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Abstract: Purpose: The goal of this research is to learn more about the
impact of customer satisfaction., social CRM, customer perceived value,
on repurchase intention. This research is survey research on consumers of
construction companies specifically in this case manufacturing companies
in Indonesia.

Method: The selected population is manufacturing companies in
Indonesia, with a total of 100 respondents. Simple random sampling was
used to determine the respondents, while Smart PLS was used to test the
hypothesis.
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value, customer engagement, repurchase intention
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Dejavniki, ki vplivajo na namero ponovnega
nakupa z vkljucevanjem strank
v kontekstu B2B

Povzetek: Namen: Cilj te raziskave je pridobiti ve¢ informacij o vplivu
zadovoljstva strank, druzbenega CRM-ja in vrednosti, ki jo stranke
Zzaznavajo na nameravano ponovno hakupovanje. Gre za raziskavo s
pomocjo anketiranja potrosnikov gradbenih podjetij, Se zlasti proizvodnih
podjetij v Indoneziji.

Metoda: Izbrana populacija so proizvodna podjetja v Indoneziji, s skupno
100 anketiranci. Za dolocitev anketirancev je bilo uporabljeno preprosto
nakljucno vzorcenje, medtem ko je bil za preverjanje hipotez uporabljen
Smart PLS.

Kljucne besede: zadovoljstvo strank, druzbeni CRM, zaznana vrednost
strank, sodelovanje strank, namera ponovnega nakupa
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1 INTRODUCTION

Indonesia has the largest manufacturing industrial base in ASEAN, contributing 19.97% of the
total region.to Gross Domestic Product (GDP) 2020. The manufacturing industry that
continues to grow has contributed to the growth of companies in the field of special
construction services including building maintenance, mechanical and electrical
installations, piping installations, control system installations and others.

To thrive and grow market share and revenue in a competitive environment, businesses must
maintain long-term, profitable relationships with their consumers graphable relationships.
Company management must have a deep and correct understanding of the effective drivers
of customer behavioral intent to strengthen long-term relationships more effectively with
customers. Therefore, the first step is to identify the factors that influence repurchase
intention. Given the scarcity of studies on the subject, it is imperative that this topic be
taken seriously. The primary purpose of this study is to find out more about the factors that
influence repurchase intentions in specialized construction firms.

Many factors affect repurchase intention, one of which is customer engagement (Jain et al.,
2019). The results of previous studies examined customer involvement in live streaming
digital marketing impact repurchase intention (Yu & Zheng, 2021). It reveals that there is a
considerable association between customer involvement with followers and purchase intents
in digital marketing live streaming, based on 1726 datasets on two e-commerce platforms
(Clement Addo et al., 2021).

Businesses try to foster positive customer relationships and maintain repurchase intentions
and customer satisfaction (Pansari & Kumar, 2017). Research shows that customer happiness
alone is not enough to sustain repurchase intentions. As a result, scientific focus has shifted
in recent years to the topic of consumer engagement, particularly the importance of
emotional attachment. Customer engagement is entering a new era, and customer happiness
and emotions are the keys to customer management in this new era (Pansari & Kumar, 2017).
Data suggests that consumer engagement is becoming more important at the corporate level
(Pansari & Kumar, 2017). Over 80% of marketers want to recruit engaged customers to
increase advocacy and loyalty (Pansari & Kumar, 2017).

Create superior customer perceived value means widely recognized in the marketing
literature as an important prerequisite for companies wishing to differentiate themselves
from competitors (Evans & Wurster, 1997) and increase customer satisfaction. However,
“historically” most companies have relied on the “excellence” of their products or services
to differentiate themselves from competitors (Thielemann et al., 2018). Recently, delivering
perceived customer value has become a major goal of companies. In previous research,
customer perceived positive value effect on customer social media engagement (Zhang &
Du, 2020).

Managing customer relationships, often known as CRM, is the answer to maintaining
repurchase intentions (Mailangkay & Juwono, 2015). CRM (Customer Relationship
Management) is a business approach that aims to optimize customer value and profitability
while also increasing shareholder value (Kindle & Cheung, 2007). More and more businesses
are combining customer-centered strategies, programs, tools, and technologies to build
successful and efficient CRM (Parvatiyar & Sheth, 2001).

Previous studies have generally conceptualized SCRM is a blend of social media and CRM
(Harrigan et al., 2015; Kamboj et al., 2018; Trainor et al., 2014; Wang & Kim, 2017). SCRM,
on the other hand, isn't just a simple mix of social media and CRM (Baird & Parasnis, 2011;
Choudhury & Harrigan, 2014). SCRM's impact on performance as mediated by commitment
and CRM, according to research (Malthouse et al., 2013). Moreover, commitment, which is a
key concept in the transition from traditional CRM to SCRM, is rarely empirically tested
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(Rajput et al., 2018). Although there is a lot of literature on engagement, the context of
SCRM is still very limited (Harrigan et al., 2020). Engagement positively influenced
performance (Harrigan et al., 2020) confirmed the positive impact of engagement on social
information processes. This study examines the impact of SCRM on the performance of
companies operating in the specialty construction sector. The phenomenon of the gap that
exists in companies engaged in the special construction sector, namely the small turnover
growth of 1.98% in 2019, below the economic growth in 2019 of 5.02%, while in 2020 the
growth of this sector experienced -5.31% below the national economic growth which fell by
-2.07.

Relationships in the context of business to business (B2B) are long-term relationships and
companies trying to keep old customers than looking for new customers, in this case the
costs incurred by the company will be more to acquire new customers compared to retaining
old customers (Palilati, 2007). One thing that can cause a decrease in sales is a decrease in
repurchase intention from customers (Ferry et al., 2020). This decrease in repurchase
intention can be caused by several factors such as decreased customer engagement
(Monferrer et al., 2019; Yu & Zheng, 2021) , customer satisfaction, customer perceived
(Ferry et al., 2020; Zhang & Du, 2020), Social CRM (Mailangkay & Juwono, 2015; Medjani,
2021).

Given this gap, this study tries to build a framework to explain the mechanism of direct and
indirect influence of customer satisfaction, social CRM, customer perceived value, customer
engagement variables on purchase intention in the B2B context.

2 LITERATURE REVIEW

A customer's impression of whether to repurchase or conduct another transaction with the
same service provider in the future is known as repurchase intention. (Hellier et al., 2003).
Repurchase intention is a customer's interest in the same company, where customers can
decide to repurchase or use the product again (Wilson, 2019). So, repurchase intention can
be defined as a community's assessment and contemplation of whether to re-engage with
other people in transactional or interactional activities with the same organization.

Customer satisfaction is defined as an individual's evaluation and evaluation of their
experience with a company, evaluating whether the company has successfully exceeded
customer expectations (Han et al., 2020). Besides that, Satisfaction is defined as a
consumer's assessment that a product or service meets their requirements and expectations
after they have used it (Japutra et al., 2015). The authors defined customer satisfaction as
"consumer satisfaction with a firm as a result of the company's product or service satisfying
the consumer's requirements”.

Customer satisfaction is "an assessment of the satisfaction, both below and above
performance, that a product or service itself and features provides in relation to pleasant
consumption (Oliver & Burke, 1999). The customer satisfaction process can be translated
through the negative-expectation paradigm (Oliver & Burke, 1999). Expectancy-discount
information is based on the development of customer expectations for a product or service
prior to making a purchase, followed by a comparison of these expectations with the actual
buying experience, and finally completing a purchase.

The lack of a definition of SCRM use was highlighted by (Kupper et al., 2015). As a result,
they adopted Reinartz et al CRM's definition (Reinartz et al., 2004). SCRM is defined as "the
degree to which SCRM technological features are leveraged to assist the organization's
activity" (Kupper et al., 2015). To distinguish between the two concepts, you must first grasp
the distinctions between regular CRM and SCRM. SCRM is more advanced, collaborative, and
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mutually advantageous than the other two approaches. Furthermore, SCRM's relationships
are more complex, collaborative, and interactive, and information is generated because of
these interactions. SCRM comprises creating relationships and communicating with
customers, as well as observing, mentoring, and participating in communications and
campaigns. CRM is more focused on increasing the consistency of marketing messaging. SCRM
includes more dynamic customer engagement data, online customer profiles, and social
profiles.

According to research (Kaveh et al., 2021), sales promotion is a means for merchants to add
value to their consumer offerings. According to this study, allowing consumers to choose
their favorite promotions is a way of engaging customers in the promotion process, and hence
might be considered a form of shared value creation.

One of the most critical organizational issues, according to value-based theory, is maximizing
the effectiveness of customer value-adding activities (Slater, 1997). Value is created when
potential resources are converted into concrete benefits, according to the Service Dominant
Logic (SDL) concept (Gummesson & Mele, 2010). Means that the benefits derived from the
retailer's value proposition are tied to the customer's preferences in dealing with
promotions. In fact, if consumers value engagement, they get value out of it (Vivek et al.,
2012).

Customer engagement framework has clarified its scope, defining it as “the mechanism by
which customers add value to the company, either through direct or indirect contributions”.
The definition emphasizes that transactional customer behaviour (direct contributions such
as purchases) and non-transactional (indirect contributions such as word of mouth) will add
value to the company. To identify the essence of customer engagement, we need to look at
the view (Bowden, 2009; Brodie et al., 2011; Pansari & Kumar, 2017; Sprott et al., 2009)
which states that Customer loyalty is a mix of cognitive and emotional attachments formed
as a result of a brand or company experience. In other words, according to the psychological
literature, the partners involved had a more satisfying relationship experience and their
emotional attachment to the company was stronger (Kitayama et al., 2000).

Customer Satisfaction S

Social CRM Customer Engagement Repurchase Intention

Customer Perceived P4
Value

Customer satisfaction has been demonstrated to have a positive link with purchase intent in
several research. (Huang & Dubinsky, 2014; Oliver, 1980; Papagiannidis et al., 2013). In fact,
research found that when shopping for clothes, user satisfaction positively affects purchase
intention (Papagiannidis et al., 2017). Customer satisfaction, service quality and brand
image have a positive effect on purchase intention in the Pakistani mobile phone industry
(Mehmood & Shafiq, 2015).

The relationship between customer satisfaction and customer loyalty has not been studied,
although customer satisfaction seems to be obvious to brand or company loyalty.(Bowden,
2009; Pansari & Kumar, 2017; van Doorn et al., 2010). Customer pleasure leads to customer
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engagement, albeit the exact combination varies each consumer (Fuller, 2010). From a
literature review, we hypothesize that customer loyalty becomes more positive as customer
satisfaction increases, although there is little empirical evidence for this hypothesis.

In the context of B2B research with the title A customer engagement framework for a B2B
context (Youssef et al., 2018) shows that Customer engagement is a three-dimensional
construct comprising cognitive, emotional, and behavioral attachment as the three aspects.
Customer happiness, commitment, and trust will be evaluated as a prelude to customer
engagement, with customer equity being considered as a result. So, it is hypothesized:

H1. Customer satisfaction positive effect on repurchase intention.
H2. Customer satisfaction positive effect on customer engagement

H3. Customer engagement mediates the effect of customer satisfaction on repurchase
intention

With a challenging business environment, where companies must share market share with
other companies as well as customers with extensive knowledge, companies are expected
to be able to adapt to the latest technology and utilize social CRM as an element in a
comprehensive CRM strategy. B2B firms must connect with clients differently and engage in
two-way conversational exchanges to boost the identification of potential B2B customers.
Businesses can gain strength and success by connecting with clients who require value-driven
solutions and building relationships with new customers via social media. B2B companies
typically occupy market segments where buyers need specialized knowledge to provide
custom solutions that meet customer business needs. B2B customers prioritize loyalty and
reliability (Peterson & Lucas, 2001) in all areas of the organization - sales, marketing, and
customer service. Showing integrity using social media tools leads to more leads in less time
and has a measurable impact on business outcomes. While adopting social CRM platforms
like webinars, blogs, and Twitter to communicate with B2B clients is crucial, integrating
social CRM into your company's existing CRM procedures is even more important. Traditional
CRM procedures are supplemented by social CRM that must be tightly integrated into today's
B2B organizational environment. Social CRM influences customer loyalty in the B2B sales
environment (Rodriguez & Honeycutt, 2011) from all areas of the organization - sales,
marketing, and customer service.

Using social media platforms to demonstrate your reputation can result in more leads in less
time and have a demonstrable influence on your business outcomes. While adopting social
CRM platforms like webinars, blogs, and Twitter to communicate with B2B clients is crucial,
integrating social CRM into your company's existing CRM procedures is just as important.
Traditional CRM procedures are supplemented by social CRM that must be tightly integrated
into today's B2B organizational environment. In the B2B sales environment, social CRM has
an impact on customer loyalty (Rodriguez & Honeycutt, 2011) from all sectors of the firm,
including sales, marketing, and customer support. Using social media technologies to
demonstrate integrity can result in reaching more potential consumers in less time, which
will have a meaningful impact on the company's performance. While it's critical to use social
CRM platforms like webinars, blogs, and Twitter to engage your B2B clients, it's also critical
to integrate social CRM into your company's traditional CRM procedures. Social CRM is
supplementing traditional CRM systems, and both must be fully integrated into today's B2B
corporate environment. In the B2B sales environment, social CRM has an impact on customer
engagement (Rodriguez & Honeycutt, 2011). Using social media technologies to demonstrate
integrity can result in reaching more potential consumers in less time, which will have a
meaningful impact on the company's performance. While leveraging social CRM platforms
like webinars, blogs, and Twitter to engage your B2B clients is critical, integrating social
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CRM into your company's existing CRM procedures is equally critical. Traditional CRM
methods are being supplemented by social CRM, and both must be firmly integrated into
today's B2B business environment. In the B2B sales environment, social CRM has an impact
on customer engagement (Rodriguez & Honeycutt, 2011). While leveraging social CRM
platforms like webinars, blogs, and Twitter to engage your B2B clients is critical,
incorporating social CRM into your company's regular CRM procedures is just as critical.
Traditional CRM procedures must be strongly integrated into today's B2B corporate context,
and social CRM is an extension of such processes. In the B2B sales environment, social CRM
has an impact on customer engagement (Rodriguez & Honeycutt, 2011). While adopting
social CRM platforms like webinars, blogs, and Twitter to communicate with B2B clients is
crucial, integrating social CRM into your company's existing CRM procedures is even more
important. Classic CRM procedures must be strongly integrated into today's B2B
organizational context. Social CRM is an extension of traditional CRM practices. In the B2B
sales world, social CRM has an impact on customer loyalty (Rodriguez & Honeycutt, 2011).

Previous research stated that SCRM is very important to encourage customer engagement
(Harrigan et al., 2020). Engagement is considered the most important one of social media
(Wang & Kim, 2017) and SCRM is strong in increasing customer engagement (Choudhury &
Harrigan, 2014). So, it is hypothesized:

H4. Social CRM positive effect on repurchase intention
H5. Social CRM positive effect on customer engagement

Hé6. customer engagement mediates the effect of social CRM on repurchase intention

There is a favorable association between client participation (consumer engagement) in
value co-creation and purchase intention, according to several research (Algharabat et al.,
2018; Blasco-Arcas et al., 2016; Hsieh & Chang, 2016; Papagiannidis et al., 2017). As an
example, research found a positive effect of customer engagement (customer engagement)
on purchase intent (purchase intention) in an online retail environment. Research found that
if customers felt they were committed to co-creating the customer experience, their
intention to buy increased significantly. According to (Papagiannidis et al., 2013), one of the
most important benefits of customer involvement in the purchasing process is the intention
to buy, which allows businesses to boost their profit margins. Therefore, an increase in the
intention to buy can be considered due to the customer's involvement in the sales promotion
process.

According to several research, perceived value has a direct impact on purchasing intent (See-
To & Ho, 2014). As a result, if we wish to better understand the influence of customer
participation in sales promotions on buy intention, we can say that customer participation
in sales promotion activities affects perceived value and will also have an impact on purchase
intention.

Value of co-creation B2B has a favorable impact on consumer propensity to repurchase. This
backs up the prior observation that co-creation is beneficial. Consumer readiness to pay
more increases because of B2B activity. So, it is hypothesized that:

H7.  Customer Perceived Value positive effect on repurchase intention
H8.  Customer Perceived Value positive effect on customer engagement

H9.  Customer engagement mediates the effect of customer perceived value on
repurchase intention
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A brand's marketing operations raise client awareness of the product or service being
marketed. This helps customers to known what the company has to offer and triggers the
desire to buy. The customer experience in buying can be positive or negative, which results
in a certain level of satisfaction and emotion for a brand/company (Cambra-Fierro et al.,
2015; Verleye, 2015). If customers are satisfied, then there will be a possibility of making
repeat purchases, and if they are happy, then they will engage in non-transactional behavior
(Chahal & Dutta, 2015; Klaus & Maklan, 2013; van Doorn et al., 2010). There is a significant
positive relationship between fan page engagement on social media and purchase intention
(Rahman et al., 2018). In the context of B2B research (Permadi & Silalahi, 2021) shows that
customer engagement has a positive and significant impact on repurchse intention, the
higher consumer engagement. towards PT United Tractors products, the higher consumer
interest in buying back PT United Tractors products. So, it is hypothesized:

H10. Customer engagement affect repurchase intention

3 RESEARCH METHOD

Explanatory research is used in this study to explain the cause-and-effect relationship
between the variables investigated by evaluating the hypothesis. To evaluate the existing
hypothesis, the author wishes to describe the relationship between the independent and
dependent variables. Clients of specialized building enterprises, in this case Indonesian
manufacturers, make up the study's population 30,381 (www.bps.go.id, 2019). Sampling is a
process in which several respondents are selected from the entire population size and the
results of the selected respondents are then generalized or applied to the entire population.

A sample size of 100 manufacturing companies is derived from the entire population with an
accuracy (error) of 10%. Collecting samples by sending questionnaires to consumers of
specialized construction businesses in Indonesia and addressed to purchasing managers and
engineering managers of manufacturing companies.

The population of this study, in this case industrial companies in Indonesia, has no strata so
it is very homogeneous. The sample for this study was chosen using the basic random
sampling method, which provides an equal opportunity for individuals from the population
to be sampled directly. This is just one step in the sampling procedure (Suliyanto, 2018).
The instrument used is a Likert scale. According to (Istijanto, 2006), the Likert scale
measures the extent to which respondents agree or disagree with a sequence of comments
about an object. There are five categories on this scale, ranging from "strongly agree" to
"strongly disagree.".

Data collection techniques using questionnaire to obtain the data needed for this research.
Questionnaire is a systematic method for collecting data from respondents, which consists
of written or oral questions (Malhotra, 2009). This research questionnaire obtained responses
from respondents about four factors, including three independent variables (customer
satisfaction, Social CRM, customer perceived value, customer engagement) and 1 dependent
variable (Repurchase Intention). An online survey in the form of a Google form was
distributed via email, LinkedIn, Telegram, and Whatsapp to 100 purchasing managers and
engineering managers from manufacturing companies in Indonesia.

Data analysis techniques with using SmartPLS software, Partial Least Square (PLS-SEM)
approach was used to evaluate the data in this study. PLS-SEM has been widely used in
marketing research, where the unique methodological features of PLS-SEM have
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distinguished it from other SEM approaches (Hair et al., 2012). Despite criticism from
researchers (Goodhue et al., 2012), the PLS-SEM approach has been widely used in several
studies in strategic management, consumer behavior, marketing (Reinartz et al., 2004), and
corporate social responsibility (Reinartz et al., 2004).

The smartPLS bootstrap approach is used to determine the indirect effect between variables.
Customer involvement is the mediating variable in this investigation. The independent
variable's influence on the dependent variable is thought to be mediated by the mediating
variable. The hypothesis is rejected if the T statistic value exceeds the T table, and the P
value is less than the significance threshold specified (5 percent).

4 RESULTS AND DISCUSSION

This research is processed by PLS-SEM analysis.
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Table 1. Validity and Reliability Test

Variable Indicator Cronbach's Validity AVE CR Reliability
Alpha

Customer CS1 0855 Valid 0.535 0.849 | Reliable
Satisfaction =g 0.667 Valid

CS3 0.670 Valid

CS4 0.656 Valid

CS5 0.863 Valid
Social CRM SCRM1 0.938 Valid 0.747 0.936 | Reliable

SCRM2 0.930 Valid

SCRM3 0.842 Valid

SCRM4 0.753 Valid

SCRM5 0.847 Valid
Customer CPV1 0.747 Valid 0.620 0.867 | Reliable
porcetved CPV2 0.829 Valid

CPV3 0.752 Valid

CPV4 0.818 Valid
Customer CE1 0.910 Valid 0.693 0.918 | Reliable
Engagement b 0.772 Valid

CE3 0.806 Valid

CE4 0.788 Valid

CE5 0.878 Valid
Purchase PI1 0.903 Valid 0.822 0.932 | Reliable
Intention PI2 0.956 Valid

PI3 0.858 Valid

The AVE value of all constructs is greater than 0.5, and the CR value of all constructs is
greater than 0.70, indicating that all constructs have and meet the composite criteria,

Source: authors

according to the results of the analysis. reliability.

Regardless of whether the proposed hypothesis is accepted, it should be evaluated with
SmartPLS 3.0's Bootstrapping function. The hypothesis is accepted when the significance
criterion is less than 0.05 or the t value surpasses the critical value (Hair et al., 2012). The

statistical t value at the 5% significance level is 1.96.
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It is vital to test a hypothesis utilizing SmartPLS 3.0's Bootstrapping feature, regardless of
whether it is accepted or not. When the significance threshold is less than or equal to 0.05,
or when the value of t surpasses the critical value, the hypothesis is accepted (Hair et al.,

2012). At a 5% significance level, the statistical value of t is 1.96.

Table 2. Path Coefficient

Hypothesis Original T P Results
Sample | Statistics | Value

H1 Customer satisfaction >repurchase | 0.195 2,537 0.011 | Support
intention

H2 Customer satisfaction >customer 0.317 4.115 0.000 | Support
engagement

H4 Social CRM> repurchase intention 0.122 1,627 0.104 | Decline

H5 Social CRM> customer engagement | 0.356 4.628 0.000 | Support

H7 Customer Perceived Value> -0.067 0.947 0.344 | Decline
repurchase intention

H8 Customer Perceived Value> 0.310 5.121 0.000 | Support
customer engagement

H10 customer engagement> repurchase 0.663 8.171 0.000 | Support
intention

Source: authors

The following is a description of the link between the independent variable and the

dependent variable via the mediating variable.
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Table 3. Indirect Effect

Hypothesis Original T P Value Results
Sample Statistics

H3 Customer satisfaction > customer 0.210 4,199 0.000 Support
engagement >repurchase intention

H6 Social CRM> customer engagement > 0.236 3.940 0.000 Support
repurchase intention

HO9 Customer Perceived Value> customer 0.236 3.716 0.000 Support
engagement > repurchase intention

Source: authors

Relationship between customer satisfaction and repurchase intention

Client satisfaction and repurchase intention have a favourable and statistically significant
relationship in specialized construction businesses. With an original sample value of 0.195,
which indicates a positive humber, a t-statistic value of 2.537, which is larger than the t-
table value of 1.96, and a p-value of 0.011, which is less than 0.05, the customer satisfaction
variable has a significant effect on the repurchase intention variable. Customer happiness is
linked to repurchase intent, and the other way around. When customers are dissatisfied,
they are less likely to purchase again.

There is a relationship between customer satisfaction and repurchase intention related to
special construction companies. Means that customers who are satisfied with the
purchase/use of the services of a special construction company will increase repurchase
intention. One of the most essential aspects in increasing repurchase intent is customer
happiness. At a special construction company to always prioritize customer satisfaction to
create a harmonious atmosphere and sustainable relationship. This is not only about
marketing, but also after-sales service must also be considered, in handling customer
complaints, special construction companies are always responsive and provide the best
service to maintain and improve customer satisfaction. Due to positive previous experiences,
satisfied consumers tend to make more purchases. According to research conducted by Best
(2013), consumers who are "very satisfied” will have a significant effect on company
profitability, but consumers who are "very dissatisfied" will not have a significant impact on
company profitability. Customer satisfaction increases repurchase intentions positively
(Huddleston et al., 2009).

The fact that customers are satisfied with the performance of a brand (company) shows a
strong belief that customer satisfaction can be understood as an association of positive
information dissemination by customers on previous interaction experiences. with the
company, which has an impact on their trust in the company. Because satisfied customers
will continue to use the services of the same brand (company) continuously and make repeat
purchases, the more satisfied customers are, the more loyal they are to certain brands (Ha
& Perks, 2005).

Relationship between customer satisfaction and customer engagement

Customer satisfaction and customer engagement in specialized construction enterprises have
a strong and statistically significant relationship, according to research. Based on the path
coefficient, which shows a positive number with a t-statistic value of 4.115 greater than the
t-table value of 1.96 and a p-value of 0.000 less than 0.05, the customer satisfaction variable
has a significant effect on the customer engagement variable with an original sample value
of 0.317. The correlation between customer satisfaction and customer engagement can be
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seen as follows: if customer satisfaction is high, customer engagement will be high, and if
low, customer engagement will be low.

These findings indicate that customer satisfaction has an important role in causing customer
engagement, which in turn increases repurchase intention. This finding also proved to be
consistent with the previous literature. This complements previous research which showed
that customer satisfaction positively affects customer engagement (Youssef et al., 2018).
The existence of a mutually beneficial relationship in the engagement interaction between
the customer and the company can increase mutual trust between the two, and this
interaction is outside the buying activity. Customers feel confident because they believe in
the reliability or ability and integrity of the company in providing a good response when
interacting. It means, high engagement shows higher customer trust in the company in an
interaction relationship. Customers with high engagement tend to be loyal to a product,
company or brand (Vivek et al., 2012).

Relationship between customer satisfaction and repurchase intention mediated by
customer engagement

Customer happiness and repurchase intention, as mediated by customer involvement, have
a positive and statistically significant link. This is consistent with indirect impact results
based on the original sample value of 0.21, which shows a positive number with a t statistic
value larger than 1.96 and a p value less than 0.05. As a result, it can be concluded that
customer happiness has a significant impact on repurchase intention, with the customer
engagement variable serving as a mediator. Because both the direct and indirect impacts of
customer happiness on repurchase intention are positive, it can be argued that in specialized
construction enterprises, customer engagement partially mediators the relationship
between customer satisfaction and repurchase intention.

Relationship of social CRM with repurchase intention

The original sample result of 0.112 for the path coefficient is positive. The t-statistic value
of social CRM on repurchase intention is 1.627, smaller than the t-table value of 1.96, which
is indicated by a p-value of 0.104 which is more than 0.05. Thus, it is said that the social
CRM has no significant effect on the repurchase intention variable. The growth or decline of
social CRM has no effect on purchase intention.

The fourth hypothesis seeks to find out how SCRM's social media technology can directly
impact repurchase intentions in special construction companies. This theory is a continuation
of a relationship proposed in prior CRM research; however, it was rejected. The increase in
social CRM does not directly affect the increase in repurchase intention. This finding supports
a previous study conducted on 6000 marketing practitioners in the list obtained from
CorpData which stated that the use of CRM technology will not increase repurchase intention
(Choudhury & Harrigan, 2014).

Social CRM relationship with customer engagement

Social CRM has a beneficial and significant influence on customer engagement in specialized
construction companies. The path coefficient with an original sample value of 0.356
indicates a positive number with a t-statistic value of 4.628 greater than the t-table value
of 1.96 and a p-value of 0.000 less than 0.05 which indicates that the variable social CRM
has a significant effect on customer engagement variables. The results can be understood as
follows: the better the social CRM, the greater the customer engagement; conversely, if
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social CRM is inadequate, consumer engagement with certain construction companies will
be poor.

The final hypothesis, that social CRM will have a beneficial impact on customer involvement,
has also been validated. This study backs up some previous research, particularly around
customer involvement, which was published in a special edition of the Journal of Service
Research in 2010. This research attempts to place customer interaction within the context
of social CRM in general. The discovery that social media technologies such as Facebook,
Twitter, Instagram, and other blogs enable marketers to communicate with customers is a
contribution to both theory and social CRM modeling. This lends credence to the idea that
social CRM improves client engagement (Choudhury & Harrigan, 2014).

Social CRM relationship with repurchase intention mediated by customer engagement

There is a large and positive relationship between social CRM and repurchase intention, as
mediated through customer engagement. This is in accordance with the results of certain
indirect effects based on the original sample value of 0.236, which indicates a positive
number with a t statistic value greater than 1.96 and a p value less than 0.05. The social
CRM variable has a strong influence on the repurchase intention variable through the
customer engagement variable. Based on minimal direct effect and large indirect
relationship between social CRM and repurchase intention, it can be concluded that in
specialized construction firms, complete customer engagement fully mediates the
relationship between social CRM and repurchase intention.

SCRM is starting to be considered as an important tool in creating and maintaining reciprocal
relationships with clients. This gives the company the ability to maintain a steady stream of
customers and acquire new leads. In a special construction company in Indonesia and based
on a managerial perspective, SCRM is an important means of maintaining long-term
relationships with customers which in turn will affect the company's performance. SCRM
activities are implemented mainly through Facebook, Instagram and Twitter which are the
most widely used platforms on social media. Though businesses need to use more other social
media platforms to reach out to all their customers. The implementation of SCRM differs
from one specialized construction company to another. SCRM creates great opportunities in
achieving sustainable competitive advantage. This supports previous research where social
CRM has a significant positive effect on customer engagement and significantly positive
effect on company performance. SCRM has a positive effect on company performance
mediated by Engagement (Medjani, 2021).

Relationship between customer perceived value and repurchase intention

The path coefficient with an initial sample value of -0.067 represents a negative value. The
t-statistic value of customer perceived value on repurchase intention is 0.947, smaller than
the t-table value of 1.96, this is indicated by its p-value which is more than 0.05. Thus, it is
said that the consumer perception value does not have a substantial effect on the repurchase
intention. Increased or reduced consumer value perceptions have no effect on purchase
intentions.

The seventh hypothesis seeks to find out how customer perceived value can directly impact
repurchase intention in a special construction company but is rejected in this case. The
increase in customer perceived value does not directly affect the increase in repurchase
intention. In contrast to B2C in B2B relationships, sometimes the lack of a sense of belonging
to the company, low prices, good quality, good function of goods/services from special
construction companies are not necessarily the basis for technical managers and purchasing
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managers to make repurchases. This finding supports previous research which states that
perceived risk value does not affect repurchase intention (Gan & Wang, 2017).

Relationship between customer perceived value and customer engagement

Customer perceived value and customer involvement in specialized construction enterprises
have a strong and positive association. The path coefficient of 0.310 indicates a positive
number, and the t-statistical value of 5.121, which is greater than the t-table value of 1.96,
and the p-value of 0.000, which is less than 0.05, indicate that the variable customer
perceived value has a significant effect on the variable customer engagement. This research
implies that as customer perceived value rises, customer engagement rises, and when
customer perceived value falls, consumer engagement with specialty construction
enterprises falls.

In this study, we expand our knowledge of customer perceived value. Specialty construction
companies must measure the value of their customers on a regular basis. Because the
perception of high customer value guarantees increased customer engagement. This
validates previous research showing that consumer perceived value positively affects
customer engagement (Kumar & Nayak, 2019).

The relationship between customer perceived value and repurchase intention is
mediated by customer engagement

Customer participation mediates a positive and significant association between the
customer's perceived value and repurchase desire. This is in line with the discovery of an
indirect impact based on the initial sample value of 0.206, which is a positive number with
a t-statistic of 3.716 more than 1.96 and a p-value of 0.00 less than 0.05. As a result, it can
be concluded that customer perceived value has a significant impact on repurchase intent,
with customer involvement serving as an intermediary. It may be concluded that in
specialized construction enterprises, based on the insignificant direct influence and the
large indirect association between the customer's perceived value and repurchase intention.

Relationship between customer engagement and repurchase intention

Customer engagement and repurchase intention have a good and strong link in a unique
construction company. It can be concluded that customer engagement has a significant
effect on repurchase intention based on the path coefficient with an original sample value
of 0.663, which shows a positive number with a t-statistic value of 8.171 more than the t-
table value of 1.96 and a p-value of 0.000 less than 0.05. The following is an explanation of
the findings: For a specialist construction company, the stronger the customer engagement,
the higher the repurchase intention; conversely, the lower the customer engagement, the
lower the repurchase intention.

5 CONCLUSION

The following conclusions can be drawn regarding the elements (customer satisfaction, social
CRM, customer perceived value and customer engagement) that affect repurchase intentions
in specialized construction companies:

1. Customer satisfaction Significant influence on the repurchase intention of specialized
construction companies. These results indicate that repurchase intention will grow as
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10.

customer satisfaction increases, and vice versa: if customer satisfaction is low,
repurchase intention for specialty construction companies will be low.

Customer satisfaction significant influence on consumer engagement. These results
indicate that customer engagement will grow as customer satisfaction increases, and
conversely, if customer satisfaction is low, consumer engagement with specialized
construction companies will be low.

Customer satisfaction mediated by customer engagement has a major impact on the
intention to repurchase in a specialized construction company. There is a direct or
indirect correlation between customer satisfaction and repurchase intention, so it can
be judged that customer involvement partially mediates the relationship between
customer satisfaction and repurchase intention in specialized construction companies.
Social CRM does not have a significant effect on the repurchase intention at a special
construction company. The rise or fall of social CRM does not affect repurchase
intention in special construction companies.

Social CRM has a significant effect on consumer engagement. These results indicate
that the higher the social CRM, the greater the customer engagement, and the lower
the social CRM, the lower the consumer involvement with a particular construction
company.

Social CRM mediated by customer engagement has a major impact on the intention to
repurchase in a specialized construction company. The consequence of a small direct
effect and a substantial indirect relationship between social CRM and repurchase
intention, Customer engagement appears to mediate the relationship between social
CRM and repurchase intention in specialized construction firms.

Customer Perceived Value does not have a significant impact on the repurchase
intention variable for the specific construction business. The increase or decrease in
customer perceived value has no impact on the repurchase intention of a specialty
construction business.

Customer Perceived Value great influence on consumer engagement. These results
suggest that customer engagement will increase when customer perceived value
increases, and conversely, if social CRM is poor, consumer engagement with specialized
construction firms will be low.

Customer perceived value Customer involvement has a major impact on the desire to
repurchase in a specialized construction company. On the basis of negligible direct
influence and substantial indirect relationship between customer perceived value and
repurchase intention in construction companies, can be said to mediate the
relationship between customer perceived value and repurchase intention.

Customer engagement has a significant effect on the repurchase intention of a
particular construction company. These indicate that customer engagement is
positively correlated with repurchase intentions in specialized construction firms.

The managerial consequences of this study include:

1.

Specialized construction companies must pay attention to the customer satisfaction,
the bigger customer satisfaction, will repeated purchases in the future. To thrive in
the market, a business must be able to meet every customer need. Thus, satisfied
consumers will remain loyal and will increase sales volume.

It is critical to comprehend the causes and consequences of consumer involvement for
specific construction enterprises to succeed. to develop customer-engaging sales
techniques to be able to anticipate the development of relevant marketing efforts.
By advertising the company's products, specialized construction firms must engage
clients in two-way contact and develop long-term partnerships. that customers will
find useful Specialized construction firms want more and better ways to communicate
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with customers via technology and social media, allowing them to track and retain
clients.

4.  The transition to SCRM is a cultural transformation that should include SCRM as a key
component of a business strategy that involves all levels of the organization's
personnel. This is achievable when customers are involved, perspectives are shared,
and collaborative customer discussions are maintained. This demonstrates that top
management’s support, social media-savvy staff, and employee experience and
devotion are the fundamental foundations of SCRM's success. The usage of social media
as a CRM medium opens up prospective market chances in market development by
allowing potential customers who use social media to reach out to you.

5.  Specialized construction companies must understand that customer perceived value
means the extent to which consumers get the benefits of a product from several prices
that have been paid. If consumers have a high level of perceived value, then this will
increase customer engagement. Customers who already feel engaged will increase
repurchase intention.

6. Interacting with customers will be able to strengthen the relationship between a
specialized construction company and the customer in this case is a manufacturing
company. Strong business relationships between specialty construction companies and
manufacturing companies can help businesses retain their hard-earned customer base.
With a customer engagement strategy, there are more and more innovative ways that
businesses are doing to attract and retain customers and also increase repurchase
intention.

This research has limitations. First, the questionnaires were distributed online through the
google form, they did not provide and assist directly to the respondents and in filling out the
questionnaires. Due to several factors such as the busyness of the respondents and related
to constraints and location. This constraint makes it impossible to know whether the
respondent filled out the questionnaire correctly or not. Researchers cannot directly answer
things that are not known by respondents regarding the questions asked which are still
confusing in the questionnaire. Second, some of the companies contacted were not willing
to fill out the questionnaire. One of the factors was that these managers were too busy with
their work and did not have time to complete them.

REFERENCES

Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., & Qasem, Z. (2018). The effect of
telepresence, social presence and involvement on consumer brand engagement: An empirical
study of non-profit organizations. Journal of Retailing and Consumer Services, 40, 139-149.
https://doi.org/https://doi.org/10.1016/j.jretconser.2017.09.011

Baird, C., & Parasnis, G. (2011). From Social Media to Social Customer Relationship Management.
Strategy & Leadership, 39, 30-37. https://doi.org/10.1108/10878571111161507

Blasco-Arcas, L., Hernandez-Ortega, B. I., & Jimenez-Martinez, J. (2016). Engagement platforms:
The role of emotions in fostering customer engagement and brand image in interactive media.
Journal of Service Theory and Practice, 26(5), 559-589. https://doi.org/10.1108/JSTP-12-
2014-0286

Bowden, J. (2009). The process of customer engagement: A conceptual framework. Journal of
Marketing Theory and Practice, 17(1), 63-74. https://doi.org/10.2753/MTP1069-6679170105

Brodie, R. J., Hollebeek, L. D., Juri¢, B., & Ili¢, 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

Cambra-Fierro, J., Melero, 1., & Sese, F. J. (2015). Managing Complaints to Improve Customer
Profitability. Journal of Retailing, 91(1), 109-124.
https://doi.org/https://doi.org/10.1016/j.jretai.2014.09.004

Chahal, H., & Dutta, K. (2015). Measurement and impact of customer experience in banking sector.
DECISION, 42(1), 57-70. https://doi.org/10.1007/s40622-014-0069-6

16

Mednarodno inovativno poslovanje = Journal of Innovative Business and Management 2023 / Vol. 15/ No. 2



Choudhury, M. M., & Harrigan, P. (2014). CRM to social CRM: the integration of new technologies
into customer relationship management. Journal of Strategic Marketing, 22(2), 149-176.
https://doi.org/10.1080/0965254X.2013.876069

Clement Addo, P., Fang, J., Asare, A. O., & Kulbo, N. B. (2021). Customer engagement and
purchase intention in live-streaming digital marketing platforms. The Service Industries
Journal, 41(11-12), 767-786. https://doi.org/10.1080/02642069.2021.1905798

Evans, P., & Wurster, T. S. (1997). Strategy and the New Economics of Information. Harvard
Business Review.

Ferry, K., Cahya, P., & Farida, N. (2020). PENGARUH NILAI PELANGGAN DAN PROMOSI PENJUALAN
TERHADAP REPURCHASE INTENTION MELALUI KEPUASAN PELANGGAN (Studi Pada Konsumen
Alfa Cell Di Semarang). In Jurnal Administrasi Bisnis: Vol. X (Issue 2).

Firend, R. (2016). Determining female consumer’s insight into products and shopping View project
CRITICAL  SUCCESS  FACTORS IN  PROJECT  MANAGEMENT  View  project.
https://doi.org/10.1234.67/Jlsb.1014

Fuller, J. (2010). Refining Virtual Co-Creation from a Consumer Perspective. California
Management Review, 52(2), 98-122. https://doi.org/10.1525/cmr.2010.52.2.98

Gan, C., & Wang, W. (2017). The influence of perceived value on purchase intention in social
commerce context. Internet Research, 27, 0. https://doi.org/10.1108/IntR-06-2016-0164

Goodhue, D., Lewis, W., & Thompson, R. (2012). Research note: Does PLS have advantages for
small sample size or non-normal data? MIS Quarterly, 36, 981-1001.
https://doi.org/10.2307/41703490

Gummesson, E., & Mele, C. (2010). Marketing as Value Co-creation Through Network Interaction
and Resource Integration. Journal of Business Market Management, 4(4), 181-198.
https://doi.org/10.1007/s12087-010-0044-2

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web:
Brand familiarity, satisfaction and brand trust. Journal of Consumer Behaviour, 4, 438-452.
https://doi.org/10.1002/cb.29

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2012). Partial Least Squares: The Better Approach to
Structural Equation Modeling? In Long Range Planning (Vol. 45, Issues 5-6, pp. 312-319).
Elsevier Ltd. https://doi.org/10.1016/j.lrp.2012.09.011

Han, H., Lee, K.-S., Song, H., Lee, S., & Chua, B.-L. (2020). Role of coffeehouse brand experiences
(sensory/affective/intellectual/behavioral) in forming patrons’ repurchase intention. Journal
of Hospitality and Tourism Insights, 3(1), 17-35. https://doi.org/10.1108/JHTI-03-2019-0044

Harrigan, P., Miles, M., Fang, Y., & Roy, S. (2020). The role of social media in the engagement and
information processes of social CRM. International Journal of Information Management, 54,
102151. https://doi.org/10.1016/j.ijinfomgt.2020.102151

Harrigan, P., Soutar, G., Choudhury, M., & Lowe, M. (2015). Modelling CRM in a social media age.
Australasian Marketing Journal (AMJ), 23, 27-37.
https://doi.org/10.1016/j.ausmj.2014.11.001

Hellier, P., Geursen, G., Carr, R., & Rickard, J. (2003). Customer Repurchase Intention: A General
Structural Equation Model. European Journal of Marketing, 37, 1762-1800.
https://doi.org/10.1108/03090560310495456

Hsieh, S. H., & Chang, A. (2016). The Psychological Mechanism of Brand Co-creation Engagement.
Journal of Interactive Marketing, 33, 13-26. https://doi.org/10.1016/j.intmar.2015.10.001

Huang, W. Y., & Dubinsky, A. J. (2014). Measuring customer pre-purchase satisfaction in a retail
setting. The Service Industries Journal, 34(3), 212-229.
https://doi.org/10.1080/02642069.2013.778249

Huddleston, P., Whipple, J., Mattick, R., & Lee, S. (2009). Customer satisfaction in food retailing:
Comparing specialty and conventional grocery stores. International Journal of Retail &
Distribution Management, 37, 63-80. https://doi.org/10.1108/09590550910927162

Istijanto. (2006). Riset Sumber Daya Manusia Jakarta PT Gramedia Pustaka. Riset Sumber Daya
Manusia, Jakarta: PT Gramedia Pustaka.

Jain, V., Goyal, M., & Pahwa, M. S. (2019). Modeling the relationship of consumer engagement and
brand trust on social media purchase intention-a confirmatory factor experimental technique.
International Journal of Engineering and Advanced Technology, 8(6 Special Issue 3), 841-849.
https://doi.org/10.35940/ijeat.F1163.09865319

Japutra, A., Keni, K., & Nguyen, B. (2015). The Impact of Brand Logo Identification and Brand Logo
Benefit on Indonesian Consumers’ Relationship Quality. Asia-Pacific Journal of Business
Administration, 7, 237-252. https://doi.org/10.1108/APJBA-10-2014-0124

17

Mednarodno inovativno poslovanje = Journal of Innovative Business and Management 2023 / Vol. 15/ No. 2



Kamboj, S., Sarmah, B., Gupta, S., & Dwivedi, Y. (2018). Examining branding co-creation in brand
communities on social media: Applying paradigm of Stimulus-Organism-Response.
International Journal of Information Management, 39, 169-185.
https://doi.org/10.1016/j.ijinfomgt.2017.12.001

Kaveh, A., Nazari, M., van der Rest, J.-P., & Mira, S. A. (2021). Customer engagement in sales
promotion. Marketing Intelligence & Planning, 39(3), 424-437. https://doi.org/10.1108/MIP-
11-2019-0582

Kindle, P. A., & Cheung, M. (2007). Book Reviews: Payne, M. (2005). Modern Social Work Theory
(3rd ed.). Chicago: Lyceum Books. (366 pp., $51.95 paperback, ISBN 0-925065-83-8). Research
on Social Work Practice, 17(3), 439-439. https://doi.org/10.1177/1049731506294887

Kitayama, S., Markus, H. R., & Kurokawa, M. (2000). Culture, emotion, and well-being: Good
feelings in Japan and the United States. In Cognition and Emotion (Vol. 14, Issue 1, pp. 93-
124). Psychology Press Ltd. https://doi.org/10.1080/026999300379003

Klaus, P., & Maklan, S. (2013). Towards a better measure of customer experience. International
Journal of Market Research, 55(2), 227-246. https://doi.org/10.2501/1JMR-2013-021

Kumar, J., & Nayak, J. K. (2019). Brand engagement without brand ownership: a case of non-brand
owner community members. Journal of Product and Brand Management, 28(2), 216-230.
https://doi.org/10.1108/JPBM-04-2018-1840

Kupper, T., Wieneke, A., Lehmkuhl, T., Jung, R., Walther, S., & Eymann, T. (2015). Measuring
Social CRM Performance: A Preliminary Measurement Model.

Mailangkay, A. B. L. E., & Juwono, M. M. (2015). LAPORAN HASIL PENELITIAN Penelitian Kecil
Dampak Strategi CRM dan CRM Sosial Terhadap Kesetiaan Pelanggan.

Malhotra. (2009). Riset Pemasaran Edisi keempat Jilid 1 PT Indeks Jakarta.

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing customer
relationships in the social media era: Introducing the social CRM house. Journal of Interactive
Marketing, 27(4), 270-280. https://doi.org/10.1016/j.intmar.2013.09.008

Medjani, F. (2021). Social Customer Relationship Management and Organizational Performance:
Testing a Conceptual Model in the North African Context.

Mehmood, W., & Shafiq, O. (2015). Journal of Marketing and Consumer Research www.iiste.org
ISSN. In An International Peer-reviewed Journal (Vol. 15). www.iiste.org

Monferrer, D., Moliner, M. A., & Estrada, M. (2019). Increasing customer loyalty through customer
engagement in the retail banking industry. Spanish Journal of Marketing - ESIC, 23(3), 461-
484. https://doi.org/10.1108/SJME-07-2019-0042

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions. Journal of Marketing Research, 17(4), 460-469. https://doi.org/10.2307/3150499

Oliver, R. L., & Burke, R. R. (1999). Expectation Processes in Satisfaction Formation: A Field Study.
Journal of Service Research, 1(3), 196-214. https://doi.org/10.1177/109467059913002

Palilati, A. (2007). Pengaruh Nilai Pelanggan, Kepuasan Terhadap Loyalitas Nasabah
Tabungan Perbankan Di Sulawesi Selatan.

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct, antecedents, and
consequences. Journal of the Academy of Marketing Science, 45(3), 294-311.
https://doi.org/10.1007/s11747-016-0485-6

Papagiannidis, S., Pantano, E., See-To, E. W. K., & Bourlakis, M. (2013). Modelling the determinants
of a simulated experience in a virtual retail store and users’ product purchasing intentions.
Journal of Marketing Management, 29(13-14), 1462-1492.
https://doi.org/10.1080/0267257X.2013.821150

Papagiannidis, S., Pantano, E., See-To, E. W. K., Dennis, C., & Bourlakis, M. (2017). To immerse or
not? Experimenting with two virtual retail environments. Information Technology and People,
30(1), 163-188. https://doi.org/10.1108/ITP-03-2015-0069

Parvatiyar, A., & Sheth, J. N. (2001). Customer Relationship Management: Emerging Practice,
Process, and Discipline. In Journal of Economic and Social Research (Vol. 3, Issue 2).
https://www.researchgate.net/publication/312458264

Permadi, A., & Silalahi, S. (2021). The Effect of Customer Experience and Customer Engagement
Through Customer Loyalty on Sales Revenue Achievement at PT United Tractors. Emerging
Markets : Business and Management Studies Journal, 9(1), 1-17.
https://doi.org/10.33555/embm.v9i1.194

Peterson, R., & Lucas, G. (2001). Expanding the Antecedent Component of the Traditional Business
Negotiation Model: Pre-Negotiation Literature Review and Planning-Preparation Propositions.

18

Mednarodno inovativno poslovanje = Journal of Innovative Business and Management 2023 / Vol. 15/ No. 2



Journal of Marketing Theory and Practice, 9, 37-49.
https://doi.org/10.1080/10696679.2001.11501902

Rahman, Z., Moghavvemmi, S., Suberamanaian, K., Zanuddin, H., & bin Md Nasir, H. N. (2018).
Mediating impact of fan-page engagement on social media connectedness and followers
purchase intention. Online Information Review, 42(7), 1082-1105.
https://doi.org/10.1108/0IR-05-2017-0150

Rajput, A., Zahid, M., & Najaf, R. (2018). Using CRM to Model Firm Performance in a Business-to-
Business Market. Journal of Relationship Marketing, 17, 118-151.
https://doi.org/10.1080/15332667.2018.1440142

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The customer relationship management process:
Its measurement and impact on performance. Journal of Marketing Research, 41(3), 293-305.
https://doi.org/10.1509/jmkr.41.3.293.35991

Rodriguez, M., & Honeycutt, E. (2011). Customer Relationship Management (CRM)’s Impact on B to
B Sales Professionals’ Collaboration and Sales Performance. Journal of Business-to-Business
Marketing - J BUS-BUS MARK, 18, 335-356. https://doi.org/10.1080/1051712X.2011.574252

Rodriguez, M., Peterson, R. M., & Ajjan, H. (2015). Crm/Social Media Technology: Impact on
Customer Orientation Process and Organizational Sales Performance. In Developments in
Marketing Science: Proceedings of the Academy of Marketing Science (pp. 636-638). Springer
Nature. https://doi.org/10.1007/978-3-319-10951-0_233

See-To, E. W. K., & Ho, K. K. W. (2014). Value co-creation and purchase intention in social network
sites: The role of electronic Word-of-Mouth and trust - A theoretical analysis. Computers in
Human Behavior, 31, 182-189. https://doi.org/https://doi.org/10.1016/j.chb.2013.10.013

Slater, S. F. (1997). Developing a customer value-based theory of the firm. Journal of the Academy
of Marketing Science, 25(2), 162-167. https://doi.org/10.1007/bf02894352

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The importance of a general measure of brand
engagement on market behavior: Development and validation of a scale. Journal of Marketing
Research, 46(1), 92-104. https://doi.org/10.1509/jmkr.46.1.92

Suliyanto. (2018). Metode Penelitian Bisnis. Yogyakarta : ANDI. Metode Penelitian Bisnis.

Thielemann, V. M., Ottenbacher, M. C., & Harrington, R. J. (2018). Antecedents and consequences
of perceived customer value in the restaurant industry. International Hospitality Review,
32(1), 26-45. https://doi.org/10.1108/ihr-06-2018-0002

Trainor, K., Andzulis, J., Rapp, A., & Agnihotri, R. (2014). Social media technology usage and
customer relationship performance: A capabilities-based examination of social CRM. Journal
of Business Research, 67, 1201-1208. https://doi.org/10.1016/]j.jbusres.2013.05.002

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. https://doi.org/10.1177/1094670510375599

Verleye, K. (2015). The co-creation experience from the customer perspective: Its measurement
and determinants. Journal of Service Management, 26(2), 321-342.
https://doi.org/10.1108/JOSM-09-2014-0254

Vivek, S. D., Beatty, S., & Morgan, R. M. (2012). Customer Engagement: Exploring Customer
Relationships Beyond Purchase Partner Engagement: Engagement in B2B context View project
Customer engagement Strategy View project. Article in The Journal of Marketing Theory and
Practice. https://doi.org/10.2307/23243811

Wang, Z., & Kim, H. G. (2017). Can Social Media Marketing Improve Customer Relationship
Capabilities and Firm Performance? Dynamic Capability Perspective. Journal of Interactive
Marketing, 39, 15-26. https://doi.org/10.1016/j.intmar.2017.02.004

Wilson, N. (2019). The Impact Of Perceived Usefulness And Perceived Ease-Of-Use Toward
Repurchase Intention In The Indonesian E-Commerce Industry. Jurnal Manajemen Indonesia,
19, 241-249. https://doi.org/10.25124/jmi.v19i3.2412

www.bps.go.id. (2019). Konstruksi Dalam Angka. Kontruksi Dalam Angka.

www.bps.go.id. (2020). Konstruksi Dalam Angka. www.bps.go.id

www. kemenperin.go.id. (2020).

Youssef, Y. M. A., Johnston, W. J., AbdelHamid, T. A., Dakrory, M. I., & Seddick, M. G. S. (2018).
A customer engagement framework for a B2B context. Journal of Business and Industrial
Marketing, 33(1), 145-152. https://doi.org/10.1108/JBIM-11-2017-0286

Yu, F., & Zheng, R. (2021). The effects of perceived luxury value on customer engagement and
purchase intention in live streaming shopping. Asia Pacific Journal of Marketing and Logistics.
https://doi.org/10.1108/APJML-08-2021-0564

19

Mednarodno inovativno poslovanje = Journal of Innovative Business and Management 2023 / Vol. 15/ No. 2



Zhang, J., & Du, M. (2020). Utilization and effectiveness of social media message strategy: how
B2B brands differ from B2C brands. Journal of Business and Industrial Marketing, 35(4), 721-
740. https://doi.org/10.1108/JBIM-06-2018-0190

20

Mednarodno inovativno poslovanje = Journal of Innovative Business and Management 2023 / Vol. 15/ No. 2



