
 

REFERENCES 

Adibah, F. (2018). Peningkatan Daya Saing UMKM Kabupaten Pasuruan untuk 

Menopang Perekonomian Nasional dalam Menghadapi Persaingan Global. 

Jurnal Ilmu Manajemen, 2(2), 85–92. 

Agyei, J., Sun, S., Abrokwah, E., Penney, E. K., & Ofori-Boafo, R. (2020). 

Influence of Trust on Customer Engagement: Empirical Evidence From the 

Insurance Industry in Ghana. SAGE Open, 10(1). 

https://doi.org/10.1177/2158244019899104 

Asiyah, R., Rachma, D., & Syahrul, M. (2022). Anteseden Dan Konsekuensi 

Customer Engagement Pada Konsumen Generasi Z (Studi Kasus E-Commerce 

Tokopedia Indonesia). Jurnal OPTIMA, 6(1). 

Ballantyne, D., & Varey, R. J. (2008). The service-dominant logic and the future of 

marketing. Journal of the Academy of Marketing Science, 36(1), 11–14. 

https://doi.org/10.1007/s11747-007-0075-8 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: 

Conceptual domain, fundamental propositions, and implications for research. 

Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

Busalim, A. H., Che Hussin, A. R., & Iahad, N. A. (2019). Factors Influencing 

Customer Engagement in Social Commerce Websites: A Systematic Literature 

Review. Journal of Theoretical and Applied Electronic Commerce Research, 

14(2), 0–0. https://doi.org/10.4067/s0718-18762019000200102 

Bustamante, J. C., & Rubio, N. (2017). Measuring customer experience in physical 

retail environments. Journal of Service Management, 28(5), 884–913. 

https://doi.org/10.1108/JOSM-06-2016-0142 

Chen, Y., Prentice, C., Weaven, S., & Hisao, A. (2022). The influence of customer 

trust and artificial intelligence on customer engagement and loyalty – The case 

of the home-sharing industry. Frontiers in Psychology, 13(August), 1–15. 

https://doi.org/10.3389/fpsyg.2022.912339 

Childers, C. C., Lemon, L. L., & Hoy, M. G. (2019). #Sponsored #Ad: Agency 

Perspective on Influencer Marketing Campaigns. Journal of Current Issues 

and Research in Advertising, 40(3), 258–274. 

https://doi.org/10.1080/10641734.2018.1521113 

de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., 

& Babin, B. J. (2020). Customer engagement in social media: a framework 

and meta-analysis. Journal of the Academy of Marketing Science, 48(6), 1211–

1228. https://doi.org/10.1007/s11747-020-00731-5 

Felita, C. I., & Japarianto, E. (2020). Analisa Pengaruh Customer Experience 



80 
 

 

Terhadap Customer Loyalty dengan Customer Engangement dan Customer 

Trust sebagai Variabel Intervening. Jurnal Manajemen Pemasaran, 

Vol.1(No.1), pp.1-10. 

Flint, D. J., Blocker, C. P., & Boutin, P. J. (2011). Customer value anticipation, 

customer satisfaction and loyalty: An empirical examination. Industrial 

Marketing Management, 40(2), 219–230. 

https://doi.org/10.1016/j.indmarman.2010.06.034 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in 

business research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

Hallencreutz, J., & Parmler, J. (2021). Important drivers for customer satisfaction–

from product focus to image and service quality. Total Quality Management 

and Business Excellence, 32(5–6), 501–510. 

https://doi.org/10.1080/14783363.2019.1594756 

Islam, J. U., Rahman, Z., & Hollebeek, L. D. (2017). Personality factors as 

predictors of online consumer engagement: an empirical investigation. 

Marketing Intelligence and Planning, 35(4), 510–528. 

https://doi.org/10.1108/MIP-10-2016-0193 

Karpen, I. O., Bove, L. L., & Lukas, B. A. (2012). Linking Service-Dominant Logic 

and Strategic Business Practice: A Conceptual Model of a Service-Dominant 

Orientation. Journal of Service Research, 15(1), 21–38. 

https://doi.org/10.1177/1094670511425697 

Keegan, B. J., & Rowley, J. (2017). Management Decision Evaluation and decision 

making in social media marketing Article information. Management Decision, 

55(1), 15–31. https://doi.org/10.1108/MD-10-2015-0450 

Kosiba, J. P. B., Boateng, H., Okoe Amartey, A. F., Boakye, R. O., & Hinson, R. 

(2018). Examining customer engagement and brand loyalty in retail banking: 

The trustworthiness influence. International Journal of Retail and 

Distribution Management, 46(8), 764–779. https://doi.org/10.1108/IJRDM-

08-2017-0163 

Leeflang, P. S. H., Verhoef, P. C., Dahlström, P., & Freundt, T. (2014). Challenges 

and solutions for marketing in a digital era. European Management Journal, 

32(1), 1–12. https://doi.org/10.1016/j.emj.2013.12.001 

Leninkumar, V. (2017). The Relationship between Customer Satisfaction and 

Customer Trust on Customer Loyalty. International Journal of Academic 

Research in Business and Social Sciences, 7(4). 

https://doi.org/10.6007/ijarbss/v7-i4/2821 

Loh, K. K., & Kanai, R. (2016). How Has the Internet Reshaped Human Cognition? 

Neuroscientist, 22(5), 506–520. https://doi.org/10.1177/1073858415595005 



81 
 

 

Lone, A. N., Mohd-Any, A. A., & Mohd Salleh, N. A. (2021). Social Media 

Agencies and Clients: A Resource Integration Approach. Journal of Business-

to-Business Marketing, 28(4), 369–394. 

https://doi.org/10.1080/1051712X.2021.2012080 

Lusch, R. F., & Vargo, S. L. (2004). The Service-Dominant Mindset 1. 

Maftei, M.-M., & Butnaru, G.-I. (2023). Companies’ market adaptation strategies 

in the academic literature. CES Working Papers, 15(1), 71–88. 

https://www.proquest.com/docview/2885927175?accountid=11862&bdid=52

464&_bd=CLpwPGiEKj6BY11kAxMGszzr9zM%3D 

Mahmoud Al Azzam, A., Fattah AL-AZZAM, A., & Al-mizeed, K. (2021). The 

Effect of Digital Marketing on Purchasing Decisions: A Case Study in Jordan. 

Journal of Asian Finance, 8(5), 455–0463. 

https://doi.org/10.13106/jafeb.2021.vol8.no5.0455 

Mardhiyah, D. (2013). Perubahan Perspektif Dominant Logic. Journal Proceeding 

FEB UNSOED, 1–12. 

matchmakers, S.- marketing. (2023, April 19). Why clients end their agency 

relationships. Setup®. https://setup.us/blog/why-clients-end-their-agency-

relationships 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing And 

Validating Trust Measure for E-Commerce: An Integrative Typology. 

Information System Research. Information Systems Research, 13(3), 334–359. 

melani zalyus,  firda. (2020). Memepertimbangkan Perspektif Service-Dominant 

Logic Sebagai Strategi Pemasaran Di Agro Tawon Wisata Petik Madu, 

Lawang. Profit, 14(02), 21–31. 

https://doi.org/10.21776/ub.profit.2020.014.02.3 

Merdiaty, N., & Aldrin, N. (2022). Effect of Brand Experience on Customer 

Engagement Through Quality Services of Online Sellers to Students in Bekasi. 

Frontiers in Psychology, 12(January), 1–8. 

https://doi.org/10.3389/fpsyg.2021.801439 

Molinillo, S., Anaya-Sánchez, R., & Liébana-Cabanillas, F. (2020). Analyzing the 

effect of social support and community factors on customer engagement and 

its impact on loyalty behaviors toward social commerce websites. Computers 

in Human Behavior, 108(February), 105980. 

https://doi.org/10.1016/j.chb.2019.04.004 

Ogunnaike, O. O., Agada, S. A., Ighomereho, O. S., & Borishade, T. T. (2022). 

Social and Cultural Experiences with Loyalty towards Hotel Services: The 

Mediating Role of Customer Satisfaction. Sustainability (Switzerland), 14(14). 

https://doi.org/10.3390/su14148789 

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct, antecedents, 

and consequences. Journal of the Academy of Marketing Science, 45(3), 294–



82 
 

 

311. https://doi.org/10.1007/s11747-016-0485-6 

Parcell, D. (2007). Understanding customer experience [14]. Harvard Business 

Review, 85(6), 137. 

Pei, X. L., Guo, J. N., Wu, T. J., Zhou, W. X., & Yeh, S. P. (2020). Does the effect 

of customer experience on customer satisfaction create a sustainable 

competitive advantage? A comparative study of different shopping situations. 

Sustainability (Switzerland), 12(18), 1–19. 

https://doi.org/10.3390/SU12187436 

Petzer, D. J., & van Tonder, E. (2019). Loyalty intentions and selected relationship 

quality constructs: The mediating effect of customer engagement. 

International Journal of Quality and Reliability Management, 36(4), 601–619. 

https://doi.org/10.1108/IJQRM-06-2018-0146 

Popescu, A., & Tulbure (Handaric), A. (2022). The Importance of Social Media 

Marketing Strategies for Small Businesses. Bulletin of the Transilvania 

University of Brasov Series V Economic Sciences, 15(2), 31–38. 

https://doi.org/10.31926/but.es.2022.15.64.2.4 

Prastyaningsih, A. S., Suyadi, I., & Yulianto, E. (2014). Pengaruh Customer 

Experience Terhadap Repurchase Intention (Niat Membeli Ulang) (Survei 

Pada Konsumen Kfc Di Lingkungan Warga Rw 3 Desa Kandangrejo, 

Kedungpring, Lamongan). Jurnal Administrasi Bisnis (JAB)|Vol, 16(1), 1–8. 

http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/66

9 

Rahayu, H. S., Ginting, P., & Fawzeea, B. K. (2021). The Influence of Service 

Quality and Company Image to Customer Loyalty through Corporate 

Customer Satisfaction on XXX Group. International Journal of Research and 

Review, 8(8), 207–213. https://doi.org/10.52403/ijrr.20210829 

Rajaobelina, L., Brun, I., Prom Tep, S., & Arcand, M. (2018). Towards a better 

understanding of mobile banking: the impact of customer experience on trust 

and commitment. Journal of Financial Services Marketing, 23(3–4), 141–152. 

https://doi.org/10.1057/s41264-018-0051-z 

Rather, R. A. (2018). Consequences of Consumer Engagement in Service 

Marketing: An Empirical Exploration. Journal of Global Marketing, 32(2), 

116–135. https://doi.org/10.1080/08911762.2018.1454995 

Rich B. L.Lepine J. A.Crawford E. R. (2010). JOB ENGAGEMENT: 

ANTECEDENTS AND EFFECTS ON JOB PERFORMANCE. 53(3), 617–635. 

Roy, S. K., Gruner, R. L., & Guo, J. (2022). Exploring customer experience, 

commitment, and engagement behaviours. Journal of Strategic Marketing, 

30(1), 45–68. https://doi.org/10.1080/0965254X.2019.1642937 

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social 

media. Management Decision, 50(2), 253–272. 



83 
 

 

https://doi.org/10.1108/00251741211203551 

Sharma, D. R., & Singh, B. (2023). Understanding the Relationship Between 

Customer Satisfaction, Customer Engagement and Repeat Purchase 

Behaviour. Vision, 27(4), 449–457. 

https://doi.org/10.1177/0972262921992593 

So, K. K. F., King, C., & Sparks, B. (2012). Customer Engagement With Tourism 

Brands: Scale Development and Validation. Journal of Hospitality and 

Tourism Research, 38(3), 304–329. 

https://doi.org/10.1177/1096348012451456 

So, K. K. F., King, C., Sparks, B. A., & Wang, Y. (2014). The Role of Customer 

Engagement in Building Consumer Loyalty to Tourism Brands. Journal of 

Travel Research, 55(1), 64–78. https://doi.org/10.1177/0047287514541008 

Syahputra, D., & Murwatiningsih. (2019). Building Customer Engagement 

Through Customer Experience, Customer Trust, and Customer Satisfaction in 

Kaligung Train Customers. Management Analysis Journal, 8(4), 350–359. 

http://maj.unnes.ac.id 

Thormundsson, B. (2024, April 4). Companies’ sustainability impact of technology 

2024. Statista. https://www.statista.com/statistics/1457703/technologies-

impact-companies-sustainability-worldwide/ 

To, A. T., Cao, T. L., Nguyen, K. Q. T., Truong, T. T. Van, & Nguyen, T. T. (2023). 

How Customer Experiences Influence Consumer Trust toward Local Clothing 

Brands. Journal of System and Management Sciences, 13(3), 325–336. 

https://doi.org/10.33168/JSMS.2023.0322 

Valarie A. Zeithaml, L. L. B. and A. P. (1996). The behavioral consequences of 

service quality. Journal of Marketing, 60(2), 41–52. 

https://doi.org/10.1007/978-3-319-10996-1_3 

Vargo, S. L., & Lusch, R. F. (2004). Evolving To A New Dominant Logic Of 

Markteing. Journal of Marketing, 68(1), 1–17. 

Vilkaite-Vaitone, N., & Skackauskiene, I. (2020). Service customer loyalty: An 

evaluation based on loyalty factors. Sustainability (Switzerland), 12(6). 

https://doi.org/10.3390/su12062260 

Vizard, S. (2017, May 25). How marketing is changing and why agencies are not 

keeping pace. https://www.marketingweek.com/marketing-changing-

agencies-pace/ 

Yasmin, A., Tasneem, S., & Fatema, K. (2015). Effectiveness of Digital Marketing 

in the Challenging Age: An Empirical Study. The International Journal of 

Management Science and Business Administration, 1(5), 69–80. 

https://doi.org/10.18775/ijmsba.1849-5664-5419.2014.15.1006 

Youmna Mohamed Abdelghany Youssef, Wesley J. Johnston, Talaat Asaad 



84 
 

 

AbdelHamid, Mona Ibrahim Dakrory, M. G. S. S. (2017). A Customer 

Engagement Framework for a B2B Context. Journal of Business & Industrial 

Marketing. 


