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KATA PENGANTAR

Puji dan syukur kami panjatkan ke hadirat Tuhan Yang Maha Esa atas
tersusunnya Book of Abstract dengan tema “Business and Economics Talent in the Al
Era: Skills, Careers, and Opportunities.” Buku ini merupakan wadah akademik yang
menghimpun berbagai gagasan, hasil penelitian, serta pemikiran inovatif dari para
akademisi, peneliti, dan praktisi dalam merespons transformasi dunia bisnis dan ekonomi
di era kecerdasan buatan.

Perkembangan Artificial Intelligence (Al) telah membawa perubahan signifikan
dalam berbagai sektor, mulai dari sistem keuangan, pemasaran digital, manajemen
sumber daya manusia, hingga pengambilan keputusan strategis berbasis data. Era ini
menuntut talenta bisnis dan ekonomi untuk tidak hanya memiliki kompetensi konseptual
yang kuat, tetapi juga keterampilan adaptif, literasi digital, kemampuan analitis, serta
pemahaman etika teknologi.

Melalui buku ini, kami berharap kumpulan abstrak yang disajikan dapat
memberikan kontribusi ilmiah, memperkaya wawasan, serta menjadi referensi bagi
pengembangan kompetensi dan arah karier generasi masa depan. Tema yang diangkat
juga diharapkan mampu mendorong diskusi konstruktif mengenai peluang dan tantangan
yang dihadapi talenta bisnis dan ekonomi dalam memanfaatkan Al secara produktif dan
bertanggung jawab.

Kami menyampaikan apresiasi dan terima kasih kepada seluruh penulis, reviewer,
panitia, serta semua pihak yang telah berkontribusi dalam penyusunan Book of Abstract
ini. Semoga karya ini memberikan manfaat yang luas dan menjadi langkah awal menuju
kolaborasi yang lebih inovatif di masa mendatang. Akhir kata, kami berharap buku ini
dapat menjadi inspirasi dalam membentuk talenta bisnis dan ekonomi yang unggul,

adaptif, dan siap menghadapi dinamika masa depan di era Al.

Purwakarta, 02 Maret 2026
Dekan Fakultas Ekonomi dan Bisnis Koordinator Acara

Universitas Islam Dr. Khez Muttaqien

Dr. Reza Saleh, SE., M.Ak., MH., Ak., CA Maria Hendriani, SE., M.Ak
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SELF-EFFICACY PADA KARYAWAN GENERASI Z:
SYSTEMATIC LITERATURE REVIEW

Mely Fachdini, Dedeng Abdul Gani Amruloh, Wahyu Yulianto

Manajemen, Universitas Islam Dr. Khez Muttaqgien, melyfachdini@gmail.com

Manajemen, Universitas Islam Dr. Khez Muttaqien, dedengamruloh@gmail.com

Manajemen, Universitas Islam Dr. Khez Muttagien, wahyuyuliantokkp@gmail.com

Abstract

The entry of Generation Z into the workforce presents new challenges for companies,
particularly in terms of mental preparedness and confidence in facing the demands of a
changing workplace. One psychological element that is very important in supporting the
performance of Generation Z employees is self-efficacy. This study aims to explore the
concept of self-efficacy and identify the dimensions and indicators of self-efficacy in
Generation Z employees based on a literature review. The methodology applied is a
Systematic Literature Review (SLR) using the PRISMA approach through searching for
academic journals on Google Scholar and Garuda. Of the 100 journals found, 11
Jjournals were considered relevant for further study. The results of the analysis show that
self-efficacy is defined as a person's belief in their ability to plan and carry out actions
to achieve certain goals. Self-efficacy has a significant impact on shaping positive work
attitudes, resilience, flexibility, and the performance of Generation Z employees. In
addition, self-efficacy consists of three main dimensions, namely magnitude (level of task
difficulty), generality (scope of self-confidence application), and strength (core of that
confidence). These findings underscore the importance of the role of organizations and
human resource management in developing self-efficacy among Generation Z employees
to improve organizational performance and sustainability.

Keywords: Self-Efficacy, Gen Z, Systematic Literature Review.
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Abstract

Consumer loyalty is a key factor in maintaining company sustainability
and competitiveness, particularly in the highly competitive bottled water (AMDK)
industry. This literature review aims to comprehensively examine the concept,
influencing factors, and implications of consumer loyalty to bottled water products, based
on previous research findings. The method used was a literature review of relevant
national and international journal articles published between 2023 and 2025. The study
results indicate that consumer loyalty to bottled water products is influenced by various
key factors, including brand image, product quality, consumer trust, price, customer
satisfaction, and promotional strategies. Furthermore, perceptions of water safety and
quality are also important determinants in shaping loyal consumer attitudes and
behaviors. This literature review confirms that consumer loyalty is reflected not only in
repeat purchases but also in positive recommendations to others. The findings of this
study are expected to provide a conceptual basis for further research and serve as a
reference for bottled

Keywords: consumer loyalty, literature review study, AMDK
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Abstract

Purchase intention is a crucial indicator in understanding consumer behavior,
particularly in the highly competitive and rapidly evolving cosmetics industry. This study
aims to analyze in-depth the various factors influencing purchase intention for cosmetic
products, based on previous research. The method employed was a literature review,
examining relevant national and international journals published within a specific time
period that met the inclusion criteria. The study's findings indicate that purchase
intention is influenced by various factors, including brand image, quality, price,
electronic word of mouth (e-WOM), consumer trust, and the role of influencers.
Furthermore, consumer perceptions of product safety and halal certification are
increasingly important factors. This study is expected to provide theoretical contributions
to the development of marketing studies related to purchase intention and offer practical
implications for cosmetics industry players in developing effective marketing strategies.

Keywords: purchase intention, cosmetic products, SLR (Studi Literature Review)
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Abstract

This systematic literature review examines the factors influencing impulsive buying
behavior among Generation Z in the digital era. The research problem addresses the
increasing tendency of Generation Z to engage in unplanned purchases through
ecommerce platforms, driven by various digital marketing strategies and psychological
factors. This study employs a systematic literature review methodology, analyzing 20
relevant research articles published between 2023- 2025 from national and international
journals. The review identifies key factors affecting Generation Z's impulsive buying,
including digital marketing elements (live streaming, affiliate marketing, social media
advertising), brand-related factors (brand image, celebrity endorsers, influencer
credibility), promotional strategies (sales promotion, discount vouchers, flash sales),
psychological factors (FOMO, hedonic motivation, scarcity), and technological
innovations (Al recommendations, payment methods). The findings reveal that live
streaming and social media advertising have the most significant impact on impulsive
buying behavior, while brand image and digital marketing strategies collectively create
a powerful influence on Generation Z's purchasing decisions. This research contributes
to understanding the complex interplay between digital marketing tactics and consumer
psychology in shaping impulsive buying patterns among the digital-native generation.

Keywords: digital era, generation z, impulsive buying,
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Abstrak

Tujuan dari penelitian ini adalah untuk melakukan studi Tinjauan Literatur Sistematis
(SLR) untuk menemukan bagaimana faktor-faktor dapat mempengaruhi keseimbangan
kerja-hidup (WLB) karyawan. Untuk melakukan tinjauan yang sistematis dan
transparan, pencarian dan literatur untuk penelitian ini dihubungkan dengan kerangka
kerja PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses).
Data diperoleh dari basis data Google Scholar, Garuda, dan Indeks Teknologi (SINTA),
dengan periode publikasi dari tahun 2021 hingga 2025. Sebanyak 20 kasus empiris
terkait dimasukkan untuk analisis. Temuan menunjukkan bahwa keseimbangan kerja-
hidup adalah konsep yang multi-faset dan mencerminkan banyak pengaruh yang
mempengaruhi hasilnya seperti karakteristik individu, organisasi, sosial, dan keluarga.
Kekhawatiran di tempat kerja (dukungan dari manajer dan organisasi, fleksibilitas kerja,
gaya kepemimpinan, beban kerja, dan manajemen jadwal kerja) memiliki dampak
terbesar pada WLB. Sebaliknya, faktor-faktor yang bersifat pribadi seperti stres kerja,
konflik peran, efikasi diri, dan motivasi kerja, serta dukungan sosial dan keluarga, juga
menunjukkan efek yang signifikan namun tidak monoton. Untuk penelitian ini,
diharapkan dapat memberikan wawasan tentang faktor-faktor keseimbangan kerja-
hidup dan dapat dieksplorasi sebagai panduan untuk pengembangan kebijakan kerja dan
organisasi yang berkelanjutan untuk mendukung kesejahteraan/kinerja pribadi di
organisasi.

Keywords: work—life balance, faktor individu, faktor organisasional, systematic
literature review
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Abstract

This study seeks to systematically examine the influence of a healthy lifestyle on
consumer purchasing decisions. The research employs a Systematic Literature Review
(SLR) methodology by analyzing 15 national and international peer-reviewed scientific
journals. The selected studies consist of quantitative research published between 2021
and 2025, which are subsequently summarized and synthesized to identify overarching
patterns regarding the relationship between a healthy lifestyle and consumer purchasing
behavior. The findings indicate that, in the majority of prior studies, a healthy lifestyle
exerts a positive and significant influence, particularly on products directly associated
with health and environmentally friendly attributes. However, several studies report that
this influence is not consistently significant, especially for products that prioritize
functionality or aesthetic appeal over health-related aspects. These results suggest that
while a healthy lifestyle enhances consumers’ interest and propensity to make purchasing
decisions for certain products, it does not uniformly function as the primary determinant
in the absence of supportive product attributes and complementary marketing strategies.
Overall, the findings demonstrate that the impact of a healthy lifestyle is context-
dependent and should be strategically integrated into marketing efforts, particularly for
health-oriented and sustainability-focused products, while maintaining an appropriate
balance with functional considerations to ensure alignment with consumer needs

Keywords: Healthy Lifestyle, Purchase Decision.
JEL : Systematic Literature Review (SLR)
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Abstrak

Penelitian ini bertujuan untuk meninjau dan mensintesis literatur ilmiah yang membahas
peran Fear of Missing Out (FOMO) dalam meningkatkan customer engagement pada
konteks pemasaran digital, khususnya di media sosial. Metode penelitian yang digunakan
adalah literature review dengan menganalisis artikel jurnal nasional dan internasional
vang relevan dan dipublikasikan dalam lima tahun terakhir. Proses penelusuran literatur
dilakukan melalui basis data ilmiah dengan menggunakan kata kunci yang berkaitan
dengan FOMO, customer engagement, dan media sosial. Artikel yang diperoleh
kemudian diseleksi berdasarkan kriteria relevansi topik, kontribusi teoretis, dan kualitas
sumber untuk memastikan kelayakan data yang dianalisis. Analisis dilakukan melalui
pendekatan sintesis tematik guna mengidentifikasi pola hubungan dan temuan utama
antarvariabel. Hasil tinjauan literatur menunjukkan bahwa FOMO berperan sebagai
pemicu psikologis internal yang mendorong peningkatan atensi, partisipasi, dan
interaksi konsumen terhadap konten serta merek di media sosial. Selain itu, FOMO juga
berkontribusi dalam membentuk keterlibatan emosional dan kognitif konsumen, yang
memperkuat intensitas customer engagement secara berkelanjutan. Temuan ini
menunjukkan bahwa FOMO tidak hanya berkaitan dengan perilaku konsumsi, tetapi juga
memiliki peran penting sebagai antecedent dalam membangun keterlibatan konsumen di
lingkungan digital.

Kata kunci: customer engagement, fear of missing out, media sosial

JEL: Literatur Review

30



mailto:dewynurulsyamsiyah@gmail.com
about:blank
about:blank
mailto:dewynurulsyamsiyah@gmail.com

The 5" E-Qien Conference 2026
Universitas Islam Dr. Khez Muttaqien Purwakarta

REFERENSI

Ahmed, B., Zada, S., Zhang, L., Sidiki, S. N., Contreras-Barraza, N., Vega-Muioz, A.,
& Salazar-Sepulveda, G. (2022). The impact of customer experience and
customer engagement on behavioral intentions: Does competitive choice matter?
Frontiers in Psychology, 13, 864841. https://doi.org/10.3389/fpsyg.2022.864841

Azzariaputrie, A. N., & Avicenna, F. (2023). Pengaruh content marketing TikTok
terhadap customer engagement (studi kuantitatif pada akun TikTok SilverQueen
selama masa campaign Banyak Makna Cinta). Jurnal Netnografi Komunikasi,
1(2), 70-75. https://doi.org/10.59408/netnografi.v1i2.11

Fauziah, F., Nurlenawati, N., & Triadinda, D. T. (2025). Pengaruh fear of missing out
(FOMO) terhadap keputusan pembelian produk skincare melalui TikTok sebagai
variabel =~ moderasi.  Jurnal  Lentera  Bisnis, 14(2), 1478-1490.
https://doi.org/10.34127/jrlab.v14i2.1478

Lim, W. M. (2022). Past, present, and future of customer engagement. Journal of
Business Research, 140, 439-458. https://doi.org/10.1016/j.jbusres.2021.11.014

Marvi, R., Foroudi, P., & Jerez Jerez, M. (2024). A bibliometric review of customer
engagement in the international domain: Reviewing the past and the present.
Corporate Reputation Review. https://doi.org/10.1057/s41299-024-00198-y

Mavilinda, H. F., Rosa, A. R., & Putri, Y. H. (2024). Ephemeral marketing trends as a
digital marketing strategy: Analyzing FOMO, gratification, and user engagement
in driving purchase intention. Diponegoro International Journal of Business, 7(2),
115-132. https://doi.org/10.14710/dijb.7.2.2024.115-132

Ng, S. C., Sweeney, J. C., & Plewa, C. (2020). Customer engagement: A systematic
review and future research priorities. Australasian Marketing Journal, 28(4),
235-252. https://doi.org/10.1016/j.ausmj.2020.05.004

Nuraeni, N., Belvana, S., & Bachtiar, B. (2024). Pengaruh social media marketing
activities terhadap consumer brand engagement: Studi pada akun TikTok
@alfamartku.  Jurnal ~ Transformasi  Bisnis  Digital, 1(5), 59-66.
https://doi.org/10.61132/jutrabidi.v115.318

Osemeahon, O. S., & Agoyi, M. (2020). Linking fear of missing out (FOMO) and
smartphone use to social media brand communities. Sustainability, 12(6), 2166.
https://doi.org/10.3390/sul12062166

Putri, N. A. H., & Fadhilah, 1. (2025). The role of FOMO (fear of missing out) in
improving consumer perspectives for Skintific purchase decisions on the TikTok
application in the Surabaya area. Pedagogic Research—Applied Literacy Journal,
2(3), 456-461. https://doi.org/10.70574/6171£x08

Sabila, K., & Tawagqal, R. S. (2025). Fenomena budaya FoMO (fear of missing out) di
media sosial TikTok pada kalangan Gen Z. Audience: Jurnal Ilmu Komunikasi,
8(1). https://doi.org/10.33633/ja.v8i1.12343

Salsabila, N. A., & Lubis, H. (2024). Fenomena fear of missing out (FOMO) tren produk
kosmetik di aplikasi TikTok pada mahasiswi. Indonesian Journal of Business
Economics and Management, 3(1), 17-26.
https://doi.org/10.57152/ijbem.v311.1331

Santoso, E. M. (2024). The influence of fear of missing out (FoMO) on consumer
behavior in teenagers using the Shopee application in Jakarta. International
Journal of Social Science, Education, Communication and Economics, 3(5),
1533—-1542. https://doi.org/10.54443/sj.v315.439

31



https://doi.org/10.3389/fpsyg.2022.864841
https://doi.org/10.59408/netnografi.v1i2.11
https://doi.org/10.34127/jrlab.v14i2.1478
https://doi.org/10.1016/j.jbusres.2021.11.014
https://doi.org/10.1057/s41299-024-00198-y
https://doi.org/10.14710/dijb.7.2.2024.115-132
https://doi.org/10.1016/j.ausmj.2020.05.004
https://doi.org/10.61132/jutrabidi.v1i5.318
https://doi.org/10.3390/su12062166
https://doi.org/10.70574/6f71fx08
https://doi.org/10.33633/ja.v8i1.12343
https://doi.org/10.57152/ijbem.v3i1.1331
https://doi.org/10.54443/sj.v3i5.439

The 5" E-Qien Conference 2026
Universitas Islam Dr. Khez Muttaqien Purwakarta

Tresna, I. C., Usman, 1., Siswono, T., & Rachmah, N. (2025). Fear of missing out
(FOMO) in consumer behaviour: A systematic literature review on antecedents,
consequences, and moderating factors. Journal of Information Systems
Engineering and Management, 10(36s), 626—639.
https://doi.org/10.52783/jisem.v10i36s.6542

Wiggins, C. D. (2022). Online customer engagement: A practical exploration of
antecedents and metrics for new content marketers. SN Business & Economics,
2(2), 23. https://doi.org/10.1007/s43546-021-00186-y

32



https://doi.org/10.52783/jisem.v10i36s.6542
https://doi.org/10.1007/s43546-021-00186-y

The 5" E-Qien Conference 2026
Universitas Islam Dr. Khez Muttaqien Purwakarta

E-QIENF
&g conreRENcERS

STORE ATMOSPHERE DALAM REPURCHASE INTENTION

Nayla Nur Azahra ', Iman Sidik Nusannas :, Ade Nurhayati Kusumadewi :

'Program Studi Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Islam Dr. Khez
Muttagien, Purwakarta, Indonesia.

navlaazahra977@gmail.com

:Universitas Islam Dr. Khez Muttagien, Purwakarta, Indonesia.

imansidiknusannas@gmail.com

sUniversitas Islam Dr. Khez Muttaqgien, Purwakarta, Indonesia.

adenurhavatikd@gmail.com

s navlaazahra977@egmail.com

Abstract

The purpose of this article is to examine store atmosphere and repurchase intention from
several accessed journals. Increasing competition in the retail business requires business
actors to create a comfortable and attractive store atmosphere for consumers to
encourage repurchase intention. Various studies have examined store atmosphere and
repurchase intention, but discussions that specifically focus on store atmosphere as a
trigger for repurchase intention are still limited. The research method used is a
systematic literature review by analyzing 20 research journals published from 2021-2025
regarding store atmosphere and repurchase intention. Based on the results obtained from
the 20 journals that have been analyzed, namely (1) previous research states that 5
Jjournals regarding store atmosphere and repurchase intention have results that have a
positive and significant effect (2) previous research stated that 7 store atmosphere
Jjournals in repurchase intention had positive results (3) previous research stated that 5
store atmosphere journals in repurchase intention had significant results (4) previous
research stated that 3 store atmosphere journals in repurchase intention had positive but
not significant results. This study concludes that store atmosphere has an important role
in encouraging repurchase intention, so it needs to be a primary concern in retail
businesses in an effort to retain consumers.

Keyword: Repurchase Intention, Store Atmosphere

JEL: Systematic Literature Review
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Abstract

This article aims to examine the concepts, determinants, and relationship patterns
between Fear of Missing Out (FoMO) and compulsive buying behavior based on prior
empirical studies. The research method employed is a systematic literature review by
analyzing 20 scientific articles, consisting of 13 national journals and 7 international
Jjournals published between 2020 and 2025 and relevant to the topics of FoMO and
compulsive buying. Based on the literature review, several key findings were identified:
(1) a total of 12 studies indicate that FoMO has a positive and significant effect on
compulsive buying behavior, (2) 4 studies report that FoMO positively influences
compulsive buying but with insignificant results; (3) 5 studies reveal that the effect of
FoMO on compulsive buying is mediated by psychological variables such as materialism,
brand passion, social anxiety, and impulsive buying; (4) 4 studies identify moderating
variables, including mindfulness, green consumer values, age, and narcissism, which
influence the strength of the relationship between FoMO and compulsive buying; and (5)
15 studies emphasize that digital environments—particularly social media and e-
commerce platforms—intensify FoMO and subsequently encourage consumptive and
compulsive purchasing behavior. The findings indicate that FoMO is a crucial
psychological factor in explaining compulsive buying behavior, especially among young
consumers in the digital era. Therefore, future research is recommended to further
explore mediating and moderating variables and to develop more comprehensive
consumer behavior models related to FoMO and compulsive buying.

Keywords: Compulsive Buying, Fear of Missing Out

JEL: Systematic Literature Review
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Abstrak

Studi literatur ini mengkaji dampak flash sale pada perilaku belanja impulsif, diambil
dari temuan berbagai artikel ilmiah. Kami pakai Systematic Literature Review (SLR)
untuk teliti 20 jurnal lokal soal flash sale dan belanja spontan konsumen. Sumbernya
Google Scholar plus Garuda, tahun 2020-2024. Kebanyakan dari jurnal nasional SINTA
2-4, ditambah yang relevan secara akademis. Temuan utama: flash sale dorong belanja
impulsif secara positif. Konsumen kepancing diskon gede, promo waktu singkat, dan rasa
buru-buru. Ada yang pengaruhnya signifikan, ada juga positif tapi nggak terlalu kuat.
Ringkasan SLR kami susun tabel IMRAD biar gampang bandingin hasilnya. Pokoknya,
flash sale ampuh picu pembelian spontan di kalangan konsumen. Studi literatur ini
mengkaji dampak flash sale pada perilaku belanja impulsif, diambil dari temuan
berbagai artikel ilmiah. Kami pakai Systematic Literature Review (SLR) untuk teliti 20
jurnal lokal soal flash sale dan belanja spontan konsumen. Sumbernya Google Scholar
plus Garuda, tahun 2020-2024. Kebanyakan dari jurnal nasional SINTA 2-4, ditambah
yang relevan secara akademis. Temuan utama: flash sale dorong belanja impulsif secara
positif. Konsumen kepancing diskon gede, promo waktu singkat, dan rasa buru-buru. Ada
vang pengaruhnya signifikan, ada juga positif tapi nggak terlalu kuat. Ringkasan SLR
kami susun tabel IMRAD biar gampang bandingin hasilnya. Pokoknya, flash sale ampuh
picu pembelian spontan di kalangan konsumen.

Keywords: Flash Sale, Pembelian Implusif

JEL: Sytematic Literature Review
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Abstrak

Keputusan pembelian adalah bagian penting dari kajian perilaku konsumen
karena salah satu proses konsumen dalam mengevaluasi dan menentukan pilihan
terhadap suatu produk atau jasa. Tujuan dari penelitian ini adalah untuk mengkaji dan
mensintesis peran brand image terhadap keputusan pembelian konsumen berdasarkan
hasil penelitian terdahulu. Metode dalam penelitian ini Systematic Literature Review
(SLR) dengan pendekatan.Data diperoleh dari 20 artikel ilmiah yang relevan dan
dipublikasikan pada periode 2019-2025 melalui Google Scholar. Prosedur pemilihan
literatur dilakukan secara sistematis dengan tahapan identifikasi, penyaringan, penilaian
kelayakan,serta inklusi untuk memastikan kualitas dan relevansi sumber yang
digunakan.kajian ini menunjukkan bahwa brand image memiliki pengaruh positif dan
signifikan terhadap keputusan pembelian konsumen pada berbagai jenis produk dan
sektor industri. Brand image umumnya diukur melalui indikator citra pembuat, citra
produk, dan citra pemakai, yang berperan dalam membentuk persepsi, kepercayaan, dan
keyakinan konsumen terhadap suatu merek. Sementara itu, keputusan pembelian paling
sering diukur menggunakan indeks pencarian informasi, penilaian alternatif, dan
pengenalan kebutuhan,keputusan membeli, dan perilaku setelah pembelian. Beberapa
penelitian juga menambahkan indikator seperti pembelian ulang, loyalitas, dan
rekomendasi kepada orang lain sebagai bentuk penguatan keputusan pembelian. Secara
praktis, pemahaman yang komprehensif mengenai peran brand image dapat membantu
bisnis dalam menciptakan rencana pemasaran yang lebih sukses dan berorientasi pada
konsumen. Diharapkan studi ini akan menjadi referensi untuk penelitian di masa
mendatang. dalam pengembangan kajian pilihan pembelian.

Kata Kunci:Brand Image, Keputusan Pembelian,Perilaku Konsumen,Systematic
Literature Review.
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Abstract

This study aims to systematically examine and synthesize the factors influencing
consumers’ impulsive buying behavior in digital marketing. A Systematic Literature
Review (SLR) was conducted following the PRISMA guidelines by reviewing academic
publications indexed in Google Scholar. The selection process was based on predefined
inclusion and exclusion criteria, resulting in 20 relevant articles published between 2021
and 2025. The findings indicate that impulsive buying behavior in digital marketing is
influenced by three main clusters: psychological factors, digital promotional strategies,
and social media and digital communities. Psychological factors, particularly hedonic
shopping motivation and fear of missing out (FoMO), were identified as the most
dominant and consistently significant determinants of impulsive buying, while digital
promotions and social media activities function as external stimuli that reinforce such
behavior. These findings provide direction for future empirical research by positioning
impulsive buying as a dependent variable and selecting one or more dominant factors as
independent variables, either in direct relationships or within simplified research models.
Furthermore, the synthesized factors can serve as a conceptual foundation for developing
research models that are aligned with specific digital platforms and respondent
characteristics, thereby strengthening the theoretical relevance of subsequent empirical
studies.

Keywords: consumer behavior, digital marketing, impulsive buying, social media
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Abstract

This literature study aims to systematically analyze the effect of Perceived Organizational
Support (POS) on Organizational Commitment (OC) in response to the issue of low
employee loyalty and attachment in various organizations. The study”s background
stems from the curcial role of organizational support in shaping sustainable employee
attitude ad work behaviors. The novelty of this study lies in presenting a comprehensive
synthesis based on a Systematic Literature Review (SLR) that specifically maps the
relationship pattern between POS and OC. The method used is an SLR by searching
scientific articles through the Garuda database using the keywords ‘“Perceived
Orgaizatioal Support” and “Organizatioal Commitmet.” The selection process was
conducted through inclusion and exclusion criteria, resulting in 15 relevant articles
published between 2021 and 2025. The data were analyzed through coding, variable
classification, and narrative synthesis of the research findings. The results show that POS
consistently has a positive and significant effect on OC, both directly and indirectly
through mediating variables such as job satisfaction, performance, and work
engagement. This study concludes that strengthening employees’ perceptions of
organizational support is a crucial strategy for increasing organizational commitment
and employee loyalty, and these findings can serve as a strong empirical foundation for
future research and managerial decision-making in the field of human resource
management.

Keywords: Perceived Organizational Support, Organizational commitment

JEL: Systematic Literature Review
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ABSTRACT

This study seeks to examine and explore the role of product quality and
promotional strategies in influencing consumer purchasing decisions amid increasingly
intense business competition. The research adopts a literature review method with a
quantitative descriptive approach. Research data were obtained from a range of relevant
national and international journal articles published between 2021 and 2025 and
accessed through Google Scholar. A total of fifteen articles that met the inclusion criteria
were systematically reviewed to identify recurring patterns and similarities in previous
research findings. The results indicate that product quality plays a meaningful role in
shaping consumer purchasing decisions through the development of perceived value,
satisfaction, and trust. In addition, promotional strategies function as marketing
communication tools that contribute to consumer awareness, interest, and confidence in
a product. The findings also reveal that promotional effectiveness is influenced by the
suitability of the message, the media channels employed, and the credibility of the
information conveyed to consumers. Overall, the literature review demonstrates that
consumer purchasing decisions are not determined by a single factor, but rather by the
synergy between strong product quality and the implementation of effective promotional
strategies. Therefore, improving product quality accompanied by appropriate
promotional efforts is essential for companies seeking to encourage sustainable
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consumer purchasing decisions. This study is expected to provide theoretical
contributions to marketing research as well as practical implications for business
practitioners in designing more effective marketing strategies..

Keywords: product quality, promotional strategy, purchasing decisions.

JEL: Literature Review.
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Abstract

Penelitian ini bertujuan untuk meninjau pengukuran kualitas produk di berbagai industri
dalam sektor manufaktur melalui tinjauan literatur. Pendekatan yang diambil adalah
melakukan Tinjauan Literatur Sistematis (SLR) dari 20 artikel ilmiah yang menyajikan
indikator kualitas produk yang dapat diukur. Analisis ini akan membahas metodologi
vang diterapkan untuk proses pengendalian atau peningkatan kualitas, dimulai dari Lean
Six Sigma, di mana kerangka kerja yang paling banyak diterapkan menggunakan
tahapan DMAIC (Define, Measure, Analyze, Improve, Control). Hasil sintesis
mengungkapkan bahwa pengukuran kualitas produk dalam literatur terutama dilakukan
dengan indikator tingkat cacat, Defects Per Million Opportunities (DPMO), dan tingkat
sigma. Berbagai studi juga menunjukkan bahwa alat pendukung termasuk Analisis Mode
dan Efek Kegagalan (FMEA) dan Kaizen dapat digunakan untuk mengendalikan variasi
proses dan mengurangi tingkat cacat produk.

Keywords: Lean Six Sigma, Kualitas Produk;, DMAIC; Tingkat Kecacatan
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Abstract

This study aims to examine and identify signs of consumer trust using the Systematic
Literature Review (SLR) method. This approach is implemented by examining various
relevant articles to thoroughly understand the various factors that shape customer trust.
The research findings show that customer trust is a crucial part of the relationship
between a company and its customers, which is formed based on the customer's
perspective on their actions and the company's capabilities. Various guidelines for
customer trust frequently found in previous research are integrity, goodwill, and
excellence. Integrity means honesty and consistency in treatment towards the company,
goodwill demonstrates the company's concern for the customer's interests, while
excellence reflects the company's ability to provide products or services according to
their desired expectations. It is hoped that the results of this study can be used as a
reference in further research and provide practical benefits for companies in building
and enhancing customer trust.

Keywords: kepercayaan konsumen,indikator kepercayaan konsumen

JEL: Literature Review
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Abstract

Artikel ini bertujuan untuk mengkaji indikator konten video pendek serta citra penjual
dalam konteks pemasaran digital UMKM. Penelitian dilakukan melalui metode
Systematic Literature Review (SLR) dengan menelaah tiga puluh jurnal empiris yang
dipublikasikan pada rentang tahun 2019-2025, menggunakan alur seleksi PRISMA
untuk memastikan ketelitian, transparansi, dan konsistensi proses kajian. Hasil kajian
menunjukkan bahwa pengukuran konten video pendek umumnya mencakup durasi video
(1560 detik), intensitas unggahan, tipe konten (hiburan, edukasi, dan promosi), serta
kualitas visual. Sementara itu, citra penjual dievaluasi melalui lima dimensi utama, yaitu
kepercayaan (trustworthiness), keahlian (expertise), keaslian (authenticity), daya tarik
personal, dan kredibilitas. Temuan ini tidak hanya memperkuat dasar teoretis dari kedua
konstruk tersebut, tetapi juga memberikan peluang untuk pengembangan instrumen
pengukuran yang valid serta menjadi acuan praktis dalam penyusunan pelatihan
pemasaran digital berbasis bukti bagi pelaku UMKM.

Keywords: Citra penjual, konten video pendek, keterbatasan sumber daya, pemasaran
digital, UMKM

JEL: Studi Literatur
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Abstrak

Penelitian ini bertujuan untuk mengidentifikasi serta mensintesis faktor-faktor utama
yang memengaruhi kepuasan pelanggan beserta indikator yang digunakan dalam
pengukurannya berdasarkan penelitian terdahulu. Kepuasan pelanggan adalah faktor
strategis yang sangat penting untuk keberhasilan bisnis, terutama pada kondisi bisnis
yang semakin sulit dan tidak stabil. Tingkat kepuasan pelanggan menunjukkan sejauh
mana bisnis mampu memenuhi harapan pelanggan terhadap barang atau jasa yang
ditawarkan. Tingkat kepuasan pelanggan berdampak pada perilaku lanjutan, seperti
pembelian ulang dan ketersediaan untuk menyarankan orang lain membeli barang atau
jasa lainnya. Oleh karena itu, memahami secara menyeluruh mengenai hal-hal yang
memengaruhi kepuasan pelanggan merupakan bagian penting dari membuat rencana
bisnis yang berorientasi pada pelanggan. Penelitian ini menggunakan pendekatan
Systematic Literature Review dengan metode PRISMA (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses). Analisis dilakukan terhadap 20 artikel ilmiah
terkait kepuasan pelanggan yang dipublikasikan pada periode 2020-2025. Sumber
literatur diperoleh melalui Google Scholar dan ResearchGate dengan menggunakan kata
kunci yang relevan dengan topik penelitian. Hasil kajian menunjukkan bahwa kepuasan
pelanggan dipengaruhi oleh berbagai faktor, dengan kualitas pelayanan sebagai
determinan paling dominan, diikuti oleh harga, kualitas produk, kualitas sistem, citra
merek, promosi, kualitas sistem dan kemudahan penggunaan. Indikator kepuasan
pelanggan yang paling sering digunakan meliputi kesesuaian harapan, minat pembelian
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ulang, serta kesediaan pelanggan untuk merekomendasikan produk atau layanan. Temuan
ini menegaskan bahwa kepuasan pelanggan merupakan konstruk multidimensi yang
terbentuk dari evaluasi antara harapan pelanggan dengan kinerja yang dirasakan.

Kata Kunci: Kepuasan Pelanggan, Kesesuaian Harapan, Kualitas Pelayanan

JEL: Systematic Literature Review
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ABSTRAK

Lingkungan kerja yang dinamis menuntut organisasi untuk mendorong perilaku
karyawan yang melampaui tugas formal, yaitu Organizational Citizenship Behavior
(OCB), yang memiliki konribusi signifikan dalam mendukung efektivitas organisasi.
Penelitian ini bertujuan untuk menganalisis hubungan antara Perceived Supervisor
Support (PSS) dan Organizational Citizenship Behavior (OCB). Meskipun berbagai studi
telah mengidentifikasi faktor-faktor yang mempengaruhi OCB, pemahaman
komprehensif mengenai peran PSS dalam konteks yang beragam masih terbatas dan
tersebar dalam berbagai literatur. Kebaruan penelitian ini terletak pada pendekatan
sistematis untuk mensintesis temuan-temuan terdahulu guna memberikan pemahaman
menyeluruh mengenai mekanisme hubungan PSS dan OCB. Metode penelitian yang
digunakan adalah Systematic Literature Review yang disusun berdasarkan pedoman
PRISMA melalui tahapan identifikasi, penyaringan, kelayakan, dan inklusi artikel ilmiah
yang relevan. Hasil kajian menunjukkan bahwa PSS berhubungan secara positif dan
signifikan dengan OCB, baik melalui pengaruh langsung maupun variable mediasi seperti
kepuasan kerja, work engagement, dan psychological empowerment. Indikator PSS yang
konsisten meliputi appreciation, concern for well-being, instrumental support, guidance,
dan fair treatment, sedangkan indikator OCB mencakup altruism, conscientiousness,
courtesy, sportsmanship, dan civic virtue. Penelitian ini menyimpulkan bahwa
peningkatan PSS dapat menjadi strategi efektif bagi organisasi dalam memperkuat
perilaku kerja positif karyawan dan meningkatkan efektivitas organisasi secara
keseluruhan.

Kata Kunci: Organizational Citizenship Behavior, Perceived Supervisor Support
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Abstract

This literature study aims to examine the role of customer experience in influencing
repurchase intention based on previous research findings. The focus of this literature
study is motivated by increasingly fierce business competition, which requires businesses
to not only focus on products and prices, but also pay attention to the experiences of
consumers when interacting with the company. The method used is a Systematic
Literature Review (SLR) by identifying and analyzing 20 relevant scientific articles
published in the period 2021-2025 and indexed in Sinta 1-5. The data sources were
obtained through the Google Scholar and Scopus databases using keywords related to
customer experience and repurchase intention. The results ofS the study show that
customer experience consistently influences repurchase intention. This influence is
demonstrated in the form of a direct, positive, and significant effect, as well as
simultaneously when combined with other variables such as customer satisfaction,
service quality, trust, and promotion. These findings indicate that positive consumer
experiences can shape consumer perceptions of value, satisfaction, and decisions, which
ultimately encourage repeat purchases. The implications of this literature study show that
effective customer experience management can be used as a customer-oriented marketing
strategy to maintain customer loyalty, increase business competitiveness, and support

73


mailto:halimahisnaeni03@gmail.com
mailto:imansidiknusannas@gmail.com
mailto:amnamawardi08@gmail.com
mailto:halimahisnaeni03@gmail.com

The 5" E-Qien Conference 2026 D T —
Universitas Islam Dr. Khez Muttaqien Purwakarta "fCMFE"E"CE

long-term business sustainability. The results of this study are expected to serve as a
reference for future researchers regarding consumer repurchase behavior.

Keywords: Customer Experience, Repurchase Intention
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Abstrak

Systematic Literatur ini bertujuan untuk mengidentifikasi serta mengkategorikan faktor
— faktor happiness at work karyawan berdasarkan penelitian — penelitian terdahulu.
Kebaruan penelitian terletak pada pengelompokan faktor — faktor tersebut menjadi tema
agregat yang sistematis guna memberikan pemahaman yang lebih menyeluruh dengan
metode yang digunakan systematic literatur review (SLR) dengan pendekatan PRISMA
terhadap artikel dari basis data Google Scholar dan Garuda Jurnal yang diterbutkan
sejak tahun 2021, sehingga dipilih 15 artikel untuk dianalisis. Hasil penelitian
menunjukan bahwa faktor — faktor happiness at work dapat diklasifikasikan ke dalam
empat kategori utama, yaitu faktor pekerjaan, faktor psikologis individu, faktor
kepemimpinan, dan faktor organisasi. Penelitian ini menyimpulkan bahwa happiness at
work karyawan dipengaruhi oleh berbagai faktor internal maupun eksternal, sehingga
organisasi perlu memperhatikan faktor — faktor tersebut guna menciptakan lingkungan
kerja yang mendukung kebahagiaan karyawan.

Kata kunci : Karyawan, Kebahagiaan di Tempat Kerja, PRISMA

JEL: Systematic Literatur Review
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Abstrak

Penelitian ini bertujuan untuk mengidentifikasi dan merangkum indikator-indikator yang
digunakan dalam mengukur retensi pelanggan berdasarkan hasil penelitian terdahulu.
Metode penelitian yang digunakan adalah Systematic Literature Review (SLR) dengan
pendekatan PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) untuk memastikan proses penelusuran, penyaringan, dan pemilihan artikel
dilakukan secara sistematis dan transparan. Pengumpulan data dilakukan melalui
penelusuran Google Scholar menggunakan kata kunci yang berkaitan dengan retensi
pelanggan, kemudian artikel diseleksi berdasarkan kesesuaian topik, tahun publikasi,
dan kelengkapan informasi penelitian. Dari proses seleksi tersebut, diperoleh sebanyak
20 artikel ilmiah yang dipublikasikan pada periode 2020 hingga 2025 untuk dianalisis
secara sistematis. Hasil kajian literatur menunjukkan bahwa terdapat sejumlah indikator
utama yang paling sering digunakan dalam mengukur retensi pelanggan. Indikator
tersebut meliputi kepercayaan, kepuasan, dan komitmen pelanggan sebagai indikator
sikap, serta indikator kuantitatif berupa raw customer retention rate, sales-adjusted
retention rate, dan profit-adjusted retention rate. Indikator-indikator tersebut digunakan
untuk menggambarkan kemampuan perusahaan dalam mempertahankan pelanggan dari
berbagai sudut pandang, baik dari sisi hubungan jangka panjang dengan pelanggan
maupun dari sisi kontribusi ekonomi pelanggan terhadap kinerja dan keberlanjutan
perusahaan. Temuan penelitian ini memperkaya kajian akademik mengenai retensi
pelanggan dengan merangkum indikator-indikator utama yang digunakan dalam
penelitian terdahulu serta dapat menjadi acuan dalam pengukuran retensi pelanggan di
berbagai sektor industri.

Kata kunci: Kepuasan, Komitmen, Retensi Pelanggan

80



mailto:getshasalsabila32388@gmail.com
mailto:imansidiknusannaas@gmail.com
mailto:amnamawardi08@gmail.com
mailto:getshasalsabila32388@gmail.com

The 5" E-Qien Conference 2026 _» 'ON

E-QIENH1
Universitas Islam Dr. Khez Muttaqien Purwakarta ' " RN

JEL: Systematic Literature Review

DAFTAR PUSTAKA

Aldaihani, F. M. F., Ali, N. A. Bin, Hashim, H. B., & Basha, N. K. (2020). Impact of
Social Customer Relationship Management on Customer Retention of Islamic Banks
in Kuwait : The Mediating Role of Customer Empowerment. International Journal
of Supply Chain Management, 9(1), 330-337.
https://doi.org/10.59160/ijscm.v9i1.3017

Eddy, Putra, A. S., & Albert. (2023). The Impact of Customer Relationship Management
on Customer Retention at Sentral Mobil Medan. Jurnal Kolaboratif Sains, 6(6),
487-502. https://doi.org/10.56338/jks.v616.3630

Fitriyani, 1. P., & Hendriyani, C. (2021). Implementasi Customer Data Management
Dalam Meningkatkan Retensi Pelanggan IndiHome di PT Telkom. ICIT Journal,
7(2), 168—176. https://doi.org/10.33050/icit.v7i2.1645

Fitriyani, N. L. (2021). Metode PRISMA Untuk Memprediksi Penyakit Kanker Payudara.
JII: Jurnal Inovasi Informatika  Universitas  Pradita, 6(2), 13-18.
https://doi.org/10.51170/ji1.v612.187

Hadi, F. K., & Prakosa, A. (2022). Pengaruh Service Quality , Perceived Value , dan
Switching Barrier terhadap Customer Retention. Jurnal Pustaka Manajemen, 2(1),
14-19.

Hilliyah, N. R., Ningsih, L. S. R., & Irawati, W. (2023). Mempertahankan Kepuasan
Pelanggan dan Switching Barrier Terhadap Customer Retention Produk Hanasui di
Beauty Shoppy Jombang. Jurnal Riset Ilmu Manajemen Dan Kewirausahaan, 1(4),
105—116. https://doi.org/https://doi.org/10.61132/maeswara.v1i4.72

Khalik, M. F., Mohammad, W., Zilfana, & Themba, O. S. (2023). The Influence of
Service Personalization , Customer Satisfaction , and Customer Retention in the

Telecommunications Industry on Data- Driven Marketing. West Science Information
System and Technology, 01(02), 55-62. https://doi.org/10.58812/wsist.v1i02.476

Martini, N. K. A., Wulandari, N. L. A. A., Premayani, N. W. W., & Purwaningrat, P. A.
(2022). Pengaruh Content Marketing Terhadap Customer Retention Dengan

Customer Engagement Sebagai Variabel Intervening. Jurnal Manajemen,
Kewirausahaan Dan Pariwisata, 2(3), 905-912.

Melinda, M., & Gandajaya, L. (2022). Pengaruh Customer Satisfaction Terhadap
Customer Retention dengan Mediasi Customer Trust dan Switching Barriers Pada

Kokumi Paskal 23 di Kota Bandung. Journal of Accounting and Business Studies,
7(2), 67-83.

81



The 5" E-Qien Conference 2026 D T —
Universitas Islam Dr. Khez Muttaqien Purwakarta "fCMFE"E"CE

Mustika, E., & Kamener, D. (2022). Pengaruh Relationship Marketing, Customer
Perceived Value dan Switching Barriers Terhadap Customer Retention Pada
Produk  Scarlett Whitening  Di  Kota  Padang. 21(2), 1-3.
https://ejurnal.bunghatta.ac.id/index.php/JFEK/article/view/21343

Nisa, K., Rokan, M. K., & Irham, M. (2022). Analisis Pengaruh Pelayanan Terhadap
Customer Retention Pada Pt. Bank Muamalat Indonesia KC Balaikota Medan.
JIHBIZ: Global Journal of Islamic Banking and Finance, 4(2), 1-19.
https://doi.org/10.22373/jihbiz.v4i12.17092

Putri, A. N. R., & Rahayu, Y. S. (2023). Customer Retention sebagai Variabel Intervening
pada Pengaruh Relationship Quality terhadap Loyalitas Nasabah Tabungan Bank
Syariah. Jurnal Ilmu Manajemen, 11(1), 241-251.
https://doi.org/10.26740/jim.v11n1.p241-251

Rabbani, M. A. (2022). The Effect of Customer Relationship Management on Customer
Retention at Kmu Gresik Eye Clinic. International Journal of Review Management,
Business, and Entrepreneurship (RMBE), 2(2), 152-159.
https://dx.doi.org/10.37715/rmbe.v2i2.3409

Rapanjari, A. S., & Wijayanto, A. (2025). Pengaruh Customer Relationship Management
Terhadap Customer Satisfaction dan Customer Retention (Studi Pada Pengguna E-
Commerce Tokopedia di Wilayah Semarang). Jurnal llmu Administrasi Bisnis,
14(1), 44-52.

Rizkyani, A., & Trifiyanto, K. (2025). Pengaruh Customer Satisfaction, Brand Trust dan
Switching Cost terhadap Customer Retention Pada Rexona Wanita. 1-13.

Romagia, R., Indrayani, 1., & Damsar, D. (2025). The Role of Digital Marketing in
Shaping Customer Retention: A Mediated Analysis of Perceived Value. Golden
Ratio of Marketing and Applied Psychology of Business, 5(1), 195-207.
https://doi.org/10.52970/grmapb.v5i1.527

Samsuddin, N. A., Soepeno, D., & Rogi, M. H. (2025). Pengaruh Prestise Merek dan
Hambatan Berpindah Terhadap Retensi Pelanggan Pada Produk Executive Cabang
Megamall Manado. Jurnal EMBA, 13(1), 206-216.
https://doi.org/10.35794/emba.v13101.60047

Sumarsid, & Paryanti, A. B. (2021). Analisis Pengaruh Customer Satisfaction dan Trust
In Brand Terhadap Customer Retention (Studi Kasus Pengguna Kartu XL di Sekolah

Tinggi Manajemen Labora). Jurnal Mitra Manajemen, 12(2), 85-96.
https://doi.org/10.35968/jmm.v12i2.752

Syihab, H., Hendri, E., & Darmawati, T. (2025). Pengaruh Word Of Mouth Dan Customer
Experience Terhadap Retensi Pelanggan Di Svastha Gym Kota Palembang. Jurnal

82



The 5" E-Qien Conference 2026
Universitas Islam Dr. Khez Muttaqien Purwakarta

Manivestasi, 7(2), 211-223. https://jurnal.univpgri-
palembang.ac.id/index.php/manivestasi

Trisnawati, N., & Setyawati, H. A. (2020). Pengaruh Customer Loyalty Program serta
Service Recovery Terhadap Customer Satisfaction dan Customer Retention (Studi
pada Pengguna Shopee di Kebumen). Jurnal llmiah Mahasiswa Manajemen, Bisnis
Dan Akuntansi, 2(3), 491-503.
http://journal.stieputrabangsa.ac.id/index.php/jimmba/index

Wahyuni, D. S., Sunarya, E., & Norisanti, N. (2022). Analisis Retensi Pelanggan dan
Switching Costs Terhadap Loyalitas Pelanggan Indihome. Journal of Management
and Bussines (JOMB), 4(1), 99—107. https://doi.org/10.31539/jomb.v4i1.741

Yeni, Koli, D. Y., Irwansyah, R., Sjioen, A. E., & Desembrianita, E. (2025). Strategi
Pemasaran Personalized Recommendation dalam Meningkatkan Retensi Pelanggan.
Jurnal Lentera Bisnis, 14(2), 1723—1735. https://doi.org/10.34127/jrlab.v14i2.1527

Yuliasara, S., Basari, M. A., & Putrigarini, D. (2024). Pengaruh Customer Satisfaction
dan Switching Cost Terhadap Customer Retention (Studi Pada Pelanggan Telkomsel
di Telkomsel Distribution Center Pangandaran). Business Management and
Entrepreneurship Journal, 6(4), 117-126.
https://jurnal.unigal.ac.id/bmej/article/view/6331

Yustiani, N. M. R. E., Suardhika, I. N., & Hendrawan, 1. G. Y. (2022). Pengaruh
Kepercayaan, Kualitas Pelayanan dan Kepuasan Pelanggan Terhadap Customer
Retention Laundry Kiloan Abianbase Mengwi. Jurnal EMAS, 3(8), 116—131.

83



The 5" E-Qien Conference 2026
Universitas Islam Dr. Khez Muttaqien Purwakarta

KUALITAS PELAYANAN DALAM LOYALITAS PELANGGAN:
TINJAUAN LITERATUR SISTEMATIS

Alldy Pratama Herman:, Patoni:, Amna:

'‘Program Studi Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Islam Dr. Khez
Muttagien, Purwakarta, Indonesia.

alldy20072003@gmail.com

:Management, Universitas Islam Dr. Khez Muttaqien, Purwakarta, Indonesia.

febpatoni@gmail.com

:Management, Universitas Islam Dr. Khez Muttaqien, Purwakarta, Indonesia.

amnamawardi@gmail.com

2alldy20072003@gmail.com

Abstract

Study Literature aims to examine the effect of service quality on customer loyalty using a
systematic literature review (SLR) methodology. Customer loyalty is a crucial element in
maintaining organizational sustainability and competitive advantage, particularly in the
service sector facing increasingly intense competition. Previous studies have emphasized
the important role of service quality in shaping customer loyalty, yet the findings remain
scattered and require systematic integration. Therefore, Study Literature focuses on
reviewing and mapping research findings related to the relationship between service
quality and customer loyalty. The novelty of Study Literature lies in the application of the
SLR method to comprehensively summarize, evaluate, and integrate empirical evidence,
thereby providing a more structured understanding of the consistency and patterns in the
relationship between the two variables. The methodology involved selecting relevant
articles from leading national and international journals through the stages of
identification, screening, eligibility, and inclusion in accordance with SLR procedures.
The selected articles were qualitatively analyzed to identify the direction of influence,
industry context, and research approaches used. The results indicate that service quality
consistently has a positive effect on customer loyalty across various industry sectors.
Improvements in service quality have been shown to encourage repeat purchases,
positive recommendations, and customer commitment to the company. Thus, service
quality serves as the primary driver in forming customer loyalty. Study Literature
contributes theoretically to the development of marketing management literature and
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provides practical implications for companies in formulating service quality
improvement strategies to achieve sustainable customer loyalty.

Keywords: Service Quality, Customer Loyalty

JEL: Literatur Review
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Abstract

Customer satisfaction plays a strategic role in determining business sustainability.
Service quality is widely recognized as a key determinant shaping customer satisfaction,
vet prior studies often report inconsistent findings across service dimensions and industry
contexts. This study aims to synthesize and critically analyze the role of service quality in
shaping customer satisfaction through a Systematic Literature Review (SLR). Using a
structured search strategy, 15 national journal articles published between 2019-2025
were selected and analyzed. The findings indicate that service quality significantly
influences customer satisfaction across sectors, with reliability and responsiveness
emerging as dominant dimensions in time-sensitive services, while empathy and
assurance are more influential in interaction-intensive services. This study contributes
theoretically by providing a contextualized synthesis of SERVQUAL dimensions and
methodologically by presenting a transparent SLR procedure.

Keywords: Service Quality, Customer Satisfaction, SERVQUAL, Systematic Literature

JEL: Study Literatur
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Abstract

The increasingly dynamic work environment requires organizations to focus not only on
performance achievement but also on the sustainability of human resources. High job
demands, psychological pressure, and changes in work systems highlight the need for
approaches that support a healthy and productive workplace. In this context, this study
aims to systematically examine the concept of employee well-being within
organizational settings.

This study employs a Systematic Literature Review (SLR) using the PRISMA guidelines.
Data were collected from 20 national and international journal articles relevant to the
topic and analyzed using content analysis techniques. The findings indicate that
employee well-being is a multidimensional construct encompassing psychological,
physical, social, and organizational aspects. Psychological dimensions, particularly
mental health and work-related stress, are the most frequently discussed, followed by
work-life balance and organizational support. These findings emphasize the importance
of a holistic and integrated approach to employee well-being in fostering a healthy and
sustainable work environment.

Keywords: employee well-being, human resources, organization, systematic literature
review

literature review

JEL: J28, M12
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Abstact

This study aims to understand and determine the influence of Social Media Marketing in
increasing tourist interest in visiting a destination, using a literature review approach.
The rapid development of digital technology and the increasing use of social media have
made Social Media Marketing one of the marketing strategies used by the tourism sector
to reach tourists more widely, quickly, and interactively. The results of the study show
that Social Media Marketing is a successful marketing approach in attracting people to
visit tourist attractions. It has a significant impact on increasing tourist interest in
visiting, particularly in terms of content quality, posting frequency, user interaction, and
the use of attractive visual content and narratives. Additionally, Social Media Marketing
also plays a role in shaping a positive destination image, thereby strengthening tourists’
interest and decision to visit. Therefore, it can be concluded that the implementation of
well-planned, consistent, and creative Social Media Marketing is an effective strategy in
increasing tourists' interest in visiting tourist destinations.

Keywords: Social Media Marketing, Interest in Visiting, Digital Marketing, Tourist
Destinations

Type of literature: Literature Review Study
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Abstrak

Penelitian ini bertujuan untuk melakukan systematic literature review terhadap faktor-
faktor yang memengaruhi kinerja karyawan dalam organisasi modern, khususnya pada
era transformasi digital dan pascapandemi. Permasalahan utama yang melatarbelakangi
penelitian ini adalah masih ditemukannya ketidakkonsistenan hasil penelitian terdahulu
terkait pengaruh kepemimpinan, motivasi kerja, lingkungan kerja, serta pemanfaatan
teknologi digital terhadap kinerja karyawan. Metode penelitian yang digunakan adalah
Systematic Literature Review (SLR) dengan pendekatan PRISMA melalui penelusuran
database Google Scholar, Garuda, dan jurnal internasional bereputasi. Sebanyak 20
artikel jurnal nasional dan internasional yang diterbitkan pada rentang tahun 2017-2025
direview secara komprehensif. Hasil kajian menunjukkan bahwa kinerja karyawan tidak
hanya dipengaruhi oleh faktor individual seperti kompetensi, motivasi, dan kepuasan
kerja, tetapi juga oleh faktor organisasi seperti gaya kepemimpinan, budaya organisasi,
lingkungan kerja, serta dukungan teknologi informasi. Selain itu, kepuasan kerja dan
employee engagement terbukti berperan sebagai variabel mediasi yang memperkuat
hubungan antara praktik manajemen sumber daya manusia dan kinerja karyawan.
Temuan ini menegaskan pentingnya penerapan sistem manajemen kinerja berbasis digital
yang terintegrasi untuk meningkatkan efektivitas, efisiensi, dan daya saing organisasi.
Kebaruan penelitian ini terletak pada sintesis literatur yang mengaitkan kinerja karyawan
dengan fleksibilitas kerja, sistem kerja hybrid, serta dukungan teknologi digital dalam
konteks organisasi modern, sehingga dapat menjadi rujukan konseptual bagi penelitian
selanjutnya serta dasar pengambilan keputusan manajerial.
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Abstrak

Tujuan studi ini adalah untuk meninjau dan mensintesis berbagai konsep, pandangan, dan
indikasi manajemen hubungan pelanggan yang telah diidentifikasi dalam penelitian
sebelumnya. Customer Relationship Management (CRM) merupakan strategis yang
berfokus pada pembentukan atau pemeliharaan hubungan jangka Panjang terhadap
pelanggan, terutama di dalam persaingan pasar yang begitu ketat. Perusahaan bisa
membangun nilai yang berkelanjutan dengan memahami lebih dalam kebutuhan ataupun
perilaku konsumen melalui penerapan Customer Relationship Management Kerangka
kerja Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA)
menjadi landasan metodologi Systematic Literature Review (SLR) dalam studi ini. 20
penulis ilmiah dalam tahun 2020 hingga 2025 yang ada pada Google Scholar,
ResearchGate, dan jurnal internasional MDPI digunakan sebagai sumber data. Melalui
tahap identifikasi, penyaringan, penilaian kelayakan, dan pengambilan keputusan
mengenai artikel yang sesuai untuk dimasukkan, setiap artikel ditinjau secara sistematis.
Temuan analisis tedahulu menunjukkan bahwa sebagian besar penelitian menunjukkan
bahwa Customer Relationship Management meningkatkan perilaku pelanggan, termasuk
komitmen, loyalitas, kepuasan, dan kepercayaan, baik di industri manufaktur maupun
jasa. Penggunaan teknologi, kompetensi sumber daya manusia, efektivitas proses bisnis,
pemahaman pelanggan, komunikasi, kualitas layanan, dan kemampuan perusahaan dalam
mengelola keluhan banyak digunakan sebagai indikator Customer Relationship
Management. Namun,di sisi lain beberapa penelitian juga banyak dampak terkait
Customer Relationship Management yang tidak selalu segera terasa dan dapat
dipengaruhi oleh lingkungan organisasi serta kualitas implementasinya.
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Abstract

This study aims to synthesize the latest literature on factors influencing online purchase
intent among Gen-Z. This study applies the Systematic Literature Review (SLR) method.
The analysis was conducted on 20 selected journal articles obtained from leading
databases, focusing on the digital consumer behavior of Gen-Z. The review results show
that Gen-Z's online purchase intention is significantly influenced by the credibility of
Electronic Word-of-Mouth (e-WOM), the authenticity of User-Generated Content
(UGC), and the effectiveness of short video marketing. Brand trust is identified as the
most crucial mediating variable. In addition to technological factors, personal value
dimensions such as religious and environmental considerations have emerged as
significant new drivers. However, perceived risk remains a major barrier in the purchase
decision-making process. This article presents an integrative model that combines
technological, informational, and personal value dimensions specific to Gen-Z consumer
behavior. In addition, this study provides a systematic summary of the latest findings in
the literature published in 2024 and 2025.

Keywords: Gen-Z, Online Shopping, Purchase Intention, Social Media.
JEL: M31, M37, L81
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Abstract

The purpose of writing this article is to examine TikTok social media marketing in driving
impulsive buying behavior. The development of social media has transformed marketing
strategies from simply conveying information to creating emotional consumer
experiences that influence attitudes and purchasing decisions. TikTok, as a short-video-
based social media application, has evolved into a social commerce platform thru the
TikTok Shop feature, which integrates entertainment, social interaction, and transaction
convenience within a single digital ecosystem. This condition creates a marketing
environment that allows consumers to be exposed to promotional content intensely and
repeatedly. Various studies have examined the influence of social media on impulsive
buying, but discussions specifically focusing on the role of TikTok social media marketing
as a trigger for impulsive buying are still limited. This research uses the Systematic
Literature Review method by analyzing 20 scientific journal articles obtained from
Google Scholar and published between 2021 and 2025. The study results indicate that
TikTok's social media marketing activities influence impulsive buying behavior thru the
presentation of engaging video content, persuasive promotional messages, limited-time
promotions, and continuous content exposure. This strategy influences consumers’
emotional responses and accelerates the purchase decision-making process without
careful planning. This study concludes that TikTok social media marketing serves as an
effective marketing stimulus in shaping impulsive buying behavior, making it a relevant
digital marketing strategy within the social commerce ecosystem.

Keywords: Impulsive Buying, Social Media Marketing, Tiktok Shop

JEL: Systematic Literature Review
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Abstract

This study aims to identify and synthesize the determinants of consumers’ green purchase
decisions through a Systematic Literature Review (SLR) approach. The research data
were drawn from 20 national and international journal articles relevant to green
purchasing issues and published between 2021 and 2025. The analysis employed a
qualitative descriptive approach through a synthesis of research findings. The results
indicate that consumers’ green purchase decisions are influenced by nine main
determinants, namely psychological, cognitive, social, socio-cultural, consumption value,
product, price, trust, and ethical—-institutional determinants. Among these, psychological
determinants emerge as the most dominant and consistently reported factors in prior
studies, particularly reflected through consumers’ environmental attitudes and
awareness. In addition, product-related and cognitive determinants are also frequently
identified as important factors, highlighting the role of green product characteristics and
consumers’ level of knowledge in shaping green purchase decisions. Other determinants,
such as consumption values, social influences, trust, and price, function as supporting
factors that may either strengthen or hinder green purchase decisions depending on
individual and social contexts. This study also confirms the existence of the attitude—
behavior gap, a condition in which positive environmental attitudes and awareness do
not always translate into actual purchasing behavior. Theoretically, this study clarifies
the patterns and hierarchy of determinants influencing green purchase decisions, while
practically providing implications for businesses to focus sustainability strategies on
strengthening consumers’ psychological aspects, improving green product quality,
enhancing environmental education, and increasing transparency in environmental
claims.
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Abstract

Through a systematic literature review (SLR), this study seeks to identify and synthesize
factors impacting employee retention. Twenty pertinent national and international
scientific papers were found after the search was carried out in accordance with PRISMA
criteria, which include the processes of identification, screening, appropriateness
evaluation, and inclusion. The findings demonstrate that a variety of factors, which fall
into three primary categories individual, organizational, and work environment factors
have an impact on employee retention. Job satisfaction, motivation at work, self-worth,
stress at work, good feelings, and burnout are examples of individual aspects.
Organizational factors comprise career development, organizational culture, leadership
style, organizational commitment, person—organization fit, perceived organizational
support, human resource management practices, sustainable HRM practices,
performance appraisal, compensation, and talent development. Meanwhile, work
environment factors encompass work-life balance, work engagement, organizational
climate, workplace spirituality, workload, and external working conditions. Overall, the
results confirm that intention to stay is a multidimensional construct shaped by the
interaction of various factors, both directly and indirectly through intervening variables,
and is highly dependent on organizational context. The findings imply that job
satisfaction, organizational commitment, human resource management practices, and
work-life balance are the most consistently examined and influential factors, making
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them suitable as key independent variables for future empirical research on employee
retention.

Keywords: employee retention, human resource management, intention to stay,
systematic literature review
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Abstract

This study aims to synthesize the role of customer experience in shaping customer loyalty
based on findings from previous studies. In increasingly intense business competition and
dynamic changes in consumer behavior, companies are required not only to focus on
sales outcomes but also to create customer experiences that support long-term
relationships. Customer experience is considered a strategic factor because customers’
experiences during interactions with products or services influence satisfaction and trust,
which subsequently encourage repeat purchases and willingness to recommend to
others.However, previous research has reported mixed findings. Several studies indicate
that customer experience has a direct effect on customer loyalty, while other studies show
that its influence occurs indirectly through mediating variables. This inconsistency
highlights the need for a study that systematically integrates prior research findings to
obtain a more comprehensive understanding of the relationship between customer
experience and customer loyalty. This study employs a Systematic Literature Review
approach using the PRISMA (Preferred Reporting Items for Systematic Reviews and
Meta-Analyses) method. The review analyzes 20 scientific articles published between
2021 and 2025 and retrieved from the Google Scholar database. The analyzed articles
consist of both national and international journals, differentiated based on publication
language and journal characteristics.The synthesis results indicate that customer
experience plays a positive role in shaping customer loyalty, either directly or indirectly
through mediating variables such as customer satisfaction, customer engagement, and
emotional bonding. These findings emphasize that consistent management of customer
experience is an important strategy for building sustainable customer loyalty.

Keywords: Customer experience, Cutomer loyalty,
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ABSTRACT

This study aims to systematically examine the effect of service quality on customer
loyalty in grocery stores. The research method used was a Systematic Literature Review
(SLR) by collecting and analyzing relevant scientific articles. The literature search was
conducted online through Google Scholar using the keywords "service quality” and
"customer loyalty." The inclusion criteria for this study included articles accredited with
at least SINTA 5, published between 2020 and 2025, and discussing the effect of service
quality on customer loyalty. A total of 15 selected articles were analyzed descriptively to
obtain a comprehensive picture of the relationship between the two variables. The results
of the study indicate that service quality has a positive and significant effect on customer
loyalty. Of the 15 articles analyzed, 13 concluded that improving service quality can
increase customer loyalty, while the other two articles showed insignificant results or
were influenced by other variables. These findings indicate that service quality is a
crucial factor in building and maintaining customer loyalty in grocery stores. Therefore,
grocery store owners are advised to continuously improve service quality to create
sustainable customer satisfaction and loyalty.

Keywords - Service Quality, Customer Loyalty.
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ABSTRACT

This abstract aims to systematically examine the factors influencing impulsive buying
behavior among Roti O consumers as a widely available grab-and-go product in public
areas. The background of this study is based on the increasing competition in Indonesia’s
modern bakery industry, where consumer purchasing decisions are often spontaneous
and influenced by situational stimuli such as aroma, product visuals, promotions, and
store atmosphere. The novelty of this study lies in its specific focus on the literature
review that links impulsive buying behavior with the characteristics of Roti O consumers
in Indonesia, an area that remains limited in previous research. The research method
employed is a systematic literature review (SLR) by analyzing national and international
scholarly articles published between 2022 and 2025, obtained from reputable databases
such as Google Scholar and Scopus, using inclusion criteria relevant to impulsive buying
variables and fast-moving consumer food products. The findings indicate that impulsive
buying among Roti O consumers is predominantly influenced by emotional factors, store
atmosphere, sensory product quality (aroma and visual appeal), affordable pricing, and
direct sales promotions. In addition, lifestyle factors and urban consumption habits
further strengthen the tendency toward impulsive purchasing. In conclusion, Roti O’s
marketing strategy, which emphasizes sensory experience and accessibility, is proven to
be effective in encouraging impulsive buying behavior and can serve as a reference for
developing consumer behavior—based marketing strategies in the retail food industry.

Keywords: impulsive buying, systematic literature review ,consumer behavior,Roti O,
marketing strategy
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ABSTRAK

Tujuan artikel ini untuk mengenali berbagai dimensi dalam kredibilitas influencer
dan niat beli konsumen yang bersumber pada penelitian sebelumnya. Artikel ini tidak
hanya berfokus pada berbagai dimensi yang digunakan, melainkan juga tentang
bagaimana rancangan kredibilitas influencer mampu dipahami dan diterapkan dalam
pemasaran digital, di mana influencer berperan penting sebagai perantara konsumen
dan merek. Metode yang digunakan adalah Systematic Literature Review (SLR), yang
didasarkan dengan panduan Preferred Reporting ltems for Systematic Reviews and
Meta-Analyses atau dapat disingkat dengan PRISMA. Pengamatan terhadap sumber
bacaannya dilakukan menggunakan data dari Google Scholar dan beberapa artikel
terbuka lainnya tentang artikel nasional dan internasional yang diterbitkan antara tahun
2020 dan 2025. Berdasarkan penelaahan awal, pengamatan, dan penilaian artikel, dapat
diperoleh sekitar 21 artikel jurnal yang memenuhi ketentuan untuk pengamatan lebih
lanjut. Perolehan pengamatan tersebut telah memperlihatkan adanya tiga dimensi utama
kredibilitas influencer yaitu, trustworthiness, expertise, dan attractiveness. Di antara
ketiga dimensi tersebut, trustworthiness merupakan salah satu dimensi yang paling
sering digunakan dalam berbagai penelitian karena erat kaitannya dengan tingkat
kepercayaan konsumen terhadap integritas dan pengaruh influencer saat mengenalkan
sebuah produk. Terdapat tiga dimensi utama mengenai niat beli konsmen yaitu, intention
to buy, willingness to buy, dan likelihood of purchase. Dimensi tersebut memperlihatkan
sebuah kecenderungan dan kesiapan pelanggan untuk melakukan pembelian setelah
terpengaruh oleh konten influencer mengenai produk yang dipromosikan.
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Abstract

The increasingly competitive tourism industry requires managers to move beyond
reliance on physical attractions and focus on creating memorable experiences in order
to encourage revisit intention. This study aims to identify the indicators of experiential
marketing and revisit intention through a Study Literature Review (SLR) approach. The
study employs an Study Literature Review method guided by the PRISMA framework,
reviewing 20 national and international academic articles published between 2020 and
2025 and retrieved from Google Scholar. The findings indicate that experiential
marketing is represented by five main indicators, namely sense, feel, think, act, and
relate, which collectively shape consumers’ experiences in an integrated manner.
Meanwhile, revisit intention is identified through indicators including intention to revisit,
willingness to recommend, sustained preference, and relationship commitment. The
literature also reveals that the relationship between experiential marketing and revisit
intention is influenced by mediating variables such as satisfaction, customer experience,
consumption emotions, engagement, and loyalty. Several studies further emphasize that
the effect of experience on revisit intention operates through psychological mechanisms
such as arousal, memory, and satisfaction. This study concludes that understanding the
indicators of experiential marketing serves as an important foundation in building revisit
intention.

Keywords: experiential marketing, revisit intention, customer experience

JEL: M31, Z32, L83
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Abstract

This study was conducted with the aim of analyzing the turnover of accounts receivable
for BPJS Ketenagakerjaan patients and its influence on receivable risk at Abdul Radjak
General Hospital, Purwakarta. The background of this study is based on the increasing
cooperation between hospitals and BPJS Ketenagakerjaan, effective receivable
management has a very important role in maintaining liquidity and financial stability of
hospitals while supporting quality healthcare. The main problem faced by the hospital is
the hospital's ability to manage receivable turnover and the ability in the BPJS
Ketenagakerjaan receivable collection process. This study was conducted using a
quantitative approach method by utilizing primary financial data from Abdul Radjak
General Hospital, Purwakarta for the period 2023—-2024. Data analysis was carried out
through quantitative descriptive analysis with financial ratio measurement techniques,
specifically using the Average Collection Period (ACP) method and the calculation of
average receivables, the purpose of which is to describe the condition and effectiveness
of hospital receivables management. The study successfully identified that the level of
receivables turnover affects the liquidity and sustainability of hospital operations. The
conclusion of this study confirms that receivables risk needs to be managed optimally
through effective receivables control so that financial risks can be minimized without
reducing the level of hospital profitability.

Keywords:Average Collection Period (ACP), BPJS Employment, Accounts Receivable
Turnover, Accounts Receivable Risk

Type of literature: Literature Study
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Abstrak

Penelitian ini bertujuan untuk mengkaji secara sistematis pengaruh beban kerja dan stres
kerja terhadap turnover intention karyawan pada berbagai sektor industri di Indonesia.
Kontribusi kebaruan penelitian ini terletak pada penerapan pendekatan meta-sintesis
terhadap 20 studi empiris yang diterbitkan dalam rentang tahun 2022-2025, yang
mencakup sektor perbankan, perusahaan rintisan berbasis teknologi, ritel, serta
perkebunan, guna mengidentifikasi pola umum terkait retensi karyawan lintas sektor.
Metode yang digunakan adalah studi literatur deskriptif dengan teknik analisis isi.
Temuan penelitian menunjukkan bahwa beban kerja berperan signifikan sebagai faktor
pemicu meningkatnya stres kerja, sementara stres kerja berfungsi sebagai mediator
psikologis yang mempercepat terbentuknya turnover intention karyawan. Meskipun
demikian, kondisi lingkungan kerja yang mendukung serta penerapan sistem kompensasi
yvang kompetitif terbukti mampu mereduksi kecenderungan niat berpindah kerja tersebut.

Kata kunci: Beban Kerja, Stres Kerja, Turnover intention

Klasifikasi JEL: M12, M54, O15
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Abstrak

Studi literatur ini bertujuan untuk mengeksplorasi dan merangkum pengaruh fasilitas
terhadap kepuasan pengunjung dengan merujuk pada hasil penelitian sebelumnya dalam
sektor pariwisata dan layanan rekreasi. Penelitian-penelitian sebelumnya biasanya hanya
meneliti pengaruh fasilitas secara terpisah dan kontekstual, sehingga masih kurang
mampu memberikan pemahaman menyeluruh tentang bagaimana fasilitas memengaruhi
kepuasan pengunjung. Maka dari itu, penelitian ini menerapkan metode Systematic
Literature Review (SLR) dengan mengumpulkan data dari Google Scholar dan artikel
jurnal nasional yang terakreditasi pada SINTA 2, SINTA 3, dan SINTA 4. Sebanyak 17
artikel yang terpilih dianalisis dengan pendekatan deskriptif-kualitatif menggunakan
kerangka IMRAD. Hasil analisis menunjukkan bahwa fasilitas memiliki dampak positif
dan signifikan terhadap kepuasan pengunjung, terutama dalam hal kelengkapan,
kebersihan, keamanan, perawatan, dan kemudahan akses. Selain dampak langsung,
fasilitas juga berinteraksi dengan variabel lain dan melalui jalur perantara. Temuan ini
menegaskan kontribusi utama penelitian dalam memetakan pengaruh fasilitas terhadap
kepuasan pengunjung secara menyeluruh di berbagai konteks destinasi, sekaligus
menawarkan implikasi praktis bagi pengelola destinasi wisata.

Kata Kunci: Fasilitas, Kepuasan Pengunjung
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Abstract

Artikel ini bertujuan untuk mengidentifikasi indikator gaya hidup Gen Z dan indikator
keputusan penggunaan pembayaran digital berdasarkan kajian literatur terdahulu.
Metode yang digunakan dalam penelitian ini adalah systematic literature review dengan
menelaah jurnal dan artikel ilmiah yang relevan dan dipublikasikan dalam beberapa
tahun terakhir. Hasil telaah literatur mengungkapkan bahwa gaya hidup Gen Z memiliki
kontribusi signifikan dalam membentuk preferensi serta  keputusan penggunaan
pembayaran digital, terutama yang berkaitan dengan aspek kemudahan, kepraktisan,
efisiensi, dan kecepatan bertransaksi. Kedekatan Gen Z dengan teknologi juga
mendorong meningkatnya kecenderungan penggunaan pembayaran digital dalam
aktivitas sehari-hari. Temuan tersebut mengindikasikan bahwa keputusan penggunaan
pembayaran digital tidak hanya berkaitan dengan faktor teknologi, tetapi juga selaras
dengan gaya hidup dan kebiasaan yang terbentuk pada Gen Z. Melalui sintesis berbagai
hasil penelitian terdahulu, artikel ini mampu memberikan pemahaman yang
komprehensif serta menjadi rujukan bagi akademisi dan praktisi dalam mengkaji
perilaku penggunaan pembayaran digital pada Gen Z.

Keywords: Gen Z; Gaya Hidup, Keputusan Penggunaan, Pembayaran Digital
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Abstract

Artikel ini bertujuan untuk mengidentifikasi dan merangkum indikator-indikator utama
vang digunakan This study aims to identify and synthesize the key indicators used to
explain the role of tourism motivation in shaping tourists’ behavioral intention. A
Systematic Literature Review (SLR) approach was employed following the PRISMA
guidelines to ensure a systematic and transparent article selection process. The data were
collected from journal articles indexed in Google Scholar, limited to publications from
2020-2025. Based on the screening and eligibility process, 25 relevant articles were
analyzed in depth. The findings reveal that tourism motivation is commonly represented
by eight main indicators: physical, cultural, social, psychological, fantasy,
entertainment, status and prestige, and push motivation. These motivational factors
significantly influence tourists’ behavioral intention, including visit intention, visit
decision, revisit intention, and destination loyalty. Behavioral intention is further
reflected in actual tourist behavior, such as the use of tourism services, consumption
activities, and willingness to recommend destinations. The review also indicates that
external factors, such as tourists’ attitudes toward destinations and social influence,
strengthen the relationship between motivation and actual behavior. This study
contributes theoretically by organizing diverse motivational indicators into a clearer
conceptual structure and highlighting the mediating role of behavioral intention.
Practically, the findings offer guidance for destination managers in designing marketing
and service strategies aligned with tourists’ motivational needs.

Keywords: Tourism Motivation, Tourists’ Behavioral Intention, Tourist Behavior, Visit
Intention, Destination Tourism
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JEL: Systematic Literature Review
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ABSTRACT

The purpose of this study was to determine the relationship between self-control and
consumer behavior among e-commerce users. The method used was a literature review,
analyzing ten national journals published in the last five years and obtained through
Google Scholar. The results indicate that self-control plays a significant role in
suppressing consumer behavior among e-commerce users. Dimensions of self-control,
including self-discipline, healthy habits, work ethic, and reliability, have been shown to
be negatively associated with consumer behaviors such as impulsive buying, excessive
buying, irrational or prestige-based buying, ongoing dissatisfaction, and the tendency to
prioritize wants over needs. Individuals with high levels of self-control tend to be more
rational, able to delay gratification, and consistent in financial management, thus
avoiding excessive consumer behavior. The practical implication of this study is the
importance of strengthening self-control among e-commerce users, particularly students,
through financial literacy education and the instilling of healthy shopping habits. The
originality of this study lies in mapping the dimensions of self-control and consumer
behavior based on journal findings from the last five years in the context of e-commerce
use in the digital era.

Keywords: Self-Control, Consumer Behavior, E-Commerce, Literature Review
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Abstract

The purpose of this study is to examine and analyze the research findings related to
Indonesian consumers' impulsive purchases on e-commerce platforms through a review
of the literature. The method used is a systematic literature review that is based on data
from journals by analyzing 20 journals from recent research conducted between 2021
and 2025 and is based on data from Google Scholar. The results show that impulse
buying in Indonesian e-commerce is influenced by a number of factors, including
promotions, price reductions, flash sales, website quality, ease of use of applications,
consumer trust, electronic word-of-mouth (e-WOM), positive emotions, and individual
consumer characteristics. In addition, situational factors like shopping time and e-
commerce usage intensity also play a role in preventing impulsive purchases. This
indicates that effective digital marketing strategies can increase consumers' propensity
for impulsive purchases. It is hoped that this article will serve as a reference for
academics in future research as well as for e-commerce practitioners in developing
effective and timely marketing strategies.

Keywords: Consumer Behavior, E-Commerce, Impulse Buying
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Abstract

The development of digital technology has brought significant changes to marketing
patterns and transaction processes among micro, small, and medium enterprises
(MSMEs). This study aims to analyze the role of e-commerce in increasing MSME sales
in Purwakarta Regency, as well as to identify the factors that encourage and hinder the
utilization of digital platforms by MSME actors. The research employed a descriptive
quantitative method supported by qualitative data obtained through interviews and
observations. The research sample consisted of 100 MSME actors registered with the
Purwakarta Office of Cooperatives and MSMEs who actively conduct marketing through
e-commerce platforms such as marketplaces, social media, and mobile applications.

The results indicate that e-commerce plays a significant role in expanding the market
reach of MSMEs in Purwakarta, increasing sales volume by up to 45% over the past two
vears, and improving operational efficiency, particularly in order management and
product promotion. The findings also show that most MSME actors experienced
increased brand awareness and gained customers from outside the Purwakarta region
after implementing digital marketing strategies. However, the study also reveals several
challenges, including limited technological literacy, uneven internet access, and
increasingly intense price competition among sellers on digital platforms.

Based on the analysis, it can be concluded that e-commerce is not merely an additional
marketing tool but has become an essential component of MSME growth strategies. To
optimize the role of e-commerce, support in the form of digital marketing training,
improvements in information technology infrastructure, and collaboration among local
governments, MSME communities, and digital platform providers is required. The
findings of this study are expected to provide input for policymakers in formulating
strategies for MSME empowerment in the digital economy era.

Keywords: e-commerce, MSMEs, sales, digital marketing, Purwakarta.
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Abstract

The rapid advancement of digital technology and the growth of e-commerce have
significantly transformed consumer behavior, particularly by increasing impulsive
buying tendencies. One psychological factor that plays a crucial role in this phenomenon
is Fear of Missing Out (FoMO), defined as individuals’ anxiety about missing
experiences, information, or social recognition enjoyed by others. This study aims to
systematically examine the role of FoMO in driving impulsive buying behavior in digital
consumption contexts. This research employs a Systematic Literature Review (SLR) using
the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses)
approach. Literature searches were conducted across national and international journal
databases using relevant keywords. From an initial pool of 2,845 articles, a rigorous
screening and eligibility process resulted in 20 empirical studies published between 2020
and 2025, which were analyzed through narrative synthesis. The findings indicate that
FoMO consistently has a positive influence on impulsive buying, particularly within e-
commerce and social media environments. FoMO weakens consumers’ cognitive control
and intensifies emotional responses, leading to spontaneous and unplanned purchasing
decisions. FoMO is commonly measured through fear of missing experience, fear of
missing information, and social comparison, while impulsive buying is typically assessed
through spontaneity, urgency, and emotional buying. Although some studies report
context-dependent effects, overall evidence confirms FoMO as a key psychological driver
of impulsive buying.
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Abstract

The rapid growth of social media has encouraged the use of influencer marketing as an
effective marketing communication strategy to influence consumers’ purchase intention.
However, the effectiveness of this strategy largely depends on influencer characteristics
such as credibility, attractiveness, and trustworthiness. This study aims to analyze the
role of influencer marketing in enhancing consumers’ purchase intention based on
findings from previous empirical studies. The research method employed is a Systematic
Literature Review (SLR) by analyzing 15 relevant national academic journals related to
influencer marketing and consumer behavior. The results of the literature review indicate
that influencers who are perceived as credible, authentic, and well-matched with the
promoted products are able to increase consumer engagement, build emotional
connections, and strengthen trust, which ultimately leads to higher purchase intention.
This study concludes that influencer marketing is an effective marketing strategy when
implemented appropriately, selectively, and strategically, thereby generating a positive
impact on consumers’ purchase decisions.

Keywords: [Influencer, Purchase Intention]

JEL: [Study Literatur Review]
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Abstract

Perkembangan media sosial, khususnya TikTok, telah mengubah pola komunikasi
pemasaran dan perilaku konsumen. Salah satu fenomena yang menonjol adalah peran
reviewer kreator TikTok dalam memengaruhi minat beli konsumen melalui konten ulasan
produk yang bersifat informatif, persuasif, dan visual. Penelitian ini bertujuan untuk
mengkaji secara sistematis pengaruh reviewer kreator TikTok terhadap minat beli
konsumen berdasarkan temuan penelitian terdahulu. Metode yang digunakan adalah
kajian literatur dengan menelaah artikel ilmiah nasional dan internasional yang relevan
dalam kurun waktu lima tahun terakhir. Hasil kajian menunjukkan bahwa kredibilitas
reviewer, daya tarik konten, keaslian ulasan, serta tingkat kepercayaan konsumen
merupakan faktor utama yang memediasi pengaruh reviewer TikTok terhadap minat beli.
Selain itu, interaksi sosial berupa jumlah /ikes, komentar, dan shares turut memperkuat
persepsi positif konsumen terhadap produk yang diulas. Kajian ini menyimpulkan bahwa
reviewer kreator TikTok memiliki peran signifikan dalam membentuk minat beli
konsumen dan berpotensi dimanfaatkan sebagai strategi pemasaran digital yang efektif.
Penelitian ini diharapkan dapat menjadi referensi bagi akademisi dan praktisi dalam
pengembangan strategi pemasaran berbasis media sosial.

Kata kunci: Reviewer TikTok, Kreator Konten, Minat Beli, Media Sosial, Kajian
Literatur
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Abstract

This abstract aims to comprehensively examine the role of service quality in shaping
customer satisfaction based on the results of previous research. The background of this
research is based on the increasing importance of service quality as a key factor in
creating customer satisfaction, especially amidst increasingly fierce competition in the
service sector that demands companies to offer not only products, but also superior
service experiences. Although many studies have discussed the relationship between
service quality and customer satisfaction, these results are still scattered across various
service contexts and have not been presented in a structured synthesis study. The novelty
of this research lies in the presentation of a systematic synthesis of empirical findings that
discuss the relationship between service quality and customer satisfaction from various
service sectors, thereby providing a more complete and comprehensive picture. The
research method used is a Systematic Literature Review by reviewing and analyzing
relevant national and international scientific articles published in reputable journals. The
results of the study indicate that service quality has a significant and consistent influence
on customer satisfaction, especially through the dimensions of tangibles, reliability,
responsiveness, assurance, and empathy, which directly affect customer perceptions and
experiences. The conclusion of this study confirms that service quality is a strategic
element that needs to be managed sustainably by companies in order to be able to create,
improve, and maintain customer satisfaction in the long term.

Keywords: customer satisfaction , service quality, SERVQUAL
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Abstract

In the Web 2.0 era, consumers play an active role in creating and distributing content
through various social media platforms. This phenomenon has given rise to user-
generated content (UGC), which refers to content created by consumers who share their
experiences with specific products or services, thereby influencing public opinion toward
brands. Brand reputation management has also evolved to adapt to new demands,
enabling brands to survive and grow within the dynamics of contemporary social media.
As social media continues to develop, research on user-generated content and brand
reputation has grown rapidly, however discussions of these two concepts remain
fragmented and are often examined through diverse dimensions. This article aims to
identify and synthesize the key dimensions of user-generated content and brand
reputation. The method employed is a Systematic Literature Review (SLR) using the
Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA)
approach. Data were obtained from Google Scholar through a staged selection process,
resulting in 20 relevant scholarly articles published between 2021 and 2025. The findings
indicate that the dimensions of user-generated content—namely authenticity, relevance,
and credibility—serve as the primary mechanisms for optimizing user-generated content.
Platform selection, content characteristics, and content quality are additional supporting
factors in maximizing the effectiveness of user-generated content. Meanwhile, the
dimensions of brand reputation include brand reliability, brand awareness, and a
positive brand identity, which play a crucial role in building a positive and sustainable
brand reputation.
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ABSTRACT

The rapid development of digital technology has significantly accelerated the growth of
e-commerce in Indonesia, leading to substantial changes in consumer purchasing
behavior. Consumers are no longer solely dependent on information provided by sellers,
but increasingly rely on information shared by other consumers, particularly through
ratings and online consumer reviews. Ratings and reviews are part of electronic word of
mouth (e-WOM) that play a crucial role in helping consumers evaluate product quality
and reduce perceived risks in online transactions. This study aims to analyze the influence
of consumer ratings and reviews on purchase decisions based on existing empirical
evidence. The research employs a Systematic Literature Review (SLR) method by
examining relevant national and international journal articles that discuss the
relationship between ratings, consumer reviews, and purchase decisions in e-commerce
platforms. The SLR process was conducted through systematic stages of identification,
selection, evaluation, and synthesis of the literature to ensure a comprehensive and
structured analysis. The findings indicate that consumer ratings function as an initial
signal of product quality, while online consumer reviews provide more detailed and
experiential information regarding product performance. The combination of high
ratings and positive reviews has been consistently shown to enhance consumer trust,
reduce perceived risk, and strengthen confidence in purchase decision-making.
Furthermore, most previous studies conclude that consumer ratings and reviews have a
positive and significant effect on purchase decisions, both partially and simultaneously.
This study is expected to contribute academically to the development of digital marketing
literature, particularly in understanding online consumer behavior, and practically to
assist e-commerce practitioners in managing rating and review systems to improve
consumer trust and purchasing decisions.

Keywords: Consumer Reviews, Purchase Decision, Rating
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Abstract

This article aims to identify and summarize key indicators in emotional customer value
and brand love. In an era of intense business competition, a deep understanding of how
to enhance customers' emotional value is crucial for brand success. The methodology
employed is a Systematic Literature Review (SLR), sourcing data from journals
published between 2021 and 2025 on Google Scholar. The data is analyzed to uncover
relevant marketing indicators for creating customer value and strengthening emotional
bonds with brands (brand love).

The literature review reveals that customer value, particularly emotional value and brand
love, is built through several indicators in emotional customer value, such as positive
feelings encompassing happiness and satisfaction, social value related to social status and
connections with others, quality performance value emphasizing product or service
quality, and value for money involving perceptions of worth relative to price paid.
Indicators of brand love include passion reflecting deep enthusiasm, attachment to the
brand mirroring strong emotional bonds, and passion for a brand driving long-term
loyalty.

The article emphasizes that marketing strategies must be selectively designed based on
these customer value-building indicators to enhance brand love, benefiting both
academics and marketing practitioners. By integrating various marketing studies, it
produces an integrated framework of indicators that can serve as a strategic guide for
creating customer value and strengthening brand love among consumers. Overall, this
article contributes to marketing literature by providing practical and theoretical insights
that can drive innovation in building emotional relationships between brands and
consumers.
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Abstract

Brand exposure is a key strategy for increasing brand awareness in the increasingly
competitive digital marketing era. This study aims to comprehensively analyze the effect
of brand exposure on brand awareness through a Systematic Literature Review (SLR)
approach using the PRISMA (Preferred Reporting Items for Systematic Reviews and
Meta-Analyses) model for 20 national and international journals published between 2020
and 2025. The literature review process involved identifying, selecting, screening, and
evaluating articles based on predetermined inclusion and exclusion criteria.

The analysis revealed that the majority of the reviewed journals, 14 articles, concluded a
positive and partially significant effect between brand exposure and brand awareness,
particularly for social media, digital advertising, sponsorship, product placement, and
live streaming activities. Furthermore, three journals revealed a simultaneous significant
effect of brand exposure, although this did not show partial significance when analyzed
alongside other variables, such as customer engagement, influencer marketing, and sales
promotions. Meanwhile, three other articles found that brand exposure did not have a
significant partial effect, as other variables, such as content marketing, taglines, product
innovation, and brand experience, were deemed more dominant.

These findings vary depending on industry characteristics, respondents, promotional
media, and brand exposure intensity. Overall, the SLR results indicate that brand
exposure has the potential to increase brand awareness, but its effectiveness depends
heavily on synergy with other marketing strategies. Therefore, brand exposure planning
needs to be carried out systematically and integrated to support the development of
sustainable brand awareness.
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Abstract

Customer Relationship Management (CRM) is the main strategy in building long-term
relationships with customers and improving service satisfaction. This study aims to
analyze the role of CRM in customer satisfaction through the Systematic Literature
Review (SLR) approach. The SLR model used refers to the stages of PRISMA, including
identification, screening, eligibility, and inclusion to ensure the selection of relevant and
quality articles. Based on this process, as many as 20 journals were successfully identified
and analyzed.

The results of the synthesis show that 19 out of 20 journals stated that CRM has a positive
and significant effect on customer satisfaction. The most consistently significant
dimension of CRM is People or human resources, which includes competence,
interpersonal skills, and responsibility in handling customer complaints. In addition,
Continuity Marketing and One-to-One Marketing are also often reported to be significant
in improving customer satisfaction through continuous communication and
personalization of services. However, one journal showed that CRM did not have a
statistically significant effect on customer satisfaction, although the People and Strategy
factors were significant. The main obstacles that cause this insignificance are the lack of
digital HR training and an integration system that is not yet optimal.

Overall, this article concludes that customer satisfaction tends to increase when CRM is
implemented holistically, especially through the quality of human relationships, customer
data management, and the use of digital-based customer contact systems such as e-CRM
or responsive Cloud Call Centers. These findings confirm that CRM plays an important
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and effective role in improving customer satisfaction, with success rates highly dependent
on the quality of implementation of each dimension.

Keywords: Customer Relationship Management, Customer Satisfaction, Systematic
Literature Review

JEL: M15, M31, L86
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Abstract

Consumer loyalty is a critical issue in marketing studies as it reflects the sustainability
of the relationship between consumers and companies across various industrial contexts.
Increasing business competition and changes in consumer behavior highlight the need
for a deeper conceptual examination of how consumer loyalty has been defined and
measured in previous studies. This study aims to identify the theories applied and the
main indicators of consumer loyalty based on recent literature. The research employs a
Systematic Literature Review (SLR) method following the PRISMA stages. Data were
collected from 15 journal articles published between 2020 and 2025 and accessed
through the Google Scholar database. The selection process involved identification,
screening, eligibility assessment, and inclusion in accordance with the research focus.
The findings indicate that consumer loyalty in the literature is positioned as a
multidimensional construct that not only represents repeat purchase behavior but also
encompasses attitudinal and commitment-related aspects. The marketing theories
commonly used emphasize the role of satisfaction, trust, and consumer experience in
shaping long-term loyalty. The most frequently identified indicators of consumer loyalty
include repeat purchases, brand preference, positive attitudes toward products or
companies, willingness to recommend to others, and resistance to competitors’
promotional influences. Therefore, this study confirms that despite variations in research
contexts and objects, the theories and indicators of consumer loyalty used in the literature
remain relatively consistent and can serve as a conceptual foundation for future research.

Keywords: Consumer Loyalty, Marketing, Customer Satisfaction, Trust, Systematic
Literature Review
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Abstract

This study literature critically examine the roles of Grit and Perceived Organizational
Support (POS) as key determinants of job hopping among young employees. The main
contribution of this article lies in synthesizing previously fragmented empirical findings
by integrating internal psychological factors and external organizational factors into a
unified conceptual framework. The study employs a Systematic Literature Review (SLR)
of ten scientific articles indexed in SINTA, published between 2021 and 2025, which focus
on job hopping among young workers. The results indicate that Grit and Perceived
Organizational Support (POS) consistently exert a negative influence on both job
hopping intentions and actual job hopping behavior. Grit functions as an internal
psychological resource that enhances individuals’ persistence and consistency in dealing
with work-related demands, while Perceived Organizational Support (POS) strengthens
employees’ emotional attachment and loyalty to the organization. Several studies also
reveal that job satisfaction acts as a mediating variable that reinforces the relationship
between these factors and job hopping. Accordingly, this study concludes that job
hopping among young employees is a multidimensional phenomenon shaped by the
interaction between individual and organizational factors, suggesting that effective
retention strategies should be designed holistically by balancing psychological resource
development and organizational support.

Keywords: Grit, Perceived Organizational Support, Job Hopping
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Abstract

Consumer trust is a crucial factor in building long-term relationships between
companies and customers, particularly in the digital era characterized by the
widespread use of online platforms and easy access to information. Changes in
consumer behavior in searching for information, conducting transactions, and
evaluating products and services have made trust a strategic element in modern
marketing. This study aims to identify the concept, indicators, and factors influencing
consumer trust through a systematic literature review. The research applies the
Systematic Literature Review (SLR) method based on the PRISMA approach, selecting
scientific articles published between 2020 and 2025 through Google Scholar, resulting
in 15 relevant articles as the main sources of analysis. The findings indicate that
consumer trust is multidimensional and commonly measured through indicators such
as ability, integrity, benevolence, transaction security, product or service reliability,
and information credibility. In the context of digital marketing and e-commerce, factors
including service quality, system security, consumer reviews, influencer marketing, and
brand reputation play significant roles in shaping trust. The results also reveal that
positive consumer experiences and company consistency in fulfilling promises are the
primary foundations for building trust. Overall, consumer trust contributes to reducing
perceived risk, increasing purchase intention, encouraging repeat purchases, and
strengthening customer loyalty. Therefore, consumer trust should be managed as a
strategic asset in facing increasingly competitive business environments.

Keywords : consumer trust, digital marketing, e-commerce, service quality

JEL : M31, M15, D83
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Abstrak

The influence of visual appeal generated by a store's lighting system on customer stay
duration in a retail environment. In an era of increasingly fierce business competition,
store atmosphere has transformed into a crucial strategic element in influencing consumer
behavior psychologically and emotionally. Lighting is no longer viewed merely as a
functional lighting tool, but rather as a sensory marketing instrument capable of shaping
customers' perceptions, moods, and visual comfort. Visual appeal explores various
dimensions of lighting, including light intensity (brightness), color temperature, and
contrast and placement (accent lighting). This phenomenon triggers a positive affective
response, where customers feel relaxed and comfortable. The visual appeal of lighting is
a determinant factor in strengthening customer retention in stores. These practical
implications provide guidance for retail managers and interior designers to optimize
lighting schemes to increase store competitiveness and maximize the overall customer
shopping experience.

Kata Kunci : Daya Tarik Visual, Tata Cahaya Gerai, Stay Duration, Perilaku Konsumen.

JEL : { Studi Literature Review}
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Abstract

The aim of this study is to examine the role of digital marketing and brand-related factors
in influencing consumer purchasing decisions amidst the rapid development of digital
technology that has increased the intensity of information received by consumers through
various online platforms. The novelty of this study lies in affirming the position of digital
marketing and brand image as key elements in strengthening consumer perception and
trust. This study uses a systematic literature review (SLR) method by analyzing scientific
articles relevant to digital marketing, brand image, and purchasing decisions. Findings
from previous studies indicate that digital marketing has a positive and significant
influence on purchasing decisions, while brand image serves as a reinforcing factor that
increases this influence. The conclusion confirms that the success of modern marketing
is determined by the effectiveness of digital marketing strategies supported by a positive
brand image that can effectively improve consumer purchasing decisions.

Keyword: Digital Marketing, Brand Image, Purchase Decision
JEL: M31, M37, D12
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Abstrack
One feature that is often used to strengthen brand awareness is Instagram

Stories, because this feature makes it easy to deliver content quickly, attractively,
and interactively. This article attempts to examine the role of influencers in
helping to increase brand awareness using the Instagram Stories feature. The
research method used is a quantitative approach with a survey technique targeting
Instagram users who follow specific influencer accounts. The data is analyzed to
determine the impact of influencer credibility, content appeal, content posting
frequency, and user interaction levels on brand awareness enhancement. This
study shows that the level of trust and the extent to which influencers are
compatible with products have a significant impact on increasing brand
awareness. Therefore, influencers play an important role as a communication
channel between brands and buyers in effectively increasing brand awareness
through Instagram Stories. Consequently, companies must choose the right
influencers and develop creative and appropriate content strategies so that digital
marketing campaigns can deliver maximum results.

Kata kunci: Influencer, Brand Awareness, Instagram Story

JEL: M31,M37,L83,D83
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Abstract

In this context, digital competence of public sector employees has emerged as a
critical determinant of successful public service digitalization. However, empirical
findings related to the extent and mechanisms through which digital competence
influences public service performance remain fragmented and varied. This study
aims to systematically examine the influence of digital competence on public service
quality through a comprehensive review of existing literature. This research employs
a Systematic Literature Review (SLR) method using the PRISMA (Preferred
Reporting Items for Systematic Reviews and Meta-Analyses) framework. Data were
collected from reputable national and international journal databases, including
Google Scholar, Garuda, ScienceDirect, and Taylor & Francis. A total of 185
articles published between 2020 and 2025 were initially identified. After applying
inclusion and exclusion criteria, 15 relevant journal articles were selected for in-
depth analysis. The reviewed studies focus on digital competence dimensions, public
service delivery, e-government implementation, and efficiency of public sector
performance. The findings indicate that digital competence has a significant and
positive influence on public service quality. Public servants with higher levels of
digital competence are better able to operate digital service systems, manage
information accurately, and respond to public demands more efficiently.

Keywords: Digital Competence, E-Government, Public Service Quality, Type of
research : Systematic Literature Review
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Abstract

This literature study aims to examine the role of customer experience as a determinant of
customer loyalty amid increasing business competition and the acceleration of digital
transformation, addressing inconsistencies in previous research findings regarding the
mechanisms through which customer experience influences loyalty across different
industry contexts and supporting variables. This study applies Systematic Literature
Review (SLR) as its method to gain comprehensive, structured insights into customer
experience and loyalty relationships. Data collection involved structured searches on
Google Scholar, targeting relevant national and international articles from 2021-2025,
yielding 20 selected studies. The collected data were analyzed using a descriptive
qualitative approach through narrative and thematic synthesis to identify relationship
patterns, dominant dimensions of customer experience, and cross-sectoral research
trends. The results indicate that customer experience has a positive and significant effect
on customer loyalty across various industries, either directly or indirectly through
mediating variables such as customer satisfaction and trust, with functional, interactive,
and digital experiences emerging as the most consistent dimensions. These findings
underscore that consistent, holistic customer experience management forms a strategic
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foundation for fostering long-term customer loyalty and bolstering firms' competitive
advantage.

Keywords: customer experience, customer loyalty

JEL : Literature study
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Abstrack

The purpose of this article is to identify and synthesize the main indicators used to
measure Perceived Usefulness and Continuance Intention in the context of digital service
use based on previous literature findings. The approach used by the researcher is a
Systematic Literature Review with reference to the Preferred Reporting Items for
Systematic Reviews and Meta-Analyses (PRISMA) guidelines. Various data sources were
obtained from 30 national and international journal articles published between 2021 and
2026 and analyzed using narrative synthesis to map the measurement patterns of both
constructs. The synthesis results show that Perceived Usefulness is consistently
represented through indicators of system benefits, time and transaction efficiency,
effectiveness of use, increased productivity, and system support for user activities. On the
other hand, Continuance Intention is generally operationalized through indicators of
reuse intention, continued use intention, commitment to the system, and the tendency to
maintain the service in the long term. Other findings also reveal that perceived usefulness
functions as a primary cognitive evaluation that shapes users' decisions to continue using
digital services continuously. Theoretically, this article presents a mapping of dominant
indicators that clarifies the measurement constructs of Perceived Usefulness and
Continuance Intention in digital service studies. Practically, the results of this synthesis
can be used as a basis for developing more standardized measurement instruments and
as a reference for digital service providers in designing strategies to improve the
sustainability of system use based on perceived user value.

Keywords: Continuance Intention, Digital Services, Perceived Usefulness, Systematic
Literature Review
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Abstract

Fokus penelitian ini bertujuan untuk mengidentifikasi dan menyintesis indikator kunci
vang digunakan dalam mengkaji experiential value dan co-creation berdasarkan
penelitian-penelitian terdahulu. Metode yang digunakan adalah Systematic Literature
Review (SLR) dengan mengacu pada protokol Preferred Reporting Items for Systematic
Reviews and Meta-Analyses (PRISMA). Data diperoleh dari jurnal ilmiah yang diakses
melalui Google Scholar dengan hasil penelusuran awal sebanyak 6.270 artikel, yang
kemudian diseleksi berdasarkan kriteria relevansi dan periode publikasi 2019-2025
hingga diperoleh 30 jurnal yang memenuhi kriteria inklusi. Artikel-artikel terpilih
dianalisis secara deskriptif kualitatif melalui proses pengelompokan, pengkodean, dan
sintesis  indikator. Hasil kajian  menunjukkan  bahwa experiential  value
dikonseptualisasikan sebagai konstruk multidimensional yang terdiri dari 26 indikator
unik yang mencakup dimensi emosional, hedonik, kognitif, sosial, fungsional, estetika,
serta aspek kontekstual dan transformatif. Sementara itu, co-creation disintesis menjadi
36 indikator unik yang merepresentasikan partisipasi, interaksi, keterlibatan konsumen,
kolaborasi, berbagi pengetahuan, serta integrasi sumber daya yang sering kali didukung
oleh teknologi digital. Temuan kajian menegaskan bahwa co-creation berperan sebagai
mekanisme utama dalam pembentukan experiential value dan secara konsisten
berhubungan dengan berbagai outcome perilaku konsumen, seperti loyalitas, brand
equity, dan niat berperilaku. Dengan mengintegrasikan temuan-temuan penelitian
sebelumnya, kajian ini menghasilkan suatu kerangka konseptual yang lebih sistematis
mengenai experiential value dan co-creation, yang dapat digunakan sebagai dasar bagi
pengembangan penelitian akademik dan sebagai acuan praktis dalam merancang
strategi penciptaan nilai berbasis pengalaman yang berkelanjutan.
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Abstract

This literature review study examines brand evangelism as a marketing strategy for local

fashion brands in facing increasingly intense and digitalized market competition. The
background of this study is based on the limited marketing resources typically possessed
by local fashion brands, which necessitates the adoption of effective, efficient, and
sustainable marketing strategies to enhance brand visibility, consumer loyalty, and long-
term competitiveness. Brand evangelism emerges as a relevant concept because it
emphasizes the role of consumers in voluntarily advocating for brands, building
emotional attachment, and spreading positive word-of-mouth. The novelty of this study
lies in synthesizing empirical findings from previous research to position brand
evangelism not merely as an outcome of consumer behavior, but as a marketing strategy
that can be systematically designed and implemented by local fashion brands. The
research method employed is a systematic literature review, analyzing 20 reputable
journal articles indexed in SINTA and Scopus that discuss brand evangelism and its
supporting factors, such as brand trust, brand identification, brand passion, brand
experience, brand symbolism, and influencer-based marketing. The findings indicate that
brand evangelism in the context of local fashion brands is more strongly influenced by
emotional and symbolic attachment, including value congruence, brand passion, ethical
perceptions, and brand experience, rather than by functional product attributes alone. In
addition, digital platforms and influencer engagement play a significant role in
strengthening consumer advocacy. The conclusion of this study confirms that brand
evangelism can function as an effective and sustainable marketing strategy for local
fashion brands by transforming loyal consumers into active brand advocates, thereby
reinforcing market presence and long-term brand equity.
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Abstract
This research aims to identify and summarize the key indicators used to measure the

relationship between customer trust and service excellence in the digital age. The
method used is the Systematic Literature Review (SLR) approach, sourced from
journal data by analyzing 10 recent research articles published around 2020-2024
and sourced from Google Scholar. A literature review reveals six key indicators
consistently used in evaluating customer trust and digital service excellence: Data
Security, Transparency, Brand Reputation, Quality of Digital Experience, Service
Responsiveness, and Personalization. These six core indicators most frequently appear
in the literature as determinants of customer loyalty and company competitiveness.
This research states that the success of organizations in the digital age is determined
by their ability to build technology-based trust and deliver superior and consistent
service experiences. Business practitioners can utilize these indicators as guidelines
in designing effective and sustainable digital service strategies. By consolidating
various studies on trust and digital services, this paper produces a unified framework
that can serve as a reference for academics and practitioners in developing customer
relationship strategies in the digital age.

Keywords: customer trust, service excellence, digital era, customerloyalty, digital
Experience
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Abstract

This literature study aims to examine how electronic word of mouth (e-WOM) can
influence consumer purchasing intentions. This study uses a literature study method by
reviewing and analyzing articles from both national and international journals related
to e-WOM and purchasing intentions. The data used are taken from leading scientific
journals published in databases such as Google Scholar and indexed journals. The
Jjournals reviewed discuss the impact of e-WOM on purchasing intentions in various
product contexts and digital platforms. The findings of this study indicate that e-WOM
has a positive impact on consumer purchasing intentions through information credibility,
user experience, and the creation of trust in the product or brand. It is hoped that the

results of this study can serve as an academic reference and provide conceptual insight
for practitioners who want to manage e-WOM.

Keywords: E-WOM, Purchase Intention
JEL: Study Literature
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Abstract

Changes in the business landscape, marked by intense competition, advances in digital
technology, and rising consumer expectations, are driving companies to focus on
creating superior customer experiences. Customer experience is no longer understood as
a single interaction, but rather as the accumulation of consumer experiences throughout
the customer journey, involving cognitive, affective, sensory, and behavioral dimensions.
The purpose of this study is to systematically examine the role of customer experience in
shaping consumer loyalty through a literature review approach. The method used is a
search and critical analysis of reputable national and international scientific articles
relevant to the topics of customer experience, brand trust, relationship marketing, and
consumer loyalty. The results show that customer experience has a significant effect on
consumer loyalty, both directly and indirectly through mediating variables such as
satisfaction, brand trust, and other emotional states. These findings emphasize the
importance of a consistent and integrated customer experience management strategy as
a source of sustainable competitive advantage. This study contributes context by
summarizing recent empirical models and findings and provides managerial implications
for marketing practitioners.

Keywords : Customer Experience, Brand Loyalty, Brand Trust, Relationship Marketing,
Consumer Behavior

JEL: (Marketing), (Other Marketing)
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Abstract

This study aims to identify and synthesize the factors influencing employee work
engagement through a Systematic Literature Review (SLR) approach. The research was
conducted in accordance with the PRISMA guidelines, encompassing the stages of
identification, screening, eligibility assessment, and inclusion of 20 relevant national and
international scientific articles. The results indicate that work engagement is influenced
by various factors that can be categorized into three main groups: individual factors,
organizational factors, and work environment factors. Individual factors include
psychological well-being, self-efficacy, learning agility, job satisfaction, self-
determination, organizational commitment, psychological empowerment, and work-
family conflict. Organizational factors encompass perceived organizational support,
supervisor support, leadership styles (transformational and inclusive), work-life balance,
reward systems, training, structural empowerment, and Green HRM. Meanwhile, work
environment factors include workplace well-being, organizational climate, learning
culture, job resources, job design, interpersonal communication, work relations, and
technostress. The findings confirm that work engagement is a multidimensional construct
formed by the dynamic interaction between employees' internal conditions and external
support. The implications of this study suggest that self-efficacy, organizational support,
leadership style, and psychological well-being are the most consistently studied and
significantly influential factors; therefore, they are recommended as primary variables
for future empirical research.

Keywords: work engagement, human resource management, organizational behavior,
systematic literature review, employee well-bein
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Abstract

The rapid development of modern retail has intensified competition among retailers. This
has encouraged companies to implement in-store marketing strategies that can influence
consumer behavior. One frequently used strategy is product display. This display serves
as a visual stimulus that attracts attention and encourages unplanned purchases. This
study aims to systematically examine the influence of product displays on consumer
impulsive buying behavior based on previous research. The method used was a
systematic literature review with an article selection process referring to the PRISMA
guidelines. Articles were obtained through Google Scholar with relevant keywords and
published between 2021 and 2025. A total of 20 articles that met the inclusion criteria
were analyzed, consisting of 15 national journals and 5 international journals. The study
results indicate that product displays have a significant impact on impulsive buying. This
occurs through increased visual appeal, positive emotions, and perceived product value
during shopping. The most dominant display dimensions include neatness of
arrangement, visual appeal, lighting, and strategic product grouping. However, the
extent of the influence of product displays varies depending on contextual factors such as
store atmosphere, promotional programs, and consumer characteristics. These findings
provide implications for retail practitioners in optimizing display strategies to increase
consumer impulsive buying.

Keywords: Display Product, Impulsive Buying.
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