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Abstract

Tourism is a key driver of Sabah’s economy, contributing to job creation and regional
development. This study examines the relationship between social media marketing (SMM)
activities and customer engagement within Sabah’s tourism sector. The four SMM
dimensions, posting frequency, content quality, level of interaction, and influencer
collaboration, were investigated to determine their influence on customer engagement in
Sabah’s tourism sector. Data were collected using a structured online questionnaire
distributed to 114 respondents and analyzed with SPSS Version 26, employing descriptive
statistics, Pearson correlations, and multiple regression. The results indicate that interaction
level and influencer collaboration are the strongest predictors of customer engagement,
whereas posting frequency and content quality are insignificant predictors. These findings
suggest that tourism marketers should prioritize creating interactive experiences and
leveraging influencer partnerships to strengthen engagement and enhance brand connection.
This study contributes to tourism marketing literature by providing empirical evidence from
Sabah and offers actionable insights for destination management organizations and tourism
operators aiming to improve engagement strategies. Future research could incorporate
longitudinal methods or diverse demographics.

Keywords: Social Media Marketing, Customer Engagement, Sabah Tourism, Influencer
Collaboration, Interaction Level

Introduction

The rapid development of digital technologies has made social media one of the most
influential tools in shaping consumer purchase decisions (Macias et al., 2024). The rapid
advancement of digital technology has driven many companies to utilize social media as an
effective promotional tool, leveraging platforms like Instagram, TikTok, and others to increase
visibility and influence purchase intentions" (Najiah et al., 2024). The presence of social media
marketing (SMM) platforms such as Facebook, Instagram, and TikTok offers both an
alternative and an opportunity for businesses to design marketing strategies that enhance
purchase intentions (Azizah et. al., 2024). Consistent and strategic social media content
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marketing plays a critical role in keeping consumers informed and building sustained brand
awareness (Cheung et al., 2021).

Marketers today are encouraged to think critically and creatively to develop high-
quality content that meets the personal preferences of their target audience (Wibowo et al.,
2021). This approach strengthens the relationship between customers and companies,
helping retain loyal customers and encouraging participation in events or programs organized
by the business. This shift in marketing strategies is particularly evident in the tourism
industry, where digital platforms play a crucial role in shaping consumer behavior and
decision-making. In tourism, social media has become the primary channel through which
travellers share their experiences and influence others (Lim et al., 2022).

Companies are using strategies such as blogger endorsements, paid advertising, and
user-generated content management to build brand awareness (Farivar & Richardson, 2021).
These platforms facilitate collaboration, interaction, and sharing among users, contributing
to stronger brand communities and increased customer intentions in the digital era (Jamil et
al., 2022; Ismael, 2025). Additionally, the capabilities of social media marketing have been
linked to enhanced brand equity and overall firm performance (Laradi et al., 2024). In the case
of luxury brands, customization, reputation, trendiness, interaction, and entertainment have
been found to affect purchase intentions and brand equity significantly (Liu & Burns, 2021).
These findings underscore the significance of social media as a marketing tool for enhancing
customer engagement, which is particularly pertinent for Sabah tourism businesses aiming to
compete in a crowded digital marketplace.

Background of Problem

The oversupply of travel agencies has created a saturated market in Sabah, making it difficult
for new entrants to compete and forcing smaller operators to survive through price
competition. Price wars can lead to shrinking profit margins and unsustainable business
practices (Rao et al., 2000). To remain competitive, companies must improve the quality of
interactions on social media and implement marketing activities that are appealing and
recognizable to potential tourists (Tourism Malaysia Sabah, 2025).

Social media marketing plays a crucial role in enhancing destination visibility, fostering
customer relationships, and promoting sustainable tourism practices. Effective use of social
media has been linked to higher engagement and visitation rates, delivering economic
benefits for the tourism industry in Sabah (Cheung et al., 2021; Liu & Burns, 2021). This
highlights the need to examine which aspects of social media marketing are most influential
in driving engagement, so that tourism stakeholders can allocate resources strategically.
Therefore, the study addresses the following research questions:

RQ1: What is the relationship between posting frequency and customer engagement for
Sabah tourism?

RQ2: What is the relationship between content quality and customer engagement for Sabah
tourism?

RQ3: How does the level of interaction influence customer engagement for Sabah tourism?
RQ4: What is the relationship between influencer collaboration and customer engagement
for Sabah tourism?

RQ5: Which factor has the strongest influence on customer engagement for Sabah tourism?
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Literature Review

Social media marketing (SMM) has become an essential strategy for engaging customers,
particularly in service industries such as tourism, where experiential value drives decision-
making (Azizah et al., 2024). Customer engagement is viewed as a relational and co-creation
process that strengthens satisfaction, loyalty, and overall service experience (Lim et al., 2022).
By creating interactive online environments, businesses foster stronger ties with existing
customers while attracting new ones (Cheung et al., 2021).

Posting Frequency

Consistent posting is essential for maintaining visibility and audience connection. Studies
show that higher posting frequency increases likes, comments, and overall engagement,
signalling the importance of regular and strategic updates to sustain attention (Laradi et al.,
2024; Najiah et al., 2025). However, excessive posting without valuable content may lead to
audience fatigue, suggesting that frequency must be balanced with quality (Sprout Social,
2025).

Content Quality

Content that is informative, entertaining, and visually appealing has been shown to drive
higher engagement rates (Bazi & Gorton, 2023). Emotional resonance and storytelling
techniques amplify consumer responses and strengthen brand loyalty (Nguyen, 2025).
Businesses that invest in customized and relevant content encourage users to share and
interact, thereby expanding reach (Filieri et al., 2024).

Level of Interaction

Personalized communication and responsiveness on social media—such as replying to
comments or providing tailored recommendations—enhance perceived value and build trust
(Tran, 2022). Brand communities allow businesses to gather insights, respond to feedback,
and co-create experiences with customers, which improves satisfaction and loyalty
(Sahibzada et al., 2020; Purnomo, 2024).

Influencer Collaboration

Influencers have become powerful partners in tourism marketing, capable of producing
authentic narratives that inspire travel intentions and bookings (Ramya et al., 2024).
Collaborating with influencers increases brand credibility, expands reach, and creates
relatable endorsements that resonate with potential visitors (Pettersen-Sobczyk, 2023; Belén
et al.,, 2025).

A Proposed Conceptual Model/Framework

The conceptual framework posits customer engagement as the dependent variable,
influenced by four independent SMM dimensions: posting frequency (H1: positive
relationship), content quality (H2: positive relationship), level of interaction (H3: positive
relationship), and influencer collaboration (H4: positive relationship).
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Figure 1. The Proposed Conceptual Framework

Research Methodology

This study employed a quantitative research design to examine the influence of social media
marketing (SMM) activities on customer engagement in Sabah tourism. A structured
guestionnaire was distributed via Google Forms using convenience and snowball sampling,
yielding 114 valid responses from 200 targeted invitations (57% response rate). Table 1
illustrates the summary of the profile of respondents who participated in this research. The
population comprised Malaysian social media users with stable monthly income who follow
official Sabah tourism accounts and have prior travel experience. This sample size satisfied
the minimum requirement for regression analysis. Data were analysed using SPSS Version 26
through descriptive statistics, Pearson correlation, and multiple regression analyses. Ethical
considerations such as informed consent, voluntary participation, and data confidentiality
were strictly observed.

The questionnaire was divided into three sections: (A) demographic profile, (B)
independent variables (posting frequency adapted from Salazar, 2017; content quality
adapted from Bazi & Gorton, 2023; level of interaction adapted from Unal, 2024; Wibowo et
al., 2021; influencer collaboration adapted from Unal, 2024; Bastrygina et al., 2024;
Chowdhury et al., 2024), and (C) dependent variable (customer engagement) adapted from
Chowdhury et al., 2024. A five-point Likert scale ranging from 1 (strongly disagree) to 5
(strongly agree) was applied. Reliability was confirmed with Cronbach's a > 0.70 for all scales.

Results and Analysis

Data screening was conducted to ensure the quality and suitability of the dataset for analysis.
No missing values were identified, and all statistical assumptions for parametric tests were
verified. Normality was assessed using skewness and kurtosis measures, with acceptable
thresholds of +3 for skewness and #10 for kurtosis (Kline, 2005). As shown in Table 1, all
variables met these criteria, indicating normal distribution: Customer Engagement (skewness
= -3.748, kurtosis = -0.185); Frequency of Posting (skewness = -3.018, kurtosis = 1.575);
Quality of Content (skewness = -2.283, kurtosis = 1.849); Level of Interaction (skewness = -
5.137, kurtosis = 7.857); Influencer Collaboration (skewness = -2.575, kurtosis = 0.445). All
were deemed normal.

1676



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 15, No. 12, 2025, E-ISSN: 2222-6990 © 2025

Table 1
Result of Normality Analysis

Variables Skewn Kurto Decision
ess sis

Dependent Variable:
Customer Engagement -3.748 -0.185 Normal

Independent Variables:
Frequent of Post

-3.018 1.575 Normal
Quality of Content 2283 1.849 Normal
Level of Interaction -3.137 7.857 Normal
-2.575 0.445 Normal

Influencer Collaboration

The sample size (n=114) exceeded the minimum requirement of 82 for four predictors
(10 cases per variable). Although one multivariate outlier was detected (Mahalanobis
distance = 30.376 > 18.47), sensitivity analysis indicated minimal impact on results, so the full
dataset was retained.

Descriptive analysis revealed a predominantly female (78.95%), Malay (73.68%), and
millennial (40.35%) sample, with most in private sector occupations (68.42%) earning
RM2,001-5,000 (50.00%). This profile aligns with active social media users in Malaysia,
though it limits generalizability.

Descriptive analysis from Table 2 showed predominantly female (78.95%), Malay
(73.68%), millennial (40.35%) respondents in private sector roles (68.42%) with incomes of
RM2,001-5,000 (50%).

Table 2
Demographic Profile of Respondents

Percentage (V&)

No. Variables Profile Freguency

1. Gender Male Female 24 21.05
L) FEYD
2 Malay B4 7368
Race Tndian 2 1842
Chinese 7 614
(rthers 2 1.73
3 18 — 27 years old [(Gen £) s 4035
Age 28 — 43 vears old (Millenmals) 31 4474
11 — 3% vears old [Geo X) 17 14.91

&0 wears old und above (Baby Boomer) 0 0
1 Che cupation Srudent 7 .14
Grvvernment 11 965
Private TR GB 42
Self-Employment Freslance 1 1579

Fetired 0 0

Income range

5 BIVE2, N e blo 14 12.28
BIW2, 001 - RIS, 000 57 0
RIS 001 -BNT 10,000 32 2807
RIV10,000 and above 11 9.65
5. Marital Statms Smgle  Marmed I 3B.60
Duvorced o8 60.53
Orthers 1 0.EE
0 0
_ . i Malaysan 1 335
7. Mationality 110 06 .45

Non-Malaysian
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Correlation Analysis

Measures of relationship show the degree to which two quantifiable variables are linked to
each other. The degree of relationship between two variables is conveyed as a correlation
coefficient ranging from -1.00 to +1.00. Pearson correlation coefficients were computed to
examine bivariate relationships between independent variables and customer engagement,
with r values interpreted as low (0.10—-0.29), moderate (0.30-0.49), or high (20.50) (Cohen,
1988). Tables below demonstrate the result of the Pearson Correlation analysis between the
relationship.

Frequency of Posting

demonstrates the result of the Pearson Correlation analysis between the frequency of posting
on social media marketing and customer engagement in Sabah tourism. As illustrated in Table
3, the R-value = 0.224. There was a significant low correlation between the frequency of
posting on social media marketing and customer engagement in Sabah tourism. Hence, H1
was supported.

Table 3
Result on Pearson Correlation Analysis between the Frequency of Posting on Social Media
Marketing and Customer Engagement in Sabah Tourism

Variables R p-value Decision

Correlation between frequency of 0.008 Hiis supported
. - . . 0.224
posting on social media marketing and

= (p=0.05)
customer engagement in Sabah I

tourism.

Quality of Content

As illustrated in Table 4, the result shows the relationship between quality of content and
customer engagement with R-value is 0.301, indicating a moderate positive correlation
between the variables. Thus, it can be assumed that there was a moderately significant
relationship between the quality of content and customer engagement in Sabah tourism.
Therefore, H3 was supported.

Table 4
Result on Pearson Correlation Analysis between the Quality of Content and Customer
Engagement in Sabah Tourism

Variables R p-value Decision

Correlation between quality of content 0.001 H2 was supported

and customer engagement in Sabah 0.301

tourism. (p=0.05)

Level of Interaction

Table 5 presents the correlation between the level of interaction and customer engagement
in Sabah tourism. As depicted in Table 4, the R-value is 0.591, indicating a high positive
relationship between the level of interaction and customer engagement in Sabah tourism.
Therefore, it can be assumed that there was a significantly high positive relationship between

1678



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 15, No. 12, 2025, E-ISSN: 2222-6990 © 2025

the level of interaction and customer engagement in Sabah tourism. Subsequently, H4 was
supported.

Table 5
Result on Pearson Correlation Analysis between the Level of Interaction and Customer
Engagement in Sabah Tourism

Variables R p-value Decision

Correlation between level of 0.00 Hs supported

. N ) 0.591
interaction and customer engagement i
A . (p=<0.05)
in Sabah tourism. p

Influencer Collaboration

Table 6 presents the correlation analysis between influencer collaboration and customer
engagement in Sabah tourism, with R-value of 0.585, indicating a significantly high positive
relationship between influencer collaboration and customer engagement in Sabah tourism.
Subsequently, H4 was supported.

Table 6
Result on Pearson Correlation Analysis between Influencer Collaboration and Customer
Engagement in Sabah Tourism

Variables R p-value Decision

Correlation between influencer 0.000 Hawas supported

collaboration and customer

. . =0.05
engagement in Sabah tourism. P )

Multiple Regression Analysis

The multiple regression shown in Table 7 assessed the combined predictive power of the
independent variables on customer engagement. The model was significant (F = 18.395, p <
0.001), explaining 40.3% of variance (R* = 0.403, adjusted R? = 0.380; Table 4.8). This
moderate explanatory power suggests other unexamined factors (e.g., platform type) may
influence engagement.

Only the level of interaction (B = 0.298, p = 0.030) and influencer collaboration (B =
0.310, p = 0.015) were significant predictors, with the latter showing the strongest effect
(RQ5). Frequency of posting (B =0.119, p = 0.119) and quality of content (B = 0.063, p=0.461)
were non-significant, indicating they contribute little beyond bivariate associations when
controlling for others.

These findings partially support H3 and H4, while H1 and H2 hold only at the
correlation level. In Sabah's saturated market (>800 agencies; Tourism Malaysia Sabah, 2025),
relational strategies like interactions and influencers outperform content volume, aligning
with global tourism trends where authenticity drives loyalty amid price wars (Rao et al., 2000;
Pettersen-Sobczyk, 2023). Non-significant predictors imply over-reliance on frequency risks
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fatigue, echoing inverted U-shaped effects (Salazar, 2017). Limitations include self-reported
biases and cross-sectional design; future qualitative explorations could unpack mechanisms.

Table 7
Results of the Multiple Regression Analysis to determine the Significant Factors that Affect the
Customer Engagement in Sabah Tourism

Unstandardized  Standard

WVariables T-value p-value Decision

Beta Beta
Frequent of Post 0.098 0.119 1.572 0.119 Not Significant
Quality of Content ~ (.082 0.063 0.740 0.461 Not Significant
Level of Interaction ~ 0.259 0.298 2201 0.030 Siguificant
Influencer 0.370 0.310 2.468 0.015 Significant
Collaboration

0.403
Rz
F-Value 18.395
P-Value 0.000

Discussion

In our research on the impact of social media marketing (SMM) on customer engagement
within the context of Sabah tourism, we found that influencer collaboration emerged as the
most significant factor. Influencers, particularly those who are well respected in the travel
and tourism sector, bring a level of authenticity and trust that is difficult for brands to achieve
on their own. According to Lou and Yuan, the perceived authenticity and credibility
significantly enhance consumer trust. This trust is crucial in tourism marketing where
potential tourists rely heavily on the experience and recommendations of others (Lou, 2020).
An influencer who shares their genuine travel experiences and highlights the beauty and
unique aspects of Sabah can create a compelling narrative that resonates with their followers.
This authentic portrayal not only attracts potential tourists but also engages them by
providing trustworthy information and personal recommendations. Influencers can reach a
wide audience, according to De Veirman, who highlights that influence with a substantial
following can significantly enhance brand reach (Veirman, 2020). Collaborating with an
influencer may increase visibility among potential customers. The visual and engaging content
created by these influencers can capture the attention of a broad audience, thereby
enhancing customer engagement. Influencer’s ability to provide authentic, high-quality
content, reach a wide range of audiences, and target specific demographics makes them
invaluable partners in promoting Sabah as a premier travel destination. These collaborations
drive higher engagement levels, fostering a deeper connection between potential customers
and the unique experiences that Sabah has to offer it.
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Conclusions

Based on our findings, it is essential to build upon this foundation with further research. Here
are some recommendations for future research that can deepen our understanding and
optimize the effectiveness of social media marketing in the tourism sector. Future research
should compare the impact of different types of influencers (e.g., micro-influencers vs. macro-
influencers) on customer engagement in Sabah tourism. By delving into the specifics of
influencer typers, content strategies, and demographic influences, researchers can provide
valuable insights that can further enhance the effectiveness of social media marketing in the
tourism industry.

References

Azizah, L. N., DJ, Y. R., Najiah, E. F.,, & Munna, |I. M. L. (2024). The influence of content
marketing, e-wom and price perception on tiktok social media on purchase decision
lamongan district. Journal of Humanities and Social Studies, 6(3), 107-109.

Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content aesthetic quality and customer
engagement: The mediating role of entertainment and impacts on brand love and
loyalty. Journal of Business Research, 155.

Belén Rodriguez-Hidalgo, A., Sixto-Garcia, J., & Tamayo-Salcedo, A. L. (2025). The persuasive
communication of Instagram influencers to promote tourism in the Riviera Maya.
Frontiers in Communication, 10, Article 1502109.
https://doi.org/10.3389/fcomm.2024.1502109

Cheung, M. L., Pires, G. D., Rosenberger lll, P. J., Leung, W. K., & Ting, H. (2021). Investigating
the role of social media marketing on value co-creation and engagement: An empirical
study in China and Hong Kong. Australasian Marketing Journal, 29(2), 118-131.

Chowdhury, S. N., Faruque, M. 0., Sharmin, S., Talukder, T., & Rahman, M. A. (2024). The
impact of social media marketing on consumer behavior: A study of the fashion retail
industry. Theoretical Economics Letters, 14(3), 1234-1256.
https://doi.org/10.4236/tel.2024.143068

Farivar, F., & Richardson, J. (2021). Workplace digitalisation and work-nonwork satisfaction:
The role of spillover social media. Behaviour & Information Technology, 40(8), 747-758.
https://doi.org/10.1080/0144929X.2020.1739254

Ismael, A. S. (2025). Relationship between social media marketing and young consumers’
purchase intentions: A study in Bangladesh. Cogent Business & Management, 12(1),
2459881. https://doi.org/10.1080/23311975.2025.2459881

Jamil, K., Liu, D., Gul, R. F., Shehzad, M. U., Gillani, S. H. M., & Awan, F. H. (2022). Role of social
media marketing activities in influencing customer intentions: A perspective of a new
emerging era. Frontiers in Psychology, 12, 808525.
https://doi.org/10.3389/fpsyg.2021.808525

Kline, R. B. (2005). Principles and practice of structural equation modeling (2nd ed.). Guilford
Press.

Filieri, R., Gorton, M., & Bazi, S. (2024). Building social media brand engagement: The role of
content quality and source credibility. Social Media & Society.

Laradi, S., Elfekair, A., Alrawad, M., Hashim, M., & Derouez, F. (2024). Leveraging capabilities
of social media marketing for business success. Computers in Human Behavior Reports,
16, Article 100524. https://doi.org/10.1016/j.chbr.2024.100524.

1681


https://doi.org/10.3389/fcomm.2024.1502109
https://doi.org/10.4236/tel.2024.143068
https://doi.org/10.1080/0144929X.2020.1739254
https://doi.org/10.1080/23311975.2025.2459881
https://doi.org/10.3389/fpsyg.2021.808525

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 15, No. 12, 2025, E-ISSN: 2222-6990 © 2025

Lim, W. M., Rasul, T., Kumar, S., & Ala, M. (2022). Past, present, and future of customer
engagement. Journal of Business Research, 140, 439-458.
https://doi.org/10.1016/j.jbusres.2021.11.027

Liu, X., Shin, H., & Burns, A. C. (2021). Examining the impact of luxury brand’s social media
marketing on customer engagement: Using big data analytics and natural language
processing. Journal of Business Research, 125, 815-826.
https://doi.org/10.1016/j.jbusres.2019.02.030.

Macias Urrego, J. A., Garcia Pineda, V., & Montoya Restrepo, L. A. (2024). The power of social
media in the decision-making of current and future professionals: A crucial analysis in
the digital era. Cogent Business & Management, 11(1), Article 2421411.
https://doi.org/10.1080/23311975.2024.2421411

Najiah, E. F., Azizah, L. N., & Mahmudah, H. (2024). Implementation of social media promotion
strategy and product innovation in business development. Jurnal Multidisiplin Sahombu,
5(01), 159-166. https://doi.org/10.51622/jms.v5i1.6218

Nguyen, K. M. (2025). How ephemeral content marketing fosters brand love and customer
engagement. Strategic Journal of Marketing and Entrepreneurship, 1(1), 45-62.
https://doi.org/10.1108/SIME-04-2024-0089

Pettersen-Sobczyk, M. (2023). Social media influencer marketing in the promotion of tourist
destinations. European Research Studies  Journal, 26(4), 585-594.
https://doi.org/10.35808/ersj/3309

Purnomo, Y. J. (2024). Consumer behavior analysis of MSME products through social media
interaction during Eid al-Fitr celebration. Journal of Contemporary Administration and
Management (ADMAN), 2(1), 423-429. https://doi.org/10.61549/adman.v2il.164

Ramya, J., Mukherjee, R., Abhishek, P. F., & Fernandes, D. (2024). Influencer marketing:
Evaluating the impact of social media influencers on consumer behavior. Migration
Letters, 21(S6), 1535-1546. https://doi.org/10.33182/ml.v21iS6.8341.

Rao, A.R., Bergen, M. E., & Davis, S. (2000). How to fight a price war. Harvard Business Review,
78(2), 107-120.

Sahibzada, U. F., Cai, J., Latif, K. F., & Sahibzada, H. F. (2020). Knowledge management
processes, knowledge worker satisfaction, and organizational performance: Symmetric
and asymmetrical analysis. Aslib Journal of Information Management, 72(1), 112-129.
https://doi.org/10.1108/AJIM-07-2019-0182

Salazar, J. M. R. (2017). Inverted u-shaped impact of social media posting frequency on
engagement and sentiment ratio. Empirical Quests for Management Essences, 1(3), 1—
15..

Sprout Social. (2025). Best times to post on social media in 2025. Retrieved from
https://sproutsocial.com/insights/best-times-to-post-on-social-media/

Tourism Malaysia Sabah. (2025, June 24). Tourism Malaysia unveils “Explore Sabah” campaign
to boost visitor arrivals to the state. Ministry of Tourism, Arts and Culture Malaysia.
Retrieved from https://www.tourism.gov.my/media/view/tourism-malaysia-unveils-
explore-sabah-campaign-to-boost-visitor-arrivals-to-the-state-1

Tran, L. T. T. (2022). Personalized marketing: A review of the literature and future research
agenda. Journal of Marketing Communications, 28(1), 63-80.
https://doi.org/10.1080/13527266.2020.1717250

Unal, D. A. (2024). Unlocking Instagram success: Factors shaping consumer engagement in
social media marketing. Optimum Ekonomi ve Yénetim Bilimleri Dergisi, 11(1), 121-136.
https://doi.org/10.5281/zenodo.10794567

1682


https://doi.org/10.1016/j.jbusres.2021.11.027
https://doi.org/10.1080/23311975.2024.2421411
https://doi.org/10.51622/jms.v5i1.6218
https://doi.org/10.1108/SJME-04-2024-0089
https://doi.org/10.35808/ersj/3309
https://doi.org/10.61549/adman.v2i1.164
https://doi.org/10.1108/AJIM-07-2019-0182
https://doi.org/10.1080/13527266.2020.1717250
https://doi.org/10.5281/zenodo.10794567

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 15, No. 12, 2025, E-ISSN: 2222-6990 © 2025

Wibowo, A., Chen, S.-C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2021). Customer
behavior as an outcome of social media marketing: The role of social media marketing
activity and customer experience. Sustainability, 13(1), 189.
https://doi.org/10.3390/su13010189

1683


https://doi.org/10.3390/su13010189

