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ABSTRACT

The effective utilization of Instagram as a communication and promotional tool by Bandeng Isi MRB has the
potential to impact online engagement significantly. By leveraging the accessibility and popularity of Instagram,
producers can foster a sense of closeness and connection with their customers, ultimately increasing their
interest in purchasing Bandeng Isi MRB products. The research aimed to examine the extent to which customer
engagement influenced customers’ purchase intentions in response to Bandeng Isi MRB promotions. With
a quantitative approach, the research employed an associative method to investigate the relationship between
customer engagement and purchase intentions. The target population consisted of 763 customers who followed
the Instagram account @bandengisimrb. To achieve an adequate sample size, the research used the Slovin Formula
and determined that 161 individuals were needed. Then, data collected from the respondents were meticulously
analyzed using the Statistical Package for Social Sciences (SPSS) through multiple linear regression analysis,
with a significance level set at 5%. The findings reveal that various factors, including connection, interaction,
satisfaction, retention, commitment, advocacy, and engagement, exert individual and combined effects on
customers’ purchase intentions. The results underscore the significance of cultivating a strong and engaging
online presence on platforms like Instagram for businesses like Bandeng Isi MRB as it can significantly influence
consumers’ willingness to make purchases.
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INTRODUCTION As technology develops, communicating
or exchanging messages with other people has a

Competition in the food industry is increasingly
rife, requiring business actors in this field to always
use relevant strategies to the developments in the
conditions of their business environment. Hence, they
can maintain a sustainable competitive advantage
against similar companies and continue to exist in
their business environment. To survive among many
competitors, the sellers need to do online and offline
marketing. Along with the development of the times,
the digital era that offers many conveniences can be
utilized by online promotions. Online promotions have
the advantage of widely reaching the desired target
market and saving expenses from offline promotions.

*Corresponding Author

specific purpose. One way to reach this target is
with persuasion techniques that try to influence
and convince the person receiving the message.
This type of communication is commonly used in
marketing communications. It cannot be denied
that the development of information technology can
make it easier for sellers to communicate with buyers
regardless of distance. Promotional activities carried
out through social media can strengthen relationships
that are established initially due to buying and selling
activities to become emotional relationships such as
friendship. For this reason, social media marketing
provides significant opportunities to build correlations
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between customers and brands (Utami & Saputri,
2020). Communication between humans can occur in
the form of symbols, images, or writing, either directly
or indirectly, to get a response in the form of feedback,
which is expected to become a change in thinking
and behavior (Koesomowidjojo, 2021). According to
Nguyen (2020), social media marketing has a positive
impact on consumer engagement and purchase
intention. However, further research is needed to gain
a deeper understanding of consumer behavior related
to social media marketing.

The utilization of social media platforms like
Instagram as an online promotional platform holds
immense potential in shaping customer engagement
relationships and driving customer interest. The
previous research suggests that business people who
use Instagram are still not optimal in using existing
features, leading researchers to consider the effect of
customer engagement by using social media Instagram
in promoting, which can change customer decisions to
buy products (Sholihah, 2018).

In the ever-evolving digital era, social media has
emerged as a powerful tool for reaching and engaging
a broad target market. Particularly in Indonesia,
Instagram boasts a substantial user base. It offers
features that enable culinary businesses like Bandeng
Isi MRB to effectively communicate promotional
messages, provide educational content, and captivate
the attention of prospective customers. The name of
Bandeng Isi MRB comes from the abbreviation of
“Masakan Rumah Bunda” (mother’s home cooking).
It has characteristics related to the manual process
of deboning milkfish. Furthermore, the distinctive
characteristic of Bandeng Isi MRB lies in its target
market segmentation, which is the age group of 35
to 44. Table 1 shows the data insight of its Instagram
account.

Table 1 Data Insight from Instagram
Account @bandengisimrb

Age Range (Years) Percentage
13—-17 0,5%
18—24 10,4%
25-34 29,4%
3544 32,4%
45-54 21,0%
5564 4,6%
>65 1,4%

One way to increase the purchase of Bandeng Isi
MRB is by marketing activities with Instagram. This
marketing activity is carried out to establish a good
relationship with customers of Bandeng Isi MRB.
Customer engagement, which includes physical,
cognitive, and emotional involvement, builds a

correlation between customers and companies,
resulting in an interest in buying a product or service
(Adenia, 2019).

The research has a primary focus on exploring
how the utilization of Instagram as an online
promotional tool influences both customer engagement
and the purchasing intention of customers in relation
to Bandeng Isi MRB products. The main aim is to
determine whether the effective use of Instagram can
establish a strong connection between Bandeng Isi
MRB as the seller and potential customers, ultimately
influencing their inclination to make purchases. To
achieve this objective, the researchers set out to
investigate the impact of customer engagement on
customer purchase intention, specifically within the
context of Bandeng Isi MRB, a culinary product,
and its online promotion via Instagram. The research
delves into some various online marketing strategies
and engagement techniques employed to capture
and maintain customer interest, encouraging them to
purchase the product.

Previous research findings emphasize the
significant impact of various factors on consumer
behavior and marketing strategies. For example,
Bushara et al. (2023) highlighted that perceived value,
engagement, and loyalty positively influenced purchase
intention, willingness to pay more, and electronic
Word-of-Mouth (e-WoM). They suggested the
importance of creating a positive e-WoM environment
for restaurants. Next, Cuong (2020) underscored the
connection between customer satisfaction, brand
loyalty, and brand love, with a positive brand image
enhancing customer satisfaction. Furthermore,
Hasaballah et al. (2019) emphasized the mediating
role of trust and commitment in the relationship
between relational contextual variables and export
performance. They focused on the significance of
relational variables in strategic decisions. Lastly, Hur
et al. (2018) revealed that customer engagement in
Corporate Social Responsibility (CSR) initiatives
led to customer citizenship behavior, mediated
by customer-company identification and affective
commitment. They highlighted the implications for
building strong customer relationships in the service
industry. These findings collectively shed light on the
complex dynamics influencing consumer behavior
and marketing strategies.

Moreover, in studies conducted by Oswald
and Mascarenhas (2019), Pan et al. (2021), Ram and
Sun (2020), and Tilaar et al. (2023), various aspects
of business and consumer behavior are explored. For
example, Oswald and Mascarenhas (2019) emphasized
the critical role of trust in corporate relationships,
highlighting its impact on communication, teamwork,
and overall business success. Moreover, Pan et al.
(2021) showcased the positive influence of green
packaging on consumer behavior, emphasizing its
role in enhancing perceived value, satisfaction,
loyalty, and purchase intention in the Online-to-
Offline (020) takeout food industry. Meanwhile,
Ram and Sun (2020) highlighted the advantages of
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020 e-commerce, including cost reduction, improved
customer management, expanded sales opportunities,
and data-driven decision-making. Finally, Tilaar
et al. (2023) focused on variables like storytelling,
product innovation, value co-creation, and farmer
empowerment, revealing their significant effects on
customer purchase intention and the mediating role
of value co-creation in brand communities on the
platform. These studies collectively underscore the
importance of trust, green packaging, O20 strategies,
and customer-centric variables in contemporary
business contexts.

Previous research highlights that e-WOM
significantly affects purchase decisions, emphasizing
the importance of consumer product knowledge. Then,
customer engagement positively impacts satisfaction,
brand trust, and loyalty, with satisfaction building
trust and influencing loyalty. Additionally, e-service
quality and trust indicators reveal that customer
trust, perceived value, and brand positively influence
loyalty, while switching costs and perceived risks have
negative effects (Tjhin & Nurul Aini, 2019; Tuti &
Sulistia, 2022; Wilis & Nurwulandari, 2020).

Customer engagement is crucial for companies
because it will build strong relationships between
consumers and companies. Then, the impact affects
purchasing decisions. According to Sashi (2019),
attachment between sellers and buyers can be formed
through seven stages: connection, interaction,
satisfaction, retention, commitment, advocacy, and
engagement. Connection means building connections
in customer engagement relationships. Connection
provides a bond between consumers and sellers that
can foster a sense of mutual trust and openness. Then,
interaction shows that customers can interact with
sellers. Next, satisfaction occurs if the interaction
between consumers and sellers goes well. In retention,
companies retain consumers by establishing good
relationships so that consumers recommend products
to other people and relatives, and they can buy
again. Commitment is related to customer loyalty,
reciprocity, emotionality, and trust between sellers
and buyers. Then, advocacy refers to disseminating
product information by providing services in the form
of discounts and free purchases. Lastly, engagement
is to create a response from customers, which leads to
consumer loyalty to a brand.

Customer satisfaction measures how content
and pleased customers are with their experiences,
interactions, or purchases from a business. It reflects
the extent to which a company meets or exceeds the
expectations of its customers, leading to positive
feelings and a greater likelihood of repeat business
and loyalty. High customer satisfaction is vital for
fostering customer loyalty and ultimately driving
business success. Based on Mandlik (2023), there is a
relationship between customer satisfaction and loyalty
in the hospitality industry. The findings underscore the
crucial role played by factors like positive experiences
and loyalty programs in shaping customers’ hotel

Impact of Customer Engagement..... (Tharisa Putri Shafa et al.)

preferences. It highlights the importance of catering to
customers’ preferences and offering enticing amenities
as strategies to boost customer retention and drive
overall profitability within the sector.

Referring to the problem of using Instagram as a
marketing medium, research on customer engagement
relationships through social media Instagram has been
carried out. Customer engagement has a significant
and positive effect on purchase intention, which means
that the greater the customer engagement, the greater
the purchase intention (Qorib et al., 2021; Sashi, 2012;
Utami & Saputri, 2020). Social media marketing
affects brand loyalty through customer engagement
(Utami & Saputri, 2020). Instagram is considered an
effective social media for disseminating information as
well as attracting customers (Sholihah, 2018; Kusuma
& Sugandi, 2018).

By comprehending the intricate relationship
between customer engagement and purchase
intention, the research seeks to provide valuable
insights for businesses to harness Instagram as
a powerful marketing tool. In anticipation of the
research outcomes, the research also aims to elucidate
the expected results and benefits. It strives to explore
how the relationship between customer engagement
and purchase intention plays out in the realm of online
marketing through Instagram, particularly with regard
to Bandeng Isi MRB products. The research expects to
shed light on the significance of interactions between
business owners and social media users in shaping
customer purchase intentions.

Furthermore, the research aims to elevate the
effectiveness of online marketing by identifying
strategies that maximize customer engagement through
Instagram. The envisaged findings aim to contribute to
the evolution of more potent marketing approaches.
These approaches empower business owners to
optimize Instagram’s features and create compelling
and relevant content that can capture customers’
attention. In addition, the research seeks to pinpoint
critical factors thatunderpin the development ofarobust
customer engagement relationship. These include
effective content types, communication strategies,
and techniques to bolster customer engagement.
By scrutinizing the data derived from the Instagram
account followers @bandengisimrb, the research
aspires to gain profound insights into the preferences
and characteristics of the target market interested in
Bandeng Isi MRB products. This knowledge will lays
a solid foundation for devising targeted and effective
marketing strategies. Ultimately, the research aims to
contribute current knowledge to the existing literature
by harmonizing the concepts of customer engagement
relationships, Instagram as a social media platform,
and customer purchase intention. The anticipation is
that the research findings will offer valuable insights
and recommendations to enhance online marketing
strategies, particularly in the culinary industry, with
a specific focus on promoting Bandeng Isi MRB
products through Instagram.
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METHODS

The research applies a quantitative approach.
An associative approach is used in the survey method,
namely by using an online closed questionnaire
instrument to collect data from respondents. A closed
questionnaire provides alternative answers to the
statements or questions so that respondents do not have
the freedom to answer questions or statements beyond
the alternative answers provided in the questionnaire.
The dimensions consist of five indicators ranging from
strongly agree, agree, neutral, and disagree to strongly
disagree. These indicators are used to measure
respondents’ answers. The target population consists
of 763 customers of Bandeng Isi MRB who follow the
Instagram account of @bandengisimrb. The Slovin
Formula determines that 161 individuals are required
to achieve an adequate sample size.

The use of statistics includes validity, reliability,
and multiple linear analysis to determine the effect of
various independent variables on one variable. The
validity test measures whether a questionnaire is legal
or valid. A questionnaire can be said to be valid if the
questions in the questionnaire can reveal something
that the questionnaire will measure (Ghozali, 2018).
Reliability is when a questionnaire is reliable if a
person’s answers are consistent or stable over time.
Meanwhile, multiple linear analysis is used to analyze
the impact of various independent variables on one
dependent variable (Ferdinand, 2006). The formula
for multiple linear analysis includes purchase intention

(Y), connection (X1), interaction (X2), satisfaction
(X3), retention (X4), commitment (X5), advocacy
(X6), and involvement (X7), as follows.

y=o+ blxl + b2x2 + b3x3 + b4x4 + b5x5 + b6x6 +
b7x7 + e

RESULTS AND DISCUSSIONS

The research results are divided into two
sections. First, it is the respondents’ profile. Second,
it shows the results of calculations with SPSS.
Based on Table 2, the age of the respondents consists
of 25—34 years (48,4%), 35—44 years (14,9%), 45—54
years (31,1%), and > 55 years (5,6%). Respondents’
domiciles include 58,4% in Bandung City, 14,9%
in Bandung Regency, 5,6% in DKI Jakarta, and
21,1% in other cities. It can be seen that most of
the respondents come from Bandung City. Next,
respondents’ occupations comprise 11,2% as civil
servants, 19,9% as private employees, 14,3% as
entrepreneurs, 38,5% as housewives, and 16,1%
as others. Therefore, most of the respondents are
housewives. The respondents’ income distribution can
be grouped into several categories. Respondents with
income less than Rp3.000.000,00 have 46,6% of the
total respondents. The result is followed by income
between Rp4.000.000-Rp5.000.000 with 9,3% and
Rp5.000.000-Rp6.000.000 with 11.8%. Therefore,
most respondents have an income of less than
Rp3.000.000 from the total respondents.

Table 2 The Respondents’ Profiles

Respondents’

Characteristics Item Amount Percentage
Age 25-34 78 48,40%
3544 24 14,90%
45-54 50 31,10%
>55 9 5,60%
Domicile Bandung City 94 58,40%
Bandung Regency 24 14,90%
DKI Jakarta 9 5,60%
Others 34 21,10%
Employment Government (Civil Servant) 18 11,20%
Private Employee 32 19,90%
Entrepreneur 23 14,30%
Housewife 62 38,50%
Others 26 16,10%
< Rp3.000.000 75 46,60%
Rp3.000.001-Rp4.000.000 39 24,20%
Income Rp4.000.001-Rp. 5.000.000 15 9,30%
Rp5.000.001-Rp6.000.000 13 8,10%
> Rp6.000.000 19 11,80%
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Validity testing measures the validity or
invalidity of a questionnaire statement distributed
to respondents. The questionnaire can be valid if the
questionnaire statement reveals something that will
be measured by the questionnaire (Ferdinand, 2006).
Validity measurement in the research uses SPSS ver.
20.00. Based on Table 3, according to Hair et al.
(2010), the calculated r-value for each question item is
greater than the r-table. Hence, all variables are valid
and worthy of being used as a research tool.

Next, the calculation of the reliability of the
questions uses the SPSS 20 software tool. The research
also measures the reliability of each variable using the
Cronbach’s alpha test. According to Ghozali (2018),
a variable can be said to be reliable if it has a bigger
Cronbach’s alpha value than 0,60. Based on Table 4,
the results of the reliability test show that Cronbach’s
alpha values for each variable are more than 0,60.
Therefore, all the variables used are reliable.

Table 3 The Results of The Measurements Model

Variable Indicator Questions R-Count R-Table Information
Connection Consumer’s Response Q1: Interest in the product because every 0,935 0,1538 Valid
upload post has an interesting tagline
Q2: Interest in buying 0,922 0,1538 Valid
Service Q3: Information about product 0,939 0,1538 Valid
Message Clarity Q4: Clarity of information from the question 0,923 0,1538 Valid
Interaction Conveying Messages on  Q1: Product information in the image or video 0,944 0,1538 Valid
Product
Ease of Interaction Q2: Ease of access to media to ask questions 0,966 0,1538 Valid
Q3: Admin conveying product information that 0,942 0,1538 Valid
is easy to understand and appropriate
Satisfaction Response After QI: Satisfied because it tastes good 0,914 0,1538 Valid
Purchasing
Product Repurchase Q2: Repurchasing the product 0,909 0,1538 Valid
Retention How to Manage QI: Feeling emotionally close to the product 0,932 0,1538 Valid
Consumers outside the relationship between seller and
buyer because of the service
Recommending Products Q2: Recommending products to friends or 0,922 0,1538 Valid
relatives
Commitment Making This Product a Q1: Always making repeat purchases 0,934 1,068056 Valid
Priority compared to other brands with similar
products
Feeling Safe, Trusting, Q2: Feeling comfortable with the service 0,925 1,068056 Valid
and Comfortable
Advocacy Reseller’s Recruitment ~ Q1: Purchasing products for resale 0,900 0,1538 Valid
Providing Products Q2: Receiving a product for free or discount 0,875 0,1538 Valid
in the Form of Free when purchasing
Samples
Engagement Engagement Between Q1: Being friends with admin 0,899 0,1538 Valid
Sellers and Consumers  (33. Caring about consumers’ problems 0,846 0,1538 Valid
Purchase Transactional Interest Q1: Willing to purchase a product 0,890 0,1538 Valid
Intention
Referential Interest Q2: Willing to recommend this product to 0,930 0,1538 Valid
others
Preferential Interest Q3: Making this product the first-choice 0,908 0,1538 Valid
priority in purchasing
Exploratory Interest Q4: Finding out the product information on 0,884 0,1538 Valid
Instagram
Impact of Customer Engagement..... (Tharisa Putri Shafa et al.) 263



Table 4 Reliability Test Results

Variable Cronbach’s Alpha
Connection (X1) 0,947
Interaction (X2) 0,947
Satisfaction (X3) 0,796
Retention (X4) 0,835
Commitment (X5) 0,842
Advocacy (X6) 0,729
Engagement (X7) 0,681
Purchase Intention (Y) 0,924

Next, the effect of connection (X1), interaction
(X2), satisfaction (X3), retention (X4), commitment
(X5), advocacy (X6), and engagement (X7) on
purchase intention (Y) is tested using multiple
linear regression. Multiple linear analysis is a linear
relationship between two or more independent
variables and the dependent variable. It is said to be
a multiple linear analysis because the independent
variables studied are more than one. The analysis is
carried out to see whether these variables influence the
variables studied (Sugiyono, 2017). Based on Table 5,
it has a value of 0,670, b1l value of 0,243, b2 value of
0,278, b3 value of 0,178, b4 value of 0,290, b5 value
0f 0,554, b6 value of 0,152, and b7 value of 0,163.

The regression coefficient value on the
independent  variables illustrates that if the
independent variable increases by one, it is estimated
that the other independent variables will be constant

or the same as the sign of the regression coefficient
of the independent variable. When all factors like
connection (X1), interaction (X2), satisfaction (X3),
retention (X4), commitment (X5), advocacy (X6),
and engagement (X7) have no influence, the purchase
intention (Y) remains at a constant value of 0,670. If
the regression coefficient for the connection (X1) is
observed, it indicates a positive relationship of 0,243.
It means that a one-unit increase in connection leads
to a corresponding increase in purchase intention
(Y) by 0,243. The regression coefficient for the
interaction (X2) demonstrates a positive association
of 0,278. Thus, when interaction increases, a rise in
purchase intention (Y) can be expected. Similarly, the
regression coefficients for satisfaction (X3), retention
variable (X4), commitment (X5), advocacy (X6), and
engagement (X7) exhibit a positive correlation of
0,178, 0,290, 0,554, 0,152, and 0,163, respectively.
Consequently, as these factor levels increase, there is
an expected increase in purchase intention (Y).

A simultaneous test or F-test is used to determine
the effect of all independent variables (connection
(X1), interaction (X2), satisfaction (X3), retention
(X4), commitment (X5), advocacy (X6), engagement
(X7)) on purchase intention (Y) by looking at its
significance value. It is significant if the significance
value is less than 0,05. It also compares the calculated
F-value with the F-table. It is significant if the
calculated F is greater than the F-table. The following
are the criteria or basis for simultaneous decision-
making. If the probability is bigger than 0,05, HO is
accepted. Meanwhile, if the probability is smaller than
0,05, HO is rejected (Table 6).

Table 5 Multiple Linear Regression Analysis

Unstandardized Standardized
Coefficients Coefficients
B Std. Error Beta T Sig.
(Constant) 0,670 0,323 2,075 0,040
X1 0,243 0,083 0,264 2,923 0,004
X2 0,278 0,102 0,244 2,732 0,002
X3 0,178 0,114 0,140 2,681 0,001
X4 0,290 0,186 0,155 2,557 0,003
X5 0,554 0,185 0,296 2,992 0,003
X6 0,152 0,163 0,134 2,823 0,004
X7 0,163 0,140 0,137 2,448 0,001
Table 6 F-Test Results
Sum of Squares Df Mean Square F Sig.
Regression 1.530,424 7 218,632 120,970 0,000
Residual 276,520 153 1,807
Total 1.806,944 160
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The test uses the help of the IBM SPSS Statistics
20 program. Based on Table 5, the significance value
1s 0,000, which is less than 0,05, and the calculated
F-value is 120,970. It is greater than the F-table, which
is 2,16. It shows that HO is rejected, meaning that
connection (X1), interaction (X2), satisfaction (X3),
retention (X4), commitment (X5), advocacy (X6), and
engagement (X7) simultaneously (together) have an
effective positive and significant purchase intention
(Y). Thus, it can form a multiple linear regression
equation with Y= 0,670 + 0,243 X1 + 0,278X2 +
0,178X3 +0,290X4 + 0,554X5 + 0,152X6 + 0,163X7.

Connection is how to maintain the relationship
that has been fostered. Connection on Instagram will
significantly affect the customers’ purchase intention
as a tool to find the product (Brian in Ratnasari,
2017). Referring to the results of SPSS calculations,
connection affects purchase intention. Research
on Bandeng Isi MRB shows that connection has a
large contribution to purchase intention. This result
is in line with Zarella in Ratnasari (2017) that a
connection is a sustainable relationship between the
sender and recipient of the message. The result also
aligns with Adenia (2019). It shows that connections
made through Instagram are very good in terms of
awareness and interest. The connections can maintain
good relationships so customers feel closer to the
company. Figure 1 shows the connection dimension
that influences purchase intention.

The SPSS calculation results show that
interaction significantly influences purchase intention.
From the significance level, interaction has an
important role in increasing customer purchase
intention in Bandeng Isi MRB. The exchange of
information between customers and companies is
also called interaction. According to Haliyani (2019),
in terms of providing added value to companies, the
stages are carried out using social media to foster
two-way communication, which allows customers to
interact further online.

The research concludes that interaction has a
significant effect on purchase intention. The results
are in line with Haliyani (2019), Hati and Daningsih
(2022) that interaction affects purchase intention.
Customers easily interact so that information about
a company’s products can reach a wider audience.
Then, it can create interest in buying a product. Figure
2 shows the interaction dimension that influences
purchase intention.

Based on the results of the SPSS calculation,
satisfaction significantly influences purchase intention.
The significance level shows that satisfaction has
an important role in increasing customer purchase
intention in Bandeng Isi MRB. Satisfaction is the
feeling and mindset of customers after purchasing
goods or services from a company. According to
Saidani and Arifin (2012), there are three dimensions
in measuring customer satisfaction universally.

Feedhack

Connection Purchase
Intention
Upload

Figure 1 Connection Dimensions to Purchase Intention

( Interaction

Message
Delivery

Y (

Purchase
Intention

Figure 2 Interaction Dimensions to Purchase Intention
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First, it is the attributes related to the product, such
as determining value generated by price, product
capability to determine satisfaction, and benefits
from the product. Second, there are attributes related
to service, such as promised guarantee, process of
fulfilling the service or delivery, and process of solving
the problem given. Third, the attributes are related to
purchase, namely the ease of obtaining information,
the courtesy of employees, and the influence of the
company’s reputation. The result is in accordance with
research by Saidani and Arifin (2012) that satisfaction
has a positive relationship with purchase intention.

The satisfaction in the customer engagement
relationship correlates with respondents’ most selected
job descriptions, namely housewives, as much as
38,5%. It suggests that housewives as controllers of
the family’s food needs, are satisfied with Bandeng Isi
MRB’s products. It is in line with the target market
for Bandeng Isi MRB, who are housewives. Figure
3 shows the dimensions of satisfaction that influence
purchase intention.

Based on the SPSS calculation results, it shows
that retention has a significant influence on purchase
intention. The level of significance shows that retention
has an important role in increasing customer purchase
intention in Bandeng Isi MRB. According to Yustiani
et al. (2022), customer retention is a form of mental
attraction between customers and a company, which
is characterized by repeated and long-term purchases.
Bandeng Isi MRB provides a pleasant experience
for its customers in terms of clear information, ease
of interaction, and service to customers. It is related
to customer loyalty to Bandeng Isi MRB products in

( Satisfaction )

Eepeat
Purchase

the form of repeat purchases, recommendations, and
product priorities. The research result follows Wardani
(2021), showing that electronic customer relationship
management has a significant positive relationship
with customer retention. This statement is proven
by customers who repurchase products and do not
switch to other brands. Figure 4 shows the retention
dimensions that influence purchase intention.

Bandeng Isi MRB provides a pleasant
experience for consumers regarding clear information,
ease of interaction, and service to consumers. These
factors are related to consumer loyalty toward
the products in the form of repeat purchases,
recommendations, and product priorities. The research
result is in line with Wardani (2021), showing that
electronic customer relationship management has
a significant positive relationship with customer
retention. This statement is proven by consumers who
repurchase products and do not switch to other brands.
Figure 5 shows commitment dimensions that influence
purchase intention.

Based on the SPSS calculation results, advocacy
has a positive effect or is directly proportional to
purchase intention. It means that the better the
advocacy is, the higher the customer’s interest in
buying Bandeng Isi MRB will be. The level of
significance indicates that advocacy has an important
role in increasing purchase intention in Bandeng Isi
MRB.

The result is in line with research conducted by
Miranda (2020) and Sugianto (2020) that advocacy
has an effect on purchase intention. The efforts to
retain customers using social media communications

Purchase
Intention

Figure 3 Dimensions of Satisfaction to Purchase Intention

< Retention

>’H__...—-—-—-4,'

Purchase
Intention

Recommendation

Figure 4 Retention Dimensions to Purchase Intention
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also increase advocacy (Sashi et al., 2019). Figure 6
shows advocacy dimensions that influence purchase
intention.

Based on the results of the SPSS calculation,
engagement has a positive or directly proportional
effect on purchase intention. The level of significance
implies that engagement has an important role in
increasing purchase intention in Bandeng Isi MRB.
The result follows research by Putri and Zuhra
(2023) that customer engagement has a significant
effect on purchase intention. It is because customer
engagement has interaction as well as communication
about products and services to increase customer
involvement. Then, it leads to purchase intention.
Figure 7 shows the dimensions of engagement that
influence purchase intention.

( commiment )

CONCLUSIONS

A key element in the research is the role
of services and features in cultivating customer
satisfaction. These factors have the potential to
enhance consumer engagement with businesses.
Bandeng Isi MRB has succeeded in providing a
delightful experience to its consumers by offering
transparent information, facilitating easy interactions,
and delivering exceptional customer service.
This commitment to customer satisfaction fosters
loyalty, leading to repeat purchases, word-of-mouth
recommendations, and a higher priority placed on
Bandeng Isi MRB products. Consumers’ positive
impression of a company is instrumental in garnering
their commitment. It is evident in their willingness
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to recommend products to others. By ensuring these
positive interactions and relationships, businesses
can offer high-quality products and bolster customer
engagement, ultimately influencing purchasing
decisions. The analysis underscores the profound
impact of customer engagement on consumer buying
interests, making it a crucial aspect of modern business
strategies.

Based on the research results, there are several
suggestions for the management of Bandeng Isi MRB.
Specifically, regarding the advocacy for customer
evaluation, it is clear that the lack of discounted
prices on nationally celebrated holidays is a concern.
Therefore, it is advisable for the company to consider
participating in offering price discounts or purchase
packages on holidays or customer shopping days that
coincide with twin dates. Additionally, in terms of
purchase intention, customers lack interest in finding
out more about Bandeng Isi MRB on Instagram @
bandengisimrb. It is unfortunate since the company
markets its products online. Hence, it is recommended
to attract customers to open an @bandengisimrb
account before making a purchase. For example,
customers can earn points by following, liking,
and sharing posts on @bandengisimrb. Then, these
points can be exchanged for discount coupons or the
opportunity to receive Bandeng Isi MRB products for
free.

While conducting the research, the researcher
acknowledges several limitations. These limitations
encompass the limited number of samples that meet
the requirements, as well as the small number of
variables. In turn, it restricts the scope of research
findings. Consequently, future research can enhance
its approach by employing purchasing interest
measurements with indicators linked to various
dependent variables, potentially yielding a broader
range of findings.

In future research, it is recommended to
explore further and expand connection, interaction,
satisfaction, retention, commitment, advocacy, and
engagement to purchase intention. These investigations
will enrich references for tertiary institutions. Future
research can also apply longitudinal research to track
changes over time to understand the long-term effects
of these variables on customer behavior. Additionally,
cross-cultural analysis is important to determine the
generalizability of the findings across different
cultural contexts. Then, investigating mediating and
moderating factors can enhance the understanding
of underlying mechanisms and boundary conditions.
Exploring different product categories can also
provide insights into specific factors driving purchase
intention. Given the online marketing of Bandeng Isi
MRB, studying the variables in the online environment
is crucial. Hence, comparative research can shed light
on the competitive landscape, and replication research
can validate and strengthen the research findings.
Addressing these areas will deepen understanding and
provide practical recommendations for marketers.

REFERENCES

Adenia, N. (2019). Pengaruh media sosial Instagram
terhadap minat beli konsumen secara offlune pada
Toko RR Stuff di Bengkulu (Studi kasus mahasiswa
FEBI) (Diploma thesis). Institut Agama Islam
Negeri (IAIN) Bengkulu.

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A.
E. E., Albohnayh, A. S. M., Alshammari, W. G.,
... & Elsaied, M. A. (2023). Power of social media
marketing: how perceived value mediates the
impact on restaurant followers’ purchase intention,
willingness to pay a premium price, and e-WoM?
Sustainability, 15(6), 1-22. https://doi.org/10.3390/
sul5065331

Cuong, D. T. (2020). The impact of customer satisfaction,
brand image on brand love and brand loyalty.
Journal of Advanced Research in Dynamical &
Control Systems, 12(6), 3151-3159.

Ferdinand, A. (2006). Metode penelitian manajemen. Badan
Penerbit Universitas Diponegoro.

Ghozali, 1. (2018). Aplikasi analisis multivariate dengan
program IBM SPSS 25. Badan Penerbit Universitas
Diponegoro.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E.
(2010). Multivariate data analysis (7% ed.). Pearson.

Haliyani, F. P. (2019). Pengaruh social media marketing
terhadap purchase intention pada Starbucks
Indonesia (Studi pada pengakses akun Instagram @
starbucksindonesia). Jurnal llmiah Mahasiswa FEB,
7(1).

Hasaballah, A. H. A., Genc, O. F., Mohamad, O. B., &
Ahmed, Z. U. (2019). Exploring the interface of
relationship marketing and export performance:
A conceptual perspective. Journal of Research in
Marketing and Entrepreneurship, 21(2), 126—-148.
https://doi.org/10.1108/JRME-05-2018-0031

Hati, S. W, & Daningsih, W. A. (2022). Pengaruh
social media marketing terhadap brand equity
dan dampaknya pada minat beli produk merek
Pobosoccer. Jurnal Ilmiah Administrasi Bisnis dan
Inovasi, 6(1), 60-71.

Hur, W. M., Kim, H., & Kim, H. K. (2018). Does customer
engagement in corporate social responsibility
initiatives lead to customer citizenshipbehaviour? The
mediating roles of customer-company identification
and affective commitment. Corporate Social
Responsibility and Environmental Management,
25(6), 1258-1269. https://doi.org/10.1002/csr.1636

Koesomowidjojo, S. R. M. (2021). Dasar-dasar komunikasi.
Bhuana Ilmu Populer.

Kusuma, D. F., & Sugandi, M. S. (2018). Strategi
pemanfaatan Instagram sebagai media komunikasi
pemasaran digital yang dilakukan oleh Dino Donuts.
Jurnal Manajemen Komunikasi, 3(1), 18-33.

Mandlik, S. (2023). A research study on customer
satisfaction and loyalty in the hospitality industry,
Rajkot. Journal of Management Research and
Analysis, 10(3), 173—-178. https://doi.org/10.18231/j.
jmra.2023.030

268 Binus Business Review, Vol. 14 No. 3, November 2023, 259—269



Oswald, S. J., & Mascarenhas, A. J. (2019). The ethics of
corporate trusting relations. In Corporate ethics
for turbulent markets (pp. 77-111). https://doi.
org/10.1108/978-1-78756-191-520191004

Miranda, A. (2020). Analisa pengaruh digital marketing
terhadap brand advocacy dengan perceived service
quality dan customer engagement sebagai variabel
intervening pada virtual hotel operator. Jurnal
Strategi Pemasaran, 7(1), 1-10.

Nguyen, C., Nguyen, N., & Duong, A. (2020). The
relationships of social media marketing, consumer
engagement and purchase intention. TEST:
Engineering & Management, §3(May-June), 24653—
24666.

Pan, C,, Lei, Y., Wu, J., & Wang, Y. (2021). The influence
of green packaging on consumers’ green purchase
intention in the context of online-to-offline
commerce. Journal of Systems and Information
Technology, 23(2), 133—153. https://doi.org/10.1108/
JSIT-11-2019-0242

Putri, R., & Zuhra, S. E. (2023). Pengaruh iklan terhadap
loyalitas merek yang dimediasi oleh keterlibatan
pelanggan dan kepercayaan merck pada pengguna
Scarlett Whitening. Jurnal Ilmiah Mahasiswa
Ekonomi Manajemen, 8(1), 50—65.

Qorib, F., Rinata, A. R., & Fianto, L. (2021). Analisis
customer engagement pada akun Instagram @
Oksigen Cafe menggunakan the circular model of
some. Avant Garde: Jurnal Ilmu Komunikasi, 9(2),
183—-197. http://dx.doi.org/10.36080/ag.v9i2.1464

Ram, J., & Sun, S. (2020). Business benefits of online-to-
offline e-commerce: A theory driven perspective.
Journal of Innovation Economics & Management,
2020(3), 135-162. https://doi.org/10.3917/
jie.033.0135

Ratnasari, D. (2017). Pengaruh context, communication,
collaboration dan connection terhadap minat beli
pada pemasaran melalui Instagram (Studi pada
Toko Furniture Minimalis) (Skripsi). UNISNU.

Saidani, B., & Arifin, S. (2012). Pengaruh kualitas produk
dan kualitas layanan terhadap kepuasan konsumen
dan minat beli pada Ranch Market. JRMSI-Jurnal
Riset Manajemen Sains Indonesia, 3(1), 1-22.

Sashi, C. M. (2012). Customer engagement, buyer-seller
relationships, and social media. Management
Decision, 50(2), 253-272.

Sashi, C. M., Brynildsen, G., & Bilgihan, A. (2019).
Social media, customer engagement and advocacy:
An empirical investigation using Twitter data for
quick service restaurants. International Journal

Impact of Customer Engagement..... (Tharisa Putri Shafa et al.)

of Contemporary Hospitality Management, 31(3),
1247-1272.

Sholihah, A. (2018). Penggunaan Instagram sebagai media
promosi (Studi deskriptif kualitatif pada produk teh
Thailand Pikameame di Yogyakarta) (Skripsi). UIN
Sunan Kalijaga.

Sugianto, K. C. (2020). Analisis pengaruh digital marketing
terhadap brand advocacy dengan perceived service
quality dan customer engagement sebagai variabel
perantara pada virtual hotel operator: OYO Hotel.
Jurnal Strategi Pemasaran, 7(1).

Sugiyono. (2017). Metode penelitian bisnis: Pendekatan
kuantitatif, kualitatif, kombinasi, dan R&D. Alfabeta.

Tilaar, K., Mulyana, A., Komaladewi, R., & Saefullah,
K. (2023). Purchase intention model based on
storytelling, product innovation, value co-creation,
and empowerment of farmers in Indonesian natural
cosmetic products. Journal of Law and Sustainable
Development, 11(6), 1-19. https://doi.org/10.55908/
sdgs.v11i6.1087

Tjhin, V. U., & Nurul Aini, S. R. (2019). Effect of e-WOM
and social media usage on purchase decision in
clothing industry. In Proceedings of the 2019 5"
International Conference (pp. 10-15). https://doi.
org/10.1145/3332324.3332333

Tuti, M., & Sulistia, V. (2022). The customer engagement
effect on customer satisfaction and brand trust and
its impact on brand loyalty. Jurnal Manajemen
Bisnis, 13(1), 1-15. https://doi.org/10.18196/
mb.v13i1.12518

Utami, G. R., & Saputri, M. E. (2020). Pengaruh social
media marketing terhadap customer engagement
dan loyalitas merek pada akun Instagram Tokopedia.
Jurnal Riset Manajemen dan Bisnis (JRMB) Fakultas
Ekonomi UNIAT, 5(2), 185-198.

Wardani, R. S. (2021). Pengaruh Electronic Customer
Relationship  Management (E-CRM)  terhadap
customer retention (Skripsi). Universitas Islam
Sultan Agung Semarang.

Wilis, R., & Nurwulandari, A. (2020). The effect of
e-service quality, e-trust, price and brand image
towards e-satisfaction and its impact on e-loyalty
of Traveloka’s customer. Jurnal llmiah Manajemen,
Ekonomi, & Akuntansi (MEA), 4(3), 1061-1099.

Yustiani, N. M. R. E., Suardhika, I. N., & Hendrawan, 1. G.
Y. (2022). Pengaruh kepercayaan, kualitas pelayanan
dan kepuasan pelanggan terhadap customer retention
laundry kiloan Abianbase Mengwi. Jurnal EMAS,
3(8), 116-131.

269



