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ABSTRACT

Article history: This research aims to study the factors influencing customer retention of E-Marketplace businesses
Received January 9, 2024 by applying the SOR theory and the mediating effect by examining the relationship between value
Received in revised format perception, customer engagement, brand loyalty, and customer retention variables by creating a
February 18, 2024 model based on the SOR theory to study the influence of environmental factors that will lead to

A ted March 28 2024 . .
Afnca?ll;gle onalriﬁe customer retention mechanisms. The study focused on a sample group of 426 people who have

March 28 2024 used E-Marketplace services using an online questionnaire as a research tool. The model was
Keywords: analyzed using the CFA and the hypothesis was tested using the SEM analysis. The results showed
S-O-R Theory that stimuli (S), such as customer value perception, had a strong positive influence and a crucial
Customer engagement role in the development and creation of a mechanism for assessing individuals' internal feelings (O)
Brand loyalty on two variables, customer engagement, brand loyalty, and directly influence customer retention.
Customer perceived value Furthermore, significant evidence also showed that brand loyalty has an important role as a

Customer retention

mediator between customer value perception and customer retention, which is the outcome factor
E-Marketplace

(R) of this study. This structural model can explain customer engagement and retention up to 86.50
percent. Therefore, this research has value as a theory and guideline in formulating an operational
strategy for E-Marketplace businesses.

© 2024 by the authors; licensee Growing Science, Canada.

1. Introduction

Currently, conducting business through online channels encompasses various platforms available for customers to choose
from, extending beyond domestic transactions alone (Pathak & Mandloi, 2017). One of the most used online shopping
platforms is E-Marketplace which allows customers to easily compare prices and quality of products. In addition, companies
within the e-commerce industry, including electronic retailers who facilitate customer transactions through central E-
Marketplaces have nearly doubled their value growth compared to the previous year (Das et al., 2018). The attractiveness of
E-Marketplaces caused more and more service providers to enter the market, including foreign service providers, leading to
intense competition, resulting in each electronic marketplace emphasizing offering attractive promotions. Consequently, each
E-Marketplace needs to constantly improve its strategy to maintain market share, such as creating new features that provide
more benefits and functionality to create customer perceived value and provide superior and cost-effective shopping
experiences to increase customer engagement (Djohan et al., 2022). Additionally, relevant studies on marketing found that
many researchers emphasized their studies on the application of the S-O-R Model (Aljuhmani et al., 2023; Tak & Gupta,
2021). The theory focuses on explaining consumer behaviors that were influenced by the environment and their reaction. The
S-O-R theory was also applied to other industries or contexts, such as the tourism industry (Hsu et al., 2021; Lugman et al.,
2017; Alam & Noor, 2020), restaurants (Lee et al., 2021; Sari et al., 2022), hotels (Ilijevski, 2016; Choi & Kandampully,
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2019; Chen et al., 2023). However, the application of this theory is still limited in the E-Marketplace industry, specifically the
examination of the correlation of perceived value as a stimulus factor (S), as well as brand loyalty and customer engagement
as a mediator and a mechanical variable in assessing individuals’ internal feelings (O) that plays an important role in leading
to the outcome factor (R) of the S-O-R theory, which is customer retention.

Customer retention is a key component of customer relationships, reflecting the long-term preservation of commercial
relationships with customers (Magatef & Tomalieh, 2015; Putra, 2023). The rapid proliferation of competition across diverse
organizational landscapes presents manifold challenges in preserving customer loyalty and attaining business objectives. In
response to business competition, finding the driving force in customer retention, which is the outcome factor (R) of the S-O-
R theory is essential. Previous studies have examined several factors in creating different types of customer retention
(Hanaysha, 201 8), such as customer experience (Cambra-Fierro et al., 2021; Chang & Zhang, 2016) customer satisfaction
(Aityassine, 2022; Al-Tit, 2015; Danesh et al., 2012), and service quality (Abdullah &; Kumar, 2023; Al-, 2015).
Nevertheless, despite the agreement that the study on the factors driving customer retention has always attracted academic
attention and consideration, this study focused on customer perceived value factors, which require empirical evidence to
confirm its ultimate role as a stimulus factor (S) according to the S-O-R theory that will eventually lead to customer retention.

Customer perceived value has been acknowledged as a crucial factor in retaining customers in long-term relationships with
organizations (Saewanee & Khamwon, 2022; Hanaysha, 2018; Eid, 2015) within the current business landscape, there is
intense competition. and constantly changes. Marketers should understand, and evidently predict consumer behaviors in
purchasing products and services to meet their needs. (Roy et al., 2017). Simultaneously, customer perceived value remains
a crucial factor in driving brand loyalty. (Kaewkhav et al., 2023; Celyn & Hasan, 2023) and contributes to customer
engagement (Qin et al., 2023; Xie et al., 2021). In this study, both the factors of brand loyalty and customer engagement are
designated as mediating variables and psychological evaluative variables (O) that play a crucial role in propelling the
movement towards customer retention. These factors serve as outcome variables (R) in the S-O-R theory under investigation.

The previous findings led to the research question of how customer perceived value, brand loyalty and customer engagement,
influence customer retention. The researcher emphasized the study within the context of E-Marketplace to propose efficient
strategies that align with the target group’s behaviors. The research results not only fulfill marketing research but also lead to
the introduction of ideas for developing the E-Marketplace industry to be at a more competitive level.

2. Literature Reviews and Research Hypothesis
2.1S-O-R Theory

The supporting theoretical model in this study is the S-O-R Model, which describes consumer behavior resulting from
environmental influence and their reactions to the environment. The research by Mehrabian and Russell (1974) helped pioneer
research on the topic of emotional response. Later on, Bitner (1992) studied the concepts of perception and understanding and
applied them to the theory. Jacoby (2002) further integrated both cognitive and emotional concepts to extend the application
of the S-O-R theory to studies in various industries, including the marketing industry (Jang & Namkung, 2009; Lee et al.,
2021; Ali et al. 2021). From this model, consumers may react differently depending on their internal core emotional reactions.
The components of the model are described as follows: 1) Stimulus refers to how the external environment that affects
consumers' perception of a product or service leads to certain behaviors. Stimuli are impetus within the environment that
affect consumers’ cognitive processes, consciousness, and emotions, such as the environmental factors and the design
(Mehrabian & Russell, 1974) 2) Organisms are individuals’ internal state, both cognitive and emotional assessments, which
is considered a mechanism with potentials that strengthen the relationship between the stimuli and the response (Alam &;
Noor, 2020) and 3) Response, refers to consumers’ affected by stimuli or the result of consumption experiences, including
the post-purchase usage of the products and evaluating the purchase (Baker et al., 2002 ). Many academics have tested and
supported this theory, such as Cachero-Martinez and Vazquez-Casielles (2017) have applied the S-O-R model in a retail
context to observe how a positive environment can stimulate satisfaction. In addition, For the context of retail shopping in
brick-and-mortar stores, the findings of Baker, Grewal, and Parasuraman (1994), using the SOR theory, confirm that a
favorable in-store environment serves as a stimulus and drives consumers into retail stores. However, in current studies on
the E-Marketplace business context, the S-O-R theory is used to describe customer responses to stimuli, where customer
perceived value is a stimulus factor (S) that helps predict the role of customer engagement and brand loyalty is a mechanical
factor that assesses individuals’ internal feelings (O), leading to customer retention as an outcome factor (R).

2.2 Customer perceived value: PV

The word value indicates the difference between price and utility that consumers can perceive through both quality and input
cost (Nguyen & LeBlanc, 1998). Generally, customers’ value focuses on the perception or assessment of what customers
receive from the purchase of certain products or services (Chang et al., 2009), which is the PV involves the comprehensive
assessment by consumers of the utility derived from a product, considering both perceived gains and losses (Kesari &; Atulkar,
2016). The overall assessment of the benefit may be assessed by price savings, excellent service, time-saving, etc. (Lien et
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al., 2015). In other words, PV is like consumers weighing between the benefits they receive, including performance, durability,
and economy, and the costs that occur, such as time and money, which is something consumers sacrifice or the cost that must
occur as an exchange (Day, 2002). In terms of customer buying behavior, the value that customers perceive is not influencing
only the pre-purchase process but extends to post-purchase activities, which includes satisfaction, reference, and refund
(Parasuraman & Grewal, 2000). Therefore, companies need to create and deliver valuable propositions to their customers.
(Itani et al., 2019). Obtaining information about the value customers seek is crucial and can be considered a cornerstone of
efficient marketing management. Therefore, organizations need to gather comprehensive data about their target market
customers to enhance their understanding of customer value perception, ultimately leading to CR (Hanaysha, 2018). PV is
determined as a stimulus factor or consumer stimulus factor, or S in the S-O-R theory.

Reports indicate that in competitive environments, creating customer value is a key consideration for organizations aiming to
maintain and foster customer satisfaction. (Dube, Renaghan, 2000). One fundamental strategy is delivering superior value to
customers, considered a primary marketing strategy for many brands (Hansen et al., 2008). Additionally, numerous scholars
affirm that PV has a significantly positive influence on CR. (Al-Gharaibah, 2020; Hanaysha, 2018 ; Edward & Sahadev,
2011). Previous empirical studies have also reported their findings that PV also indirectly influences CR (Itani et al., 2019).
Additionally, according to the engagement theory, customers will engage with the organizations if they receive a lower price
and the highest benefit although the organizations are not aware of the possible profit (Pansari & Kumar, 2017). In other
words, customers can only have a certain level of engagement with the organization if they perceive a certain level of value
regarding the organization's proposition (Itani et al., 2019). Brodie et al. (2011) suggested that PV can drive CE with the
organization. Furthermore, in other studies, it has been elaborated that customers are more inclined to establish loyalty towards
service providers who can offer services of greater value. Additionally, customers’ relationship with the service provider is
due to psychological reasons, or another way of looking for future value (Brodie et al., 2013). This finding aligns with several
other empirical studies that identified PV as a driving factor for CE with the organization (Khoa et al., 2020; Itani et al., 2019).
Moreover, previous studies also reported findings on the direct relationship between PV and BL that PV has a direct influence
on BL (Lin et al., 2017; Chen, 2013), which helped form the following hypothesis.

Hi: PV positively influences CR.
Haz: PV positively influences CE.
Has: PV positively influences BL.

2.3 Customer engagement: CE

From the foundation of relationship marketing, which refers to the creation of customers’ bonds (Fournier, 1998), consumer
engagement causes the enhancement of knowledge about CE and brands to add value, support, respond, and increase CE with
a positive experience (Vivek et al., 2012). CE reflects broad customer mobility activities in value creation (Appelbaum, 2001),
which is a key topic that gained attention in marketing education in 2010 (Zyminkowska et al., 2019). Van Doorn et al. (2010)
explained the concept of customer engagement behavior as a behavioral expression towards a brand or company apart from
purchasing, which is the result of the impetus. On the other hand, Hollebeek (2011) described the term as the level of the
brand's motivational mind and depending on the customer's context, consisting of the level of activities regarding specific
thoughts, emotions, and behaviors in brand interactions. This description is in line with So et al. (2014) explained that customer
engagement is a personal attachment of customers to a brand, manifested in responses beyond purchasing, such as knowledge,
understanding, emotions, and behavior. Additionally, Tripathi (2009) pointed out the importance of CE as a success factor for
brands that can only happen when brands are well received by consumers, and this only happens when consumers are truly
engaged. However, previous research has attempted to study and still maintain arguments about the concept of CE’s dependent
on the context. CE measurement consists of one-dimensional (Verleye et al., 2014 ; Pansari & Kumar, 2017) and multi-
dimensional (Harmeling et al., 2017; Vivek et al., 2012; Brodie et al., 201 1). This research applied the most accepted
dimensions, consisting of 1) cognitive response dimension, 2) emotional dimension, and 3) behavioral dimension as the
foundations of the study. CE was designated as customers’ mechanical factor, or O in the S-O-R theory.

Furthermore, past studies have shown that CE produces different results, such as contributing to BL (Aljuhmani et al., 2023;
Abror et al., 2020), customer satisfaction (Islam & Rahman, 2016), trust, brand loyalty, and commitment (Hollebeek, 2011).
CE is a crucial element that contributes to overall business performance improvement (Kumar & Pansari, 2016). At the same
time, CE is also a crucial factor in driving CR. The results of empirical studies showed that CE has a significant direct influence
on CR (Elgarhy, 2022; Torkzadeh et al., 2022). Moreover, CE plays the role of a mediator influencing CR (Petzer &; Van
Tonder, 2019), which helped form hypothesis 4 as follows.

Ha4: CE positively influences CR.
Hua: CE plays the role of a mediator between CV and CR.

2.4 Brand Loyalty: BL

In the past, before the 1990s, a brand was perceived merely as a component used to identify the product or as a tool to help
organizations sell more products (Oh et al., 2020). Subsequently, brands have evolved and elevated their perspective to be
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considered as intangible assets of significant value for organizations (Veloutsou & Guzman, 2017) and a core component of
branding (Aaker, 1996). The concept researchers used on current BL was developed before or at the beginning of the age of
the Internet (Zyphur &; Pierides, 2020). In addition, customer loyalty is generally considered a prerequisite for vendors’
success. In other words, a strong sense of loyalty increases the likelihood of customers continuing to transact with the same
vendor. Simultaneously, if businesses can maintain a strong and continuous relationship with customers, where customers
exhibit consistent and enduring BL, sellers will be able to generate higher profits for the organization (Tsai et al., 2010). The
definition of BL cited by most is that of Oliver (1999), who stated that BL is when a customer makes a repeat purchase or
patronage of a particular brand. However, technological advancements expanded the definition of BL to cover brand
stakeholders other than customers and go beyond just purchasing to brand relationships (Coelho et al., 2019). For example,
the relationship of stakeholders with a brand can be manifested through social transactions, such as social media tags, video
content on social platforms, spoken words, and images. These interactions may or may not involve financial transactions
(Luciano et al., 2018). Brand loyalty is a multidimensional structure that is interconnected with various structures, brand
attitude (Liu et al., 2012) and brand engagement (Pedeliento et al., 2016). As the current context changes, academics have
proposed a more comprehensive definition of BL as the developed relationship between stakeholders and a particular brand,
expressed by repeat purchases, engagement, promotion, sponsorship, collaboration, or co-ownership of the brand (Parris &;
Guzman, 2023). The BL factor was designated as the mechanical factor of consumers, or O in the S-O-R theory of this
research.

More importantly, the ability to build customer loyalty and CR affects a company's ability to create profit and is extremely
important to the organization (Larsson &; Brostrom, 2020). Customer loyalty can be determined as causing CR within the
organization’s engagement (Russo & Confente, 2017). Previous studies found significant evidence that if an organization
succeeds in creating loyal customers, it will help them to stay in a relationship with the organization for a longer time. In other
words, loyalty has a positive influence on CR (Eid, 2015; Zineldin, 2006). In addition, most previous studies often portray the
role of BL as an outcome factor (Soleimani et al., 2023; Aljuhmani et al., 2023; Adhikari & Panda, 2019). However, some
studies have found that BL also plays a role as a mediator (Tiep et al., 2023), which helped form hypothesis 5 as follows.

Hs: BL positively influences CR.
Hsa: BL has the role of a mediator between PV and CR.

Stimulus Organism Response

Customer engagement

Customer

Customer retention

perceived value

brand Loyalty

Fig. 1. the conceptual model
2.5 Customer retention: CR

Customer retention is generally considered a primary factor for businesses that emphasize relationship marketing strategies
(Coviello et al., 2001), with the CR factor determined as consumer response, or R in the S-O-R theory of this study even
though the variation in definitions and measurements of customer retention across industries and organizations (Aspinall et
al., 2001). Customer retention is largely concerned with consumer repurchase behavior, with a focus on obtaining repeated
customer support (Buttle, 2004). In essence, the commitment to sustaining long-term relationships between customers and
brands is the objective of customer retention, stemming from positive perceptions and past experiences (Mohamed & Borhan,
2014). In addition, Anderson and Sullivan (1990) have also demonstrated that retaining existing customers tends to incur
lower costs compared to acquiring new ones because there will also be the costs of advertising and promotions to influence
customers’ buying behavior. Furthermore, it is said that CR can provide organizations with a variety of benefits, such as the
retained customers' willingness to pay for the purchase of a company's products or services at a higher price than new
customers. (Ang and Buttle, 2006). In addition, loyal customers who maintain a relationship with a particular brand will
purchase its product more often and help recommend their products to others, allowing service providers to spend less time
closing deals and are less susceptible to price changes compared to new customers ( Sim et al., 2006). If the organization has
a high CR rate, that means customers who are satisfied staying in the relationship will be more likely to shop for corporate
products, the less it costs organizations to acquire new customers (Putra, 2023). CR statistics are expressed as the percentage
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of retention within the relationship between a customer and the brand or organization. If the organization has a high CR rate,
that means customers are satisfied to stay in the relationship, as well as the tendency to purchase the organization’s products,
and there will be less cost for the organization in seeking out new customers (Putra, 2023). However, although e-commerce
businesses such as E-marketplace platforms have gained popularity as a new form of purchasing in recent years, a company's
success often depends on its online ordering facilities and competitive pricing strategies (Nandankar et al., 2023). Therefore,
CR is one of the essential factors that play an important role in businesses.

3. Research Methodology
3.1 Sample and data collection

The sample group used in this study comprises 426 individuals who have previously utilized E-Marketplace services. who
had used E-Marketplace. Aged between 18-22 years old. The participants in this survey underwent preliminary screening
criteria. They were required to have utilized E-Marketplace services within the last six months. After the initial screening
process, a complete set of responses was obtained from 426 participants who engaged in this study. A comprehensive analysis
reveals that the majority of respondents were female (52.80%). Moreover, a large proportion were single (89.70%), aged
between 18-22 years old (33.10%), held undergraduate degrees (64.32%), and were predominantly students (38.73%). Their
average monthly income ranged between 15,000 to 25,000 Baht (53.76%). All respondents had experience using E-
Marketplace services, with Shopee being the most frequently utilized platform (72.50%). On average, participants used these
services 1-2 times per month (34.30%), and the most favored category of purchased products was women's fashion (23%).

3.2 Measurements

In conducting quantitative method research, the researcher employed tools for data collection through online questionnaires.
The measurement items were developed based on prior studies and were refined to ensure their appropriateness within the
context of the E-Marketplace business. These tools comprised six components: 1) Screening data 2) General Information 3)
Customer Perceived Value - consisting of 4 measurement items (Vera, 2015; Chakraborty, 2019) 4) Customer Engagement
- consisting of 14 measurement items (Hollebeek et al., 2014; So et al., 2014; Dessart et al., 2015) 5) Brand Loyalty - consisting
of 5 measurement items (Yoo and Donthu, 2001) Customer Retention - consisting of 7 measurement items (Edward and
Sahadev, 2011; Mahmoud, 2019) These measurement tools utilized a Likert scale of 7 levels

3.3 Verifying the completeness of the data before running the statistical analysis

Preliminary data checking before statistical analysis revealing that the completeness of the data was examined. The minimum
value for skewness was found to be -0.554, while the maximum was -0.270. Additionally, the kurtosis ranged from a minimum
0f 0.161 to a maximum of 0.754. It can be observed that the data exhibits a normal distribution, as indicated by the values of
skewness and kurtosis falling between -2 and 2 (Tabachnick & Fidell, 2007). Furthermore, an examination of the coefficients
of correlation between the observed variables in the structural equation model influencing customer retention was performed.
Considering the correlation coefficients among all six variables, it was discovered that all correlation coefficients were
positive, signifying unidirectional relationships. These coefficients ranged 0.493 - 0.798, demonstrating statistically
significant relationships at the .05 level. Moreover, an analysis of VIF and tolerance values, indicating multicollinearity among
the independent variables, was undertaken. The VIF values ranged between 2.293 and 4.355, all below the threshold of 10
(Stevens, 2009), indicating no severe multicollinearity issues among the independent variables. The tolerance values, ranging
0.230 - 0.436, were also below the threshold of 5 (Stevens, 2009), further confirming the absence of substantial
multicollinearity concerns among the observed independent variables.

3.4 Data analysis

This research involved data collection using a questionnaire tool, data recording in SPSS, and presentation of general
respondent questionnaire data through descriptive statistics such as percentages, means, and standard deviations.
Subsequently, CFA was conducted to assess the reliability and validity of the data, followed by SEM analysis to test the
research hypotheses.

4. Results
4.1 Measurement assessment

Considering the weights of the components to assess the shared variance of indicators is conducted through analyzing the
measurement model using Confirmatory Factor Analysis (CFA). It was found that the ¥2/df was found to be 1.842, the GFI
was 0.910, the CFI was 0.975, the RMSEA was 0.045, and the SRMR was 0.0459. These results indicate a high to very high
level of model fit, signifying a strong level of congruence in the confirmatory factor analysis. Furthermore, this study
undertook an analysis of construct validity to ascertain the factor loadings of each item, which were found to be above 0.50.
The research revealed factor loading values ranging from 0.684 to 0.918, indicating structural congruence within the
questionnaire (Hair et al., 2010). Additionally, an evaluation of the overall reliability of latent variables was conducted using
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CR and AVE, which represent the average variance explained by the observed variables. The Composite Reliability (CR)
values were high, ranging from a minimum of 0.835 to a maximum of 0.909, exceeding the threshold of 0.60, while the AVE
values ranged from 0.559 - 0.773, surpassing the threshold of 0.50. This provides clear evidence that all latent variable
operationalizations are accurate and reliable. Moreover, when calculating the Cronbach's alpha coefficients to analyze the
reliability, it was found that all values ranged from 0.852 to 0.935. Each of these values exceeded 0.70 (Zikmund et al., 2010),
indicating high reliability of the analyzed data, as depicted in Table 1.

Table 1
Examination of Data Reliability and Validity

Constructs Items Loading a CR AVE

Customer perceived value PV1 0.687 0.852 0.835 0.559
PV2 0.720
PV3 0.761
PV4 0.817

Cognitive CEl1 0.839 0.889 0.867 0.685
CE2 0.840
CE4 0.803

Affective CES 0.901 0.930 0.929 0.724
CE6 0.831
CE7 0.862
CE8 0.814
CE9 0.843

Interaction CEll 0.883 0.935 0.882 0.773
CE12 0.918
CE13 0.867
CEl4 0.848

Brand Loyalty BL1 0.851 0.907 0.887 0.611
BL2 0.803
BL3 0.777
BL4 0.711
BLS 0.760

Customer Retention CR1 0.801 0.926 0.909 0.588
CR2 0.818
CR3 0.817
CR4 0.719
CR5 0.684
CR6 0.685
CR7 0.828

To ascertain the distinctiveness of the structural elements for each variable and to establish discriminant validity, a comparison
was executed between the square root of the AVE and the correlations between constructs. The examination revealed that the
AVE for each construct, denoted in both the diagonal and off-diagonal elements, surpassed the inter-construct correlations
both vertically and horizontally. Consequently, it can be inferred that the model possesses discriminant validity, signifying
that the measurement model effectively and accurately captures the associations among variables—specifically, PV, CE, BL,
and CR. This affirmation underscores the model's validity and reliability (Fornell & Larcker, 1981), as elucidated in Table 2.

Table 2
Discriminant Validity Examination
PV COG AFF INT CR BL
PV 0.750
COG 0.732 0.830
AFF 0.633 0.798 0.850
INT 0.493 0.654 0.746 0.880
CR 0.644 0.735 0.688 0.653 0.780
BL 0.522 0.627 0.609 0.707 0.709 0.770

4.2 Structural model assessment

The SEM analysis investigating the relationships among PV, CE, BL, and CR revealed that the structural equation model
significantly fits the empirical data. The model demonstrated good fit indices, meeting acceptance criteria, as depicted in Fig.

2.
Table 3

Structural equation modeling results.

Hypothesis Relationships B t-value p-Value Test results
H1: PV —» CR 0.312 2.162 & supported
H2: PV —» CE 0.915 14.608 Hokk supported
H3: PV —» BL 0.780 12.973 XS supported
H4: CE —- CR 0.283 2.261 * supported
HS5: BL — CR 0.405 6.651 HhE supported

Note: R%c; = 0.838 , R = 0.609, R%cx = 0.865 * =p < 0.05, ***p < 0.001
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Fig. 2. Structural Equation Model depicting the relationships between PV, CE, BL, and CR.

And based on the research hypothesis, the structural model assessed the influence of PV, CE, and BL on CR. It was found
that PV significantly directly influenced CE (B=0.915, t=14.608), BL (B=0.780,t=12.973), and CR (B=0.312,t=2.162).
Additionally, both CE (= 0.283, t=2.261) and BL (B= 0.405, t=6.651) had a significant direct impact on CR, as illustrated in
Table 3.

4.3 Testing of mediation

To examine the mediating effects of the intermediate variables between CE and BL towards the relationship between PV and
CR, bootstrapping analysis was conducted. The results are presented in Table 4. The analysis revealed that Hypothesis 4 a,
suggesting that CE does not play a mediating role between PV and CR, was unsupported. Conversely, Hypothesis 5a,
proposing that BL acts as a mediating variable between PV and CR, was statistically significant (p<0.05), indicating a partially
mediating effect.

Table 4
Mediation analyses
Hypothesis Relationships Estimates Lower Upper p-Values Test results
bound bound
H4a: PV - CE — CR 0.289 -0.271 0.657 0.179 Not supported
H5a: PV — BL — CR 0.353 0.212 0.545 * supported

5. Conclusion and discussion

In past studies, the application of S-O-R theory was widely used in the tourism industry (Hsu et al., 2021; Lugman et al., 2017;
Alam & Noor, 2020), restaurants (Lee et al., 2021; Sari et al., 2022), hotels (Ilijevski, 2016; Choi & Kandampully, 2019;
Chen et al., 2023), and amusement parks (Wu et al., 2018). However, the application of this theory is found to be limited in
the E-Marketplace industry, especially in examining the correlation of PV, which are stimuli (S), as well as CE and BL, which
are the mediators and the mechanical variables in assessing individuals’ internal feelings (O) and have the crucial role in
leading to the outcome factor (R) of S-O-R theory, that is CR. Previous studies often indicate that the PV variables are
considered the mediator, and the BL variable is usually the outcome factor.
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As for the key findings of this study, the first finding showed that PV, which is a stimulus factor for customers, equal to an S
in the S-O-R theory of this study, has had a positive influence on CR, which aligns with the research by Al-Gharaibah (2020)
and Hanaysha (2018). In other words, creating added value or delivering superior value to customers will provide satisfaction
to customers and help maintain a long-lasting relationship with the brand. At the same time, it was found that PV also
positively influences CE. The theory of engagement shows that customers will have an engagement with the organization if
they receive the products at a lower price while getting the most benefit (Pansari &; Kumar, 2017). This finding aligns with
Brodie et al. (2011), Khoa et al. (2020), and Itani et al. (2019), who stated that PV is a factor that can lead to CE in the
organization. Moreover, the findings also affirmed that PV positively influences BL, which is in line with previous studies
with similar findings (Lin et al., 2017; Chen, 2013). Therefore, the PV factor can be considered a direct trigger factor that is
an essential force in creating the outcome factor as well. Moreover, the findings of this study showed an empirical outcome
that CE was designated as the mechanical factor of the customers, or O in the S-O-R theory, and has a direct influence on CR.
This finding is in line with Elgarhy (2022) and Torkzadeh et al. (2022) in which CE is rooted in relationship marketing
through the bonds created between customers and organizations (Fournier, 1998). Therefore, if the organization can build
CE, it will be able to create a direct trigger in the customers that can lead to repeated purchasing, patronage, and long-term
relationships with the organization. However, although CE has a positive direct influence on CR, this study found that CE
does not have a role as a mediator between PV and CR but might have the role of a mediator between other factors. For
instance, Petzer and Van Tonder (2019) found that CE plays a role as the mediator between customer satisfaction, trust,
customer satisfaction, and trust, and between customer value and loyalty. Furthermore, the study also found that BL, which
is designated as a consumer mechanical factor, or O in the S-O-R theory, had a positive influence on CR. This finding aligns
with previous studies that showed significant evidence that if an organization can build customer loyalty, customers will
maintain a longer relationship with the organization. In other words, loyalty has a positive influence on CR (Eid, 2015;
Zineldin, 2006). However, many previous studies also identified the role of BL as an outcome factor (Soleimani et al., 2023;
Aljuhmani et al., 2023; Adhikari & Panda, 2019). Nonetheless, the crucial finding of this study was that BL has the role of a
mediator between PV and CR. The finding aligns with Tiep et al. (2023) who found that BL has the role of a good mediator
between corporate social responsibility and the potential of businesses. Lastly, this study also found an empirical piece of
evidence that the PV factor has an indirect influence through BL and will lead to the creation of CR, as opposed to the direct
influence.

6. Theoretical implications

This study applied the S-O-R theory to study the creation of CR by identifying the stimulus factor (S), which includes PV
through customer mechanism (O), which includes CE and BL, leading to the outcome factor (R), which includes CR. The
findings were that PV is a crucial trigger factor that will lead to CR, CE, and BL. At the same time, CE and BL factors have
the role of mechanical factors. In addition, it was also found that only BL has an influence as a mediator that drives the
correlation between PV and CR. The finding is considered as a new finding that can enhance the theoretical knowledge of
marketing since past studies generally found that the BL factor has the potential of the outcome factor.

7. Managerial implication

To emphasize building customer retention that indicates the long-term continuation of the relationship that business
organizations or brands have with their customers (Putra, 202 3 ; Magatef & Tomalieh, 2015) and strong and sustainable
business organizations for E-Marketplace, a popular marketplace for buyers who can conveniently compare prices and quality
of products, as well as encouraging their growth, the focus should be placed on creating customer perceived value to allow
customers to evaluate the difference, utility, and the quality of what was given in terms of price and time spent (Kesari &
Atulkar, 2016; Day, 2002; Nguyen & LeBlanc, 1998). In addition, the effort should also include creating customer
engagement, time for money, superior experience (Djohan et al., 2022), and customer brand loyalty.

The study results are the data that shows the perspective of connecting consumers' minds to E-Marketplace business
organizations, which acts as a guide in implementing ideas to develop the industry and determine operational strategies to be
more competitive and stronger.

1) Businesses organizations and brands should consider emphasizing the building of communication with consumers, helping
consumers to know about E-Marketplace services and how to receive the products and services they want at good prices and
promotions when engaging in online E-marketplace shopping. For instance, the concept of tracking and merging consumer
data to create a pop-up of products that consumers may be interested in, listing products with the best prices at that time, as
well as having features that can be used while shopping and even price comparison. Organizations should make customers
feel that choosing to use services on E-Marketplace helps them get products at a good price or the best promotion, getting
great value for money, and as a result, leading to customers buying those products.

2) Business organizations should also consider adopting strategic concepts through creating experiential relationships with
consumers to enhance the relationship between businesses, brands, and customers and maintain customer retention. This effort
can be accomplished by using the concept of interactive features to create a happy, fun, and exciting experience while shopping
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or using services on the E-Marketplace until customers can spend time without any worry. The concept can also create a sense
of participation or exchange of information with one another. For example, the concept of interactive features may be
introduced to facilitate the search for products more conveniently and respond to customers' needs more rapidly, increase data
interaction between brands and customers, and a customer referral review menu to help create a sense of engagement with
other people on the E-Marketplace. These ideas encourage customers to feel the need to express their feelings and pleasantly
interact with E-Marketplace, which can help create engagement.

3) Business organizations should consider strengthening brand loyalty with customers, making E-Marketplace a channel that
customers regularly use, as well as being the first choice consumers decide to use. Apart from selecting good products and
services to regularly deliver and impress customers, additional strategies may be applied by providing promotions to attract
repeat customers, such as discount coupons, collecting shopping points to get discounts, using the discount attached on the
receipt for future services, and customer participation rewards to attract additional customers.

4) Business organizations should consider strengthening customer retention by organizing activities on E-Marketplace, such
as a Top Spender Campaign for customers with the highest number of purchases or services to win prizes, an E-Marketplace
fandom quizzes that can help reflect consumers’ engagement where they can win various prizes or coupons to use for shopping
on E-Marketplace, activities for customers to share their experiences and impressions of the organization's services to create
a sense of engagement, customers participation with E-Marketplace, as well as customers’ information that can be used as a
base for businesses to attract other consumers to help generate income and enhance competitiveness in the future.

References

Aaker, D.A. (1996). Measuring brand equity across products and markets. California Management Review, 38(3), 102-120.

Abdullah, O., Sufi, T., & Kumar, S. (2023). Impact of Food and Beverage Quality and Service Quality Towards Customer
Satisfaction and Customer Retention, A Study of Five-Star Hotels. International Journal of Professional Business Review:
Int. J. Prof. Bus. Rev., 8(5), 98.

Abror, A., Patrisia, D., Engriani, Y., Evanita, S., Yasri, Y., & Dastgir, S. (2020). Service quality, religiosity, customer
satisfaction, customer engagement and Islamic bank’s customer loyalty. Journal of Islamic Marketing, 11(6), 1691-1705.

Adhikari, K., & Panda, R. K. (2019). The role of consumer-brand engagement towards driving brand loyalty: Mediating effect
of relationship quality. Journal of Modelling in Management, 14(4), 987-1005.

Aityassine, F. (2022). Customer satisfaction, customer delight, customer retention and customer loyalty: Borderlines and
insights. Uncertain Supply Chain Management, 10(3), 895-904.

Alam, M.M.D. and Noor, N.A.M. (2020). The relationship between service quality, corporate image, and customer loyalty of
Generation Y: An application of SOR paradigm in the context of superstores in Bangladesh. Sage Open, 10(2),
2158244020924405.

Al-Gharaibah, O. (2020). Customer retention in five-star hotels in Jordan: The mediating role of hotel perceived value.
Management Science Letters, 10(16), 3949-3956.

Ali, F., Terrah, A., Wu, C., Ali, L., & Wu, H. (2021). Antecedents and consequences of user engagement in smartphone travel
apps. Journal of Hospitality and Tourism Technology, 12(2), 355-371.

Aljuhmani, H. Y., Elrehail, H., Bayram, P., & Samarah, T. (2023). Linking social media marketing efforts with customer
brand engagement in driving brand loyalty. Asia Pacific Journal of Marketing and Logistics, 35(7), 1719-1738.

Al-Tit, A. A. (2015). The effect of service and food quality on customer satisfaction and hence customer retention. Asian
social science, 11(23), 129.

Anderson, E.-W., & Sullivan, M.W. (1990). Customer satisfaction and retention across firms”, Presentation at TIME College
of Marketing Special Interest Conference on Service Marketing, Nashville, TN, September.

Ang, L., & Buttle, F. (2006). Customer retention management processes: a quantitative study. European Journal of Marketing,
40(1/2), 83-99.

Aspinall, E., Nancarrow, C., & Stone, M. (2001). The meaning and measurement of customer retention. Journal of Targeting,
Measurement and Analysis for Marketing, 10(1), 79-87.

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of multiple store environment cues on perceived
merchandise value and patronage intentions. Journal of marketing, 66(2), 120-141.

Bitner, M.J. (1992). Service scapes: the impact of physical surroundings on customers and employees. Journal of Marketing,
56(2), 57-71.

Brodie, R. J., Hollebeek, L. D., Juri¢, B., & 1li¢, A. (2011). Customer engagement: Conceptual domain, fundamental
propositions, and implications for research. Journal of service research, 14(3), 252-271.

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand community: An exploratory
analysis. Journal of business research, 66(1), 105-114.

Buttle, F. (2004). Customer Relationship Management: Concepts and Tools. Elsevier, Oxford University Press.

Cachero-Martinez, S., & Vazquez-Casielles, R. (2017). Living positive experiences in store: how it influences shopping
experience value and satisfaction?. Journal of Business Economics and Management, 18(3), 537-55.

Cambra-Fierro, J., Gao, L. X., Melero-Polo, 1., & Trifu, A. (2021). How do firms handle variability in customer experience?
A dynamic approach to better understanding customer retention. Journal of Retailing and Consumer Services, 61, 102578.



1546

Celyn, J., & Hasan, G. (2023). Pengaruh Brand Experience, Perceived Value, Brand Personality, Brand Image, Product
Quality Dan Service Quality Terhadap Brand Loyalty Dengan Brand Trust Sebagai Variabel Mediasi Pada Pengguna
Brand Handphone Di Kota Batam. SEIKO: Journal of Management & Business, 6(1), 168-177.

Chakraborty, U. (2019). The impact of source credible online reviews on purchase intention: The mediating roles of brand
equity dimensions. Journal of Research in Interactive Marketing, 13(2), 142-161.

Chang, C. W., & Zhang, J. Z. (2016). The effects of channel experiences and direct marketing on customer retention in
multichannel settings. Journal of Interactive Marketing, 36(1), 77-90.

Chen, K. H., Huang, L., & Ye, Y. (2023). Research on the relationship between wellness tourism experience escape and revisit
intention: A chain mediation model. International Journal of Contemporary Hospitality Management, 35(3), 893-918.
Chen, Y. S. (2013). Towards green loyalty: driving from green perceived value, green satisfaction, and green trust. Sustainable

Development, 21(5), 294-308.

Choi, H., & Kandampully, J. (2019). The effect of atmosphere on customer engagement in upscale hotels: An application of
SOR paradigm. International Journal of Hospitality Management, 77, 40-50.

Cocelho, A., Bairrada, C., & Peres, F. (2019). Brand communities’ relational outcomes, through brand love. Journal of
Product & Brand Management, 28(2), 154-165

Coviello, N., Milley, R., & Marcolin, B. (2001). Understanding IT-enabled interactivity in contemporary marketing. Journal
of Interactive Marketing, 15(4), 18-33.

Danesh, S. N., Nasab, S. A., & Ling, K. C. (2012). The study of customer satisfaction, customer trust and switching barriers
on customer retention in Malaysia hypermarkets. International Journal of business and Management, 7(7), 141-150.

Das, K., Tamhane, T., Vatterott, B., Wibowo, P., & Wintels, S. (2018). The Digital Archipelago: How Online Commerce is
Driving Indonesia’s Economic Development. McKinsey & Company, August, 1-72.

Day, E. (2002). The role of value in consumer satisfaction. Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior, 15, 22-32.

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand communities: a social media
perspective. Journal of Product & Brand Management, 24(1), 28-42.

Djohan, S. A., Handhana, D., Castafiore, V. B., & Hendriana, E. (2022). Can gamification stimulate customers to repurchase
in the E-Marketplace? The mediation effect of customer experience and engagement. Budapest International Research
and Critics Institute-Journal (BIRCI-Journal), 5(1), 4781-4796.

Dubg, L., & Renaghan, L. M. (2000). Creating visible customer value: How customers view best-practice champions. Cornell
hotel and restaurant administration quarterly, 41(1), 62-72.

Edward, M., & Sahadev, S. (2011). Role of switching costs in the service quality, perceived value, customer satisfaction and
customer retention linkage. Asia pacific journal of marketing and logistics, 23(3), 327-345.

Eid, R. (2015). Integrating Muslim customer perceived value, satisfaction, loyalty and retention in the tourism industry: An
empirical study. International journal of tourism research, 17(3), 249-260.

Elgarhy, S. D. (2022). Effects of service quality, loyalty programs, pricing strategies, and customer engagement on firms’
performance in Egyptian travel agencies: Mediating effects of customer retention. Journal of Quality Assurance in
Hospitality & Tourism, 1-29.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. Journal of consumer
research, 24(4), 343-373.

Hanaysha, J. R. (2018). Customer retention and the mediating role of perceived value in retail industry. World Journal of
Entrepreneurship, Management and Sustainable Development, 14(1), 2-24.

Hansen, H., Samuelsen, B. M., & Silseth, P. R. (2008). Customer perceived value in BtB service relationships: Investigating
the importance of corporate reputation. Industrial Marketing Management, 37(2), 206-217.

Harmeling, C. M., Moffett, J. W., Arnold, M. J., & Carlson, B. D. (2017). Toward a theory of customer engagement marketing.
Journal of the Academy of marketing science, 45, 312-335.

Hollebeek, L. (2011). Exploring customer brand engagement: definition and themes. Journal of strategic Marketing, 19(7),
555-573.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: Conceptualization,
scale development and validation. Journal of interactive marketing, 28(2), 149-165.

Hsu, F.C., Agyeiwaah, E., Lynn, I., and Chen, L. (2021). Examining food festival attendees’ existential authenticity and
experiential value on affective factors and loyalty: An application of stimulus-organism-response paradigm. Journal of
Hospitality and Tourism Management, 48, 264-274.

Ilijevski, L. (2016). The Effects of Hotel Website Stimuli on Customer's Cognition, Emotion and Intention: Based on Extended
SOR Model. In Sinteza 2016-International Scientific Conference on ICT and E-Business Related Research (pp. 492-496).
[n.p.]: Singidunum University.

Islam, J. U., & Rahman, Z. (2016). The transpiring journey of customer engagement research in marketing: A systematic
review of the past decade. Management Decision, 54(8), 2008-2034.

Itani, O. S., Kassar, A. N., & Loureiro, S. M. C. (2019). Value get, value give: The relationships among perceived value,
relationship quality, customer engagement, and value consciousness. International Journal of Hospitality Management,
80, 78-90.

Jacoby, J. (2002). Stimulus-organism-response reconsidered: an evolutionary step in modeling (consumer) behavior. Journal
of Consumer Psychology, 12(1), 51-57.



C. Saewanee et al. /Uncertain Supply Chain Management 12 (2024) 1547

Jang, Y., Ro, H., & Kim, T.H. (2015). Social service scape: The impact of social factors on restaurant image and behavioral
intentions. International Journal of Hospitality and Tourism Administration, 16(3), 290-309.

Kaewkhav, K., Rammas, C., & Khanngoen, C. (2023). The Role of Customer Perceived Value and Product Quality in Building
Brand Loyalty in the Sports Drink Industry: Evidence from Thailand. Service, Leisure, Sport, Tourism & Education, 1(1),
1-17.

Kesari, B., & Atulkar, S. (2016). Satisfaction of mall shoppers: A study on perceived utilitarian and hedonic shopping values.
Journal of Retailing and Consumer services, 31,22-31.

Khoa, B. T., Huynh, L. T., & Nguyen, M. H. (2020). The relationship between perceived value and peer engagement in sharing
economy: a case study of ridesharing services. Journal of System and Management Sciences, 10(4), 149-172.

Kumar, V., & Pansari, A. (2016). Competitive advantage through engagement. Journal of marketing research, 53(4), 497-
514.

Larsson, A., & Brostrom, E. (2020). Ensuring customer retention: insurers’ perception of customer loyalty. Marketing
Intelligence & Planning, 38(2), 151-166.

Lee, B., Lee, C.K., and Lee, J. (2014). Dynamic nature of destination image and influence of tourist overall satisfaction on
image modification. Journal of travel research, 53(2), 239-251.

Lee, Y.J., Tsai, I.Y., and Chang, T.Y. (2021). Exploring tourist behavior in a reused heritage site. Journal of Hospitality and
Tourism Research, 2, 10963480211020089.

Lien, C. H., Wen, M. J., Huang, L. C., & Wu, K. L. (2015). Online hotel booking: The effects of brand image, price, trust and
value on purchase intentions. Asia Pacific Management Review, 20(4), 210-218.

Lin, J., Lobo, A., & Leckie, C. (2017). The role of benefits and transparency in shaping consumers’ green perceived value,
self-brand connection and brand loyalty. Journal of Retailing and Consumer Services, 35, 133-141.

Liu, F., Li, J., Mizerski, D., & Soh, H. (2012). Self-congruity, brand attitude, and brand loyalty: a study on luxury brands.
European Journal of Marketing, 46(7/8), 922-937.

Luciano, M.M., Mathieu, J.E., Park, S., & Tannenbaum, S.I. (2018). A fitting approach to construct and measurement
alignment: the role of big data in advancing dynamic theories. Organizational Research Methods, 21(3), 592-632.

Lugman, A., Cao, X., Ali, A., Masood, A., & Yu, L. (2017). Empirical investigation of Facebook discontinues usage intentions
based on SOR paradigm. Computers in Human Behavior, 70, 544-555

Magatef, S. G., & Tomalieh, E. F. (2015). The impact of customer loyalty programs on customer retention. International
Journal of Business and Social Science, 6(8), 78-93.

Mahmoud, M. A. (2019). Gender, E-Banking, and Customer Retention. Journal of Global Marketing, 32(4), 269-287.

Mehrabian, A., & Russell, J.A. (1974). An Approach to Environmental Psychology. MIT Press, Cambridge, MA.

Mohamed, R.N., & Borhan, H. (2014). Exploring customer attachment behaviour to sustain the retail industry in Malaysia.
World Journal of Entrepreneurship, Management and Sustainable Development, 10(1), 69-76.

Nandankar, S., Sachan, A., Adhikari, A., & Mukherjee, A. (2023). Developing and validating e-marketplace service quality
model in B2G e-commerce settings: a mixed-methods approach. International Journal of Operations & Production
Management.

Nguyen, N., & LeBlanc, G. (1998). The mediating role of corporate image on customers’ retention decisions: an investigation
in financial services. International journal of bank marketing, 16(2), 52-65.

Oh, T.T., Keller, K.L., Neslin, S.A., Reibstein, D.J. and Lehmann, D.R. (2020). The past, present, and future of brand
research. Marketing Letters, 31(2/3), 151-162.

Oliver, R.L. (1999). Whence consumer loyalty?. Journal of Marketing, 63(1), 33-44.

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct, antecedents, and consequences. Journal of the
Academy of Marketing Science, 45, 294-311.

Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality-value-loyalty chain: a research agenda.
Journal of the academy of marketing science, 28(1), 168-174.

Parris, D. L., & Guzman, F. (2023). Evolving brand boundaries and expectations: looking back on brand equity, brand loyalty,
and brand image research to move forward. Journal of Product & Brand Management, 32(2), 191-234.

Pathak, S., & Mandloi, U. (2017). Impact of Social Media Advertisement on Consumer Behaviour of Millennial - A Case of
Electronic Gadgets. International Journal of Trade & Commerce-IIARTC, 6(2), 350-360.

Pedeliento, G., Andreini, D., Bergamaschi, M. and Salo, J. (2016). Brand and product attachment in an industrial context: the
effects on brand loyalty. Industrial Marketing Management, 53, 194-206.

Petzer, D. J., & Van Tonder, E. (2019). Loyalty intentions and selected relationship quality constructs: The mediating effect
of customer engagement. International Journal of Quality & Reliability Management, 36(4), 601-619.

Putra, A. S. (2023). The Impact of Customer Relationship Management on Customer Retention at Sentral Mobil Medan.
Jurnal Kolaboratif Sains, 6(6), 487-502.

Qin, F., Le, W., Zhang, M., & Deng, Y. (2023). How perceived attributes of livestreaming commerce influence customer
engagement: a social support perspective. Journal of Service Theory and Practice, 33(1), 1-22.

Roy, G., Datta, B., & Basu, R. (2017). Effect of eWOM valence on online retail sales. Global Business Review, 18(1), 198-
209.

Russo, I., & Confente, 1. (2017). Customer loyalty and supply chain management: Business-to-business customer loyalty
analysis. Routledge.



1548

Sari, D. A. P., Musyaffi, A. M., Bahfen, N., Simangunsong, E. S., & Cahyani, D. I. (2022). Determinant of purchase intention
on online menu restaurant through organism response (SOR) model. Calitatea, 23(189), 359-363.

Saewanee, C., & Khamwon, A. (2022). The antecedents and consequence of brand innovation of online food
delivery. Uncertain Supply Chain Management, 10, 833-844.

Sim, J., Mak, B. and Jones, D. (2006). A model of customer satisfaction and retention for hotels. Journal of Quality Assurance
in Hospitality & Tourism, 7(3), 1-23.

So, K. K. F., King, C., & Sparks, B. (2014). Customer engagement with tourism brands: Scale development and validation.
Journal of Hospitality & Tourism Research, 38(3), 304-329.

Soleimani, M., Dana, L. P., Salamzadeh, A., Bouzari, P., & Ebrahimi, P. (2023). The effect of internal branding on
organisational financial performance and brand loyalty: mediating role of psychological empowerment. Journal of Asian
Business and Economic Studies, 30(2), 143-163.

Tabachnick, B.G., & Fidell, L.S. (2007). Using multivariate statistics. 5" ed. USA: Allyn & Bacon/Pearson Education.

Tak, P., & Gupta, M. (2021). Examining travel mobile app attributes and its impact on consumer engagement: An application
of SOR framework. Journal of Internet Commerce, 20(3), 293-318.

Tiep Le, T., Ngo, H.Q. and Aureliano-Silva, L. (2023). Contribution of corporate social responsibility on SMEs' performance
in an emerging market — the mediating roles of brand trust and brand loyalty. International Journal of Emerging Markets,
18(8), 1868-1891.

Torkzadeh, S., Zolfagharian, M., Yazdanparast, A., & Gremler, D. D. (2022). From customer readiness to customer retention:
the mediating role of customer psychological and behavioral engagement. European Journal of Marketing, 56(7), 1799-
1829.

Tsai, M. T., Tsai, C. L., & Chang, H. C. (2010). The effect of customer value, customer satisfaction, and switching costs on
customer loyalty: An empirical study of hypermarkets in Taiwan. Social Behavior and Personality: an international
Jjournal, 38(6), 729-740.

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). Customer engagement
behavior: Theoretical foundations and research directions. Journal of service research, 13(3), 253-266.

Veloutsou, C. and Guzmaan, F. (2017). The evolution of brand management thinking over the last 25 years as recorded in
the journal of product and brand management. Journal of Product & Brand Management, 26(1), 2-12.

Vera, J. (2015). Perceived brand quality as a way to superior customer perceived value crossing by moderating effects. Journal
of Product & Brand Management, 24(2), 147-156.

Verleye, K., Gemmel, P., & Rangarajan, D. (2014). Managing engagement behaviors in a network of customers and
stakeholders: Evidence from the nursing home sector. Journal of service research, 17(1), 68-84.

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring customer relationships beyond
purchase. Journal of marketing theory and practice, 20(2), 122-146.

Wu, H.C., Li, M.Y., & Li, T. (2018). A study of experiential quality, experiential value, experiential satisfaction, theme park
image, and revisit intention. Journal of Hospitality and Tourism Research, 42(1), 26-73.

Xie, L., Guan, X., He, Y., & Huan, T. C. (2021). Wellness tourism: Customer-perceived value on customer engagement.
Tourism Review, 77(3), 859-876.

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional consumer-based brand equity scale. Journal of
business research, 52(1), 1-14.

Zineldin, M. (2006). The royalty of loyalty: CRM, quality and retention. Journal of consumer marketing, 23(7), 430-437.

Zyminkowska, K., Zyminkowska, & Barlow. (2019). Customer engagement in theory and practice. Springer International
Publishing.

Zyphur, M.J., & Pierides, D.C. (2020). Statistics and probability have always been value laden: an historical ontology of
quantitative research methods. Journal of Business Ethics, 167(1), 1-18.

© 2024 by the authors; licensee Growing Science, Canada. This is an open access article
@ distributed under the terms and conditions of the Creative Commons Attribution (CC-BY)
license (http://creativecommons.org/licenses/by/4.0/).



