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ABSTRACT 

The organismic integration theory in marketing science (IOT theory) could support the results of 

theoretical gap based on gap theory and reveal the real problems within the purchase intentions and 

loyalty consumers of complex and sustainable industrial in retail organization within the digital 

decade. The scholars of marketing scientist who conducts marketing research based on IOT theory 

would like to contribute to the development of purchase intentions and loyalty consumers within the 

marketing science, and contribute to major IOT theories. Therefore, the aim of this study is to 

deliver an idea and how to find strong theoretical gaps based on IOT theory within the cornerstone 

of the structural equation modeling within the two-step approach. This research approach is based 

on an in-depth idea study with a deductive based confirmed strategy approach and scientific 

reference research. The researchers hope that the results of this study would to contribution of 

research ideas based on well scientific IOT theory premises. 
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1. INTRODUCTION 

The main challenges of marketers pertain; the limited funds, the skill levels, and lack of resources 

and for advertisers, the challenge is a lack of understanding of the purpose of digital marketing. 

Actually, there is approximately 50% of advertisers do not understand effective marketing methods 

for digital marketing-based businesses and as the result, most digital marketing content is aimed 

more at building awareness, not at generating direct sales to attempt the purchase intention’s and 

finding the among loyalty consumers. (https://mtarget.co/blog/perkembangan-digital-marketing-di-

indonesia/, 2023) 
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Further, in this traditional marketing strategy, of course, it has disadvantages and advantages, one of 

which is that this strategy rarely experiences losses and can interact directly with potential 

customers, but this strategy can cost a considerable amount of money in accordance with the target 

to be achieved. Furthermore, the development of digital marketing business people and Indonesian 

people since 2010 and base on the survey conducted by APJII (Indonesian Internet Service Users 

Association) in Indonesia, many internet users always increase by 10% every year. It was recorded 

that in 2017 as many as 143.25 million people used the internet within the millennials people more 

larger than other age and it would make improvement to the recent newest technology development 

to make easy to used. 

(https://www.kompasiana.com/cynthialavina2622/637f7f07952e9035172fc882/perkembangan-

digital-marketing-di-indonesia-apa-pengaruhnya-pada-perilaku-konsumen, 2023) 

 

An importantly, another premises from R-A theory emphasizes the importance of building 

emotional relationships between brands and consumers base on the enterprises digital platform 

(Kao & Chueh, 2022; Nirwana et al., 2023; Sarkar et al., 2016; Tang et al., 2014). The scholars 

have repeatedly applied the same models to predict consumer behaviour, consumer purchasing 

intentions and loyalty consumers, whereas theories that have been extensively used to promote 

motivation are disregarded in marketing science. An OIT is a prominent theory of human 

motivation that provides a framework for categorizing customers’ styles into different forms of 

motivational, which could be used in marketing as customers can be motivated to engage in 

purchase intention and loyalty consumers (Gilal et al., 2022). 

 

The loyalty consumer could lead and conduct within the CSR firm, and the satisfaction consumers, 

consumer identifications, the ethically influence, and the retailer personality (Eryandra et al., 2018; 

Lombart & Louis, 2012; Rubio et al., 2015) (Benedict Ogbemudia et al., 2022). Furthermore, the 

emotional attachment consumers and green consciousness as moderating, consumer brand 

associations, the brand equity and consumer satisfaction would like to attempt the re-positioning of 

the consumer loyalty (Jang et al., 2015; Nam et al., 2011a, 2011b; Romaniuk & Nenycz-Thiel, 

2013; Sundström & Hjelm-Lidholm, 2020) 

 

The purchase intentions could lead by the marketing environment, integrated motivation and the 

brand trust and National culture as the moderating variable, (Gilal et al., 2022). Moreover, the 

research question of this inquiry was what the best method analysis data base on the multivariate 

data analysis to make the best precision yield within the structural equation model and two-step 

approach to pursue the purchase intention and loyalty consumers. The aim of this study is to clarify 

what role marketing actors play in conducting marketing purchasing intentions research based on 

theory and the multivariate data analysis within the two-step approach , which is useful for good 

scientific research and contributes to the development and evolved of the marketing science and can 

contribute to major the IOT theories. 

 

2. THEORETICAL REVIEW 

The models to predict consumer behaviour, consumer purchasing intentions and loyalty consumers, 

whereas theories that have been extensively used to promote motivation are in marketing science 

and the IOT theory of human motivation that provides a framework for categorizing customers’ 
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styles which could be used in marketing as customers can be motivated to engage in purchase 

intention and loyalty consumers (Gilal et al., 2022). 

 

Moreover, Gilal et al., (2022), explain that the IOT could have the potential research topic pertain; 

the marketing environment (marketing appeals, brand positioning, brand experience and the 

contents) and the Organismic integration theory ( the integrated motivation, identified, introject and 

external motivation) insight within the moderating affected from ( the generation, gender, social 

comparison and the national culture, the brand innovation, orientation, identity and involvement, 

the brand trust) that there are lead to the positive marketing outcome (the brand passion, customer 

engagement, and the purchase intention). 

 

The Technology Acceptance Model (TAM)) explaining that this model is currently one of the most 

extensively utilized models for explaining user acceptance behavior and the model is oriented 

toward addressing how technology is accepted and utilized that attitudes are influenced by beliefs, 

and theoretical background for indicating the various linkages inherent between two key aspects, 

users attitude toward the technology and the perceived usefulness and convenience of utilizing 

(Alzahrani et al., 2020). 

 

The technology-based marketing the development of technology has a significant impact on the role 

of marketing of digital platforms to promote products, but also the use of technology to improve the 

customer experience that could impact to the purchasing intention and loyalty consumers. In the 

framework of R-A theory, technology can be viewed as a resource that provides competitive 

advantage that an implemented the latest technologies, such as online applications, and digital 

transaction security, can generate advantages in terms of operational efficiency and customer 

awareness (Chylinski et al., 2020; Naujokaitiene et al., 2015). 

 

The loyalty consumers could impact by the relationship quality, the sales customer satisfaction, 

improvement the brand equity and the customer experience (Flint et al., 2011; Homburg et al., 

2011; Huang et al., 2019; Nam et al., 2011a; Siebert et al., 2020) 
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Figure 1. The synthesis of new model development in human resources management 

(Source: develop by authors. 2023) 

 

3. RESEARCH METHODS 

The study research approach is based on the quantitative empirical research and survey design 

within the confirmed strategy approach that it cornerstones within the structural equation model 

basis in multivariate data analysis to find the precisions data yielding from empirical research 

improvement (Haryani et al., 2021; Susilo & program, 2021a, 2021b). 

 

Appropriability, the methodological aspects of this research include; conducts within the survey 

research design used, subject and population and research respondents to whom make the purchase 

intentions, valid and reliable empirical research instruments the course of research that it conducts 

within the rating scale measurement (0= not agree until to 10= was very agree), research variables 

and the definitions of operational entire variables , and analysis of research results within 
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univariate, and multivariate data analysis also the deductive analysis within the previous research 

and make a conclusions of the result (Oakey, 2013; Phelps et al., 2022). An enhance the loyalty 

consumers should conducts within the best of relationship quality, the sales orientation and the well 

customer satisfaction, make an improvement of the brand equity and the customer experience (Flint 

et al., 2011; Homburg et al., 2011; Huang et al., 2019; Nam et al., 2011a; Siebert et al., 2020) 

  

The concept development that it conducts within the IOT (Alzahrani et al., 2020) (Gilal et al., 

2022)., could develop such as figure2 below: 

 

 
Figure 2. The concept development that it conducts within the IOT (Gilal et al., 2022), 

 

From the Figure 1 above, the scholars would like to make an improvement of the entire hypotheses 

base on the path analysis. The main hypotheses, Ha: There are have correlated the antecedent of the 

customer satisfaction to lead the loyalty consumers in retail industry. 

 

The confirmed strategy pertain two step approach development and the first step were the 

confirmation factor analyses (CFA) as the measurement model and the seconds step was structural 

model development (Hary Susilo et al., 2019; Oakey, 2013). In the first step the researcher would 

make an assessment for the validity and reliability item as indicator that it could make a 

measurement and evaluation the CFA- measurement model base on the standardize model (Haryani 

et al., 2021; Phelps et al., 2022; Susilo & program, 2021a). Furthermore, the second step, the 

scholars should make an assessment of the structural model, evaluating the goodness of fit model 

and the entire hypotheses testing and also to make assessments of the strengthen of the level of 

impact among latent variable with the Betha and Gamma coefficients. The novelty of the new 

model would find within the structural equation math model and make the refinement of the latest 

model (Chou et al., 2011; Hair et al., 2011). 

 

4. RESULTS AND DISCUSSION 

IOT theory in the context of the retail business, developed t describes it as a holistic business 

process (Chang & Wang、2013; Gardner、2018). The product development event and the 

marketing must make the collaborate with the R&D department to ensure that product innovations 

are aligned with available resources and market needs to achieve competitive advantage, that 

through the identification and utilization of rare resources, as well as close collaboration with the 
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R&D team, marketing would to lead companies in creating products that are not only quality but 

also different from competitors, ensuring success in a competitive market (Li et al., 2021; Schamp 

et al., 2023). 

 

Initially, people shopped by going to markets, supermarkets, or directly to stores and make 

switching to online shopping activities or online shopping through marketplaces or social media. 

Business people or companies finally must rearrange business plans, especially for digital 

businesses and switch to opening online stores and leaving offline stores and change in strategy, 

business people or companies need someone or team who can manage their digital business to run 

smoothly, attractive promotions, get customers satisfaction and the loyalty, and of course get good 

profits (https://www.alinea.id/bisnis/rekomendasi-5-digital-marketing-agency-terbaik-di-indonesia-

b2hLY9KAA, 2023). 

 

5. CONCLUSION 

Importantly, the entire premise was able to fill a number of theoretical gaps base on the IOT, and 

the implications of the gap’s insight to ontology in the current retail business context will be further 

developed in marketing management science and future research, that it could within the figure 3 

below: 

 
Figure 3. The potential research gaps for ontology in the current retail business base on the IOT 

theory to evolve the marketing science development to attempt the loyalty and purchase decision 

 

Supposed, Gilal et al., (2022), explain that the IOT would develop the empirical concept pertain; 

the marketing environment (marketing appeals, brand positioning, brand experience and the 

contents) and the Organismic integration theory ( the integrated motivation, identified, introject and 

external motivation) insight within the moderating affected from ( the generation, gender, social 

comparison and the national culture, the brand innovation, orientation, identity and involvement, 

the brand trust) that there are lead to the positive marketing outcome (the brand passion, customer 

engagement, and the purchase intention). 

 

The theoretical gaps for ontology in the current retail business development and the condition of the 

demand is heterogeneous that should be to anticipated conduct to the comprehensive research to 

evolve the marketing management science (H.-J. Chang & Wang, 2013; Gardner, 2018; ma, 1999). 
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The role of multivariate data analysis would make a well precisions yield data base on the structural 

equation modelling. The strategy of the multivariate data analysis would conduct with the 

confirmed strategy data analysis base on the structural equation model approach (S. E. Chang et al., 

2016; Sitabutr & Pimdee, 2017). 

 

Further, the two-step approach development could make a result more sharper and have the good 

yield data because it has the validity assessments and reliability evaluations before make the 

hypotheses testing and finding the new novelties conduct to the math equation model output 

(Randrianasolo & Semenov, 2022; Sitabutr & Pimdee, 2017). Moreover, the matrix co-variance 

was used to input the raw data and it would have the output within the Betha and Gamma 

coefficient to make prediction and know the level of strengthened affected among each latent 

variable from the empirical research model (Chou et al., 2011; Dhiman & Sharma, 2021; Hair et al., 

2011). 

 

REFERENCE 

Alzahrani, A. I., Ramayah, T., Suppiah, N., Alfarraj, O., & Alalwan, N. (2020). Modeling Blog 

Usage From a Developing Country Perspective Using Structural Equation Modeling (SEM). 

SAGE Open, 10(3). https://doi.org/10.1177/2158244020947104 

Benedict Ogbemudia, I., Wilson, E., Solomon Ebiladei, A., Benjamin Ibe, C., Shedrach Chinwuba, 

M., & Sylvester Okechukwu, I. (2022). The Evolving Strategic CSR Practices in Africa: 

Exploring the Multidimensional Implications for Telecommunication Firms’ Outcomes in 

Nigeria. SAGE Open, 12(2). https://doi.org/10.1177/21582440221089966 

Bhat, S. A., Darzi, M. A., & Parrey, S. H. (2018). Antecedents of Customer Loyalty in Banking 

Sector: A Mediational Study. Vikalpa, 43(2), 92–105. 

https://doi.org/10.1177/0256090918774697 

Chang, H.-J., & Wang, H.-B. (2013). A CASE STUDY OF DYNAMIC COMPETITIVE 

ADVANTAGE. In The International Journal of Organizational Innovation (Vol. 6). 

Chang, S. E., Shen, W. C., & Liu, A. Y. (2016). Why mobile users trust smartphone social 

networking services? A PLS-SEM approach. Journal of Business Research, 69(11), 4890–

4895. https://doi.org/10.1016/j.jbusres.2016.04.048 

Chaudhary, A., Hurrah, S. A., & Maqbool, S. (2020). The Influence of Corporate Social 

Responsiblity on Actual Buying Behaviour: A Study of Indian Consumers. Metamorphosis: A 

Journal of Management Research, 19(1), 21–28. https://doi.org/10.1177/0972622520931700 

Chou, T. L., Ching, C. H., Fan, S. min, & Chang, J. Y. (2011). Global linkages, the Chinese high-

tech community and industrial cluster development: The semiconductor industry in Wuxi, 

Jingsu. Urban Studies, 48(14), 3019–3042. https://doi.org/10.1177/0042098010396237 

Dhiman, D., & Sharma, H. (2021). Does Organizational Trust Mediate the CSR–OCB 

Relationship? A PLS-SEM Analysis. Vikalpa, 46(4), 223–235. 

https://doi.org/10.1177/02560909211062592 

du Plessis, C. (2022). A Scoping Review of the Effect of Content Marketing on Online Consumer 

Behavior. SAGE Open, 12(2). https://doi.org/10.1177/21582440221093042 

Eryandra, A., Sjabadhyni, B., & Mustika, M. D. (2018). How Older Consumers’ Perceived 

Ethicality Influences Brand Loyalty. SAGE Open, 8(2). 

https://doi.org/10.1177/2158244018778105 

Flint, D. J., Blocker, C. P., & Boutin, P. J. (2011). Customer value anticipation, customer 

satisfaction and loyalty: An empirical examination. Industrial Marketing Management, 40(2), 

219–230. https://doi.org/10.1016/j.indmarman.2010.06.034 

Gardner, W. L. (2018). Riddle Me This: What Do Mergers and Acquisitions, Remote Workers, 

Management M-Theory, Empowered Leadership, Competitive Human Resource Practices, and 

Positivity Within Dynamic Teams Have in Common? Answer: Outstanding 2017 GOM 



International Journal of Education, Business and Economics Research (IJEBER) 
Vol. 3 (6), pp. 197-206, © 2023 IJEBER (www.ijeber.com)  

https://ijeber.com                                                    ©IJEBER Page 204 

Articles. In Group and Organization Management (Vol. 43, Issue 6, pp. 863–870). SAGE 

Publications Inc. https://doi.org/10.1177/1059601118812116 

Gilal, F. G., Paul, J., Gilal, N. G., & Gilal, R. G. (2022). The role of organismic integration theory 

in marketing science: A systematic review and research agenda. European Management 

Journal, 40(2), 208–223. https://doi.org/10.1016/j.emj.2021.02.001 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of 

Marketing Theory and Practice, 19(2), 139–152. https://doi.org/10.2753/MTP1069-

6679190202 

Haryani, D. S., Hardiansyah, R., & Susilo, W. H. (2021). Multivariate Data Analysis. In Business 

and Economics Research (IJEBER) (Vol. 1, Issue 1). 

www.ijeber.comhttps://ijeber.com©IJEBER 

Hary Susilo, W., Yulius, Y., & Yulius, Y. (2019). THE DEVELOPMENT HIGHER EDUCATION 

VISION CONDUCTED WITH MARKET-BASED MANAGEMENT RESEARCH FOR THE 

GLOBAL COMPETITIONS. In Noble International Journal of Social Sciences Research ISSN 

(Vol. 04, Issue 09). http://napublisher.org/?ic=journals&id=2 

Haughton, S. A., Smith, T. A., & Berndtsson, J. (2020). Consumer Drivers of Industry Growth and 

Household Loyalty to Private Security Firms in Jamaica. Journal of Contemporary Criminal 

Justice, 36(1), 110–127. https://doi.org/10.1177/1043986219890204 

Homburg, C., Müller, M., & Klarmann, M. (2011). When does salespeople’s customer orientation 

lead to customer loyalty? The differential effects of relational and functional customer 

orientation. Journal of the Academy of Marketing Science, 39(6), 795–812. 

https://doi.org/10.1007/s11747-010-0220-7 

Huang, C. H., Wu, H. H., Lee, Y. C., & Li, L. (2019). What Role Does Patient Gratitude Play in the 

Relationship Between Relationship Quality and Patient Loyalty? Inquiry (United States), 56. 

https://doi.org/10.1177/0046958019868324 

Huseynov, F., & Özkan Yıldırım, S. (2019). Online Consumer Typologies and Their Shopping 

Behaviors in B2C E-Commerce Platforms. SAGE Open, 9(2). 

https://doi.org/10.1177/2158244019854639 

Jang, Y. J., Kim, W. G., & Lee, H. Y. (2015). Coffee shop consumers’ emotional attachment and 

loyalty to green stores: The moderating role of green consciousness. International Journal of 

Hospitality Management, 44, 146–156. https://doi.org/10.1016/j.ijhm.2014.10.001 

Latif, K., Pitafi, A. H., Malik, M. Y., & Latif, Z. (2019). Individual Cultural Values and Consumer 

Animosity: Chinese Consumers’ Attitude Toward American Products. SAGE Open, 9(3). 

https://doi.org/10.1177/2158244019871056 

Li, J., Kim, W. G., & Choi, H. M. (2021). Effectiveness of social media marketing on enhancing 

performance: Evidence from a casual-dining restaurant setting. Tourism Economics, 27(1), 3–

22. https://doi.org/10.1177/1354816619867807 

Liu, S., Li, G., Liu, N., & Hongwei, W. (2021). The Impact of Patient Satisfaction on Patient 

Loyalty with the Mediating Effect of Patient Trust. Inquiry (United States), 58. 

https://doi.org/10.1177/00469580211007221 

Lombart, C., & Louis, D. (2012). Consumer satisfaction and loyalty: Two main consequences of 

retailer personality. Journal of Retailing and Consumer Services, 19(6), 644–652. 

https://doi.org/10.1016/j.jretconser.2012.08.007 

ma, H. (1999). Constellation of competitive advantage: Components and dynamics. Management 

Decision, 37(4), 348–356. https://doi.org/10.1108/00251749910269393 

Mattison Thompson, F., & Brouthers, K. D. (2021). Digital Consumer Engagement: National 

Cultural Differences and Cultural Tightness. Journal of International Marketing, 29(4), 22–44. 

https://doi.org/10.1177/1069031X211005729 

Mishra, A., & Satish, S. M. (2016). eWOM: Extant Research Review and Future Research 

Avenues. Vikalpa, 41(3), 222–233. https://doi.org/10.1177/0256090916650952 



International Journal of Education, Business and Economics Research (IJEBER) 
Vol. 3 (6), pp. 197-206, © 2023 IJEBER (www.ijeber.com)  

https://ijeber.com                                                    ©IJEBER Page 205 

Molinillo, S., Ekinci, Y., & Japutra, A. (2019). A consumer-based brand performance model for 

assessing brand success. International Journal of Market Research, 61(1), 93–110. 

https://doi.org/10.1177/1470785318762990 

Nam, J., Ekinci, Y., & Whyatt, G. (2011a). Brand equity, brand loyalty and consumer satisfaction. 

Annals of Tourism Research, 38(3), 1009–1030. https://doi.org/10.1016/j.annals.2011.01.015 

Nam, J., Ekinci, Y., & Whyatt, G. (2011b). Brand equity, brand loyalty and consumer satisfaction. 

Annals of Tourism Research, 38(3), 1009–1030. https://doi.org/10.1016/j.annals.2011.01.015 

Oakey, R. P. (2013). Open innovation and its relevance to industrial research and development: The 

case of high-technology small firms. International Small Business Journal, 31(3), 319–336. 

https://doi.org/10.1177/0266242612458942 

Papadopoulou, N. M., Ribeiro, M. A., & Prayag, G. (2023). Psychological Determinants of Tourist 

Satisfaction and Destination Loyalty: The Influence of Perceived Overcrowding and 

Overtourism. Journal of Travel Research, 62(3), 644–662. 

https://doi.org/10.1177/00472875221089049 

Penttinen, V., Ciuchita, R., & Čaić, M. (2022). YouTube It Before You Buy It: The Role of 

Parasocial Interaction in Consumer-to-Consumer Video Reviews. Journal of Interactive 

Marketing, 57(4), 561–582. https://doi.org/10.1177/10949968221102825 

Phelps, N., Wang, C., Miao, J. T., & Zhang, J. (2022). E-commerce: A platform for local economic 

development? Evidence from Taobao Villages in Zhejiang Province, China. Transactions in 

Planning and Urban Research, 275412232211439. 

https://doi.org/10.1177/27541223221143986 

Poulsen, L. N. S. (2020). Loyalty in world politics. European Journal of International Relations, 

26(4), 1156–1177. https://doi.org/10.1177/1354066120905895 

Prashar, S., Singh, H., Parsad, C., & Vijay, T. S. (2017). Predicting Indian Shoppers’ Malls Loyalty 

Behaviour. Vikalpa, 42(4), 234–250. https://doi.org/10.1177/0256090917731431 

Randrianasolo, A. A., & Semenov, A. V. (2022). Synergy Versus Trade-Off: The Influence of 

National Philanthropic Environment and Industry on the Relationship Between Research and 

Development and Corporate Social Responsibility. Journal of International Marketing, 30(1), 

75–92. https://doi.org/10.1177/1069031X211054507 

Romaniuk, J., & Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer brand 

associations. Journal of Business Research, 66(1), 67–72. 

https://doi.org/10.1016/j.jbusres.2011.07.024 

Rubio, N., Villaseñor, N., & Oubiña, J. (2015). Consumer identification with store brands: 

Differences between consumers according to their brand loyalty. BRQ Business Research 

Quarterly, 18(2), 111–126. https://doi.org/10.1016/j.brq.2014.03.004 

Schamp, C., Heitmann, M., Bijmolt, T. H. A., & Katzenstein, R. (2023). The Effectiveness of 

Cause-Related Marketing: A Meta-Analysis on Consumer Responses. Journal of Marketing 

Research, 60(1), 189–215. https://doi.org/10.1177/00222437221109782 

Seduram, L., Mamun, A. Al, Salameh, A. A., Perumal, S., & Shaari, H. (2022). Predicting 

Smartphone Brand Loyalty Using Four-Stage Loyalty Model. SAGE Open, 12(2). 

https://doi.org/10.1177/21582440221099295 

Shariq, M. (2019). A Study of Brand Equity Formation in the Fast Moving Consumer Goods 

Category. Jindal Journal of Business Research, 8(1), 36–50. 

https://doi.org/10.1177/2278682118823306 

Sharma, R., & Patra, J. (2021). Building Store Equity: Role of Store Image, Consumer Satisfaction, 

and Store Loyalty in the Indian Retail Market. Jindal Journal of Business Research, 10(1), 128–

140. https://doi.org/10.1177/22786821211002631 

Shin, N., Park, S., & Kim, H. (2020). Consumer satisfaction–based social commerce service quality 

management. BRQ Business Research Quarterly, 24(1), 34–52. 

https://doi.org/10.1177/2340944420916098 



International Journal of Education, Business and Economics Research (IJEBER) 
Vol. 3 (6), pp. 197-206, © 2023 IJEBER (www.ijeber.com)  

https://ijeber.com                                                    ©IJEBER Page 206 

Siebert, A., Gopaldas, A., Lindridge, A., & Simões, C. (2020). Customer Experience Journeys: 

Loyalty Loops Versus Involvement Spirals. Journal of Marketing, 84(4), 45–66. 

https://doi.org/10.1177/0022242920920262 

Sitabutr, V., & Pimdee, P. (2017). Thai entrepreneur and community-based enterprises’ OTOP 

branded handicraft export performance: A SEM analysis. SAGE Open, 7(1). 

https://doi.org/10.1177/2158244016684911 

Siyal, A. W., Hongzhuan, C., & Gang, C. (2021). From Consumer Satisfaction to Recommendation 

of Mobile App–Based Services: An Overview of Mobile Taxi Booking Apps. SAGE Open, 

11(1). https://doi.org/10.1177/21582440211004179 

Sundström, M., & Hjelm-Lidholm, S. (2020). Re-positioning customer loyalty in a fast moving 

consumer goods market. Australasian Marketing Journal, 28(1), 30–34. 

https://doi.org/10.1016/j.ausmj.2019.09.004 

Susilo, W., & program, D. (2021a). THE INIMITABLE BUNDLE CAPABILITIES FOR 

CUSTOMER RESPONSE: INSIGHT IN HI-TECH PRODUCTS THAT IT CONDUCTS TO 

MULTIVARIATE DATA ANALYSIS IN THE STRUCTURAL EQUATION MODELLING 

WITHIN THE MARKETING RESEARCH 

MODEL. In International Journal of Education, Business and Economics Research (IJEBER) (Vol. 

1). www.ijeber.com 

Susilo, W., & program, D. (2021b). THE INIMITABLE BUNDLE CAPABILITIES FOR 

CUSTOMER RESPONSE: INSIGHT IN HI-TECH PRODUCTS THAT IT CONDUCTS TO 

MULTIVARIATE DATA ANALYSIS IN THE STRUCTURAL EQUATION MODELLING 

WITHIN THE MARKETING RESEARCH MODEL. In International Journal of Education, 

Business and Economics Research (IJEBER) (Vol. 1). www.ijeber.com 

Wattoo, M. U., & Iqbal, S. M. J. (2022). Unhiding Nexus Between Service Quality, Customer 

Satisfaction, Complaints, and Loyalty in Online Shopping Environment in Pakistan. SAGE 

Open, 12(2). https://doi.org/10.1177/21582440221097920 

Yang, Z., Van Ngo, Q., Chen, Y., Nguyen, C. X. T., & Hoang, H. T. (2019). Does Ethics 

Perception Foster Consumer Repurchase Intention? Role of Trust, Perceived Uncertainty, and 

Shopping Habit. SAGE Open, 9(2). https://doi.org/10.1177/2158244019848844 


