this paper is to discuss the construction and maintenance
strategy of brand loyalty in the e-commerce environment, by analysing the definition, connotation,
importance and formation mechanism of brand loyalty, studying the main factors affecting brand
loyalty, and proposing corresponding construction and maintenance strategies. It is found that the
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construction of brand loyalty needs to start from product quality, service quality, brand awareness,
customer experience, pricing strategy and social media, etc., while the maintenance of brand loyalty
needs to be realised through membership system, continuous innovation, customer relationship man-
agement, crisis management and response to market competition. The research in this paper pro-
vides theoretical support and practical guidance for e-commerce enterprises to help them better cope
with market challenges, enhance customer stickiness and achieve sustainable development.
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