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- experience and engagement behaviors, and in the second stage to investigate
- the relationship between customer experience components on commitment and
- customer engagement behaviors and commitment on customer engagement
- behaviors. This research is applicable and of a descriptive-survey type. The
- statistical population of this research was all customers of Ofogh Korosh stores
- in Isfahan city, the sample size was determined based on Cochran's formula for
- an unlimited population of 384 people; and for greater certainty, 429
- questionnaires were collected and analyzed. A simple random method was
- used for sampling, and a questionnaire was used to collect data. Also, the
- reliability of the research was evaluated and confirmed through Cronbach's
- alpha coefficient. In order to test the hypotheses, the structural equation model
-and Smart PLS version 3 and SPSS version 19 software were used. Data
- analysis showed that there is a significant relationship between customer
- experience and customer engagement behaviors with the mediating role of
- customer commitment. There is a positive and significant relationship between
:the components of customer experience (cognitive, emotional,

Keywords: - physical/sensory, and social) with customer commitment. In addition, there is a
Z;J(;teor':;rce . positive relationship between customer commitment and customer engagement
customer behaviors. There is a significant relationship between customer experience
commitment, - components (cognitive, emotional, physical/sensory, and social) with customer
customer : engagement behaviors (acceptance, cooperation, feedback, helping others, and
engagement - positive word-of-mouth advertising). Therefore, by focusing on providing
behaviors, © positive customer experiences that strengthen commitment, organizations can
retail - drive engagement behaviors and cultivate a loyal customer base.
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Extended Abstract

Introduction

Creating an excellent customer experience is a major and challenging issue in marketing
(Saeedi et al, 2023; Raeisi Ziarani et al, 2023) and for companies in today's competitive
world, it has created a competitive environment where four out of five companies compete
with each other for customer experience; and success belongs to those companies that create a
better experience for customers (Saeedi et al, 2022); because creating a positive experience is
the basis for business growth and development (Raeisi Ziarani et al, 2023). Pleasant
experiences can give customers a higher perception of service quality and encourage them to
provide suggestions and information to retailers and other customers (Raeisi Ziarani et al,
2023). Customer experience plays an important role in shaping customer commitment
(Yingfei et al, 2022). Studies have shown that customers who have a positive social
experience interacting with retail employees or other customers contribute to the retailer and
other customers and may develop a committed and emotional relationship with the retailer
(Raeisi Ziarani et al, 2023; Merdiaty et al, 2023). 2022). Therefore, organizations should
prioritize providing exceptional customer experiences to strengthen customer commitment. In
addition, commitment affects customer engagement behaviors and causes customer
engagement (Chen et al, 2010). In the field of retail, companies must establish strong
relationships between the company and the customer by involving customers. Customer
engagement is defined as the behavioral disclosure of customers towards a company, product
or brand that originates from motivational stimuli (Xuan Do et al, 2020; Barari et al, 2021).
According to social exchange theory, customers committed to a particular retailer are willing
to support the company as a sign of mutual involvement (Anaza & Zhao, 2013). The social
exchange theory shows that when customers are satisfied with the services received from a
company, they consider the company as their trading partner to provide superior services and
are motivated to voluntarily engage in extra-role behaviors (Raeisi Ziarani et al., 2023).
Therefore, customers who gain effective social experiences from interacting with retail
employees or other customers are more inclined to help retailers and other customers (Roy et
al, 2022). In addition, customer engagement is influenced by customer experience factors and
plays a central role in the value creation process that can be beneficial for both parties
(Honora et al, 2023). Raeisi Ziarani et al. (2023); Syahputra & Murwatiningsih (2023); and
Merdiaty et al. (2022) state that in order to achieve positive customer engagement, companies
must create a positive experience for customers. Studies indicate that customers who have
positive experiences with the brand are more likely to participate in behaviors such as brand
advisors, participating in loyalty programs, and providing feedback (Shukla et al, 2016). But
when the customer's evaluation of the brand experience is negative, he tends to inappropriate
behaviors such as not providing feedback (Chen et al, 2021). As a result, the researcher of this
study seeks to answer two questions: Does commitment have a mediating role on the
relationship between experience and customer engagement behaviors or not? and do the
components of customer experience have an effect on the commitment and behavior of
customer engagement or not?

Theoretical framework

Customer experience

Customer experience is considered as direct or indirect customer interactions that are
influenced by cognitive, emotional, physical/sensory and social elements in the interaction
process (Roy et al, 2022). A pleasant experience makes the customer return to use the services
provided by the company (Syahputra & Murwatiningsih, 2019).
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Customer commitment

Commitment is defined as a multidimensional structure that includes emotional, normative,
economic, compulsory and habitual components, and both parties desire to maintain long-
term relationships (Roy et al, 2022). Studies have shown that customers who have a positive
experience interacting with retail employees develop a committed and emotional relationship
with the retailer (Merdiaty et al, 2022) and if they have a poor experience, they are less likely
to communicate with the brand or retailer (Shukla et al, 2016).
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Customer engagement behaviors

Customer engagement is defined as a psychological state that reflects interactive and creative
experiences of customers with a company (Verleye et al, 2014). Customers will believe that
the company cares about their interests and needs when they feel that the company has the
ability and integrity necessary to provide good answers to customers during interactions with
them (trusting the company). Therefore, customers will be committed to the company, and
this will increase their willingness to create and maintain quality relationships with the
company (Roy et al, 2022; Wijaya & Simamora, 2023).

Paisri et al., (2022) investigated customer experience and commitment on electronic word of
mouth advertising and revisit intention. The results showed that there is a positive relationship
between all components of customer experience (educational, entertainment, aesthetic, and
escape) and commitment (emotional and continuous). Affective commitment mediates the
relationship between entertainment experiences, escape from reality, electronic word of
mouth and revisit intention. Finally, they stated that managers should focus on customer
experience to create customer commitment, positive electronic word of mouth, and revisit
intention.

Mozaffari Asrami & Yousefi Saeedabadi (2021) investigated the effect of brand experience
on customer engagement, considering the mediating role of service quality. The results
showed that brand experience has a significant effect on customer interaction. Also, brand
experience affects the quality of service. In addition, service quality has a direct effect on
customer interaction; and finally, service quality plays a mediating role on the relationship
between brand experience and customer engagement.

Research methodology

The present study is applicable in terms of purpose, and descriptive-survey in terms of data
collection. The statistical population of this study is all the customers of Ofogh Korosh stores
in Isfahan city. The sample size was determined based on Cochran's formula for an unlimited
population of 384 people; and for greater certainty, 429 questionnaires were collected and
analyzed. Simple random method was used for sampling, and closed questionnaire of Roy et
al. (2022) with a five-point Likert scale was used to collect data.

Research findings

In order to test the hypotheses, the structural equation model was used through the partial
least squares method, and Smart PLS version 3 and SPSS version 19 software were used. The
findings of the research showed that based on the significant values related to the hypotheses,
the main hypothesis and the first to ninth sub-hypotheses were confirmed except the sixth
hypothesis. As the results showed, customer commitment mediates the relationship between
customer experience and customer engagement behaviors (Sobel test statistic is 4.45 and is
higher than 1.96). Also, there is a significant relationship between the components of
customer experience (emotional, sensational, physical/sensual and social) with customer
commitment (total significant coefficients are greater than 1.96). In addition, there is a
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significant relationship between commitment and customer engagement behaviors (the
significant coefficient is equal to 7.58, which is higher than 1.96). Finally, the components of
customer experience, including emotional, physical/sensual, and social, have an effect on
customer engagement behaviors (total coefficients of the significance is greater than 1.96),
while the cognitive component has no relationship with customer engagement behaviors (the
significance coefficient is equal to 1.09, which is less than 1.96).

Conclusion

The purpose of this study in the first stage is to examine the mediating role of customer
commitment on the relationship between experience and customer engagement behaviors, and
in the second stage to investigate the relationship between customer experience components
on commitment and customer engagement behaviors, and commitment on customer
engagement behaviors. The results of this research is consistent with the results of Roy et al.,
(2022); Yingfei et al., (2022); Paisri et al., (2022); Mozaffari Asrami & Yousefi Saeedabad
(2021); Chen et al., (2021); Raeisi Ziarani et al., (2023); and Barari et al., (2021).

The results related to the main hypothesis showed that customer commitment mediates the
relationship between customer experience and customer engagement behaviors. Therefore, it
is suggested that Ofogh Korosh store should use attractive discounts and support the ideas and
opinions of loyal customers in order to improve customer experience and engagement.

The results related to the first to ninth sub-hypotheses (except the sixth sub-hypothesis)
showed that the components of customer experience have an effect on customer commitment
and engagement behaviors. Therefore, it is suggested that the store of Afogh Korosh causes
customer commitment and involvement through easier transportation, offering discounts
based on the purchase volume, creating a relaxing atmosphere, providing training to the
employees to establish satisfactory communication.

The results related to the fifth hypothesis showed that commitment has an effect on customer
engagement behaviors. Therefore, it is suggested that Afogh Korosh store increases customer
commitment by handling customer complaints and empathizing with front-line employees,
and increasing customer interaction with the store by facilitating service delivery and requests
to fill out customer feedback forms. Finally, the variables present in this research are
necessary for the survival of any retail store, and not paying attention to them leads to the
reduction of long-term relationships with customers, which results in the lack of profitability
of the retail store. Also, buyers who are committed to a relationship show a willingness to
make more efforts on behalf of the company in return for previous benefits received from the
company, and are more willing to associate with the organization and help recover failed
services. By increasing the level of commitment, customers gain a better understanding of
what is expected of them during the exchange process and spend more time contributing to
the successful delivery of the company's services in the future.
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2 - Customer Experience
- Customer
Engagement Behaviours
4_ Customer Commitment
- Cognitive
¢ - Emotional
7 - Physical/ Sensorial
- Social
% - Compliance
10_ Cooperation
1 _ Feedback
12_ Helping Other
- Positive Word-of-Mouth
14 _ Affective
15 - Normative
- Economic
17 - Forced
18 _ Habitual
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I~ Assessment of the measurement models
2 - Cronbach’s o

3 - Composite Reliability(CR)

4 - Average Variance Extracted(AVE)
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!' - Discriminant Validity

2 - Square root of AVE

3 - Factor Correlation Coefficients

4. Assessment of the structural model

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




9 s o e 38 (9 BT b3l 4ol _bad
https://www .jvcbm.ir

Jde QJ}: uré\f.}j;',l\“ QT)‘@)%)KODL&LA“J}\JI OJ}.} ujp-)l:;u ‘)Q‘slgu:”i‘f LS'L.'JJ‘C"G}

4 <
o <.
LI =
B z
() 4
| ARl
2
<Q&v ads:C?
SETTRNNE RN

ONILYY

BE S é.f)k»ju:;d;::_ ‘S\AJ:&:.AJ;‘ Il Q‘J.:.n aM)QWJw%b.p "O’.’.‘J‘.’ o;)&.& '\SU‘Q -\ﬁ\f béf

S 3l 55K Cuie B ESK it o5l 53 el ol asedie (Y) K 53 457 5 sbOlen Lo 3 40 S 13bne peba

TMl

o837
ThMZ 40896
0.860
TM3 il
T4
0023
ThMs  4—0.788
0.013
TME il
ThILO
L.
L
v 0E8
ThiL2 0838
0784
0781
™
—
™8
o
™S
TM13
ThiLd
ThLS
ThLE
0864  g73
THL TH2

ol M e e e 2 (6108 ST 1 STl il gt Ste Caa

[T
e

Sl
oaip 0792

LN

0872

0.583

Soleidl

0841 g3 0865

4 )ldee ol

RMT
RMB

R

RM10
RM11

RM12

RM13
RM14

RMM15

TH10 THI11 TH12 0908 ggro 0638

LN

TH3 l TH12 TH14 THLS

TH7 THa THZ

(95 S4Bl (i) 08 B 3l (59 (2B4d B w050 Jote (V) S

! - Goodness of Fit(GOF)

s 03 x> (6t 6,8 35 Sy 5 dgm s (6 ke 42 Sl al go LS ,I oy 1 3T i Lo e



JT
R P

S <
od 02 . .
B YE A9 s g ke 58 (3 BT 855! 4ol fud
.% o https://www.jvcbm.ir

F
&
o
2z
B
<
o
)
%,
%
>,

:

:

:

g

TM8 e g S 45.688

:

EE

26.807
52.545
65.381
61563 33149

;

EE

:

(51
42058 3p44g 38.523

29810 ag,uf gse7 | e || s || The
l \, 56.842 33,400

[ | me [ e | / l \, Lot || e | ths |
Comr || e || e |

(093 Sedly sqio) Lo b B slstine ol 2 Juto 1(F) S

14.370

55827

Son 219y @B (V) J9>

— a a DN pun 3 S > > a < < - - I LS g >
_ﬁ > o - 'S 3 'S Z > P < . pos - > Z hets
O O O N S S T c O S S
i > 3 a 9 -~ 'S 9 N o 3 3 - a 3 a o
R 9 DN > > 9 a pe) - 3 > a g g < - -
< g q a. <. g Ny g 9o P o g g 9> g, w
Y - - - - - - - - - - - - - - - N
' - 3 a 3 < [ a < > > — 9 - o w
9 3 L N 3 p qa > a a 'S - o <
A <. 9 g, g - g g oy g 9 oy o q > F
Y . . . . . . . . . . . . R
2 o a 3 9 - > - LN > — 9 > LN )
N a g 3 > 'S 3 > o a 'S - o <
A < 49 4 a4 5 oy x5 s s x9N a4 oy oy
S . . . . . . . . . . . . . R
* .
3
7) o < > a > o < > — > 1 . >
a he g 9 - < > ' = — 9 > — >
3 ? o >~ < L LS o 9 g o L LS Q.
. . . . . . . . . . . K
)
2
|

B9 03 Lo 33 (6 e (6,8 53 G5 5 AgR (5 ke 25 (s e BT ey 1 BT e Lo e




o.,
._,wvn,.rrnu SMM«O
5 %0
? L
A 3z
3 §
> &
qb\.. | R
" a
3
=
AR
R .
52
5, 5
s >
.A;u —
9
2
3=
N @
J £
) =

9 s

4445
VYV
Ad
A0
bAA
ASA
PAVND

PPIND

ok

FPIND

bAAS

AR+

(an

LLA 344 0%
YOA® + VISV
bA4 bA4 T VAR
(44 Va5 4AQ e
VAR A VAL
Vit Wbatr QAdSe
Qb Qe AV
440" BYATT ALV
(Pl 44V

ASA

‘D ol KD mer 70

33 b3
AW b0t
A0 A ¢
Vet AVQE ¢
VA AVQE
ASQ° bevee
QVAS:

A K76

L3 w03
$A0° b4

44Q° 444

Qrate AV
(SR
Ty Wl

V3
Abd

MY+

x.m

AT

Ve

¥

OYA -+

S @

Lo e

B 03 o 53 (6 ke (6,5 53 G5 5 dgs (5 e 4 (s g0 BLII gy 1 S




L]
s
[ =3
i
o P
IOy 550 3

oni1v3e?

3 S g k0 33 (i3 BT 35! e fed

https://www.jvcbm.ir

03051 3550 PLS 331 g 5 5brbe S¥sles Jba Sl oslinal b ogi b sl (g63 Sl b 5 ol 43 calgi s

ngzimL;J;)JL;u)hé)}LgJ;b@ﬁd&:{dszugjzi».,\.eﬁJéfdoMm(V)JgijafjijT.m)f)\}
(F)JQ)JS%}?QL@W}(@‘M\,*? )‘}C,M»‘F,?() J;}.«u Q}ﬁ)T a)LAT).L.fdﬁ ngfsm-_:[:.a \)

Ll e 4 b (elatml 5 ool (58 (Sl (AbL)G e i Glaallsn (i 35 0 e2o0LE

)‘}ﬁ)‘bh&ﬁ JQUJ‘ LSJ:":"‘ LSJ‘.‘.?)" LS\A)@))MO:{‘O)M (C,.w\,:..:,.:;\,ﬂ‘?jT OJLdT)b)‘b Jﬁ-) LS)‘-’L:M

by dﬁL@.’.b-\ 9 u‘“’"/ugif:a cdb::k J.a\.&': ng';&.» d.:fu" LQUMAS}A GC‘%L@J B (! J;:“:" \,*? )‘ T o)LAT)CA..«‘

L (bl 65z (s ailse o Jbm s dmnl 22 VA7 SIT o )lDmnl JUE 31 6 2t (6,5 55 sla,l

el 2SS VA8 SIT o)L b (6 2ie (6,5 53 sla,ls,

Obo $ @b (£) g
pos b b 1 duy o | ety
. T poke il
4o Pl Sl ARl b
b £.F0>) 48 £.F0 VOV | e (6,8 s sla,lsy S (g riedgal < (6 tha 4 oS
b £¥>) .48 £ LY S fhadges <= s 4l po
Ll ¥.45>1 44 v.,45 Y S hadgns <= Slown il 4o
W 0,YA>Y 4% 0,YA Y4, (S s S g [ S 50 4d) 5o
Ll Y.OA>Y 46 ¥, 0A AV & rheatgns <= oo 4l 4o
b V,0A>Y 48 2N Y50 S den §,8 53 sla by <— (g thedgns
Ll pe Y,04<) 4% 1,04 Y S (5,8 53 slayls, <— o ls il g
b £FV>) 48 £.F) CYe & ke (6,5 55 gl <= s 4dl o
Ll Y. PV>) 48 \K2% RAL) G e 6,8 55 Gy <= o/ (S b 4l g
Lb FAS>Y 48 £ A8 CYYF St 6,8 55 sy, <— elas| il g

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




79 o g pho 30 9 BT (351 a0l _bad
https://www.jvcbm.ir

4. N

RIML
™ML RM2
20830
TM2 466795 : RM3
58 e
™3 4l RM4
T4 RMS
91.241 25373 135,862 ¥
TM5 421184 LOBLM Rus
81.870
—
™G :
= RM7
e
ThILO
.~ RMS
ThLL 50,256 RV
86,611
T2
29,580
T 408 L3t
40047
RM11
TS /19'824 s S 5.287
A7 RM12
™
RM13
T3
RM14
T4
RM15
TMLS
TMI6
40,580 f; 2;,;1 39451 Sl
l 59030 33141 24187
N e
31088 4z056 9112 Ui Ui THe " TH10 THIL THI2 87476 55279 14.808
/ l \ 57592 35838 54782 / i
THL TH2 TH3 l THI3 TH14 THLS

TH? THS TH9

(95 SBABL :xn)ne B J9l (28 Ao B Hloliae cul o S :(E) IS

S 5 Aol § S
,u%ut{uw,uﬁyéu,oly@@,geaf@m&:};;\@;ufd};m;,f\q\s)ﬁsu,ug);
Gl Ly b oawlie 3 St 3 w0 LelKag 3 cpl Llas S S8 lalsT s 5 Calibs sladasuti
o S8 (B e K Gl (s Ol @ 0L e 53 Cte by | 8oy B s 5 (55l e
425 4 5 ol S e 1) 0L rhe Stad 5SS ke 0 sl 4SS Ll ey 5 adls 55 kS
—r Syt Jadll Ko b ulas ] SnSl s 4 e € Gl Jguamen 5§ e Ml I oS5 (5 2k
ol dorlpn By Laea b ojg el 45 ol Ol 3 (glo iy (slaolig 5 odsl 51 S passS 3ol oKig 535S
G Ser 5 B Sl 1) 355 bbbl el sy L s s ol Sl i s oKy 5 ol Ll
ool 3 el s A8 plame LB, sl 511y s Ol B, 50 s .\3|}:.fU.\.:§rA|jé Ob i gl plaze
Al 5 b Al 6 it o a1l 53 shgjdes p ohy 5 O i ge S el (55,0 L
—a.sf'-éi.lcnﬁéj»LgA:lfJ»LcL;f..i,.a4.3ng.@\MQ%}QOEWL;!ﬁoM&jLwM&LAQJ?J
By o 6 Gl OG5 355 e (6 e ol o5l 4 i 3k pamele (Slad 2 4yl 5 Wik (B
Sshie Lol 3k pamie (e ay G 1y S o L 5 eald b des 5 leallash sl 1) Ll

g‘.gi )‘ QEJ’LA’M é;).) ‘U‘:’.‘J"L’ ! 03 g jCJJAM}j&:&Q c}od&d)bsp:& dlalas a5 WS uu‘..wa-‘ QLiJZ.'Z..»

s 03 Lo 3 (6 ke (6,5 55 Sl 5 Agx s (6 ke a0 Sl Al e LI ) 1 1 BT e Lo e




A9 et S e 35 g ST b3 4ol fud
https://www.jvcbm.ir

)
‘v‘ﬁ’vuvw 59:
BTt

K o Aas o )l Sledst G b 31 g pes 5 48T (Gl o 4 48 (ad 5 TS 4 S & J geama b ks
Slabawly 225 &S 55 5 Sl O 2iee L})‘J}bb‘)}}tﬂ‘d‘jd‘m’w&d ‘5;).)‘)&)3&)14)‘ 3ol

Sl s 4 o a8 senS (6 1y kie 2551 S S 06 S 55 by 5 4 o el 5 (6 ke g
L;ug;wf.wqgwnmww)&ws SIS mmmen dad o 4l (s (g i Sl
e oled g dias 0 0L 1) OS5 Sl eda b ys LS sblse sl ol St ls y Ol gie 4 0S8 o b 5 i

S 3 Ol e dgm pelaw G151 L ao 53 as oo OLES G5 gl Sladst b3k 4 ST 5 Olojle b & phlas 4
ST ge )l 55 S5l gl 5 LysT o0 s 4 3y o0 Sl sl A0 T 3 b s T 51 4T Sl e
13 I35 4 487 3,05 ol L5 ol 1 asdllae ol gl eodlay S e 3 o (6 R0 Olej oy T 55 IS8 Sl
S n opl 53 5,28 g ana s Sl 1y SIal 53505 00 60 4 Sy ke s Dleds b1k 4 o
4 pde 5 ool (lfll Lhg Bes 5 pa sl sl g opl 53 Bl Gl aie (Zolg 5o Sleee o2l e
s 5 ga (B3 po3 5 (6)5Topm pde OT dnss o8 538 oo Ol o b Doy Sbli ) 25 & i LT
53 allas pl [ tash cs phae (6,8 05 5 dem 3 e ki SIS BB s Sl a5 s 4 e sl
Ao o 53 5 55 6 70e (6,5 55 Sl 5 4 o DL 6 t0e dgwl amile BB o) L3 4 ol Al e
A5 5 (5 e (65 03 SLaskB, 5 g 1) 6 rte 4 (slaadlge LIS 55 15w g 3500 1) oda g
Gals 0l s .\M,\Jgdu,)\UyQL@M\,@M,;wj,;ds\éua\s,ﬂ,ﬁﬁ\)6 S 0> oy,
a o sadlge 03 3 oblas LU 6 te dg amile B L 6,855 sl 5w n S
SUsks,y 5 dem o cosdla Ll IS 1 (e agn  (Slomrl 5 e/ (5 Slomn (L) i
5 ol 5 Slran (L) (6 phe 2 Glaadl e (ulg 53 3003 3 s Solslae B (s e (6,8 )
Wl S 1 6 e 6,8 5 slaslisy s (elaz

315 6olbine D51 (6 e g b e 5 sbts (6 e s 25 ool 43 53 355 ontalie gl 1 57 sbo0lan
ol ol (6555 Gb 2 4d b ol e 02 2B o e ST s ke (6,800 S, o ws S
41y S8 s )l 51y OS85 S Bl Sl 1 0b ke (s S 55 0L Ols e
,}Jm6J;)m;in}(.u).:uacs,::4;w),u;@,z;,;L;Loau,\suﬂ@,;f'wwqpo\}»
S b 855 (e 355k g5 035 5 b 0105 4 J,.u b g A5le) 2E1 3 sla,ls, 5 sl sls
b S o oSS 5 0lig pes 5 4 oS el a5 0L pte ple 505 ) LS 6 (s 65 0
CS o alg 4SS cuS b 5 0l s e mfug)bwatfdb)gj&:u)b)lM:ﬁ!)sy:ﬂu—
,&suouu}\,4;5@@;dﬁb\)MbtJ,&Lau@wa;\owlf.ugmsL}gw
415 Ol e 15 e Ayl g (sla 2 i gr ool 01,05 & 5 e S5 6 o 1) ke (slal
cplpls ds Baw 0L mie sl 5 Ol Bos 5 4 i Sledbl 5 Silslgiin m\)UQLo.,b'-g.:.a:f)'lJJ‘Yli &Sy

3 r oE 5 b 4 L (6 2 e sla sy sy ¢ gy 5T 381 s 3 51 O e 0STpal 1 5 (6 2k 4y
o 5 S e ) bt 5 (S o ¢SS 01K 4 cSleds I culs s 4 iy sS 331 o&ig 5 Ol =

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




g
TG S S e 38 9 ST b3l 4ol .'.
https://www.jvebm.ir P S

B o83 4 o wldgaie (slalaly 0Blhs 5 51 Cote a i dlauls 4 5 S e e OIS0 @ 1y o805
Om Plbe LR dgw Wi S 0L & Col 5L Roy et al.(2022) glaasl 2 ol S e G s, sS
Paisri et al. 5 Yingfei et al.(2022) anllas b baal ol ¢ mimeen 23513 (6 2 (6,5 53 layld, 5 4 20 ol
e bl ol eZalg 53 52505 3 labian dal) (6 2he Agal 5 4 o Lis g Aiime ST el Gt (2022)
O Jf a3 S Lyls Calks Chen et al. (2021) s Mozaffari Asrami& Yousefi Saeedabad. (2021)
St 53 Ba0sS 381 o8y 3 oS 50 e Mgt el by 3,13 3 s e dlaily (5 2 (6,5 55 a5 4
S 5 s slaelgtia Sl Lol EBgus S eslitul Ol (glacadss 1 (6 Rhe A8 5 4 a0 3 s
Slodst o G131 G o 3135 on 3lgiiy cosDlay Aas 1)) Ol e jth Ol (1 o853 51 5 (glaan 3
e A colerl dgi a8 5 (ale e SR AL 4l s)laly glaasl L liles o 2k
SIS 5 ol 51 25587 81 ol e e (5,8 55 Ll g 53 S 558 oo sl (e a3 13
2 OB S 5 b 1AL esde s ld (slaw 2 oS 38T 0L bl b ol 53 ST oles Slal5 O 2t
4 0L e 45 (Ste OBl L baody) BN 23 (slagenly s b 51 ey 18 oo 36 b5 S5 5yt 6,8 IS
S 038 i b bl on 0,58 B oBla b cplply liph e Jole iz o Lo 53 35 50 (5SS e
4 Gk ol 1B LS AW 0L e JolST s 4o G wll (6l Calies (61aST e Sl eslinl b (g 2t

Dy Agaie (g o3
3 6t 4o 4l ge e pleS o B Ul 2 DL d 3 Sl 3l DL gl 4 5 sbOlen (ol p 053l
S 425 45505 Ol 15 o0 Wl ol e 53 Sl SIS 30 s 4 351 b w0 (5 65 50 sla
Slad go By Bes 5 53 AS (o L1y Culd) mabe 8 Sl (Sae st Ga03 LS gl o
S Sygo 53 5z o sl &S s ls o lal Syl b daly 53 by Bes 5 4 O e oLl 4 ssks
S slowl s ge b4 o (510l 5 (65 Sl 3 S5 Wl e LBl azdls SIS oS e lite (gl sims S e
24 dzen Glay OV Sl Slloen Lol O 2 Sl pjliee (620 4 205 Slres slaadl o ] 05
SLaodiS o iy o 5l 5 o galezel BB 1SS s e Iy SIS L sl g, s b)) e
DSl 35155 1 5 Ll 5 glaslty 5 Y s 4 o (6 2k 5SS L ke BLII 5 s (6 2k b
Sy s S e ST 1) 0S5 uma 0oy (S o (5,8 03100 1y oL (SlacS o & gy L8 e st
35 2B i b S e oSG Ol 03 5 4 e 5 Jases 53 Sl [1E ¢S5 ool plo 1,108 o 5T (6 2t
Ol e g3 55T s 355 o83 Sy ke om0 3550 3 1) et 3, DAEDBI 5 ST Ol e 350
e 1 it Dl sl 2 4 LS o s Jlmn Sl g g oS it ilate D88 el dien
4 O1F e 1y ol ) & Sl Lamma gl ol 53 (6 2t (SS5 g ol b L e i /(S b glaad] 5o
Wil 5 g 4 it (g pos - J S L olis 53,8 (oo g aleTpds fobppde b 5 ST /0l S Ol e
— o Sl 1y g s el 3 1o sl G b 51 Bee 5 I ST bl 4 S 5 20 5SS

LSl (el g 0L e B ST e oslital g (oo 5 (o se a5 3 ST 5 (e gl S

s 03 Lo 3 (6 ke (6,5 55 Sl 5 Agx s (6 ke a0 Sl Al e LI ) 1 1 BT e Lo e




A9 et S e 35 g ST b3 4ol fud
https://www.jvcbm.ir

b 6 e o7 ammn 51 (S0 58 4 25 ¢l 03 ST 5 3 0k (5 paeli Il 53 T 1t 5 ity s |
SIS 5 s ol T s 457 (63130 5 Jaes 3550 55 ol slaysb 5 Slulao| Ll 5 o ol Jula 5 OT
—pde b aleT Sundy o8 S 0 6K o 35 50 1 (S5 Sl STy e oS S8 Ol ol
Sl 6 OT 5 &5 s olaml gladin] ¢ i pos 5 sbaol&as b culghys 3108 o L5b o sllT
w0 olarrl laad) o LS S 0 ez 5 655 GaduT B o b uS o el LT b g s (S 5 1) Sleds
Gy Ol ie ple s Oyl Bes (2800 a3 slaos £ L 1) Ol e olazl dalyy 5 Jols o5 2
yls el by e 5 Lame 53 4T o313l sle 535w oS el aulyy Sodd 5 CkS e 5 S s
>3 Guaib b syl Gl 0 S G 4 A Lulasl (6 2t 7 Sloj ) eleanl gm0 5 lis p 3 sd e Sl
ezl LUl IV sauaib ol S e sl Ol 3l e 5 0,03 55 (ol Jolas 3 T L &S 51 Ko
WBlos 3 51 A3l Olaj 53 S or Culam (668 Slroar Laulsy dm g7 5145 55 glaey S 5 5131 L bl
T T O | S ([ B K W PR LR S RGN PRI R
Sl ol sl 1y 51K oy el ply At 350 0 0555 S (S5 o O lee sl 2o
o LS o S ol 3 1 ST e (glaay T s b Ol e ¢y S BB oSs b o s 53 S oa ol 8
TSV Ty ‘ﬁﬁ Oy & S or ol o855 b sy ol o g L g o dgmie o8558
3355 Slps 058 (w5 3 b ST B el sugnia |5 6T O e a2 sli,1 IS 31 (gla ) oSG slow!
Jelas 4(glJS4> @ S Li,.u)}e ol 5 Ob i ple 4 LS (e Olasaplas u\.x.lu)gbg») G Ao 5
<l ,& 5L Roy et al. (2022); Raeisi Ziarani et al. (2023) asls L aazsl ol sl adls oli..‘z))é b (5 s
el SIE 1 (6 e (6,8 55 Gl 5 g (ke 2 Slaadl g e L il S b ST 0L S
L 5 oy 5 oMl (55 5T e g OL e 4 S8 Gy b S b8 381 oRig b 5 s on slgitn ¢l
5 ) (g A o @al 3 0L e glp 1y MW Sy e Ol 8™ blug alyl 5 oy 5 0lSTE
ol i Ilely 5 2 e Slas p Dladss )l L e (L all o) AST il 3 1) 0L rie Sl
3 AT sl 6 Gl L codlay ((Glaman add go) 3 035 0L s sl 1y ol oy 5 G 050 L ol o
sl 1)ty b5 Al 3 K Y gams ued Ol 55 Sl s 5 s 456 (IS o S3ln 08
T e R LT (3 V- DU N R e e g N
5 0L i b ducaloy byl o)l 5, g OUS, 4 55 00T alol b culys 53 5 ((onom 5 (SO b ad) 50)3,1 08
(o loz] 4l go) A" o 0L 2t S0 o Kl 40 436 1, LT N s o oz 53 p3Y SISl 03l
bl sy 1y 6 ke 6,8 55 Slasls,y 5 dgw LS| 2y b el odel il 53 457 ) sbOkes (opl o Me
Lealasly SbolL o b tags 45 58 Ol bl Ol e 4Bl Cpl s 3 kil e Al 340 45 cCnl 0305 3
2w G5 0L 42313 sdoe 2 5le 0L 2t Salas 515y esitne 3 el 65 4 dgm oS das e Ol

S ShHlh F slaldsle s b Gb .>)|.A§U.aj.;bQ|)|.>.,\>r_»-bj>-}u§f~):g~bl.a§|j6 Lkl

1 - Social Identity Theory

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




79 o g pho 30 9 BT (351 a0l _bad
https://www.jvcbm.ir S

2 9
‘V’Svnvw 5-31,':1“
oNILyY

S5 bl sl lime Sl Olge 4 0S5 b 1 i sl 530 plavl 4 BLasl ks dgata daly oS5 4

L ]
«an

byl 38500 Dladss SL5L @ ¢SS 5 Olojl b O jiilas 4y (6 e bled 9 dins o OLES 1) OS5 5l edilil 5o
1y 5 L5 oo s 4 355 o0 sl alie W T 5 s 55 T 51T 51 (6 20 <5703 O 2ie g mlaws ol 53
4 o5 LAk (oman S e O e 5k Ol o] s CS S Dleds Tl w5 Sl
Sl 35 Ol jBe3 5 4 Dladst 3550 53 35555k ] (8 e dgaie Sladst odimsa )l b s Sl
5 Roy et al. (2022) aslllas b laadl ol 5,8 dial s 4o 5 K03 OU i 4y 1) 545 Ol g o3 5 5 34 Lial g
5355 o0 OS5 6 ke i daly sbul el Slojle Slady (ol ol .ol HE L Barari et al. (2021)
Ol jie SIS 4 Sy G b 51l s B3 oBlhs 3 can 53 Aldu 0 3 OS5 51 (6 e Iuls
bl 53 Jeted Gob 5 o855 al e s I 1 T e Ol e b pie Jast OLSLIT e
o sy 355 o8la5,3 L 5 e Julad I Lol il 5 o (6 2 3,555k 23 038 1 sl el s 5 Slas
Gl Sloy 53 olsos wlyl @ T 348 w5l SLIGI L1y e Ob tie &S Hlie 5 5,8 55 il gl oS 8
T 5l Colem cDlodst b Jguamms 51 it bl 4]yl a0 6T G 5 o b Slslgiin 5l ulam s ole|
Sldelize 4 T Gy 635 omen 5 2303 5 3550 53 OLSGS & T 5 pOT S50 4 5l 4l g
AET Rl L g s plnil (g pes 5 Loy sdbal)) slgty & W S OL ke L
L, 4 (6 i LS 4o 53 5 b oo Rl g B3 5 b T g asbgy OB (S)lgn 5 SHIDOL i
@\p‘yotﬂg,g.wum\,}\,ogﬁmﬂuQ&J,gubgwwguwQ\,uc,\;ﬁbou{,\f
D8 s el 1 5y 5oSen pe B 5 ol gla Cussdomn sl (Bagh pa dsle asl onl 348 Ol
S O s Sl S Ol S8 L S ol Jloj o 60 s i3y plnil 5 dolidi oS5 g

.\.:»Lajfv.: 5\AOBJQM&G)°M Ol i
R PR VA L)L:’ d\?u\.w».;y ‘]a,.ﬂj 8‘*" f)": 4‘}?@‘“ :ééb'o ‘-’b)w

References

- Alahverdi, Z., & Landaran Esfahani, S. (2022). Investigating the Role of Social Media Marketing
and Experience for Loyalty Intention and Participation Intention, Considering the Mediating Role
of Relationship Quality (Case Study: BaniMode Online Cosmetics Store). Journal of Management
and Sustainable Development Studies, 2(1), 65-90.
https://doi.org/10.30495/msds.2022.1955946.1047 (In Persian).

- Ahmed, B., Zada, S., Zhang, L., Sidiki, SN., Contreras-Barraza, N., Vega-Mufoz, A., & Salazar-
Sepulveda, G. (2022). The Impact of Customer Experience and Customer Engagement on
Behavioral Intentions: Does Competitive Choices Matters? Front in Psychol, 13, 1- 14.
https://doi.org/10.3389/fpsyg.2022.864841

- Alkilani, Kh., Ling, K.Ch., & Abzakh, A.A. (2013). The Impact of Experiential Marketing and
Customer Satisfaction on Customer Commitment in the World of Social Networks. Asian Social
Science, 9(1), 262-270. DOI:10.5539/ass.vIn1p262

- Anaza, N.A., & Zhao, J. (2013). Encounter-based antecedents of e-customer citizenship behaviors.
Journal of Services Marketing, 27(2), 130-140. https://doi.org/10.1108/08876041311309252

- Aarts, H., Verplanken, B., & van Knippenberg, A. (1997). Habit and information use in travel mode
choices. Acta Psychologica, 96(1), 1-14. https://doi.org/10.1016/S0001-6918(97)00008-5

s 03 Lo 3 (6 ke (6,5 55 Sl 5 Agx s (6 ke a0 Sl Al e LI ) 1 1 BT e Lo e




A9 et S e 35 g ST b3 4ol fud
https://www.jvcbm.ir

- Bove, L.L., Pervan, S.J., Beatty, S.E., & Shiu, E. (2009). Service worker role in encouraging
customer organizational citizenship behaviors. Journal of Business Research, 62(7), 698-705.
https://doi.org/10.1016/j.jbusres.2008.07.003

- Barari, M., Ross, M., Thaichon, S., & Surachartkumtonkun, J. (2021). A meta-analysis of customer
engagement behavior. International Journal of Consumer studies, 45(4), 457-477.
https://doi.org/10.1111/ijcs. 12609

- Bustamante, J.C., & Rubio, N. (2017). Measuring customer experience in physical retail
environments. Journal of Service Management, 28(5), 884-913. https://doi.org/10.1108/JOSM-06-
2016-0142

- Bartikowski, B., & Walsh, G. (2011). Investigating mediators between corporate reputation and
customer citizenship behaviors. Journal of Business Research, 64 (1), 39-44.
https://doi.org/10.1016/j.jbusres.2009.09.018

- Chen, Y.H., Hsu, I.C., & Lin, -C.-C. (2010). Website attributes that increase consumer purchase
intention: A conjoint analysis. Journal of Business Research, 63(9), 1007-1014.
https://doi.org/10.1016/].jbusres.2009.01.023

- Chen, Xi., Jiao, Ch., Ji, R, & Li Y, (2021). Examining Customer Motivation and Its Impact on
Customer Engagement Behavior in Social Media: The Mediating Effect of Brand Experience. Sage
Open, 11(4), 1-16. http://dx.doi.org/10.1177/21582440211052256

- De Keyser, A., Lemon, K.N., Klaus, P., & Keiningham, T.L. (2015). A framework for understanding
and managing the customer experience. Marketing Science Institute working paper series, 85(1),
15-121.

- Dwyer, F.R., Schurr, P.H., & Oh, S. (1987). Developing buyer-seller relationships. Journal of
Marketing, 51(2), 11-27. https://doi.org/10.1177/002224298705100202

- Dimitriades, Z.S. (2006). Customer satisfaction, loyalty and commitment in service organizations:

Some evidence from Greece. Management Research  News, 29(12), 782-800.
https://doi.org/10.1108/01409170610717817

- Evanschitzky, H., Iyer, G.R., Plassmann, H., Niessing, J., & Meffert, H. (2006). The relative strength
of affective commitment in securing loyalty in service relationships. Journal of Business Research,
59(12), 1207- 1213. https://doi.org/10.1016/].jbusres.2006.08.005

- Flavia'n, C., Guinaliu, M. & Gurrea, R. (2006). The influence of familiarity and usability on loyalty
to online journalistic services: the role of user experience. Journal of Retailing and Consumer
Services, 13(5), pp 363-75. https://doi.org/10.1016/j.jretconser.2005.11.003

- Fang, L.B., Li, Fuda., & H.W.Yang.(2023). How is Customer Commitment Established in the Era of
Experience? An Impact Mechanism Research on Customer Commitment to Customer Experience
from Utilitarian and Hedonic Perspectives. PREPRINT (Version 1) available at Research Square,
1-29. https://doi.org/10.21203/rs.3.rs-3127039/v1

- Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the customer experience: An overview of
experience components that co-create value with the customer. European Management Journal,
25(5), 395-410. https://doi.org/10.1016/j.em;j.2007.08.005

- Gruner, R., Homburg, C., & Lukas, B. (2014). Firm-hosted online brand communities and new
product success. Journal of the Academy of Marketing Science, 42(1), 29-48.
https://doi.org/10.1007/s11747-013-0334-9

- Honora, A., Chih, W.H., & Ortiz, J. (2023). What drives customer engagement after a service
failure? The moderating role of customer trust. International journal of consumer studies, 47(5),
1714-1732. https://doi.org/10.1111/ijcs.12939

- Jones, T., Fox, G.L., Taylor, S.F., & Fabrigar, L.R. (2010). Service customer commitment and
response. Journal of Services Marketing, 24(1), 16-28.
https://doi.org/10.1108/08876041011017862

- Keiningham, T., Cooil, B., Aksoy, L., Andreassen, T.W., & Weiner, J. (2007). The value of different
customer satisfaction and loyalty metrics in predicting customer retention, recommendation, and
share-of-wallet. Managing Service Quality: An International Journal, 17(4), 361-384.
https://doi.org/10.1108/09604520710760526

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




79 o g pho 30 9 BT (351 a0l _bad
https://www.jvcbm.ir

o
»
4,
. <

- Keiningham, T., Ball, J., Benoit, S., Bruce, H. L., Buoye, A., Dzenkovska, J., & Zaki, M. (2017).
The interplay of customer experience and commitment. Journal of Services Marketing, 31(2), 148—
160. https://doi.org/10.1108/JSM-09-2016-0337

- Khan, I, Hollebeek, L.D., Fatma, M., Islam, J., & Riivits-Arkonsuo, 1. (2020). Customer experience
and commitment in retailing: Does customer age matter? Journal of Retailing and Consumer
Services, 57, 1-9. https://doi.org/10.1016/j.jretconser.2020.102219

- Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S. (2010).
Undervalued or overvalued customers: Capturing total customer engagement value. Journal of
Service Research, 13(3), 297-310. http://dx.doi.org/10.1177/1094670510375602

- Kumar, P., Hollebeek, L.D., Kar, A.K. & Kukk, J. (2023). Charting the intellectual structure of
customer experience research. Marketing Intelligence & Planning, 41(1), 31-47.
https://doi.org/10.1108/MIP-05-2022-0185.

- Klaus, P., & Nguyen, B. (2013). Exploring the role of the online customer experience in firms’
multichannel strategy: An empirical analysis of the retail banking services sector. Journal of
Strategic Marketing, 21(5), 429-442. http://dx.doi.org/10.1080/0965254X.2013.801610

- Lemon, K. N., & Verhoef, P.C. (2016). Understanding customer experience throughout the customer
journey. Journal of Marketing, 80, 69-96. https://doi.org/10.1509/jm.15.0420

- Lipkin, M. (2016). Customer experience formation in today’s service landscape. Journal of Service
Management, 27(5), 678—703. http://dx.doi.org/10.1108/JOSM-06-2015-0180

- Mozaffari Asrami, A., & Yousefi Saeedabadi, R. (2021). The Effect of Brand Experience on
Customer Engagement, Given the Mediating Role of Service Quality. The Open Access Journal of
Resistive Economics (OAJRE).9(3). 68-78. https://doi.org/10.2307/3172742

- Merdiaty, N., & Aldrin, N. (2022). Effect of Brand Experience on Customer Engagement through
Quality Services of Online Sellers to Students in Bekasi. Front Psychol, 12, 1-9.
https://doi.org/10.3389/fpsyg.2021.801439.

- Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationships between providers and users of
market research: The dynamics of trust within and between organizations. Journal of Marketing
Research, 29(3), 314-328. https://doi.org/10.2307/3172742

- Nambisan, P, & Watt, J.H. (2011). Managing customer experiences in online product communities.
Journal of Business Research, 64, 889-895. https://doi.org/10.1016/j.jbusres.2010.09.006

- Naalchi Kashi, A., Tabatabaienasab, S. M., Nayebzadeh, S., & Tabatabaienasab, Z. (2019). The
Study of the Role of Brand Incongruity and Heterogeneous of Consumers on the Intention to Brand
Repositioning. Journal of Executive Management, 11(21), 97-128.
https://doi.org/10.22080/jem.2019.16180.2877 (In Persian).

- Paisri, W., Ruanguttamanun, Ch., & Sujchaphong, N. (2022). Customer experience and commitment
on eWOM and revisit intention: A case of Taladtongchom Thailand. Cogent Business &
Management, 9(1), 1-23. https://doi.org/10.1080/23311975.2022.2108584

- Roy, S.K., Gruner, R.L., & Guo, J. (2022). Exploring customer experience, commitment, and
engagement behaviours. Journal of Strategic Marketing, 30(1), 45-68.
https://doi.org/10.1080/0965254X.2019.1642937

- Roy, S.K., Balaji, M.S., Soutar, G., Lassar, W.M., & Roy, R. (2018). Customer engagement behavior
in individualistic and collectivistic markets. Journal of Business Research, 86, 281-290.
https://doi.org/10.1016/j.jbusres.2017.06.001

- Rousta, A., allafjafari, E., & Ahmadi, M. (2023). The effect of e-satisfaction and trust on online
repurchase intention through the mediation of ease of use and moderation of customers' online
experience. Journal of value creating in Business Management, 3(1), 57-81.
https://doi.org/10.22034/jvcbm.2023.392081.1081 (In Persian).

- Raeisi Ziarani, M., Janpors, Nicki., & Taghavi, Seyed Masoud. (2023). Investigation of the Effect of
Customer Journey Experience on Customer Engagement Considering the Mediating Role of
Customer Trust. 5th International Conference on Brand Marketing, Challenges and Opportunities,
1-12. Available at SSRN: https://ssrn.com/abstract=4320389.

- Saeedi, S., Danaei, A., Zargar, SM. (2022). Customer Experience of Electronic Services in
Information Technology Organizations Based on Digital Developments. International Journal of

s 03 Lo 3 (6 ke (6,5 55 Sl 5 Agx s (6 ke a0 Sl Al e LI ) 1 1 BT e Lo e




A9 et S e 35 g ST b3 4ol fud
https://www.jvcbm.ir

Digital Content Management (IJDCM), 2(4), 207-234. https://doi.org/10.22054/dcm.2022.14066.
(In Persian).

- Syahputra, D., & Murwatiningsih, M. (2019). Building Customer Engagement through Customer
Experience, Customer Trust, and Customer Satisfaction in Kaligung Train Customers.
Management Analysis Journal, 8(4), 350-359. https://doi.org/10.15294/maj.v9i4.33958.

- Srivastava, M., & Kaul, D. (2016). Exploring the link between customer experience—loyalty—
consumer spend. Journal of Retailing and Consumer Services, 31, 277-286.
https://doi.org/10.1016/j.jretconser.2016.04.009

- Shukla, P., Banerjee, M., & Singh, J. (2016). Customer commitment to luxury brands: Antecedents
and consequences. Journal of Business Research, 69(1), 323-331.
https://doi.org/10.1016/j.jbusres.2015.08.004

- Siqueira, J. R., Ter Horst, E., Molina, G., Losada, M., & Mateus, M.A. (2020). A Bayesian
examination of the relationship of internal and external touchpoints in the customer experience
process across various service environments. Journal of Retailing and Consumer Services, 53, 1-
12. https://doi.org/10.1016/j.jretconser.2019.102009

- Taleghani, M., & einy dlejani, A. (2021). Branding of private banks with a focus on consumer
behavior and emotional commitment. Journal of value creating in Business Management, 1(1),
119-137. doi: 10.22034/jbme.2022.313200.1003(In Persian).

- Touni, R., Kim, W. G., Choi, H.-M., & Ali, M. A. (2020). Antecedents and an outcome of customer
engagement with hotel brand community on Facebook. Journal of Hospitality & Tourism Research,
44(2), 278-299. https://doi.org/10.1177/1096348019895555.

- Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L. A.
(2009). Customer experience creation: determinants, dynamics and management strategies. Journal
of Retailing, 85(1), 31-41. https://doi.org/10.1016/j.jretai.2008.11.001

- van Doorn, J., Lemon, K.N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef. P.C. (2010).
Customer engagement behavior: Theoretical foundations and research directions. Journal of
Service Research, 13(3), 253-266. https://doi.org/10.1177/1094670510375599.

- Vijaykumar, H. (2023). Revolutionizing Customer Experience with Al: A Path to Increase Revenue
Growth Rate. International Conference on Electronics, Computers and Artificial Intelligence
(ECAI), Bucharest, Romania, Publisher IEEE, 1-6. https:// doi:
10.1109/ECAI58194.2023.10194016.

- Verleye, K, Gemmel, P, & Rangarajan, D. (2014). Managing Engagement Behaviors in a Network of
Customers and Stakeholders: Evidence from the Nursing Home Sector. Journal of Service
Research, 17 (1), 68-84. https://doi.org/10.1177/1094670513494015

- Wijaya, N.R.A., & Simamora, B. (2023). The Mediating Role of Brand Trust on the Effect of
Customer Experience and Engagement on Brand Loyalty: A Lesson from Bukalapak. Journal of
International Conference Proceedings, 6(1), 72-85. https://doi.org/10.32535/jicp.v6i1.2250

- Xuan Do, D.K., Rahman, K., & Robinson, L.J. (2020). Determinants of negative customer
engagement  behaviours. Journal of  Services Marketing, 34(2), 117-135.
https://doi.org/10.1108/JSM-02-2019-0050

-Yi, Y., & Gong, T. (2006).The antecedents and consequences of service customer citizenship and
badness behavior. Seoul Journal of Business, 12(2), 145-76. http://s-
space.snu.ac.kr/bitstream/10371/1827/1/sjbv12n2_145.pdf

- Yang, Z.Y., & He, L.Y. (2011). Goal, customer experience and purchase intention in a retail context
in China: An empirical study. African Journal of Business Management, 5(16), 6738-6746.
https://doi.org/10.5897/AJBM10.1287

- Yingfei, Y, Mengze, Z., & Ki-Hyung, B. (2022). The Nexus of Service Quality, Customer
Experience, and Customer Commitment: The Neglected Mediating Role of Corporate Image. Front
Psychol. 13, 1-13. https://doi.org/10.3389/fpsyg.2022.917284

- Zhou, Z., Jin, X.L., Fang, Y., & Vogel, D. (2015). Toward a theory of perceived benefits, affective
commitment, and continuance intention in social virtual worlds: Cultural values (indulgence and
individualism) matter. European Journal of Information Systems, 24(3), 247-261.
https://doi.org/10.1057/ejis.2014.27

s 03 5 Cxis 33 (5 ke 6,8 55 Sl 5 Aen (6 e 420 S Al ge BLI| e 1 T e Lo il




