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Abstrak

Di era digital Industri 4.0, inovasi layanan berbasis teknologi dan pemasaran melalui media sosial
menjadi strategi penting bagi perusahaan yang ingin meningkatkan loyalitas pelanggan serta
mendorong pertumbuhan pendapatan. Penelitian ini bertujuan untuk meninjau secara sistematis
literatur yang ada guna memahami bagaimana kedua strategi digital ini, baik secara individual
maupun sinergis, memengaruhi retensi pelanggan dan kinerja keuangan. Dengan menggunakan
metode tinjauan pustaka komprehensif, artikel jurnal dan prosiding konferensi terbitan antara
tahun 2000 hingga 2025 yang terindeks di database Scopus dianalisis. Analisis difokuskan pada
tema-tema utama, tren, serta celah penelitian terkait adopsi inovasi layanan digital dan pendekatan
pemasaran media sosial. Hasil kajian menunjukkan bahwa inovasi teknologi seperti chatbot
berbasis kecerdasan buatan, aplikasi mobile, dan sistem pembayaran digital secara signifikan
meningkatkan pengalaman pelanggan melalui kemudahan, personalisasi, dan efisiensi layanan
sehingga mendorong loyalitas di berbagai sektor. Secara bersamaan, pemasaran media sosial
memperkuat keterlibatan pelanggan melalui konten interaktif dan personal, kolaborasi dengan
influencer, serta media yang dihasilkan pengguna, yang memperdalam ikatan emosional dan
loyalitas merek. Integrasi inovasi layanan berbasis teknologi dengan pemasaran media sosial
menghasilkan efek sinergis yang mendorong perilaku pembelian ulang berkelanjutan dan
peningkatan pendapatan. Tantangan yang masih ada meliputi pengukuran dampak finansial,
pengembangan kapabilitas organisasi, serta isu etika terkait privasi data dan kepercayaan digital.
Secara keseluruhan, tinjauan ini menegaskan peran krusial strategi digital terintegrasi dan
berorientasi pelanggan dalam mempertahankan keunggulan kompetitif dan keberhasilan finansial
di pasar digital yang terus berkembang. Penelitian lanjutan disarankan untuk mengeksplorasi
teknologi baru dan faktor kontekstual yang memengaruhi efektivitas inovasi digital. Studi ini
memberikan wawasan penting bagi praktisi dan akademisi dalam memanfaatkan transformasi
digital untuk meningkatkan loyalitas pelanggan dan pertumbuhan bisnis.

520


https://www.journal.unrika.ac.id/index.php/jurnaldms
mailto:1ramdaniagus0580@gmail.com,2larsenbarasa@gmail.com,3winarnowhien@gmail.com,4aprilgunawan22@gmail.com,%205srinurhayati@ikipsiliwangi.ac.id
mailto:1ramdaniagus0580@gmail.com,2larsenbarasa@gmail.com,3winarnowhien@gmail.com,4aprilgunawan22@gmail.com,%205srinurhayati@ikipsiliwangi.ac.id

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Kata Kunci: [novasi Layanan Berbasis Teknologi; Pemasaran Media Sosial; Loyalitas
Pelanggan; Pertumbuhan Pendapatan

Abstract

In the digital era of Industry 4.0, technology-enabled service innovation and social media
marketing have become essential strategies for businesses seeking to enhance customer loyalty
and drive revenue growth. This study aims to systematically review existing literature to
understand how these digital strategies individually and synergistically influence customer
retention and financial performance. Using a comprehensive literature review method, peer-
reviewed journal articles and conference proceedings published between 2000 and 2025 from the
Scopus database were analyzed. The analysis focused on key themes, trends, and research gaps
related to the adoption of digital service innovations and social media marketing approaches. The
findings reveal that technological innovations such as artificial intelligence-powered chatbots,
mobile applications, and digital payment systems significantly improve customer experience
through increased convenience, personalization, and service efficiency, thereby fostering loyalty
across various sectors. Simultaneously, social media marketing enhances customer engagement
via interactive and personalized content, influencer collaborations, and user-generated media,
strengthening emotional connections and brand loyalty. The integration of technology-enabled
service innovation with social media marketing generates synergistic effects, leading to sustained
repurchase behavior and enhanced revenue generation. Challenges remain in effectively
measuring financial impacts, developing organizational capabilities, and addressing ethical
considerations related to data privacy and digital trust. Overall, this review highlights the critical
role of integrated, customer-centric digital strategies in sustaining competitive advantage and
financial success in the evolving digital marketplace. Future research should focus on emerging
technologies and contextual factors influencing digital innovation effectiveness. This study
provides valuable insights for practitioners and researchers aiming to harness digital
transformation for customer loyalty and business growth.

Keywords: Technology-Based Service Innovation; Social Media Marketing, Customer Loyalty;
Revenue Growth

INTRODUCTION

In today’s rapidly evolving business landscape, technology-based service innovation has
emerged as a vital driver for enhancing how organizations connect with and retain their customers.
One of the most influential trends shaping this transformation is the active involvement of
customers in the innovation process itself. By incorporating customers through diverse interactive
methods and gathering rich insights, companies foster deeper engagement and create services that
resonate more effectively with user needs. Alongside this, the concept of service clusters has
gained attention as a useful way to understand how interconnected services create and share value
within complex ecosystems. Technology-mediated services—ranging from artificial intelligence
tools to mobile platforms—have reshaped managerial approaches and opened exciting new
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research directions (Rahmawan & Nurhayati, 2025; Shih & Chang, 2020; Suryani et al., 2025).The
shift towards customer-centric innovation emphasizes that successful service development
requires a holistic, human-centered mindset that prioritizes customer needs throughout the entire
process(Chew, 2015). Particularly in the information and communication technology sector,
service leadership combined with tailored customization significantly boosts brand equity and
customer loyalty.

From a theoretical perspective, technology is increasingly viewed as a powerful resource
that enables firms to innovate not just through new service offerings, but also by improving how
services are delivered and experienced by customers. Frameworks that align service strategy with
customer experience design stress the importance of iterative, end-to-end processes that deliver
real value (Chew, 2015). Additionally, empowering customers to participate in value creation
through sharing platforms enhances engagement and sparks innovation, though this relationship is
complex and not always mediated by trust (Giang et al., 2024). Theories of organizational
capabilities highlight the need for continuous development of technological skills and service
competencies to stay competitive (Shabangu & Letaba, 2025). The "hamburger" model, inspired
by service-dominant logic, further underlines how customer engagement and organizational
resources interact dynamically to create meaningful value (Hollebeek & Andreassen, 2018).

Empirical research confirms that technology-driven service innovation can significantly
enhance customer satisfaction and loyalty. For example, studies in telecommunications sectors in
Nepal and Ethiopia show that such innovations positively affect loyalty through increased
satisfaction (Ayinaddis, 2023; Chaudhary et al., 2025). Emotional connections also play a critical
role, especially in service industries where personal interaction is key; here, loyalty often stems
from strong emotional bonds and the quality of customer relationships. Service quality factors such
as helpfulness, friendliness, and responsiveness have proven essential in sectors like fitness
technology, directly influencing customer satisfaction (Abdo et al., 2022). Furthermore, how
customers have used a service before can change the impact of quality and satisfaction on loyalty,
emphasizing the need for tailored approaches. The accelerating pace of digital innovation has
introduced new tools such as artificial intelligence, big data analytics, and mobile applications that
are transforming how customers engage with services (Hassan et al., 2024). Emerging technologies
like blockchain, Internet of Things (IoT), and virtual reality are becoming important enablers of
innovative services (Hassan et al., 2024; Iskandar et al., 2023; Sulkipani et al., 2024). Scholars
continue to debate whether technology itself should be treated as a separate dimension of
innovation or as a resource that supports service innovation. Regardless, there is broad agreement
that successful service innovation today depends on a strong customer focus that integrates
engagement and experience management (Manohar et al., 2024).

Customer engagement emerges as a key link between social media marketing and customer
loyalty. Interactive and meaningful social media experiences increase customers’ feelings of
connection and perceived value, which nurture loyalty (Mustafa et al., 2024; Mutalp et al., 2022).
Trust and satisfaction, strengthened by personalized support and content, form the foundation of
this loyalty (Al-Dwairi et al., 2024; Arora et al., 2021). Influencer marketing also plays a powerful
role by shaping consumer perceptions and purchase intentions, thereby deepening loyalty through
credible endorsements (Ilieva et al., 2024). Offering seamless omni-channel experiences,
integrating online and offline touchpoints, further solidifies engagement and loyalty(Jahns, 2023).
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Encouraging co-creation and harnessing user-generated content foster stronger emotional
attachments and brand loyalty (Hidayanti et al., 2018). Emotional, cognitive, and social
dimensions of engagement all positively contribute to loyalty, with social media marketing
effectiveness acting as a critical mediator (Mustafa et al., 2024).

The broader digital transformation enhances loyalty by improving communication,
enabling shared values, and facilitating peer interactions on social media platforms (Rose et al.,
2021). Social Customer Relationship Management (SCRM) builds on traditional CRM by
fostering engagement that translates into retention and satisfaction (Ghareeb et al., 2024).
Important metrics such as social support, platform interactivity, hedonic motivations, trust,
satisfaction, and word-of-mouth all contribute to lasting brand loyalty (Mubdir et al., 2025). Social
media marketing is proven to boost brand equity and foster loyalty and purchase intention (Raharja
et al., 2024). Integrating social media into CRM enhances profitability and supports new product
development (Kamboj et al., 2018). Additionally, social media encourages collaborative
innovation, improving business results (Torres de Oliveira et al., 2020). The synergy of service
innovation and social media marketing amplifies retention and revenue growth. Digital marketing
strategies that weave social media efforts into service innovation deliver improved financial
performance (Mohamad, 2024). Social media’s role in engagement and innovation offers a clear
competitive advantage (Wu et al., 2020).

Current research gaps include insufficient empirical studies on how digital innovation
affects customer behavior, limited sector-specific research, and the need for further exploration of
emerging tools like augmented reality, Al, and big data analytics (Olortegui-Alcalde et al., 2024).
The role of personalization during crises such as COVID-19 also requires more attention (Zaoui
et al,, 2021). Addressing these issues calls for investments in digital skills, cybersecurity,
organizational culture, and technological alignment with marketing strategies. SMEs, in particular,
should embrace modern digital marketing tools and authentic content to empower customers and
foster co-creation (Karawgoda & Kavirathna, 2025). Overall, while the combined approach of
technology-based service innovation and social media marketing offers tremendous promise for
improving loyalty and financial performance, overcoming the remaining challenges and filling
research gaps is essential to fully realize these benefits.

Guided by these insights, this study poses the following research questions: How does
technology-based service innovation influence customer loyalty in today’s business environment?
What role does social media marketing play in enhancing customer engagement and loyalty, and
how does this affect financial outcomes? And finally, how can the integration of technology-driven
service innovation with social media marketing synergistically improve customer retention and
drive revenue growth? Through addressing these questions, this study aims to contribute both
theoretical clarity and practical guidance for businesses seeking to harness digital innovation to
build stronger, more loyal customer bases and sustainable growth.

METHOD

This study adopts a comprehensive literature review approach to critically synthesize
existing scholarly work on the influence of technology-based service innovation and social media
marketing on customer loyalty and the resultant implications for revenue growth (Iswahyudi et al.,
2023; Nurhayati, Kurnianta, et al., 2024). Given the dynamic and rapidly evolving nature of digital
marketing and service innovation, the review prioritizes academic rigor and relevance by focusing
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exclusively on high-quality, peer-reviewed publications. The Scopus database was selected as the
primary data source due to its extensive coverage of reputable journals and conference proceedings
recognized for their scholarly impact and methodological soundness. The temporal scope
encompasses publications from 2000 to 2025, enabling a thorough examination of foundational
theories alongside contemporary empirical findings that reflect the current digital transformation
landscape.

The literature search employed a strategically constructed set of keywords, including
“technology-based service innovation,” “digital service innovation,” “social media marketing,”
“customer loyalty,” “customer retention,” and “revenue growth,” combined with Boolean
operators to ensure both breadth and precision in capturing relevant studies. The initial corpus of
literature was refined through a meticulous screening process involving the evaluation of titles and
abstracts to ascertain topical relevance and scholarly quality. The inclusion criteria were rigorously
applied, encompassing peer-reviewed articles and conference papers published in English that
explicitly investigate the nexus between technological service innovations, social media marketing
strategies, and their effects on customer loyalty and financial performance. Emphasis was placed
on studies offering robust empirical evidence or well-established theoretical frameworks.
Excluded from the review were non-peer-reviewed works, grey literature, opinion pieces, and
studies lacking methodological transparency or direct relevance to the research focus.

Analysis of the selected literature was conducted using a qualitative thematic synthesis
method, which facilitated the identification and integration of key themes, conceptual models, and
empirical insights across disciplinary boundaries. Particular attention was paid to the varied
methodological approaches, contextual factors, and theoretical perspectives that shape
understanding of how digital innovations and social media marketing collaboratively influence
customer engagement, retention, and ultimately, revenue generation. This integrative analytical
framework allows for a nuanced appreciation of complex interactions and emergent trends within
the evolving digital business environment. The review prioritized articles from journals classified
within the top quartile of their respective subject areas. While this focus ensures reliability and
scholarly validity, it may inherently limit the inclusion of emerging research in newer outlets or
grey literature. Furthermore, due to the rapid pace of technological advancement, certain nascent
innovations may not yet be extensively documented within the academic corpus. Nonetheless, the
study offers a rigorously curated, up-to-date synthesis of extant knowledge, providing a robust
foundation for future research and practical application in the fields of service innovation, digital
marketing, and customer relationship management.

DISCUSSIONS
1. Influence of Technology-Based Service Innovation on Customer Loyalty

Empirical evidence from various industries consistently demonstrates the substantial
impact of technology-based service innovations on customer loyalty. In the telecommunications
sector, interactive and supportive service innovations have been identified as critical drivers of
customer satisfaction and retention. Notably, while interactive services are easily replicable by
competitors, investments in supportive innovations—such as personalized service platforms—
provide essential differentiation, thus strengthening loyalty (Awuku et al., 2023; Chaudhary et al.,
2025; Ta & Yang, 2018). However, it is important to note that customer satisfaction alone does

524


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

not fully mediate the link between service innovation and loyalty, indicating the involvement of
other factors such as price sensitivity and service consistency (Chaudhary et al., 2025).

Similar patterns emerge in the airline industry, where differentiated customer service
innovations like self-service kiosks and digital check-in systems not only enhance customer
satisfaction but also improve operational efficiency and overall financial performance,
subsequently fostering customer loyalty (Bakir et al., 2024). In business-to-business technology
services, such as calibration laboratories, service quality and brand awareness positively influence
satisfaction, which promotes loyalty (Huang et al., 2019). Conversely, in markets characterized by
product homogeneity, such as grocery wholesale, service quality alone is insufficient to drive
loyalty; rather, customer orientation and interpersonal relationships play pivotal roles in
strengthening loyalty (Chao et al., 2007).

In high-technology product markets, antecedents such as corporate image, product quality,
and especially product innovation serve as significant predictors of customer loyalty. The container
shipping industry further highlights the importance of digital satisfaction and trust, both of which
contribute positively to overall loyalty. Moreover, perceived ease of use and usefulness of digital
offerings enhance satisfaction and thus promote loyalty (Balci, 2021). Across the digital service
context, technology leadership, service leadership, brand equity, and customization emerge as key
determinants of loyalty. Internet-based self-service technologies also influence loyalty and
satisfaction, mediated by customers’ confidence and perceptions of special treatment (Wismantoro
et al., 2017).

Emerging technologies such as Big Data analytics, the Internet of Things (IoT), and
Machine Learning are increasingly recognized for their ability to enhance customer experience
and retention, contributing to business growth (Andia-Reyna & Malasquez-Villanueva, 2025).
Yet, challenges remain in maintaining continuous innovation and effectively integrating these
technologies within customer service processes to sustain competitive advantage (Chaudhary et
al., 2025; Woo et al., 2021). Customer-centric approaches that align technological innovation with
operational models are critical to optimizing customer experience in the digital era (Hassan et al.,
2024; Niguse & Kant, 2025).

Specific digital innovations such as artificial intelligence (AI), mobile applications, and
chatbots have revolutionized customer retention and satisfaction. Al-powered chatbots provide
immediate, personalized assistance across communication channels, as evidenced by significant
improvements in customer engagement and service efficiency in Singapore (Tiwari &
Rangaswamy, 2024). In e-commerce, chatbots enhance loyalty by improving response times and
information quality, strengthening the digital relationship between brands and customers
(Vebrianti et al., 2025). The contributions of Al chatbots include delivering instant support,
behavioral-personalized experiences, and high service quality, all positively affecting satisfaction
and loyalty (Antonio et al., 2023; Hsu & Lin, 2023). They also streamline processes, reducing
service times and boosting operational efficiency (Antonio et al., 2023).

Mobile applications similarly enhance satisfaction by simplifying processes and fostering
communication. For example, in hospitality, mobile apps facilitate bookings and customer
interactions, while in banking, they improve accessibility and convenience, both fostering loyalty
(Das et al., 2024; Modiha, 2025; Widjaya et al., 2024). Features such as gamification, personalized
content, trust, and security further drive user engagement and satisfaction (Nigam & Chanda,
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2024). Broadly, digital innovations including Al, blockchain, and mobile technologies have
transformed customer interactions across sectors like insurance, where they improve efficiency
and foster trust (Cardona et al., 2019; Malhotra et al., 2022). E-commerce platforms innovating
their websites and apps also report increased customer satisfaction and loyalty (Rahman et al.,
2022). Despite these advancements, challenges persist, such as underexplored roles of chatbots in
certain sectors and ethical concerns regarding data privacy and Al-driven breaches, necessitating
corporate digital responsibility frameworks (Al-Barrak & Al-Alawi, 2024; Gupta & Jain, 2023;
Kaur & Nagina, 2024; Kunz & Wirtz, 2024). Overall, technology-driven service innovations
significantly enhance customer loyalty by improving service quality, convenience, and
personalization, thus fostering long-term business growth.

2. Role of Social Media Marketing in Building Customer Loyalty

Social media marketing (SMM) has become a powerful mechanism to foster customer
engagement and loyalty across diverse sectors. Empirical evidence confirms that SMM
significantly enhances engagement, which in turn strengthens brand loyalty. For example, Mustafa
et al. (2024) and Igbal, Hamza, and Sainudheen (2023) emphasize the mediating role of SMM
effectiveness in amplifying the relationship between customer engagement and brand loyalty, as
observed in studies among Amazon customers and online shoppers in the Maldives. Increased
engagement through social media reduces price sensitivity and reinforces brand identity and
loyalty (Dominique-Ferreira et al., 2025; Nurhayati et al., 2020; Suryani et al., 2025). Social media
platforms are thus critical tools in relationship marketing, facilitating and sustaining customer
relationships vital for loyalty (Musa et al., 2022; Olearova et al., 2025).

Personalized and Al-optimized content marketing on social media enhances engagement
and conversion rates (Dulloo et al., 2025). Experiential and humanized content especially resonates
with younger generations, driving heightened brand engagement (Nurhayati, Nurjaman, et al.,
2024; Setiadi et al., 2023; Siddiqui & Warraich, 2021). Social media advertising positively
influences brand awareness, preferences, and loyalty, with well-executed campaigns elevating
consumer perception (Agarwal & Alami, 2024). Jordanian consumers exhibit strong links between
SMM, engagement, and loyalty, encouraging managers to harness social media’s word-of-mouth
potential (Al-Hawary & Al-Fassed, 2022; Dankwa, 2021). Metrics measuring SMM effectiveness
emphasize customer engagement as a key antecedent, correlating with improved reputation, trust,
and loyalty (Kova¢ & Zabkar, 2020; Vinerean & Opreana, 2021). Platforms such as Facebook,
Instagram, and YouTube foster brand loyalty among university students and SMEs (Jawaid &
Rajadurai, 2021; Karawgoda & Kavirathna, 2025). However, resource and skills shortages pose
challenges, particularly for SMEs (Karawgoda & Kavirathna, 2025; Riley, 2020). Customer-
centric perspectives stress the importance of emotions and motivations in shaping social media
engagement (Abu-Salih et al., 2024).

Social media platforms foster consumer-brand relationships and repeated purchases by
enabling direct, trust-building interactions (Bianchi & Andrews, 2018; Samadi & Akhtar, 2025;
Vemburaj & Santhanalakshmi, 2025). User-generated content (UGC) amplifies brand credibility
and purchase intentions (He et al., 2022; M. N. Igbal, 2024). Influencer marketing significantly
affects purchase intentions through parasocial relationships, combining brand- and influencer-
directed campaigns to optimize short- and long-term loyalty (Kumar et al., 2025). Social proof and
eWOM further reinforce loyalty (Bianchi (Bianchi & Andrews, 2018; Gutierrez et al., 2023;
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Vinerean & Opreana, 2018). Personalized social media content increases satisfaction and
repurchase likelihood, especially among younger consumers (Bernarte et al., 2025; M. N. Igbal,
2024; Singh et al., 2025). Sustained engagement cultivates attachment and loyalty, with privacy
management and ethical content essential to maintaining brand equity (Bi & Zhang, 2024; Gorhan
et al., 2024; Schaefers et al., 2021). Collectively, social media marketing mechanisms deeply
influence loyalty and drive revenue growth.

3. Synergy Between Technology-Based Service Innovation and Social Media Marketing on
Loyalty and Revenue

Although relatively limited, research on the combined effects of digital service innovation
and social media marketing on customer loyalty and revenue growth provides valuable insights. A
study in the Peruvian restaurant sector demonstrates a positive correlation between social media
marketing and loyalty (Olortegui-Alcalde et al., 2024). Social media acts as a moderating factor
that enhances service quality expectations, product innovation, and customer relationship
management, intensifying drivers of loyalty (Cheema et al., 2019). Digital service innovation
advances customer engagement and equity. Augmented reality technologies improve interaction
and strengthen customer equity (K. H. Kim et al., 2021). In the ICT sector, service leadership and
customization, supported by technological leadership, boost brand equity and loyalty. Large
enterprises report social media’s positive influence on revenue, satisfaction, and brand reputation,
while SMEs benefit from expanded awareness and cost efficiency (Mittal et al., 2023; Prayogi &
Subriadi, 2024).

The theoretical consensus suggests a multiplicative impact of integrating service
innovation and social media marketing. Social CRM, combining social media engagement with
customer service, significantly improves loyalty and trust (Afaq et al., 2023). Advanced
technologies like Big Data, IoT, and Machine Learning offer enhanced personalization and
operational optimization, driving satisfaction and retention (Andia-Reyna & Malasquez-
Villanueva, 2025). Challenges remain in strategy development and financial impact measurement
(Sanches & Ramos, 2025). Integration of technology-enabled services with social media marketing
enhances financial performance by strengthening customer relationships, accelerating market
entry, and improving competitive positioning, especially for SMEs (H. G. Kim & Wang, 2019;
Muna et al., 2023). Social media boosts brand equity, engagement, and loyalty, contributing to
sustained competitive advantage and revenue growth (Bari et al., 2025). Cost-effective social
media marketing facilitates broader reach and operational efficiency(Gowrishankar et al., 2024;
Jayawardena et al., 2024).

Digital marketing strategies act as catalysts for broader digital transformation, expanding
market presence and mediating firm performance (Sharabati et al., 2024). However, barriers such
as funding, infrastructure, skilled personnel shortages, resistance to change, and cybersecurity
issues challenge integration (Ng & Lien, 2015). Measurement of impact via social media
development and marketing metrics correlates positively with customer relationship and financial
outcomes (Tarsakoo & Charoensukmongkol, 2020). Ethical implementation of social CRM
enhances workforce commitment and innovation (Corte et al., 2019). The synergy of technology-
based service innovation and social media marketing markedly improves business financial
performance through enriched customer engagement, expanded market reach, enhanced brand
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equity, and operational innovation. Addressing integration challenges and employing effective
metrics are critical for sustainable growth.
CONCLUSION

This study addressed the critical research problem of understanding how technology-
enabled service innovation and social media marketing influence customer loyalty and contribute
to revenue growth in the context of Industry 4.0’s digital transformation. Through a comprehensive
literature review of peer-reviewed studies spanning diverse industries, this paper elucidated the
mechanisms by which these two intertwined domains individually and synergistically enhance
customer retention and financial performance. The findings demonstrate that technology-based
service innovations—such as Al-powered chatbots, mobile applications, and digital payment
systems—significantly improve customer experience by offering convenience, personalization,
and responsiveness. These innovations foster higher satisfaction and loyalty across sectors
including telecommunications, e-commerce, and hospitality. Concurrently, social media
marketing emerges as a powerful tool for cultivating deep customer engagement through
interactive content, influencer partnerships, and user-generated media, which collectively
strengthen emotional bonds and brand loyalty. Importantly, the synergy between digital service
innovation and social media marketing amplifies these effects, resulting in sustained repurchase
behaviors and meaningful increases in revenue streams. Nonetheless, challenges persist related to
effective integration, measurement of financial impacts, capability development, and ethical
considerations surrounding data privacy and digital trust. This study contributes to the existing
body of knowledge by integrating fragmented research on digital service innovation and social
media marketing into a cohesive framework that highlights their complementary roles in fostering
loyalty and enhancing firm profitability. It underscores the need for firms to adopt holistic,
customer-centric digital strategies that leverage emerging technologies and dynamic marketing
channels to sustain competitive advantage. Moreover, by identifying research gaps—such as the
underexplored impacts of co-creation intentions, personalization during crises, and sector-specific
adoption barriers—this review provides a roadmap for future empirical inquiry. The key takeaway
for academics and practitioners alike is the imperative to pursue integrated digital innovation
strategies that simultaneously enhance service delivery and customer engagement. Firms that
successfully navigate technological advancements while fostering meaningful social media
interactions stand to cultivate stronger customer loyalty and realize sustainable revenue growth.
Future research should explore emerging technologies like augmented reality and big data
analytics, investigate ethical frameworks for Al deployment, and examine contextual factors
influencing digital innovation efficacy across diverse markets and organizational scales. The study
reinforces the transformative potential of combined technology-enabled service innovation and
social media marketing in shaping the future of customer loyalty and business success in the digital
era.

REFERENCES

Abdo, S., Nahouli, T. H., & Daye, K. (2022). Consumer Satisfaction Using Fitness Technology
Innovation. Lecture Notes in Business Information Processing, 461 LNBIP, 170-181.
https://doi.org/10.1007/978-3-031-17037-9 12

528


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Abu-Salih, B., Alotaibi, S., Abukhurma, R., Almiani, M., & Aljaafari, M. (2024). DAO-LGBM:
dual annealing optimization with light gradient boosting machine for advocates prediction in
online customer engagement. Cluster Computing, 27(4), 5047-5073.
https://doi.org/10.1007/s10586-023-04220-6

Afaq, A., Gaur, L., & Singh, G. (2023). Social CRM: linking the dots of customer service and
customer loyalty during COVID-19 in the hotel industry. International Journal of
Contemporary Hospitality Management, 35(3), 992—1009. https://doi.org/10.1108/IJCHM-
04-2022-0428

Agarwal, S., & Alami, R. (2024). Unveiling the Digital Impact: Exploring the Influence of Social
Media Advertising on Brand Perception. Journal of Ecohumanism, 3(8), 2286-2295.
https://doi.org/10.62754/joe.v318.4905

Al-Barrak, S. A., & Al-Alawi, A. 1. (2024). The Contribution of Chatbot to Enhanced Customer
Satisfaction: A Systematic Review. 2024 ASU International Conference in Emerging
Technologies for Sustainability and Intelligent Systems, ICETSIS 2024, 246-250.
https://doi.org/10.1109/ICETSIS61505.2024.10459497

Al-Dwairi, R. M., Shehabat, 1., Zahrawi, A., & Hammouri, Q. (2024). Building customer trust,
loyalty, and satisfaction: The power of social media in e-commerce environments.
International  Journal of Data and Network  Science, 8(3), 1883—1894.
https://doi.org/10.5267/.1jdns.2024.2.001

Al-Hawary, S. L. S., & Al-Fassed, K. J. (2022). The impact of social media marketing on building
brand loyalty through customer engagement in Jordan. International Journal of Business
Innovation and Research, 28(3), 365-387. https://doi.org/10.1504/1JBIR.2022.124126

Andia-Reyna, J., & Malasquez-Villanueva, Y. (2025). Impact of Emerging Technologies on
Customer Loyalty: A Systematic Review. International Journal of Advanced Computer
Science and Applications, 16(3), 204-212. https://doi.org/10.14569/1JACSA.2025.0160320

Antonio, E. R. P., Fadhilah, M. F., Faiq, F., Fredyan, R., & Pranoto, H. (2023). Analyzing the
Impact of Customer Service Chatbots on User Satisfaction. Proceedings - 2023 15th
International Congress on Advanced Applied Informatics Winter, [IAI-AAI-Winter 2023, 82—
85. https://doi.org/10.1109/ITAI-AAI-Winter61682.2023.00023

Arora, L., Singh, P., Bhatt, V., & Sharma, B. (2021). Understanding and managing customer
engagement through social customer relationship management. Journal of Decision Systems,
30(2-3), 215-234. https://doi.org/10.1080/12460125.2021.1881272

Awuku, E., Agyei, P. M., & Gonu, E. (2023). Service innovation practices and customer loyalty
in the telecommunication industry. PLoS ONE, 18(3 March).
https://doi.org/10.1371/journal.pone.0282588

Ayinaddis, S. G. (2023). The Relationship Between Service Innovation, Customer Satisfaction,
and Loyalty Intention in Emerging Economies: An Evidence from Ethio Telecom. Journal of
the Knowledge Economy, 14(4), 4045-4063. https://doi.org/10.1007/s13132-022-01025-7

Bakir, A., Basal, M., Siizen, E., Sahin, Z., & Cora, H. (2024). THE IMPACT OF INNOVATIVE
CUSTOMER SERVICE PRACTICES ON ORGANIZATIONAL PERFORMANCE IN
AIRLINE COMPANIES: A QUALITATIVE ANALYSIS. Journal Of Organizational
Behavior Research, 9(2), 179—-193. https://doi.org/10.51847/a0ZEWOXhEx

529


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Balci, G. (2021). Digitalization in container shipping: Do perception and satisfaction regarding
digital products in a non-technology industry affect overall customer loyalty? Technological
Forecasting and Social Change, 172. https://doi.org/10.1016/j.techfore.2021.121016

Bari, M. A., Ismail, H., Khan, M. T. L., & Elfaki, K. E. (2025). Boosting Brand Equity in the Digital
Age: A Review of Social Media Marketing Strategies. Paper Asia, 41(1), 342-352.
https://doi.org/10.59953/paperasia.v41i1b.342

Bernarte, R. P., Xin, X., Lirio, G. A. C., & Bautista, A. P. (2025). Examining social media
engagement and its influence on consumer purchase intentions in China: Insights from
Zhangzhou’s digital ecosystem. E-Learning and Digital Media.
https://doi.org/10.1177/20427530251317722

Bi, N. C., & Zhang, R. (2024). Global perspectives on social media influencers and strategic
business communication. In Global Perspectives on Social Media Influencers and Strategic
Business Communication. https://doi.org/10.4018/9798369309124

Bianchi, C., & Andrews, L. (2018). Consumer engagement with retail firms through social media:
an empirical study in Chile. International Journal of Retail and Distribution Management,
46(4), 364 — 385. https://doi.org/10.1108/IJRDM-02-2017-0035

Cardona, D. R., Schonborn, S., Werth, O., & Breitner, M. H. (2019). A mixed methods analysis
of the adoption and diffusion of chatbot technology in the German insurance sector. 25th
Americas Conference on Information Systems, AMCIS 2019.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-

85084023187 &partnerID=40&md5=9a9571d648e¢057d9d009c6cde9838306

Chao, P., Fu, H.-P., & Lu, [.-Y. (2007). Strengthening the quality - Loyalty linkage: The role of
customer orientation and interpersonal relationship. Service Industries Journal, 27(4), 471—
494. https://doi.org/10.1080/02642060701346425

Chaudhary, M. K., Ghimire, D. M., Dhungana, M., Chaudhary, R. K., Adhikari, M., & Thapa, S.
(2025). SERVICE INNOVATION IN TELECOMMUNICATION: THE PATH TO
CUSTOMER LOYALTY THROUGH ENHANCED CUSTOMER SATISFACTION.
Innovative Marketing, 21(1), 37-49. https://doi.org/10.21511/im.21(1).2025.04

Cheema, S., Ahsan, N., Amjad, S., & Bukhari, Z. Y. (2019). ANTECEDENCES OF CUSTOMER
LOYALTY IN THE PAKISTANI HOSPITALITY INDUSTRY. Advances in Hospitality
and Leisure, 15, 129—143. https://doi.org/10.1108/S1745-354220190000015008

Chew, E. K. (2015). Service innovation through an integrative design framework. In The
Handbook of Service Innovation (pp. 481-500). https://doi.org/10.1007/978-1-4471-6590-
322

Corte, V. D., Umachandran, K., Sepe, F., Nevola, G., & Periasamy, A. (2019). Impacts of social
media on business value and performance. In Handbook of Research on Social Media
Applications  for  the  Tourism  and  Hospitality ~ Sector  (pp.  82-101).
https://doi.org/10.4018/978-1-7998-1947-9.ch006

Dankwa, D. D. (2021). Social media advertising and consumer decision-making: The mediating
role of consumer engagement. International Journal of Internet Marketing and Advertising,
15(1), 29-53. https://doi.org/10.1504/1jima.2021.10035069

530


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Das, I. R., Islam, A. S., & Talukder, M. B. (2024). Customer satisfaction in hospitality marketing
from a technological perspective. In Impact of Al and Tech-Driven Solutions in Hospitality
and Tourism (pp. 383—407). https://doi.org/10.4018/979-8-3693-6755-1.ch019

Dominique-Ferreira, S., Cabanelas, S., Braga, R., & Ferreira, A. (2025). Exploring the
Relationship Between Customer Engagement and Price Sensitivity. In Springer Series in
Design and Innovation (Vol. 51, pp. 824-837). https://doi.org/10.1007/978-3-031-77566-
6_60

Dulloo, R., Jayakumar, M., Jenefa, L., Kind, K. G., & Waller, S. (2025). The Impact of AI-Driven
Content Marketing on Social Media Customer Engagement. In Strategic Blueprints for Al-
Driven Marketing in the Digital Era (pp. 109—144). https://doi.org/10.4018/979-8-3373-
3897-2.ch004

Ghareeb, N. B., Aboutabl, A. E., Shalash, S. O., & Mostafa, A. M. (2024). Using Data Analytics
Techniques for Enhancing Social Media Marketing Processes. 6th International Conference
on Computing and Informatics, 1cci 2024, 443-451.
https://doi.org/10.1109/ICCI161671.2024.10485047

Giang, H. T. T., Dung, L. T., Tien, H. T., & Nhu, C. T. B. (2024). Customer empowerment and
engagement on sharing platform in the retailing sector: testing the mediating effects of service
innovation and platform trust. Journal of Innovation and Entrepreneurship, 13(1).
https://doi.org/10.1186/s13731-024-00431-2

Gorhan, P., Syahchari, D. H., & Omar, A. (2024). The Role of Subjective Knowledge, TikTok
Usage, and Brand Image in Influencing Impulsive Buying Behavior on TikTok Shop. 2024
3rd International Conference on Creative Communication and Innovative Technology, ICCIT
2024. https://doi.org/10.1109/ICCIT62134.2024.10701189

Gowrishankar, R., Shivakumar, S., Brindha, T. C., Dhanasekar, E., Gokila, R., & Prema, R. (2024).
Analysing Customer Ideas, Opinions, and Preferences Towards Social Media Platforms:
Insights and Implications with Special Reference to Coimbatore City. In Studies in Big Data
(Vol. 163, pp. 527-539). https://doi.org/10.1007/978-3-031-73632-2 45

Gupta, D. G., & Jain, V. (2023). Use of Artificial Intelligence with Ethics and Privacy for
Personalized Customer Services. In Artificial Intelligence in Customer Service: The Next
Frontier to Personalized Engagement (pp. 231-257). https://doi.org/10.1007/978-3-031-
33898-4 10

Gutierrez, A., Punjaisri, K., Desai, B., Syed Alwi, S. F., O’Leary, S., Chaiyasoonthorn, W., &
Chaveesuk, S. (2023). Retailers, don’t ignore me on social media! The importance of
consumer-brand interactions in raising purchase intention - Privacy the Achilles heel. Journal
of Retailing and Consumer Services, 72. https://doi.org/10.1016/j.jretconser.2023.103272

Hassan, V. 1., Basheer, S., Mir, F. A., & Fayad, S. G. A. (2024). Digital innovation in the service
sector: Transforming customer experiences. In Service Innovations in Tourism: Metaverse,
Immersive Technologies, and Digital Twin (pp. 150—-165). https://doi.org/10.4018/979-8-
3693-1103-5.ch008

He, T., Liu, M. J., Phang, C. W., & Luo, J. (2022). Toward social enterprise sustainability: The
role of digital hybridity. Technological Forecasting and Social Change, 175, 121360.

531


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Hidayanti, I., Herman, L. E., & Farida, N. (2018). Engaging Customers through Social Media to
Improve Industrial Product Development: The Role of Customer Co-Creation Value. Journal
of Relationship Marketing, 17(1), 17-28. https://doi.org/10.1080/15332667.2018.1440137

Hollebeek, L. D., & Andreassen, T. W. (2018). The S-D logic-informed “hamburger” model of
service innovation and its implications for engagement and value. Journal of Services
Marketing, 32(1), 1-7. https://doi.org/10.1108/JSM-11-2017-0389

Hsu, C.-L., & Lin, J. C.-C. (2023). Understanding the user satisfaction and loyalty of customer
service  chatbots.  Journal of  Retailing and  Consumer  Services, 71.
https://doi.org/10.1016/j.jretconser.2022.103211

Huang, P.-L., Lee, B. C. Y., & Chen, C.-C. (2019). The influence of service quality on customer
satisfaction and loyalty in B2B technology service industry. Total Quality Management and
Business Excellence, 30(13—14), 1449-1465.
https://doi.org/10.1080/14783363.2017.1372184

Ilieva, G., Yankova, T., Ruseva, M., Dzhabarova, Y., Klisarova-Belcheva, S., & Bratkov, M.
(2024). Social Media Influencers: Customer Attitudes and Impact on Purchase Behaviour.
Information (Switzerland), 15(6). https://doi.org/10.3390/info15060359

Igbal, M. N. (2024). The Role of Social Media in Shaping Consumer Decisions and Brand
Perceptions. In Sustainability, Innovation, and Consumer Preference (pp. 197-225).
https://doi.org/10.4018/979-8-3693-9699-5.ch009

Igbal, U. P., Hamza, V. K., & Sainudheen, S. (2023). The Intervening Impact of Social Media
Marketing on Brand Loyalty: A Multi Group Analysis in Customer Demographics. /ranian
Journal of Management Studies, 16(4), 889-903.
https://doi.org/10.22059/ijms.2022.342872.675097

Iskandar, A., Winata, W., Kurdi, M. S., Sitompul, P. H. S., Kurdi, M. S., Nurhayati, S., Hasanah,
M., Haluti, F., & others. (2023). Peran Teknologi Dalam Dunia Pendidikan. Yayasan
Cendekiawan Inovasi Digital Indonesia.

Iswahyudi, M. S., Wulandari, R., Samsuddin, H., Sukowati, I., Nurhayati, S., Makrus, M., Amalia,
M. M., Faizah, H., Febianingsih, N. P. E., & others. (2023). Buku Ajar Metodologi Penelitian.
PT. Sonpedia Publishing Indonesia. https://buku.sonpedia.com/2023/09/buku-ajar-
metodologi-penelitian.html

Jahns, J. (2023). The future of marketing: How cultural understanding contributes to the success
of brand positioning and campaigns. Journal of Digital and Social Media Marketing, 11(3),
225-235. https://doi.org/10.69554/gdfd8618

Jawaid, M., & Rajadurai, K. G. (2021). THE EFFECT OF SOCIAL MEDIA MARKETING ON
CUSTOMER LOYALTY AMONGST UNIVERSITY STUDENTS: EVIDENCE FROM
THE FASHION INDUSTRY IN KUALA LUMPUR. Journal of Content, Community and
Communication, 13(7), 66-81. https://doi.org/10.31620/JCCC.06.21/08

Jayawardena, N. S., Behl, A., Nedungadi, P., Jones, P., & Raman, R. (2024). Integration of
Technology and Marketing Activities Among Service SMEs in Emerging Economies: A
Scoping  Review.  Journal of  Global Information  Management,  32(1).
https://doi.org/10.4018/JGIM.356380

532


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Kamboj, S., Yadav, M., & Rahman, Z. (2018). Impact of social media and customer-centric
technology on performance outcomes: The mediating role of social CRM capabilities.
International Journal of Electronic Marketing and Retailing, 9(2), 109-125.
https://doi.org/10.1504/IJEMR.2018.090888

Karawgoda, D. D. K., & Kavirathna, C. A. (2025). Barriers and Strategy Analysis for the Usage
of Social Media by small and medium-scale enterprises: A Systematic Review. 2025 5th
International Conference on Advanced Research in Computing: Converging Horizons:
Uniting Disciplines in Computing Research through Al Innovation, ICARC 2025 -
Proceedings. https://doi.org/10.1109/ICARC64760.2025.10963199

Kaur, J., & Nagina, R. (2024). Harnessing Al: Ethically transforming service marketing with
responsible practices. In Integrating AI-Driven Technologies Into Service Marketing (pp.
239-264). https://doi.org/10.4018/979-8-3693-7122-0.ch014

Kim, H. G., & Wang, Z. (2019). Defining and measuring social customer-relationship management
(CRM) capabilities.  Journal  of  Marketing  Analytics, 7(1), 40-50.
https://doi.org/10.1057/s41270-018-0044-8

Kim, K. H., Ko, E., Kim, S. J, & Jiang, Q. (2021). Digital service innovation, customer
engagement, and customer equity in AR marketing. Journal of Global Scholars of Marketing
Science: Bridging Asia and the World, 31(3), 453-466.
https://doi.org/10.1080/21639159.2021.1923054

Kova¢, M., & Zabkar, V. (2020). Do Social Media and E-Mail Engagement Impact Reputation
and Trust-Driven Behavior? Market-TrzZiste, 32(1), 9-25.
https://doi.org/10.22598/mt/2020.32.1.9

Kumar, A., Rayne, D., Salo, J., & Yiu, C. S. (2025). Battle of Influence: Analysing the Impact of
Brand-Directed and Influencer-Directed Social Media Marketing on Customer Engagement
and Purchase Behaviour. Australasian = Marketing  Journal, 33(1), 87-95.
https://doi.org/10.1177/14413582241247391

Kunz, W. H., & Wirtz, J. (2024). Corporate digital responsibility (CDR) in the age of Al
implications for interactive marketing. Journal of Research in Interactive Marketing, 18(1),
31-37. https://doi.org/10.1108/JRIM-06-2023-0176

Malhotra, R. K., Gupta, C., & Jindal, P. (2022). Blockchain and Smart Contracts for Insurance
Industry. In Blockchain Technology in Corporate Governance: Transforming Business and
Industries (pp. 239-252). https://doi.org/10.1002/9781119865247.ch11

Manohar, S., Jain, R., & Jeswal, R. (2024). Service innovation metamorphosis from assimilation
to synthesis approach for building disruptive business strategies. In Al Innovation in Services
Marketing (pp. 173-200). https://doi.org/10.4018/979-8-3693-2153-9.ch008

Mittal, H., Singh, G., & Sarangi, P. K. (2023). Impact of Social Media on Large Scale Enterprises.
In Springer Series in Design and Innovation (Vol. 32, pp. 343-362).
https://doi.org/10.1007/978-3-031-35385-7 20

Modiha, P. (2025). Digital Trust in Banking: Post Graduate Students Perspective. Springer
Proceedings in Business and Economics, 1055-1079. https://doi.org/10.1007/978-3-031-
84885-8 57

533


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Mohamad, B. (2024). Integrating digital marketing for enhanced banking performance. Edelweiss
Applied Science and Technology, 8(6), 6325-6334.
https://doi.org/10.55214/25768484.v816.3377

Mubdir, G. A., Hashim, S., Ayob, A. H., & Rosli, N. (2025). Exploring Customer Engagement in
Social Commerce: A Literature Review of Frameworks, Pathways, and Emerging Trends.
Engineering, Technology and Applied Science Research, 15(2), 20601-20608.
https://doi.org/10.48084/etasr.9452

Muna, N., Yasa, N. N. K., Ekawati, N. W., Wibawa, I. M. A., & Sri Subawa, N. (2023). Business
network power as a process for enhancing firm performance: A perspective of RAToC.
Cogent Business and Management, 10(2). https://doi.org/10.1080/23311975.2023.2207620

Musa, S., Nurhayati, S., & Zubaedah, R. (2022). Peningkatan Kompetensi Pemasaran Produk
Warga Belajar Pusat Kegiatan Belajar Masyarakat Melalui Pelatihan Marketplace Dan
Canva. JMM (Jurnal Masyarakat Mandiri), 6(6), 4533.
https://doi.org/10.31764/jmm.v6i16.10912

Mustafa, S. M. B., Altaany, F., Ebbini, M. M., Al-Hamad, A. A.-S. A., Alkaraky, S. N., Ahmad,
A.Y.A.B., & Alaa, A. A. (2024). The mediating role of social media marketing effectiveness
in the relationship between customer engagement and brand loyalty: A study of Amazon as a
retail brand store. Uncertain Supply Chain Management, 12(4), 2137-2152.
https://doi.org/10.5267/j.uscm.2024.7.002

Mutalp, H. N., Hasan, A. A., Wafgan, H. M., Almoussawi, Z. A., Saeed, A. N., & sabit, S. H.
(2022). The Effect of Digital Marketing Communication on Consumer Behavior of Textile
Products in  Iraq.  Tramsnational — Marketing  Journal,  10(3), 751-762.
https://doi.org/10.33182/tmj.v10i3.2178

Ng, E., & Lien, C.-Y. (2015). Impact of social media in service innovations: An empirical study
on the Australian hotel industry. In Social Media and Networking: Concepts, Methodologies,
Tools, and Applications (Vols. 2—4, pp. 978-993). https://doi.org/10.4018/978-1-4666-8614-
4.ch044

Nigam, A. C., & Chanda, R. S. (2024). DIGITAL INNOVATIONS AND THEIR EFFECT ON
USER INTERACTION IN FITNESS APPS: A COMPREHENSIVE REVIEW AND
FUTURE RESEARCH DIRECTIONS. In Advanced Series in Management (Vol. 34B, pp.
113-135). https://doi.org/10.1108/S1877-63612024000034B010

Niguse, T., & Kant, S. (2025). Is mediation of technology innovation required in relationships
between customer experience and competitive advantage in ethiopian manufacturing? In
Empowering Value Co-Creation in the Digital Era (pp. 29—54). https://doi.org/10.4018/979-
8-3373-1742-7.ch002

Nurhayati, S., Fasa, M. 1., Panjaitan, R., Indriyani, D., & Fadlyansyah, R. M. (2020). Digital
Marketing Literacy for Marginalized Society To Improve Society’S Economic
Empowerment. The International Conference on Innovations in Social Sciences and
Education , 505-516.

Nurhayati, S., Kurnianta, P. D. M., & Anggraeni, A. F. (2024). Pengantar Karya Tulis llmiah. PT.
Sonpedia Publishing Indonesia.

534


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Nurhayati, S., Nurjaman, N., & Rukanda, N. (2024). Innovation, Empowerment, And Community
Development: Comprehensive Analysis Of Rural Youth-Driven Coffee Production.
Masyarakat Madani: Jurnal Kajian Islam Dan Pengembangan Masyarakat, 9(2), 235-253.

Olearova, M., Fedorko, R., & Kral, S. (2025). Exploring the Role of Social Media in Relationship
Marketing: Insights into Customer Engagement and Brand Relationship Quality. In Eurasian
Studies in Business and Economics (Vol. 33, pp. 109—127). https://doi.org/10.1007/978-3-
031-84319-8 7

Olortegui-Alcalde, L. M., Julio Brayan, S.-N., Quispe, M., Alberto, L., & Melo-Ramos, E. J.
(2024). Social Media Marketing and Its Relationship with Customer Loyalty: A Case Study
in Cieneguilla, Peru. IBIMA Business Review, 2024. https://doi.org/10.5171/2024.869465

Prayogi, K., & Subriadi, A. P. (2024). The Role of Digital Marketing in Driving Growth and
Competitiveness of SMEs in the Digital Transformation Era: Systematic Literature Review.
2024 International Conference on Information Technology Systems and Innovation, ICITSI
2024 - Proceedings, 290-296. https://doi.org/10.1109/ICITSI65188.2024.10929422

Raharja, 1., Qonitah, S., & Syahchari, D. (2024). The Relationship between Social Media
Marketing, Product Innovation, and Brand Equity with Mediated Customer Engagement in
the Indonesian Packaged Tea Industry. Proceedings - 2024 2nd International Conference on
Technology Innovation and Its Applications, ICTIIA 2024.
https://doi.org/10.1109/ICTIIA61827.2024.10761603

Rahman, S., Fadrul, F., Yusrizal, Y., Marlyna, R., & Momin, M. M. (2022). Improving the
Satisfaction and Loyalty of Online Shopping Customers Based on E-Commerce Innovation
and E-Service Quality. Gadjah Mada International Journal of Business, 24(1), 56-81.
https://doi.org/10.22146/gamaijb.58783

Rahmawan, A., & Nurhayati, S. (2025). Improving Micro, Small, and Medium Enterprise Owners’
Marketing Skill Through Active Learning Based Digital Marketing Training. Empowerment:
Jurnal llmiah Program Studi Pendidikan Luar Sekolah, 14(1), 223-230.

Riley, J. (2020). Sustaining customer engagement through social media brand communities.
Journal of Global Scholars of Marketing Science: Bridging Asia and the World, 30(4), 344—
357. https://doi.org/10.1080/21639159.2020.1766990

Rose, S., Fandel, D., Saraeva, A., & Dibley, A. (2021). Sharing is the name of the game: Exploring
the role of social media communication practices on B2B customer relationships in the life
sciences industry. Industrial Marketing Management, 93, 52-62.
https://doi.org/10.1016/j.indmarman.2020.12.013

Samadi, S., & Akhtar, I. (2025). Parasocial Relationship in relation to the Impact of Social Media
Influencers on Consumer Purchase Intention. Signals and Communication Technology, Part
F76,151 —157. https://doi.org/10.1007/978-3-031-68952-9 20

Sanches, E., & Ramos, C. M. Q. (2025). Evaluating the Impact of Instagram Engagement Metrics
on Corporate Revenue Growth: Introducing the Loyalty Rate. Information (Switzerland),
16(4). https://doi.org/10.3390/info 16040287

Schaefers, T., Falk, T., Kumar, A., & Schamari, J. (2021). More of the same? Effects of volume
and variety of social media brand engagement behavior. Journal of Business Research, 1335,
282 —294. https://doi.org/10.1016/j.jbusres.2021.06.033

535


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Setiadi, D., Nurhayati, S., Ansori, A., Zubaidi, M., & Amir, R. (2023). Youth’s digital literacy in
the context of community empowerment in an emerging society 5.0. Society, 11(1), 1-12.
https://doi.org/https://doi.org/10.33019/society.v10i2.491

Shabangu, L., & Letaba, P. (2025). Integration of the Organisational Capability, Service
Innovation Capability and Technological Capability Upgrading: A Systematic Literature
Review.  Springer  Proceedings  in  Business  and  Economics,  33-42.
https://doi.org/10.1007/978-3-031-72494-7 4

Sharabati, A.-A. A., Ali, A. A. A., Allahham, M. 1., Hussein, A. A., Alheet, A. F., & Mohammad,
A. S. (2024). The Impact of Digital Marketing on the Performance of SMEs: An Analytical
Study in Light of Modern Digital Transformations. Sustainability (Switzerland), 16(19).
https://doi.org/10.3390/sul6198667

Shih, Y. A., & Chang, B. (2020). Empirical Study on the Effects of Social Network—supported
Group Concept Mapping. Research and Practice in Technology Enhanced Learning, 15(1).
https://doi.org/10.1186/s41039-020-00143-7

Siddiqui, A., & Warraich, M. A. (2021). Analyzing The Effectiveness Of Strategic Marketing
Contents On Customer Brand Engagement (Cbe): A Comparative Perspective Of Generation
Y And Generation Z Consumers. Journal of Legal, Ethical and Regulatory Issues, 24(Special
Issue 1), 1-26. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85116108999&partnerID=40&md5=82c¢213765f585d2e89c2ad41d84{762¢

Singh, S., Chaubey, D. S., Raj, R., Kumar, V., Paliwal, M., & Mahlawat, S. (2025). Social media
communication, consumer attitude and purchase intention in lifestyle category products: a
PLS-SEM modeling. Marketing Intelligence and Planning, 43(2), 272 — 296.
https://doi.org/10.1108/MIP-11-2023-0626

Sulkipani, S., Afnarius, S., Sudrajat, S., Santoso, I., Nurhayati, S., Halim, L., Mutia, A. S.,
Argadinata, H., Jayanti, N. R., & Arromal, F. (2024). Teknologi Pendidikan.

Suryani, N., Nurhayati, S., Rakhman, A., & Boriboon, G. (2025). Strategic Digital Marketing For
Micro, Small, Medium Enterprises (Msme): Enhancing Community Engagement And
Economic Empowerment In Islamic Societies. [Ijtimaiyya: Jurnal Pengembangan
Masyarakat Islam, 17(2).

Susanto, A., Ratnasari, S. L., Susanti, E. N., Megah, S. 1., Wilany, E., & Yuliani, S. (2024). Beliefs
of English Language Instruction by Indonesian Elementary School Teachers: Exploring the
Influence of Environment and Educational Background. AL-ISHLAH: Jurnal Pendidikan,
16(1), 1-13.

Ta, D. T., & Yang, C.-H. (2018). Exploring the impacts of service innovation on customer
satisfaction in the telecom industry: A perspective from interactive and supportive service
innovations. International  Journal  of  Innovation Management, 22(7).
https://doi.org/10.1142/S1363919618500536

Tarsakoo, P., & Charoensukmongkol, P. (2020). Dimensions of social media marketing
capabilities and their contribution to business performance of firms in Thailand. Journal of
Asia Business Studies, 14(4), 441-461. https://doi.org/10.1108/JABS-07-2018-0204

Tarwiyani, T., Ratnasari, S. L., Sari, M., Yanti, F., Hutagaol, N. M., Argadinata, M. P., & Ruslan,
R. (2025). The Concept of Education in Malay Society from a Philosophical Perspective.
JURNAL EDUSCIENCE, 12(2), 342-355.

536


https://www.journal.unrika.ac.id/index.php/jurnaldms

DIMENSI, Volume 14 Nomor 2 : 520-537

JULI 2025

ISSN: 2085-9996
https://www.journal.unrika.ac.id/index.php/jurnaldms

Tiwari, D., & Rangaswamy, E. (2024). Analysis of Factors of Al Tool- Chatbots on Customer
Experience in Singapore. 15th International Conference on Advances in Computing, Control,
and Telecommunication Technologies, ACT 2024, 2, 2126-2133.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85209080469&partnerID=40&md5=e¢79405620417af1d87f97bd0456252¢e

Torres de Oliveira, R., Indulska, M., Steen, J., & Verreynne, M.-L. (2020). Towards a framework
for innovation in retailing through social media. Journal of Retailing and Consumer Services,
54,101772. https://doi.org/10.1016/].jretconser.2019.01.017

Vebrianti, R., Aras, M., Putri, M. S. S., & Swandewi, I. A. (2025). Al Chatbots in E-Commerce:
Enhancing Customer Engagement, Satisfaction and Loyalty. Paper Asia, 41(2b), 248-260.
https://doi.org/10.59953/paperasia.v41i2b.445

Vemburaj, P., & Santhanalakshmi, S. (2025). A study on the influence of social media on
consumer behaviour. In Ethical AI Solutions for Addressing Social Media Influence and Hate
Speech. https://doi.org/10.4018/979-8-3693-9904-0.ch006

Vinerean, S., & Opreana, A. (2018). Key Predictors of Customer Loyalty for Facebook Brand
Pages. Empirical Research on Social Media Marketing. Springer Proceedings in Business
and Economics, 433 — 449. https://doi.org/10.1007/978-3-030-01878-8 36

Vinerean, S., & Opreana, A. (2021). Measuring customer engagement in social media marketing:
A higher-order model. Journal of Theoretical and Applied Electronic Commerce Research,
16(7), 2633-2654. https://doi.org/10.3390/jtaer16070145

Widjaya, W., Michael, G., & Gui, A. (2024). Key Factors Affecting Customer Retention in Digital
Banking Applications in Indonesia. 2nd International Conference on Emerging Trends in
Information Technology and Engineering, Ic-ETITE 2024. https://doi.org/10.1109/ic-
ETITES8242.2024.10493293

Wismantoro, Y., Pramudi, Y. T. C., & Widiatmoko, K. (2017). The application of internet-based
self service technology (ISST) on Gamelan industry (Pentatonic instruments) in Surakarta
Indonesia. International Journal of Applied Business and Economic Research, 15(7), 337—
346. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85019638075&partnerID=40&md5=50930ccald5dddd8dabc91c158af960b

Woo, H., Kim, S. J., & Wang, H. (2021). Understanding the role of service innovation behavior
on business customer performance and loyalty. Industrial Marketing Management, 93, 41—
51. https://doi.org/10.1016/j.indmarman.2020.12.011

Wu, Y., Xiao, J., & Xie, K. (2020). The role of social media technologies in service innovation:
Perceptions of exceptional-customer-engaged value co-creation. Proceedings of the Annual
Hawaii International Conference on System Sciences, 2020-Janua, 2938-2947.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85108175290&partnerID=40&md5=2755b4134825add34e9f8decle7364c4

Zaoui, S., Zhou, H., Hamou-Ou-Brahim, S. A., & Huang, D. (2021). The impact of digital
marketing and customization on service innovation: Case of Moroccan healthcare services
companies during covid-19. Proceedings of the International Conference on Electronic
Business (ICEB), 21, 522-530. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85125298100&partnerID=40&md5=4aa0660de142e2421623f825535661ae

537


https://www.journal.unrika.ac.id/index.php/jurnaldms

