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Abstract

This study explores how Taiwan’s self-created brand magazines utilize relationship
marketing strategies to enhance customer value and establish long-term competitive advantages.
With the rise of digital media and shifts in consumer behavior, the traditional magazine industry
faces numerous challenges. Self-created brand magazines must strengthen customer
relationships to improve their market competitiveness. Using E Magazine as a case study, this
research conducts literature review, in-depth interviews, and case analysis to examine the four
core dimensions of relationship marketing—customer attraction and deep interaction, high-

quality service, trust and commitment, and long-term value delivery.

Findings reveal that self-created brand magazines can enhance customer engagement and
brand loyalty through exclusive membership systems, VIP events, personalized content, and
digital interaction. High-quality editorial content and experiential marketing boost perceived
customer value. Furthermore, building trust and fostering long-term commitment help solidify
brand communities and increase customer lifetime value. The study also emphasizes that
successful brand magazines must balance market positioning with innovative content,

leveraging digital technology and social media management to enhance brand stickiness.

Academically, this research contributes by extending the application of relationship
marketing to self-created brands and the media industry, empirically validating its four core
dimensions, and broadening the scope of studies on customer engagement and brand loyalty.
Through analyzing the connection between brand loyalty and customer value, this study affirms
the importance of relationship marketing in enhancing brand equity and service quality. It also
offers practical recommendations for Taiwan’s fashion and media industries to rethink
customer relationship strategies in the context of digital transformation—particularly in terms
of enhancing brand content value, promoting customer interaction, and building brand trust.

Future research may further explore the cross-industry applications of relationship marketing

1il



and deepen studies on customer value to provide new perspectives for brand strategy during

digital transformation.

Keywords: Relationship marketing, self-created brand magazines, customer value, brand

loyalty, digital marketing
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