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1. Introduction

Significant disturbances have been seen in a few organizations because of fast-rising
computerized innovation. Shoppers' thinking and connection towards firms have changed
because of the development of virtual entertainment stages and web gadgets (Shawky, Kubacki,
Dietrich, & Weaven, 2020). In this propelling world, utilizing effective promoting procedures for
drawing in, engaging, and keeping clients loyal is becoming important. Because of market
contenders and innovative headway, it turns into a huge test to connect with and keep up with
the client's steadfastness (Nadeem, Tan, Tajvidi, & Hajli, 2021). Hereafter, it bears incredible
significance to concentrate on promoting exercises in regard to various businesses to further
develop client steadfastness and commitment. Innovative progression presented computerized
promotion as a significant device to make a solid communication or connection between business
associations and crowds. Various associations increment their span and client commitment
through utilizing a few web stages, for example, email showcasing, sites well, and online
commercial (Schimmelpfennig & Hunt, 2020). Any association should comprehend and involve
appealing methods as well as deal with the association's sources to create and draw in faithful
clients (Ajina, 2019).

It was perceived by advertisers that just drawing in clients isn't an adequate number
nowadays because furious contenders keeping up with clients' devotion is likewise a troublesome
errand. Comprehensively, the main part of this business is administration and separation
(Harrigan, Evers, Miles, & Daly, 2017). The inspiration driving the review was to explore on
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client's steadfastness to all the more promptly handle its progression and improvement in any
business. Specifically, the survey embraced a general system by checking past explorations.
(Ting, Abbasi, & Ahmed, 2021). This study separated compelling districts and procedures by
breaking down the perceptible examples and further suggested direction for future investigation.
This concentrate is additionally expected to investigate the effectiveness of advertising
strategies in organizations to advance customer commitment and reliability in the computerized
period. By assessing the ebb and flow of writing, this exploration attempted to decide the
fundamental attributes and best practices that lead to powerful promoting efforts in various
enterprises. Moreover, by taking on a blended strategies research configuration, consolidating
quantitative and subjective methods, this concentrate completely made sense of the confounded
cooperation’s between promoting endeavors, purchaser inclusion, and devotion (Shankar &
Jebarajakirthy, 2019). Through a top-to-bottom writing survey, this examination means to offer
huge experiences that guide industry specialists and scientists in building fruitful advertising
procedures to flourish in the computerized age.

2. Literature Review

As the web-based entertainment job is expanding hugely in clients' lives it is likewise
furnishing techniques to upgrade clients' relationships with associations. As indicated by
Worldwide Webindex (2019) an individual spent about 2 hours and 24 minutes via online
entertainment applications ordinary. Considering these insights advertisers are growing new e-
showcasing methodologies to draw in their clients and hold their unwaveringness (Calderén-
Monge & Ramirez-Hurtado, 2021) particularly in regards to online business settings. A significant
part of this promotion is building a solid relationship with clients which incorporates web-based
entertainment and client commitment. It is otherwise called a way for clients and organizations
to connect (Egafia, Pezoa-Fuentes, & Roco, 2021). Web-based entertainment is understood in
our lives as a significant part that offers new ways or opens doors for the two clients as well as
advertisers. Likewise described as application combinations enable advancement as well as
sharing of user-generated content (Kaplan & Haenlein, 2010). Virtual entertainment likewise
opened wide doors for an assortment of investigates through alternate point of view, for
example, how online amusement brand pages can incite brand love (Palazon, Delgado-Ballester,
& Sicilia, 2018) it additionally assess clients' feelings with respect to tweets posted by clients
(Saura, Reyes-Menéndez, Dematos, & Correia, 2021) creating resident help (Lin & Kant, 2021)
as well as organizations endeavors to keep up with advertising are additionally upheld (Oncioiu
et al., 2021). Anyway, various open doors are in many cases created by web-based
entertainment, for example, how to draw in the clients, what are the ways of holding and
drawing in the clients with the brand. Various examinations are seen that concentrate on broadly
the connection between clients and brands concerning the impact of virtual entertainment
(Brodie, 2017; Fernandes & Moreira, 2019; Palazon et al., 2018).

2.1. Objectives of the Study

The essential objective of this exploration will be to analyze the adequacy of advertising
systems utilized by various organizations to tempt and hold clients in the advanced age. The
accompanying sub goals will be sought after by the exploration to support this overall point:

a) Identify and look at marketing procedures and strategies in the computerized age to
upgrade client commitment and devotion.

b) Evaluate the adequacy of these marketing procedures in catching and holding clients'
consideration in the cutthroat computerized scene.

C) Examine the impacts of advanced innovations and the moving inclinations of present-

day buyers on client commitment and dependability.

3. Method

The current study comprised of mixed method research which includes the quantitative
method and qualitative method. The sample size of the current study was comprised of 200
customers. The questionnaires were distributed among participants. For the quantitative review,
the overviews were filled or information was gathered from the various clients, and in the wake
of getting the proposed test, the information was dissected through SPSS. The viability of the
information was estimated through various investigations (Moisander, Narvdanen, & Valtonen,
2020). The non-likelihood advantageous examining method was utilized for gathering
quantitative information in the ongoing review. The gathered information for the quantitative
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review was examined through a factual bundle for sociologies (SPSS) variant 22. Various
examinations, for example, elucidating investigation for segment factors and Cronbach alpha
dependability for concentrating on factors were performed. To concentrate on the connections
relationship investigation was performed. Other than this t-test examination and one-way
ANOVA were additionally performed for the segment and review factors of client commitment,
client unwaveringness, and promoting methodologies and strategies. Ethical considerations
were efficiently followed in the current study and the data of participants was kept confidential.

4. Results
Table 1: Frequency and Percentage of Demographic Variables

Variables f %
Age
21-30 66 33
31-40 84 42
41-50 50 25
Gender
M 88 44
F 112 56
Qualification
Matriculation 12 6
Graduation 24 12
Post-graduation 114 72
Others 20 10
Income
Below 5 lac 12 6
5to 10 lac 24 12
10 to 15 lac 114 72
15 lac and above 20 10
Nationality
France 27 13.5
Canada 36 18
Denmark 29 14.5
UK 72 36
USA 36 18

Table 1 illustrated the recurrence dispersion and rate appropriation among
socioeconomics. Recurrence investigation recommended that the most elevated age scope of
lodging clients was from 31 to 40 which was 84%, the female proportion was higher when
contrasted with men. Training level post-graduation had the most elevated recurrence while
clients having 10 to 15 lac pay had the most elevated recurrence. The most elevated recurrence
of clients was UK nationals.

Table 2: Descriptive Analysis for Study Variables

Variable a M SD Skewness Kurtosis
CEA .81 10.10 7.57 2.11 2.00

CEE .75 6.44 3.16 2.70 7.47
CEAT .74 7.32 3.25 1.81 4.49

CEI .81 9.21 6.74 1.75 2.85
CEID .80 4.72 2.62 3.53 12.49

CE .77 37.79 18.59 1.84 4.53

CL .79 5.35 2.33 2.28 7.06
MST .70 13.30 2.49 -.02 -.10

CEA= Customer engagement absorption, CEE= Customer engagement enthusiasm, CEAT= Customer engagement
attention, CEI= Customer engagement interaction, CEID= Customer engagement identification, CE= Customer

engagement, CL= Customer loyalty, MST=Marketing strategies and tactics.

Table 2 proposed that the co-productive alpha unwavering quality of all factors (client
commitment, client reliability and promoting techniques and strategies) lies in the agreeable
reach from .72 to .82. The Skewness and Kurtosis additionally lie in the satisfactory scope of
+2.

Table 3: Correlations among Study Variables
Variables 1 2 3 4 5 6 7 8
CEA - 37** 58** .89** -.01 .88** 49** .00
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CEE - 81%* 33%* .86** T 2% LO1%* -.00

CEAT - S57%* B7** .86** 82%* -.01
CEI - -.04 .85%* 38%* .01
CEID - 7% B1** -.01
CE - T4xx .02
CL - -.01
MST -

CEA= Customer engagement absorption, CEE= Customer engagement enthusiasm, CEAT= Customer engagement
attention, CEI= Customer engagement interaction, CEID= Customer engagement identification, CE= Customer
engagement, CL= Customer loyalty, MST=Marketing strategies and tactics.

Table 3 shows the relationships concentrating on factors of client commitment its sub-
scales and client devotion, and promoting methodologies and strategies. The outcome
recommended a huge positive connection between client commitment and client dedication. A
positive connection between client commitment and showcasing procedures and strategies was
noticed.

Table 4: Gender Differences among Study Variables

Variables Male Female 959% CL

M SD M SD t LL UL p F
CE 33.70 15.52 41.21 20.39 -2.89 -12.37 -2.24 .01 7.00
CL 4.89 2.37 5.71 2.80 -2.12 -1.45 -.08 .04 3.69
MST 13.28 2.19 13.32 2.21 -.23 -.59 .50 72 .10

CE= Customer engagement, CL= Customer loyalty, MST=Marketing strategies and tactics.

Table 4 shows the distinctions in sexual orientation in client commitment, client
dedication, and advertising systems and strategies. It recommended that female has the most
elevated mean and standard deviation (41.11, 20.29) values when contrasted with men in client
commitment. The table likewise proposed ladies' additional score (M=5.71, SD=2.80) most
elevated on client devotion when contrasted with guys. Females additionally scored higher
(M=13.32, SD=2.21) in advertising systems and strategies when contrasted with men.

Table 5: Customer Status Differences among Study Variables

Variables First Time Repeated 959% CL

M SD M SD t LL UL p F
CE 36.17 19.93 38.63 18.16 -.85 -8.15 3.23 .58 .29
CL 5.40 3.08 5.47 2.42 -.17 -.87 .73 .58 .29
MST 13.43 2.45 13.39 2.23 .13 -.65 .74 .56 .33

CE= Customer engagement, CL= Customer loyalty, MST=Marketing strategies and tactics

Table 5 shows the t-test examination for status contrasts among client commitment, and
client reliability through promoting methodologies and strategies. It recommended that
rehashed clients had the most noteworthy client commitment (M=38.63, SD=18.16) as well as
the most noteworthy scores on client dependability (M=5.47, SD=2.42) when contrasted with
first-time lodging client.

Table 6: One Way ANOVA among Income and Study Variables

Variables M SD 959% CL ] F
LL UL

CE .50 77

Below 5 lac 41.50 21.79 27.66 55.34

5to 10 lac 41.71 18.89 33.73 49.69

10-15 lac 37.48 18.91 34.36 40.60

15 lac and 34.10 14.76 27.19 41.01

above

CL .97 .07

Below 5 lac 5.42 2.06 4.10 6.73

5to 10 lac 5.67 2.18 4.75 6.59

10-15 lac 5.44 2.79 4,98 5.90

15 lac and 5.30 2.34 4.20 6.40

above

MST .00 5.89

Below 5 lac 13.75 2.98 11.85 15.65

5to 10 lac 14.29 2.56 13.21 15.37
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10-15 lac 13.01 2.09 12.67 13.36
15 lac and 14.90 2.15 13.89 15.91
above

CE= Customer engagement, CL= Customer loyalty, MST=Marketing strategies and tactics.

Table 6 shows a one-way ANOVA for clients' pay among client commitment, client
steadfastness, and showcasing systems and strategies. The outcomes proposed that clients
having pay between 5 to 10 lac scored most elevated on client commitment (M=41.71,
SD=18.89) as well as on client unwaveringness (M=5.67, SD=2.18). notwithstanding, clients
having a pay of 15 lac or in excess of 15 lac scored least on client commitment (M=34.10,
SD=14.76) as well as client faithfulness (M=5.30, SD=2.340. Clients having a pay of 15 lac or
in excess of 15 lac scored most elevated on advertising procedures and strategies. That shows
clients are impacted by advertising strategies.

Mean of Customer engagement and Income

5 &

4 \
3 \\.

?

g —&— Mean of Customer engagement
and Income
2
1
0 T 1

Below 5 lac 5to 10 lac 10to 15lac 15 lacand above

Figure 1: Means Plot among Income Differences and Customer Engagement

Figure 1 depicts the mean between customer income and customer engagement. The
graph shows that the customers with the highest engagement have an income range from 5 to
10 lac per month and customers with the least engagement had a monthly income of 15 lac and
above.

Mean of Customer loyalty and Income
5.8
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5.5
/ \ —&— Mean of Customer loyalty and
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5.1 T )
Below 5 lac 5to 10 lac 10to 15lac 15 lac and above

Figure 2: Means Plot among Income Differences and Customer Loyalty

Figure 2 depicts the mean between customer income and customer loyalty. The graph
shows that the customers with the highest customer loyalty have an income range from 5 to 10
lac per month and customers with the least customers’ loyalty had a monthly income of 15 lac
and above.
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Figure 3: Means Plot among Income Differences and Marketing Strategies and Tactics

Figure 3 depicts the mean between customer income and marketing tactics. The graph
shows that the customers with the highest influence by marketing tactics have an income range
from 5 to 10 lac per month and customers with the least influenced by marketing tactics had a
monthly income between 10 to 15 lac.

Table 7: One way ANOVA among Nationality and Study Variables

Variables M SD 959% CL p F
LL UL

CE .66 .61

France 40.47 15.74 34.00 46.54

Canada 39.07 17.82 33.81 46.14

Denmark 39.07 19.64 32.43 47.00

UK 35.54 20.14 30.78 40.30

USA 36.68 17.72 30.65 42.71

CL .44 .93

France 5.83 2.44 4.82 6.83

Canada 5.65 2.47 4.85 6.45

Denmark 4.69 1.54 4.34 5.34

UK 5.38 2.60 4.54 5.81

USA 5.57 3.32 4.32 6.72

MST .00 3.01

France 13.32 2.37 12.42 14.22

Canada 14.18 2.18 13.48 14.89

Denmark 13.62 2.16 12.83 14.40

UK 12.86 2.79 12.23 13.50

USA 14.13 1.48 13.46 14.60

CE= Customer engagement, CL= Customer loyalty, MST=Marketing strategies and tactics.

Table 7 shows a one-way ANOVA for client ethnicity among client commitment, client
dependability, and promoting systems and strategies. The outcomes recommended that France
nationals scored most noteworthy on client commitment (M=40.47, SD=15.94) while USA
nationals clients scored least on client commitment. Results likewise recommended that France
public's clients scored most elevated on client faithfulness while Denmark's public clients scored
least on client devotion. Canadian public clients scored the most noteworthy on showcasing
techniques and strategies.
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Means of customer engagement and nationality

T B Means of customer engagement
| | and nationality

France Canada Denmark

O = N W »~ U

Figure 4: Means Plot among Nationality Differences and Customer Engagement

Figure 4 depicts the mean between customer engagement and nationality. The graph
shows that the customers with the highest customer engagement were from France and the
customers with the least customer engagement were from the United Kingdom.

Means of customer loyalty and nationality

|
3 B Means of customer loyalty and
> nationality
i = vy A

France Canada Denmark

Figure 5: Means Plot Among Nationality Differences And Customer Loyalty

Figure 5 depicts the mean between customer loyalty and nationality. The graph shows
that the customers with the highest customer loyalty were from France and the customers with
the least customer loyalty were from the Denmark.

Marketing strategies and nationality

4.5
4
3.5
3 -
2.5
2
1.5
1
0.5

0
France Canada Denmark Uk USA

B Marketing strategies and
nationality

Figure 6: Means Plot among Nationality Differences and Marketing Strategies and
Tactics
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Figure 6 portrays the mean among ethnicity and advertising methodologies and
strategies. The chart shows that the clients impacted with the most noteworthy showcasing
systems and strategies were from Canada and the clients with the least affected by promoting
methodologies and strategies were from Joined Realm.

Personalization

M Strongly agree
W Rarely agree
W Agree

Figure 7: Percentage Distribution of Marketing Strategy (Personalization) and
Customer Responses

Figure 7 shows the effectiveness of digital marketing strategy (personalization)
percentage response of customers such as strongly agree 16%, rarely agree 35.5%, and agree
48.5%.

Loyalty Programs

M Strongly agree
W Rarely agree

W Agree

Figure 8: Percentage Distribution of Marketing Strategy (Loyalty Program) and
Customer Responses

Figure 8 shows the effectiveness of digital marketing strategy (loyalty programs)
percentage response of customers such as strongly agree 78%, rarely agree 8%, and agree
14%.

Customer engagement and freebies

M Strongly agree

M Rarely agree

Figure 9: Percentage Distribution of Marketing Strategy (Customer Engagement and
Freebies) and Customer Responses
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Figure 9 shows the effectiveness of digital marketing strategy (Customer engagement and
freebies) percentage response of customers such as strongly agree 80% and rarely agree 20%.

Master Card

m Strongly agree

m Rarely agree

Figure 10: Percentage Distribution of Marketing Strategy (Master Card) and Customer
Responses

Figure 10 shows the effectiveness of digital marketing strategy (master card) percentage
response of customers such as strongly agree 70% and rarely agree 30%.

Discount offers

M Strongly agree
H Rarely agree

W Agree

Figure 11: Percentage Distribution of Marketing Strategy (Discount Offers) and
Customer Responses

Figure 11 shows the effectiveness of digital marketing strategy (Discount offers)
percentage response of customers such as strongly agree 82.5%, rarely agree 15.5%, and agree
2%.

North face

B Strongly agree
W Rarely agree

1 Agree

Figure 12: Percentage Distribution of Marketing Strategy (North Face) and Customer
Responses
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Figure 12 shows the effectiveness of digital marketing strategy (north face) percentage
response of customers such as strongly agree 89.5%, rarely agree 8.5%, and agree 2%.

Body shop

m Strongly agree
H Rarely agree

W Agree

Figure 13: Percentage Distribution of Marketing Strategy (Body Shop) and Customer
Responses

Figure 13 shows the effectiveness of digital marketing strategy (Body shop) percentage
response of customers such as strongly agree 16%, rarely agree 35.5%, and agree 48.5%.

Craft bold statement

B Strongly agree
H Rarely agree

1 Agree

Figure 14: Percentage Distribution of Marketing Strategy (Craft Bold Statement) and
Customer Responses

Figure 14 shows the effectiveness of digital marketing strategy (craft bold statement)
percentage response of customers such as strongly agree 78%, rarely agree 8%, and agree
14%.

5. Discussion

The ongoing review is meant to examine the outcome of industry advertising endeavors
to increment client commitment and devotion in the advanced age. It was seen that client
reliability is laid out through the one-of-a-kind promoting procedures embraced by various
brands (Izogo & Mpinganjira, 2022). It was additionally seen during the review that advanced
promoting involves virtual entertainment applications as well as brand sites, email showcasing,
and savvy PDAs to draw in and manage clients. This web-based entertainment promotion ended
up being a huge assistance for brands in brand situating, item customization, client commitment,
demonstrating steady brand imaging, and zeroing in on client necessities and fulfillment likewise
upheld by past writing. In this time of online stores, the development of online stores with the
coordinated effort of cell phone use advanced the accessory of tweaked administrations by
brands as per criticism and client necessities . Broke down information gathered from clients
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and as well as client pieces of information enables associations to change ideas, limits, and
different particular techniques considering individual clients' indisputable tendencies and
approaches to acting. Due to this tweaked approach, clients experienced a raised sensation of
freedom and a more grounded near and dear relationship with the moved brand
(Almohaimmeed, 2019).

The anticipated speculations in the ongoing review were supported and a critical
relationship was seen between the review factors client commitment, client unwaveringness,
and procedures and strategies in the computerized time. The aftereffects of the ongoing review
recommended that 100% of clients concurred that personalization, unwaveringness programs,
client commitment and gifts, ace card, rebate offers, north face, body shop, and art striking
explanation promoting procedures work in connecting with clients and holding clients dedication
in the business during the advanced period (Apenes Solem, 2016). The outcomes additionally
recommended socioeconomics, for example, age, orientation, training, ethnicity of clients, pay,
nature of visit, recurrence of stay, sidekick, return to expectation, and client status assumed
significant parts in keeping up with client steadfastness and commitment to this advanced
period. It was seen that females were more disposed towards advertising procedures, for
example, personalization and gifts and they expanded client commitment and dependability
among females (Bazi, Filieri, & Gorton, 2023). Advertising procedures draw in families a bunch
more when contrasted with other voyaging gatherings and increment client commitment and
client reliability in the business. The subjective investigation of the ongoing review
recommended email promotion is the critical motivation behind client commitment through this
strategy client dependability is likewise improved. Other than this force to be reckoned with
promoting systems were likewise thought to be serious areas of strength for technique among
clients in this advanced age. With the progression in computerized showcasing web-based
booking and pre-reservations likewise expanded and powerhouse promoting assumed a
significant part in keeping up with client commitment and devotion (van Asperen, De Rooij, &
Dijkmans, 2018). The subjective examination additionally recommended various methodologies
and strategies proposed by clients that assist in upgrading client commitment and dedication
including chatbots and information examination. Consumer loyalty was seen as a significant
figure in keeping up with commitment and unwaveringness, a higher fulfillment level prompts
expanded client dependability in the cordiality business.

Virtual entertainment showcasing systems can essentially affect customer commitment
and steadfastness when executed. Here are a few manners by which online entertainment
showcasing can impact customer conduct regarding commitment and reliability (Li, Teng, &
Chen, 2020). Expanded Brand Mindfulness: Web-based entertainment permits organizations to
rapidly contact a wide crowd. At the point when shoppers are presented with a brand's substance
consistently, it increments brand mindfulness, making buyers bound to consider that brand while
settling on buy choices. Two-Way Correspondence: Online entertainment empowers direct
collaboration among brands and purchasers (Husnain & Toor, 2017). At the point when brands
answer instantly to remarks, messages, and criticism, it shows customers that their viewpoints
matter, encouraging a feeling of commitment and dedication. Content Significance: Creating
significant substance customized to explicit crowds can draw in buyers. At the point when buyers
find content that resounds with their inclinations or necessities, they are bound to draw in with
it and follow the brand for all the more such satisfaction. Building Trust: Consistency and
validness in virtual entertainment connections can fabricate trust. Shoppers are bound to stay
faithful to a brand they trust. Brands that reliably follow through on their commitments and
values can make a devoted following (Calderén-Monge & Ramirez-Hurtado, 2021), Client
Criticism and Improvement: Virtual entertainment gives a stage for clients to voice their
viewpoints and concerns. Brands that effectively pay attention to this input and make upgrades
given it can assemble more grounded associations with their clients, at last expanding
unwaveringness. Motivating forces and Rewards: Running devotion projects or offering
exceptional advancements only to web-based entertainment supporters can boost commitment
and steadfastness. Clients frequently value limits, giveaways, or selective access (Al-Hawary &
Al-Fassed, 2022).

Client-Produced Content (UGC): Empowering clients to make content connected with
your image, like audits, tributes, or client-created pictures, can upgrade commitment and
devotion. It causes clients to feel like dynamic members of your image's story. Reliable Marking:
Keeping a steady brand picture and informing across all web-based entertainment stages builds
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up brand personality and values. At the point when shoppers see a strong brand presence, it
can reinforce their dependability (Bazi et al., 2023). Local area Building: Brands can make
networks around shared interests or values. At the point when shoppers feel like they are
important for a local area that lines up with their convictions, they are bound to stay drawn in
and steadfast. Estimating and Adjusting: Utilizing examination apparatuses, brands can follow
the effect of their online entertainment-promoting endeavors (Izogo & Mpinganjira, 2022). By
dissecting information, brands can adjust their techniques to more readily draw in their interest
group and improve reliability. It's vital to take note that while online entertainment promoting
can be a useful asset for commitment and devotion, it ought to be important for a more
extensive showcasing system. It's additionally urgent to adjust virtual entertainment endeavors
to the brand's general objectives and values and to stay moral and straightforward in all
associations with purchasers (Egafia et al., 2021).

6. Conclusion

Computerized marketing faces challenges and opportunities due to its innovation-driven
approach and constant learning. Insufficiently developed and executed programs raise questions
among customers and advertisers, such as spam, information misrepresentation, and
miscommunication. The advancement of electronic marketing depends on improving business
ethics and customer affirmation guidelines. The importance of validity in business and e-
marketing can be addressed through capacity improvement in information advancements.

The effect of virtual entertainment-promoting methodologies on customer commitment
and loyalty is significant and diverse. Factors such as personalization, content quality, social
business, emergency executives, powerful organizations, cross-channel consistency, criticism
mix, and deep commitment can help shape these elements. Personalization and focus provide
broad information on customer socioeconomics, interests, and behavior, which can be used for
customized marketing efforts to improve commitment and reliability. Content quality and
variety, social business, emergency executives, powerful organizations, cross-channel
consistency, criticism mix, and deep commitment can build strong relationships with customers.

In a rapidly evolving computerized world, organizations must adapt their online
entertainment marketing strategies to meet changing consumer expectations and behaviors. By
investing in understanding their audience, conveying value, and maintaining credible
relationships, brands can achieve increased customer commitment and reliability.

6.1. Limitations

The study has limitations, including focusing on a specific aspect of the housing sector
and not covering other topics like board activities, organizational quality, or financial
performance. The data used is self-reported and may not be representative of all hospitality
firms. Additionally, addressing the latest trends in mechanized exhibiting is challenging due to
the continuous advancements in the industry. Despite these limitations, the audit provides
valuable insights for improving the hospitality sector.

6.2. Suggestions

To effectively utilize online entertainment, businesses should conduct thorough crowd
research to understand the socioeconomics, preferences, and issues of their target audience.
Develop customer personas to guide content and commitment strategies. Foster high-quality,
shareable content that aligns with the audience's needs and interests. Maintain a consistent
visual and informative style across all channels to support brand personality. Connect effectively
with the audience by answering comments, messages, and notices, and fostering conversations
around your products or industry themes. Utilize social listening tools to monitor industry trends
and address customer concerns. Influence client-created content (UGC) to build trust and build
trust. Offer exclusive offers and promotions to loyal customers, collaborate with influential
partners, and use virtual entertainment as a customer care channel. Continuously analyze and
adjust your strategies based on feedback and feedback. Share useful content, create a sense of
community, and share brand and employee stories to build strong relationships.

References

Ajina, A. S. (2019). The role of social media engagement in influencing customer loyalty in Saudi
banking industry. International Review of Management and Marketing, 9(3), 87.

2980



Pakistan Journal of Humanities and Social Sciences, 11(3), 2023

Al-Hawary, S. I. 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.
doi:https://doi.org/10.1504/1JBIR.2022.124126

Almohaimmeed, B. M. (2019). The effects of social media marketing antecedents on social media
marketing, brand loyalty and purchase intention: A customer perspective. Journal of
Business and Retail Management Research, 13(4).

Apenes Solem, B. A. (2016). Influences of customer participation and customer brand
engagement on brand loyalty. Journal of Consumer Marketing, 33(5), 332-342.
doi:https://doi.org/10.1108/JCM-04-2015-1390

Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content aesthetic quality and customer
engagement: The mediating role of entertainment and impacts on brand love and loyalty.
Journal of Business Research, 160, 113778.
doi:https://doi.org/10.1016/j.jbusres.2023.113778

Brodie, R. J. (2017). Enhancing theory development in the domain of relationship marketing:
How to avoid the danger of getting stuck in the middle. Journal of Services Marketing,
31(1), 20-23. doi:https://doi.org/10.1108/IJSM-05-2016-0179

Calderén-Monge, E., & Ramirez-Hurtado, J. M. (2021). Measuring the consumer engagement
related to social media: The case of franchising. Electronic Commerce Research, 1-26.
doi:https://doi.org/10.1007/s10660-021-09463-2

Egafia, F., Pezoa-Fuentes, C., & Roco, L. (2021). The use of digital social networks and
engagement in Chilean wine industry. Journal of Theoretical and Applied Electronic
Commerce Research, 16(5), 1248-1265. doi:https://doi.org/10.3390/jtaer16050070

Fernandes, T., & Moreira, M. (2019). Consumer brand engagement, satisfaction and brand
loyalty: a comparative study between functional and emotional brand relationships.
Journal of Product & Brand Management, 28(2), 274-286.
doi:https://doi.org/10.1108/JPBM-08-2017-1545

Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social
media brands. Tourism management, 59, 597-609.
doi:https://doi.org/10.1016/j.tourman.2016.09.015

Husnain, M., & Toor, A. (2017). The impact of social network marketing on consumer purchase
intention in Pakistan: Consumer engagement as a mediator. Asian Journal of Business
and Accounting, 10(1), 167-199.

Izogo, E. E., & Mpinganjira, M. (2022). Social media customer behavioral engagement and
loyalty among hotel patrons: does customer involvement matter? International Journal
of Tourism Cities, 8(3), 636-657. doi:https://doi.org/10.1108/I1JTC-04-2021-0070

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities
of Social Media. Business horizons, 53(1), 59-68.
doi:https://doi.org/10.1016/j.bushor.2009.09.003

Li, M.-W., Teng, H.-Y., & Chen, C.-Y. (2020). Unlocking the customer engagement-brand loyalty
relationship in tourism social media: The roles of brand attachment and customer trust.
Journal of Hospitality and Tourism Management, 44, 184-192.
doi:https://doi.org/10.1016/j.jhtm.2020.06.015

Lin, Y., & Kant, S. (2021). Using social media for citizen participation: Contexts, empowerment,
and inclusion. Sustainability, 13(12), 6635. doi:https://doi.org/10.3390/su13126635

Moisander, J., Narvénen, E., & Valtonen, A. (2020). Interpretive marketing research: Using
ethnography in strategic market development.
doi:https://doi.org/10.4324/9780203710807-19

Nadeem, W., Tan, T. M., Tajvidi, M., & Hajli, N. (2021). How do experiences enhance brand
relationship performance and value co-creation in social commerce? The role of consumer
engagement and self brand-connection. Technological Forecasting and Social Change,
171, 120952. doi:https://doi.org/10.1016/j.techfore.2021.120952

Oncioiu, I., Capusneanu, S., Topor, D. I., Tamas, A. S., Solomon, A.-G., & Danescu, T. (2021).
Fundamental power of social media interactions for building a brand and customer
relations. Journal of Theoretical and Applied Electronic Commerce Research, 16(5),
1702-1717. doi:https://doi.org/10.3390/jtaer16050096

Palazon, M., Delgado-Ballester, E., & Sicilia, M. (2018). Fostering brand love in Facebook brand
pages. Online Information Review, 43(5), 710-727. doi:https://doi.org/10.1108/0IR-05-
2017-0175

Saura, J. R., Reyes-Menéndez, A., Dematos, N., & Correia, M. B. (2021). Identifying startups
business opportunities from ugc on twitter chatting: An exploratory analysis. Journal of

2981


https://doi.org/10.1504/IJBIR.2022.124126
https://doi.org/10.1108/JCM-04-2015-1390
https://doi.org/10.1016/j.jbusres.2023.113778
https://doi.org/10.1108/JSM-05-2016-0179
https://doi.org/10.1007/s10660-021-09463-2
https://doi.org/10.3390/jtaer16050070
https://doi.org/10.1108/JPBM-08-2017-1545
https://doi.org/10.1016/j.tourman.2016.09.015
https://doi.org/10.1108/IJTC-04-2021-0070
https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.3390/su13126635
https://doi.org/10.4324/9780203710807-19
https://doi.org/10.1016/j.techfore.2021.120952
https://doi.org/10.3390/jtaer16050096
https://doi.org/10.1108/OIR-05-2017-0175
https://doi.org/10.1108/OIR-05-2017-0175

Theoretical and Applied Electronic Commerce Research, 16(6), 1929-1944.
doi:https://doi.org/10.3390/jtaer16060108

Schimmelpfennig, C., & Hunt, J. B. (2020). Fifty years of celebrity endorser research: Support
for a comprehensive celebrity endorsement strategy framework. Psychology & Marketing,
37(3), 488-505. doi:https://doi.org/10.1002/mar.21315

Shankar, A., & Jebarajakirthy, C. (2019). The influence of e-banking service quality on customer
loyalty: A moderated mediation approach. International Journal of Bank Marketing,
37(5), 1119-1142. doi:https://doi.org/10.1108/1JBM-03-2018-0063

Shawky, S., Kubacki, K., Dietrich, T., & Weaven, S. (2020). A dynamic framework for managing
customer engagement on social media. Journal of Business Research, 121, 567-577.
doi:https://doi.org/10.1016/j.jbusres.2020.03.030

Ting, D. H., Abbasi, A. Z., & Ahmed, S. (2021). Examining the mediating role of social
interactivity between customer engagement and brand loyalty. Asia Pacific Journal of
Marketing and Logistics, 33(5), 1139-1158. doi:https://doi.org/10.1108/APJML-10-
2019-0576

van Asperen, M., De Rooij, P., & Dijkmans, C. (2018). Engagement-based loyalty: The effects
of social media engagement on customer loyalty in the travel industry. International
Journal of Hospitality & Tourism Administration, 19(1), 78-94.
doi:https://doi.org/10.1080/15256480.2017.1305313

2982


https://doi.org/10.3390/jtaer16060108
https://doi.org/10.1002/mar.21315
https://doi.org/10.1108/IJBM-03-2018-0063
https://doi.org/10.1016/j.jbusres.2020.03.030
https://doi.org/10.1108/APJML-10-2019-0576
https://doi.org/10.1108/APJML-10-2019-0576
https://doi.org/10.1080/15256480.2017.1305313

