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Abstract-The goal oftheresearch wasto examine
the effect of social media marketing, e-service quality,
and e-satisfaction on customer engagement. The
research was conducted at Bina Nusantara University
(Binus) with a sample of 100 students from Generation
Z using quantitative approach with data collection
by distributing questionnaires to be analyzed using
path analysis. The findings show that social media
marketing and e-service quality significantly have
impacts on e-satisfaction and customer engagement,
while the e-satisfaction does not significantly impact
customer engagement. Therefore, the development of
digital technology in higher education becomes the
main focus for supporting services and activities.

Keywords: customer engagement, social media

marketing, e-service quality, e-satisfaction

I. INTRODUCTION

Industrial era has changed from industry
3.0, which is indicated by the rapid development
of computers, to industry 4.0 characterized by the
massive use of digital technology. Industry 4.0 is
known as a technological transformation towards a
physical-digital system in manufacturing which has a
disruptive impact on the industry (Yu & Schweisfurth,
2020). The widespread use of social media such as
Instagram, Youtube, Twitter, WeChat, Facebook, and
WhatsApp in various fields of life is concrete evidence
of the existence of digital industry era. Currently,
social media has not only been consumed by urban
communities but has penetrated to remote villages.
Social media is an online social networking platform
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as a means of communication and connection between
individuals which has attracted billions of users
(Wang, Liang, Mahto, Deng, & Zhang, 2020).

Social media has been used extensively in
supporting corporate business interests (Cheng &
Shiu, 2019; de Zubielqui & Jones, 2020) since it is
considered to have an important contribution in
improving the efficiency of customer relationship
management (Thomas, Orme, & Kerrigan, 2020; G.
Wang, Zhang, & Zeng, 2019). Social media acts as
a marketing tool to foster social interaction (Yang
& Che, 2020) and brings many benefits, such as the
ability to reach a wide audience, to drive sales through
social commerce, and to build trust and reputation
(Sharma & Bharathi, 2013).

In the era of digital industry, customer
engagement has a strategic role in achieving business
success as an important transcendent relational idea.
Besides, it is shown as a tool to develop and improve
relationships with customers (Ting, Abbasi, & Ahmed,
2020). Customer engagement has a significant place
and plays an important role in understanding the
consequences associated with customers, such as
consequences related to loyalty (Graffigna & Gambetti,
2015). Therefore, the company must keep striving for
customer engagement as it creates a good relationship
between the company and customers which leads to
loyalty. It considered profitable for the company as it
maintains the company's survival in the long run.

Customer engagement is a manifestation of
customer behavior towards a particular company,
brand or product that involves the company's efforts
to empower and motivate customer contributions
(Ting et al., 2020). Marketing Science Institute (2015)
describes customer engagement as a manifestation
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of customer behavior towards brands outside of
purchasing activities resulting from individual’s
motivation such as word of mouth, recommendations,
interaction between customers, blogging, writing
reviews and other similar activities. Meanwhile,
according to So, King, and Sparks (2014), customer
engagement is a marketing activity with orientation
towards customer behavior and psychology.

Bowden (2009) explains the concept of
customer engagement as a process functions, which
is connected to the role of trust, commitment and
involvement in creating loyal and engaged customers.
Armstrong dan Kotler (2015) state that customer
engagement makes brands a meaningful part of
conversations and consumers' lives by encouraging
direct and sustainable customer engagement in
shaping conversations, experiences, and brand
communities. Therefore, according to Solomon et
al. (2012), customer engagement is important to find
ways to keep customers involved in the business after
sales are made through customer referral programs or
other means.

Most of recent business field uses social media
as a marketing activity, including higher education.
Higher education has an important role in creating
transformation to the digital industry, because of its
position as an advanced research institution that plays
an important role in building research and academic
capacity that drives the national innovation system
(Jung, 2020). Higher education can also play an
important role in changing the landscape of digital
transformation gradually and rapidly (Jackson, 2019),
influencing the human capital development pathway
(Pucciarelli & Kaplan, 2016), providing important
assurance of the quality of human resources through
the creation and application of knowledge, as well
as pillars important technological innovation and
industrial transformation (Wu & Liu, 2021).

One of the higher educations that have been
actively utilizing social media is Bina Nusantara
University (Binus). Instagram has been chosen to
help develop communication and marketing under
the account name of Gabung BINUS. Instagram is
an application for sharing photos and videos which,
in Indonesia, has as many as 63 million users (Kemp,
2020). Social media marketing is an integrated
element of 21% century business that is useful for
reaching new audiences and strengthening bonds with
customers (Felix, Rauschnabel, & Hinsch, 2017). The
use of social media at Binus is an effort to strengthen
customer engagement. However, based on the
observations made on 144 Gabung BINUS contents,
it is known that student involvement remains low and
less active due to a decrease by 37,4%. It indicates that
Gabung_ BINUS Instagram has not optimally been
managed to maintain and improve relationships with
students as customers, so it has not been effective in
strengthening student engagement.

OECD (2000) shows that student engagement
is essential in influencing academic and career
achievement. However, student engagement in
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various countries tends to be lacking. Students who
are more involved on campus will have a better level
of understanding the concept, and are considered the
key to overcoming low achievement, student boredom
and alienation, and dropout rates (Ahlfeldt, Mehta, &
Sellnow, 2005; Fredricks, Blumenfeld, & Paris, 2004;
Fredricks & McColskey, 2012).

It must be realized that currently students
are dominated by Generation Z born during the
development of the digital era, which is characterized as
digital native being technologically savvy (Bernstein,
2015; Priporas, Stylos, & Fotiadis, 2017). Social media
becomes part of their daily life (Ruangkanjanases
& Wongprasopchai, 2017). Therefore, the proper
use of social media for both marketing and service
activities plays an important role in strengthening
student engagement from Generation Z. This requires
the campus to have adequate information technology
support and competent staff to access and operate
social media.

In the digital industry era, social media
marketing has an important role in building customer
engagement. Social media is an online service that
supports social interaction between users through
web or mobile-based publishing techniques which
are accessible and extensible (Cheng & Shiu,
2019). Social media uses advanced information and
communication technology that offers users the ability
to connect, communicate, and engage with other
people (Bullini Orlandi, Zardini, & Rossignoli, 2020;
Kavota, Kamdjoug, & Wamba, 2020). Social media
is considered an effective channel to reach consumers
at lower costs than conventional media such as print
media, television, and radio (Iankova, Davies, Archer-
Brown, Marder, & Yau, 2019). By using social media,
marketers have the flexibility to choose how to carry
out marketing strategies, including consideration
of messages and activities to be carried out (Ngai,
Moon, Lam, Chin, & Tao, 2013; Pham & Gammoh,
2015). Social media also provides a wider choice of
companies to make customers more aware, motivated
to buy, and to build sustainable relationships with
brands, so social media can be used as a tool to increase
consumer engagement (Dissanayake, Siriwardana, &
Ismail, 2019). Social media has characteristics such as
enabling bilateral communication and interaction as
well as content creation that makes it different from
traditional media (Shawky, Kubacki, Dietrich, &
Weaven, 2019), which is useful for social marketers
to build lasting relationships with customers, and is
effective in driving change of long-term behavior
(Bannor, Asare, & Bawole, 2017; Chen & Shi,
2015). Ashley & Tuten (2015) and Sashi (2012) have
shown that the use of social media can encourage
customer engagement. Apart from having an effect
on customer engagement, social media marketing has
also been identified as having an effect on satisfaction
(Hanaysha, 2017; Zoubi & Al-Harazneh, 2019). This
leads to the first (H,) and second (H,) hypothesis.

H: Social media marketing significantly impact
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customer engagement
H,: Social media marketing significantly impact
e-satisfaction

The development of digital technology has
an impact on how services to customers are also
mostly done electronically (e-service). According to
Elsharnouby and Mahrous (2015), to create an e-service
quality concept, information technology is needed
including the web, information kiosks and mobile
devices. Quality service is also an important factor in
encouraging customer engagement. Service quality
is an advantage offered to customers to satisfy their
needs (Keillor, Wilkinson, & Thomas, 2007). Service
quality is also related to the ability of a company or
organization as a service provider to always improve
the services to customers (Perry & Thomson, 2004),
and the ability to understand customer needs and to
exceed their expectations (Hollins & Shinkins, 2006)
by showing totality, accuracy, and fulfilling what has
been promised (Andrews, Boyne, Law, & Walker,
2012). There are five common dimensions used to
measure service quality in various industrial sectors
including in higher education institutions, namely
tangibles, reliability, responsiveness, assurance, and
empathy (Zeithaml, Parasuraman, & Berry, 1990;
Chui, Ahmad, Bassim, & Zaimi, 2016; Donlagi¢ &
Fazli¢, 2015).

In higher education institutions, service quality
shows the extent to which the service meet students’
expectation (Sultan & Wong, 2013). In general,
students make assessment based on the perceived
experience compared to their expectation (El Alfy
& Abukari, 2019). In other words, service quality
indicates the difference between students expectations
and the service perceived (O’Neill & Palmer, 2004).
Today's universities have also developed electronic-
based services. The quality of electronic services
shows the extent to which customer expectations are
fulfilled by online service providers (Santos, 2003).
Electronic service quality includes all services along
with information, agreements, fulfillment, and post-
sales services (Xu, Zeng, & He, 2017). Researchers
have shown that e-service influences customer
engagement (Dassanayake & Senevirathne, 2018;
VO, Chovancova, & Tri, 2020). In addition, Chang,
Wang, and Yang (2009), Nasution (2019), Ting,
Ariff, Zakuan, Sulaiman, and Saman (2016), and VO
et al. (2020) indicate that e-service has an effect on
satisfaction. This leads to the third (H,) and fourth (H,)
hypothesis.

H,: E-service quality significantly impact customer
engagement
H,: E-service quality significantly impact e-satisfaction

Satisfaction in  using online services
(e-satisfaction) is also an important determinant of
customer engagement in digital era. The concept of
satisfaction which is generally accepted contains an
understanding to fulfill customer expectations (Martin-

Consuegra, Molina, & Esteban, 2007). In other
words, satisfaction can be realized when customer
expectations can be met. This is in line with the
explanation from Sumaedi et al. (2016) that customer
satisfaction is a construct that represents a customer
feeling favorable or unfavorable as a result from his
assessment on the difference between the overall
performance of the producer of goods or services and
his expectations. Likewise, Jun, Yang, and Kim (2004)
emphasize that consumer satisfaction is a comparison
between expectations before buying with perceived
product performance. Rifai and Wahyudi (2016) and
VO et al. (2020) have shown that satisfaction affects
customer engagement. Thus, the fifth hypothesis (H,)
can be formulated:

H,: E-satisfaction significantly impacts customer
engagement

H,
Social Media
Marketing
H;
E-Satisfaction s Customer
Engagement
7y 7'y
H,
E-Service
Quality

H;
Figure 1 Theoretical Framework

Basedonthetheoretical framework(seeFigure 1),
the research aims to examine the effect of social media
marketing, e-service quality, and e-satisfaction on
customer engagement. The results are expected to
provide an overview the important role of social media
as a media to support marketing and service activities,
especially for Generation Z students, and ultimately
can understand its contribution in increasing student
satisfaction and engagement.

II. METHODS

The quantitative research aims to examine the
effects of social media marketing, e-service quality,
and e-satisfaction on customer engagement. The unit
of analysis is the Generation Z of Binus students who
become a follower of Gabung BINUS Instagram. The
time horizon is cross-sectional, which means that data
collection is done only once, where the research period
is usually in days, weeks or even months. The research
target population are 42.305 Generation Z students
born in 1998-2010 with an age range between 16 to
22 years old (Hidayat & Astuti, 2019). The research
determines the sample size using the Slovin formula
with an error rate of 10%, and comes up with a sample
of 100 respondents (Ryan, 2013).
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Data collection uses a 5-point Likert scale
questionnaire. The social media marketing scale
is developed based on five dimensions, namely
interaction, sharing of content, accessibility and
credibility (Elaydi, 2018; Kim & Ko, 2010). E-service
quality scale consists of the dimensions of reliability
and responsiveness (Krishnadas & Renganathan,
2019; Kumar & Dash, 2015). E-satisfaction scale has
a single dimension adapted from Boon-itt (2015);
Tang, Tsai and Wu (2015). Meanwhile, the scale of
customer engagement is developed based on the
dimensions of enthusiasm, attention, and interaction
(Rather & Sharma, 2017). Each of these scales has
been tested for validity and meets the requirements of
the reliability test, where the social media marketing
scale has alpha coefficient 0,857, e-service quality
0,836, e-satisfaction 0,794, and customer engagement
0,821. The data collection procedure is made using
Google Form for making and delivering questionnaires
to respondents with the consideration that the
COVID-19 pandemic remains ongoing. In the first
stage, the questionnaires are sent randomly via email
or WhatsApp to 150 respondents identified as Binus
students. After all the respondents' answers have been
collected, a selection is carried out to choose samples
according to predetermined criteria, namely students
who are categorized as Generation Z.

Data analysis to test the research hypothesis uses
path analysis with regression techniques. Path analysis
makes it possible to test a model by determining the
causal relationship between variables by applying

multiple regression techniques (Bordens & Abbott,
2011). SPSS software is used to analyze regression.

III. RESULTS AND DISCUSSIONS

In the early stages, as shown in Table 1, the
questionnaires are distributed to 150 respondents to
be further selected according to the specified criteria,
namely Generation Z students of Bina Nusantara who
became followers of Gabung BINUS on Instagram.
Finally, 100 out of 150 respondents meet the criteria,
with 43% male and 57% female.

Descriptive statistics in Table 2 are used to show
the relationship between variables and an overview of
the research variable scores. The relationships between
variables are all significant at 99% level of confidence
(o = 0,01) with a correlation coefficient ranging from
0,625 to 0,750. The strongest relationship is correlation
between e-service quality and e-satisfaction, while the
lowest is the relationship between e-satisfaction and
customer engagement. Furthermore, the social media
marketing variable scores are in the range between 2,5
to 5, an average of 4,2 and a standard deviation of 0,5.
E-service quality ranges from 2,4 to 5 with a mean
of 4,0 and a standard deviation of 0,6. E-satisfaction
is in the range of 2,5 to 5,0 with a mean of 4,3 and
a standard deviation of 0,7. Meanwhile, customer
engagement has a minimum of 2,0 and a maximum
of 5,0 with an average of 3,7 and a standard deviation
of 0,7.

Table 1 Respondent Profile

Male Female
Respondent Profile
Frequency % Frequency %
Age 16-22 y.o. 60 40,0 76 50,7
23-26 y.o. 11 7,3 3 2,0
Follower of Gabung_BINUS Instagram Yes 43 28,7 57 38,0
No 23 15,3 27 18,0

Table 2 Descriptive Statistics

Variables 1 2 3 4
1. SMM 1,000
2. ESQ 0,682%* 1,000
3.ES 0,752%* 0,750%** 1,000
4.CE 0,697** 0,661** 0,625%* 1,000
Minimum 2,8 2,4 2,5 2,0
Maximum 5,0 5,0 5,0 5,0
Mean 4,2 4,0 4,3 3,7
Standard Deviation 0,5 0,6 0,7 0,7

** p-value < 0,01
SMM = Social Media Marketing; ESQ = E-Service Quality; ES = E-Satisfaction; CE = Customer Engagement
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Table 3 Path Coefficients and T-Values

Model 1* Model 2°
Variables
Beta T-Value Sig. Beta T-Value Sig.
SMM 0,449 5,645 0,000 0,430 4,005 0,000
ESQ 0,444 5,570 0,000 0,329 3,074 0,003
ES 0,055 0,465 0,643
R? 0,671 0,743

*e-satisfaction as dependent variable;
bcustomer engagement as dependent variable

Table 3 summarizes the results of path
coefficients and its significance calculated from
statistical software of SPSS to test the hypothesis.
The research has two structural equation models. The
first model with dependent variable e-satisfaction is
influenced by social media marketing and e-service
quality, while the second model with the dependent
variable of customer engagement is influenced
by social media marketing, e-service quality, and
e-satisfaction (see Figure 2).

0,449

Social Media

5645
Marketing 0444 k
5570
v ¥
= Qattefaction | H055 Customer
E-Satisfaction 04 65"{ Bagsgust ‘
1 i
E-Service 9:3%3
ity 0,430
oy 4,005
Figure 2 Path Diagram
The first model has a coefficient of

determination (R?) of 0,671 which shows that the
contribution of social media marketing and e-service
quality simultaneously is 67,1%. The effect of social
media marketing on e-satisfaction is indicated by
path coefficient of 0,449 and t-value of 5,645 with
significance or p-value of 0,000. Significance value
< 0,05 indicated that social media marketing has a
significant effect on e-satisfaction (H, is supported).
Path coefficient from the effect of e-service quality on
e-satisfaction is 0,444 with Sig. 0,000 < 0,05, which
mean e-service quality has a significant effect on
e-satisfaction (H, is supported).

The second model shows a coefficient of
determination (R?) of 0,743 which mean that the
simultaneous contribution of social media marketing,
e-service quality, and e-satisfaction is 74,3%. The effect
of social media marketing on customer engagement
has path coefficient of 0,430 and T-value 4,005 with
Sig. 0,000 < 0,05, so it can be concluded that social
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media marketing has a significant effect on customer
engagement (H, is supported).

Furthermore, the effect of e-service quality on
customer engagement is indicated by path coefficient
of 0,329 and T-value 3,074 with Sig. 0,003 < 0,05,
which mean e-service quality has a significant effect
on customer engagement (H, is supported). While for
the effect of e-satisfaction on customer engagement,
the test obtains path coefficient 0,055 and T-value
0,465 with Sig. 0,643 > 0,05, so that e-satisfaction has
no effect on customer engagement (H, is rejected).

The results indicate that social media marketing
through Instagram is an important factor in influencing
customer engagement and e-satisfaction of Generation
Z students in higher education. It is implied that the
ability of universities to effectively use social media
for marketing has an impact in increasing student
engagement and satisfaction when using campus’
online services. The finding is understandable
considering that Generation Z was born during the
development of the digital era (Bernstein, 2015),
known as digital natives who are technologically savvy
(Priporas, Stylos, & Fotiadis, 2017). Generation Z uses
technology and digital devices extensively, and is close
to social media in their daily lives (Ruangkanjanases
& Wongprasopchai, 2017). Therefore, the use of social
media for universities as a means of marketing is now
a necessity, because Generation Z will dominate the
number of students on campus. The use of social media
is in accordance with the characteristics of students
from Generation Z whose life cannot be separated
from social media. Students have high expectation
that universities can optimize the use of technology,
so that the campus must be able to fulfill it.

The concept of satisfaction refers to the
conformity between expectations and perceived of
service or product (Jun et al., 2004; Martin-Consuegra
etal.,2007; Sumaedietal.,2016), so that the optimizing
social media for promotion and providing services to
students has reached their expectation, satisfaction,
which results in increased attachment. These findings
also support previous findings that show social media
marketing has a significant effect on satisfaction
(Hanaysha, 2017; Zoubi & Al-Harazneh, 2019) and
attachment (Ashley & Tuten, 2015; Sashi, 2012).

The results also indicate that e-service quality
has a significant effect on e-satisfaction and customer
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engagement. These findings confirm that the provision
of quality of online services on campus will have
a positive impact on increasing satisfaction and
engagement. This is related to the characteristics of
Generation Z, namely having a high involvement
with digital technology on a daily basis. Therefore,
students have high expectations for the availability
of quality online services on campus. Students seem
not interested in manual services that do not keep up
with technological developments. Online services for
students include enrollment, course delivery, payment,
course support, and libraries (Sutarso & Suharmadi,
2011). The campus does not ignore the growing trend
in student demand as customers to provide services
electronically (Ataburo, Muntaka, & Quansah, 2017).
Universities should be at the forefront of online
activities (Kim-Soon, Rahman, & Ahmed, 2014). The
research also supports previous research which proves
that e-service has a significant effect on satisfaction
(Chang et al., 2009; Nasution, 2019; Ting et al., 2016;
VO et al., 2020) and engagement (Dassanayake &
Senevirathne, 2018; VO et al., 2020).

Anotherresearchfindingshowsthate-satisfaction
has no significant effect on engagement, so the
satisfaction level with electronic services on campus
does not have a significant impact on engagement. In
the context of the research, student engagement does
not depend on the level of satisfaction. It is more likely
determined by the use of social media marketing
and e-service by campus. Therefore, student from
Generation Z will be more engaged if the use of digital
technology is optimized in the campus environment
to support services and learning activities. This is in
accordance with Generation Z characteristics which is
naturally engaged to digital technology that influences
their lifestyle (Ruangkanjanases & Wongprasopchai,
2017; Yussof et al., 2018).

IV CONCLUSIONS

The research aims to examine the effect of social
media marketing, e-service quality, and e-satisfaction
on customer engagement in higher education which
specifically involves students from Generation Z. The
findings of the research comes up with three highlights:
1) the positive and significant effect of social media
marketing on e-satisfaction and student engagement,
2) the positive and significant effect of e-service
quality on e-satisfaction and student engagement, and
3) no significant effect of e-satisfaction on student
engagement. The research shows the important role
of using digital technology in higher education which
will determine the success and competitiveness of
higher education institutions in the future along with
the increasing number of students from Generation Z.
Digital technology is an important pillar in supporting
higher education services and operations which in turn
can increase student engagement.

The research has come up with an implication
that higher education will try their best to build digital
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technology to support learning activities and campus
operations. Generation Z has begun to dominate
the number of students in higher education, and
the number will certainly get bigger, so they must
immediately build a digital-based smart campus.
Conventional ways of carrying out campus activities
must immediately be abandoned to meet the demands
and expectations of students from Generation Z.
Higher education management who generally comes
from Generation X and Y should quickly adjust and
understand the needs of Generation Z. Therefore, the
development of digital technology will be the focus
for higher education to be successful in a competitive
environment.

The research contributes to provide an insight
into higher education institutions in which using
digital technology optimally and effectively is an
important key to managing students from Generation
Z. Digital technology that is well managed for
social media marketing and services have a positive
impact on student engagement. Furthermore, higher
student engagement will make a positive contribution
to academic achievement and support the career
development of students in the future.

The research has a number of limitations that
can be used as a basis for improvement for further
research. The research scope is limited to Binus
university as a private university and Generation Z
students as a sample, so that the generalizability of the
findings cannot be widely applied to other campuses.
Having Generation Z as a sample will be beneficial
as the basis for further studies, however, it limits the
generalizability of the research since there might be
some students who come from the previous generation.

Further research needs to take the object of
research on several campuses and a larger number of
samples so that the results can be broadly generalized.
In addition, it is suggested that the further research
considers the use of different data analyzes, such as
Structural Equation Modeling (SEM) to obtain a more
comprehensive analysis.
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