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Abstract: - The hospitality industry has faced considerable challenges in its global advertising endeavors, which are predominantly
attributable to the problem of expensive expenses. Conventional commercial communication channels, including television and radio, seem
to accrue substantial costs without successfully reaching the intended audience, resulting in unsatisfactory results. The objective of this
research was to evaluate Mediating Role of Service Quality in Digital marketing strategy for Increasing Customer Engagement: Insights
from Cyprus Restaurant by skilled restaurant marketing management. These strategies included digital marketing, The present assessment
was carried out with a specific emphasis on the hospitality sector in North Cyprus, taking into account the potential mediating effect of
service quality. As a result, a set of questionnaires were formulated and subsequently distributed through an online platform, comprising
200 questionnaires in total. The demographic composition of the area comprised both managerial and staff members of the hospitality sector
in North Cyprus. Furthermore, interviews were conducted with the managers as well. In alignment with the research inquiry and objectives,
data collection was conducted utilizing a qualitative techniques, incorporating both inductive and deductive approaches. The analysis made
use of a variety of descriptive statistics, including tables and charts. Utilizing software application Smart PLS, and Statistical Package for
the Social Sciences (SPSS), the acquired data was analyzed. Customer engagement is significantly impacted by Digital Marketing,
according to the overall conclusion. An additional factor that mediates this effect is the quality of service provided. In brief, the research
results suggest that the adoption of marketing tactics has been instrumental in cultivating dependable relationships between consumers and
dining establishments, thus emerging as an essential channel for establishments seeking to augment customer involvement. In the business
domain, marketing strategies fulfill a twofold function: they facilitate consumer engagement and acquisition, while also ensuring the
retention of existing customers. It is recommended that restaurants enhance the efficiency of their digital marketing channel utilization
across all operational activities to facilitate smooth client communication and improve customer feedback management.
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1. Introduction

The evolution of commerce has transformed the nature of business throughout history. In contempor ary times,
the rapid advancement of computer and Internet technology has expedited this transformation. The illustration
indicates that e-business has facilitated the emergence of novel categories of enterprises and novel opportunities
for growth for pre-existing ones(Henry, 2022). These enterprises have modified their marketing strategies to align
with and capitalize on these changes.

Contemporary business organizations have adopted interactive marketing strategies that proactively engage their
intended audience to enhance their financial gains. According to Abiyyuansyah and Irawan(2019), the Interactive
Advertising Bureau's (IAB) definition of interactive advertising encompasses various forms of promotional
techniques such as banners, endorsements, e-mail, keyword searches, referrals, positioned fees, classified ads, and
dynamic television commercials. To establish credibility with their intended demographic, entrepreneurs may
utilise electronic media as a component of their integrated marketing communication strategy. This approach
ensures that the brand's message is consistently communicated across traditional and non-traditional channels.
According to Vinerean and Opreana (2021), this facilitates businesses to engage in more significant interactions
with their clientele.

Technological developments in hardware, software, and big data have enabled electronic marketers to assess the
effectiveness of specific advertisements and organizational objectives through tangible metrics (F. Li et al., 2021).
In contemporary times, owing to technological advancements, enterprises and dining establishments across the
globe are incessantly gathering consumer data to enhance their operations and attain a competitive advantage.
According to Dai and Wang(2021), cookies are commonly utilised by online enterprises and dining establishments
to monitor their customers' online behaviors, aiming to deliver more pertinent advertisements.

The primary objective of commercial hospitality is to establish a powerful bond between the host and the visitor,
thereby enhancing the overall experience and promoting customer loyalty (Tamanna & Bansal, 2022).
Incorporating concepts from the hospitality sector can enhance the likelihood of facilitating engagement between
service providers and consumers within commercial enterprises. As per Julianti and Delliana(2020) literature, the
focus of research in the hotel industry should shift from merely monitoring service quality to encompassing the
social or emotional engagement of the consumer. Comprehending the affective reaction of patrons towards service
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is a fundamental aspect for enterprises operating in the hospitality industry. In the food service industry, displaying
appropriate hosting behaviour and providing exceptional service by the host staff can lead to an increase in client
retention through eliciting positive emotional reactions. Lopes, Porto and Casais (2022) study suggests that
customers' dining experiences are positively influenced by appropriate staff behaviour and an inviting restaurant
atmosphere.

Consequently, the amicability of the personnel and the dining establishment's atmosphere significantly impact the
affective reaction and the probability of a patron's reoccurrence. According to Yul Zamrudi and 1l-Hyun(2022),
entertainment is a fundamental basis for social and interpersonal engagement. It has been recognised as a viable
means of establishing significant connections with others. According to Yachou Aityassine, Al-Ajlouni and
Mohammad(2022) argument, the hotel industry could potentially enhance its customer engagement strategies by
drawing insights from the entertainment industry.

The restaurant industry, among various other sectors, had a substantial challenge in 2020 due to the breakout of
COVID-19 and the subsequent implementation of legislation. It is expected that eating establishments would
experience a decline in revenue while they are closed for a prolonged duration (Suratos, 2022). Furthermore, the
implementation of both the new customer cap and hourly limit has taken place. Nevertheless, it is important to
note that these factors are solely the proximate elements that exerted an impact on the company industry(S. Q.
Liu et al., 2020). Considering the broader context is crucial, encompassing factors such as the increasing societal
awareness of crowd sensitivity and the diminishing levels of discretionary cash among individuals(Liang & Chen,
2021).

In the current context, it is imperative to formulate a comprehensive marketing strategy that will effectively
address obstacles, sustain the firm's achievements, and facilitate the expansion of both financial gains and
customer allegiance. A marketing strategy refers to the strategic and prospective approach adopted by a firm to
acquire a lasting competitive advantage by identifying and fulfilling the needs of its target market. According to
Ahmadi & Harianto(2023), There is a potential for the company to surmount its current obstacles, improve its
service offerings, and broaden its market reach by modifying its present marketing strategies and implementing a
novel strategic blueprint.

The viability of the restaurant is contingent upon effective marketing strategies. The cafe is expected to attract a
large number of customers as a result of its astute advertising effort. There is a strong likelihood that they will
come back (Moon, 2021). The attainment of effective marketing strategies results in customers expressing
satisfaction and willingly endorsing one's business to others, yielding financial advantages. The study conducted
by Shcherbakova(2020) serves as the basis for this reference.

Merely possessing competence is no longer deemed satisfactory. Demonstrating one's value is of significant
importance(Virola, 2019). A consumer who patronizes a dining establishment may have a reduced likelihood of
revisiting it if their rating is merely classified as "good." The rationale behind this is that a multitude of alternative
dining establishments of exceptional quality are available(Tan et al., 2023). A consumer who evaluates their
experience as "excellent" is significantly more inclined to both revisit and endorse your business to acquaintances
and relatives. The reference provided is Kaligis et al.(2021).

According to Alsalim(2022), the marketing strategy emphasizes the significance of customer involvement in
evaluating the impact and efficacy of advertising. Consequently, it encompasses the concepts and methods
employed to modify consumers' understanding, mindsets, and behavior (Sai Vijay et al., 2019). Given that the
primary goal is to generate profit, it is imperative to incorporate an examination of consumers' inclination to
engage in purchasing inside the realm of online commerce while conducting an analysis. The graphic illustrates
the structure for e-marketing strategy. Effective marketing plans that are thorough and skillfully implemented
have the ability to attract new clients, maintain the interest of existing ones until an argument of purchase, and
provide insights into the most profitable strategies for the future(Ariswanto & Alversia, 2021)

Globally, the hotel industries are one of the fastest-growing industries, contributing significantly to the economic
growth of a country (Gom et al., 2021). Despite growing recognition of the detrimental effects of cyber incivility
and knowledge hiding on organizational performance and employee well-being, there is a dearth of empirical
studies exploring the potential mediating role of Service Quality in this context. Therefore, this study aims to
address this gap by examining how Service Quality may influence the relationship between Digital marketing and
Customer Engagement among restaurant manager. Specifically, the objectives of the study include exploring the
extent to which Service Quality mitigates the positive impact of Digital marketing for increasing Customer
Engagement, Thus, improving promotion and attracting customers and achieving economic growth at the
restaurant level and then at the local level.

1.1. Problem Statement and Research Gap

According to Lopes, Porto and Casais (2022), a company's marketing efforts' effectiveness is directly correlated
with its competitiveness and profitability. According to Herlina et al.(2022), half of all businesses experience
failure within the initial five years of operation, with inadequate marketing being a significant contributing factor.
Inefficient advertising strategies pose a significant challenge for small businesses, resulting in financial losses.
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Some managers in the hospitality sector exhibit a deficiency in effective marketing strategies that could potentially
enhance their organizations’ profitability and sustain consumer engagement.

Nonetheless, limited attention has been given to the impact of proficient marketing management strategies on
restaurants' customer base engagement and outcomes. Consequently, there is a possibility that the affective
reactions, engagement, and contentment of clients towards the service may not be given due attention(Zhang &
Du, 2020). This study aims to assist dining establishments proprietors in devising digital marketing strategies and
differentiation tactics that will enhance customer involvement. To date, no research of this kind has been
conducted specifically on the hospitality industry in North Cyprus. This study represents the inaugural
investigation into the digital marketing and relations with clients practices and the effect of service quality as a
mediation role of the hospitality industry in North Cyprus.

2. Literature Review

2.1. Customer Engagement

In essence, customer engagement refers to establishing and sustaining effective communication channels with
one's customer base through diverse promotional platforms. Contemporary client engagement methods encompass
a diverse range of channels, such as Short Message Service (SMS), electronic mail (email), online platforms,
promotional campaigns, social networking platforms, platforms dedicated to customer feedback, face-to-face
consultations, and other means. Customers can be located in various locations, necessitating the marketer's
responsibility to identify and engage with them(Zheng et al., 2022).

In contrast to previous marketing concepts, such as customer participation, engagement has evolved as a more
recent phenomenon, with its inception in 2010 (Afifah et al., 2020). Scholars in the fields of organizational theory,
educational theory, and social psychology have demonstrated a greater level of focus on the subject compared to
the field of management theory(Shawky et al., 2020). Customer engagement has been identified as a significant
determinant of contemporary consumers' behaviors and choices, as indicated by recent scholarly investigations in
marketing (de Oliveira Santini et al., 2020).

The concept of engagement, specifically concerning consumers or customers, has been extensively discussed in
the marketing literature. However, other terms have emerged in this domain, such as CEB, which refers to
customer brand engagement(Thi et al., 2020; Yoong & Lian, 2019; Vlachvei et al., 2022).

2.2. Digital Marketing

Digital marketing refers to online marketing enabling interactive connections between organizations and their
customers via digital channels. Within the context of multichannel advertising (Masrianto et al., 2022), "digital
marketing"” refers to the deliberate and comprehensive utilization of the Internet, social media platforms, and
marketing technology to attain overall organizational triumph. The increasing prevalence of online connectivity
and global interactions has facilitated the ability of marketers to effectively engage with their desired consumer
groups (Rizvanovi¢ et al., 2023). Technological advancements and the evolution of communication technologies
have had a significant role in this outcome.

Marketing can be considered a dynamic commercial endeavor subject to constant change. The role of promotion
has been significantly influenced by several factors such as material and energy shortages, inflation, economic
recessions, high unemployment rates, declining industries and companies, acts of terrorism and war, and the
consequences of rapid technological advancements in specific sectors (Langan et al., 2019). The emergence of
the internet and other related causes have prompted contemporary marketing executives to adopt a more market-
oriented approach in their strategic decision-making. This shift necessitates the implementation of a systematic
methodology for collecting up-to-date and precise information on customers, products, and the overall
market(Apasrawirote et al., 2022). Utilizing the World Wide Web as a platform for promoting and
commercializing a product or service is sometimes called "Internet marketing." The utilization of internet
platforms for marketing purposes capitalizes on the inherent convenience associated with online
purchase(Setkute& Dibb, 2022). According to Saura(2021), every form of commercial activity carried out on the
Internet falls within the category of electronic commerce, sometimes referred to as ""e-commerce."

2.3. Service Quality

According to Endeshaw(2021), service quality can be defined as a dynamic condition wherein the products,
individuals, processes, and environment provided by a company either meet or beyond the expectations of its
customers. The SERVQUAL rating scale was first developed by (Supriyanto et al., 2021; Afthanorhan et al.,
2019). Incorporating more factors such as "tangible," "reliable," “responsive," "communicative," "assuring," and
"empathetic." Rita et al.(2019) posits that a high-quality service comprises several essential elements, including a
physical product that instills confidence in the user, adequate technological infrastructure, and well-trained
personnel. Reliability, which lies at the core, entails fulfilling continuously or beyond consumer
expectations(Uvet, 2020). Being responsive refers to promptly addressing requests, eliminating service failures,
and reducing waiting periods. Possessing capabilities to deliver services, establish trust with clients, and
demonstrate respect and caring towards them all indicate assurance(Agarwal & Dhingra, 2023). The capacity to
demonstrate empathy towards consumers and customize services according to their individual needs significantly
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influences a company's competitive edge and overall success(Chen& Zhong, 2022). This examination considers
service quality indicators such as quantifiability, reliability, flexibility, assurance, and empathy.

2.4. Digital Marketing and Customer Engagement

Customer engagement is commonly regarded as a psychological condition in which customers develop an
emotional connection with a specific brand (Akbar & Suwitho, 2022). The impact of marketing strategy is
predicated upon a fundamental assumption. As per the definition proposed by Clarence & Keni(2022b), the
concept of "customer engagement" encompasses customer behaviors that extend beyond the mere act of making
a purchase, including positive word-of-mouth (WOM) and active involvement. According to recent studies
conducted by Habib et al.(2022) and Kaihatu(2020), marketing through social media and mobile devices are two
prominent digital marketing strategies that have significantly impacted client engagement. According to Clarence
& Keni(2022a), there is a positive relationship between consumers' perceptions of the value of eco-friendly
products and their brand loyalty. The relationship between social media analytics and corporate performance is
significantly influenced by consumer contact, as Susanti & Bunda (2021) discussed.

The efficacy of digital marketing in establishing connections with clients is widely recognized. As posited by
Abiyyuansyah & Irawan(2019), engagement is most effectively comprehended as a cognitive state distinct from
behaviors such as the consumption and dissemination of content. The majority of existing research has focused
on investigating the impact of digital and social media marketing specifically within the context of for-profit
enterprises(Susanti& Bunda, 2021). However, a limited number of studies have explored this subject matter from
the standpoint of non-profit entities. Recent research have established a correlation between digital marketing and
heightened levels of customer engagement (Stefanus Kaihatu, 2020). The responses of users to social media
activities exhibit variability contingent upon the specific platform employed. Scholars such as Clement Addo et
al.(2021), Terho et al.(2022), EI(2021) and Kulikovskaja et al.(2023) have conducted investigations on the
utilization of Facebook and Twitter by nonprofit organizations, yielding diverse findings and discernible effects
on user engagement. To facilitate the preservation of enduring customer relationships, marketers must effectively
communicate and actively engage with their intended target audience(Nawaz & Kaldeen, 2020). Lasting customer
connections are established through the cultivation of trust, likeability, and loyalty, with digital marketing serving
as a facilitator (Vinerean & Opreana, 2021). In their study, YachouAityassine et al.(2022) examined a dataset
consisting of 106,316 Facebook posts derived from 782 different organizations. Their findings indicate that the
utilization of comedic elements and emotional appeals positively influences audience engagement and
participation. Individuals who choose to follow brand pages are granted the privilege of accessing material and
are provided with opportunities to interact with said content through a range of methods (Zahay, 2021).
According to the findings of ALDAIHANI(2021), it can be inferred that engagement is highly contingent upon
specific situational factors. Based on the findings of their quantitative investigation, the pivotal factor for
comprehending the relationship between consumers' views towards advertisements and their use of digital media
is their engagement in digital marketing. In their study, Rizvanovi¢ et al.(2023) utilized the engagement encounter
paradigm as a framework to investigate the concept of engagement and its ramifications for marketing on social
media platforms. Based on the engagement experience paradigm, an individual's degree of digital engagement
increases in response to their digital interactions. The flexible approach employed in this study assessed customer
engagement across different brand and product scenarios. Syaglova & Mojsovska Salamovska(2019) conducted
a study that provided evidence supporting the notion that employing a varied approach to assessing engagement
can be beneficial in predicting consumer behavior and customer involvement.

The advent of digital marketing has given rise to a novel landscape characterized by a distinct network of
interpersonal connections. Companies are acknowledging the potential of this trend and actively striving to
incorporate it into their operations (K. H. Kim et al., 2021). Meanwhile, consumers are once again positioned at
the forefront of the corporate landscape. Consumer purchase behavior refers to the inclination of individuals to
engage in activities such as shopping, evaluating alternatives, making commitments, and ultimately disposing of
the goods and services they require (Julianti & Delliana, 2020). Researchers have developed models that represent
the purchasing behaviors of customers. The consumer decision-making process involves identifying needs and
wants, followed by thorough research, evaluation of available options, the actual purchase, and ultimately, a post-
buy analysis Blut et al.(2023). The advent of social media has provided marketers with new avenues for
communication and client involvement.

In conclusion, it is imperative for digital marketing strategies to enhance customer engagement and maximize a
firm's profitability to consider the influence of digital marketing on consumers' purchasing behavior(Raghavan&
Pai, 2021). According to Sakas et al.(2022), businesses have the opportunity to advertise themselves without
incurring any expenses due to the affordability of advertising on social media platforms. According to Mogaji et
al.(2021), a relatively small initial investment by a company can be enough to initiate a social media strategy
effectively.

The findings above indicate a potential cause-and-effect connection between the implementation of digital
marketing strategies and the level of customer engagement. Consequently, this prompts the formulation of the
following hypothesis.
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2.5. Mediating role of service quality

As per the scholarly literature Simbolon and Yanti(2021), the term "perceived quality of service" refers to a
comprehensive evaluation or perspective concerning the superiority of services. Monferrer, Moliner and
Estrada(2019) argue that antecedents that prioritize customer-centric approaches are more effective in capturing
customers' genuine engagement and cooperation, leading to favorable outcomes for organizations regarding
consumer behavior. The researchers analyzed the impact of customers' psychological tendencies, perceived
benefits, and social values on their engagement with brands and organizations. As per Mathur, Tewari and
Singh(2021) marketing research findings, consumers are increasingly inclined to seek experiential value from the
products and services they procure.

Empirical studies generally indicate a strong correlation between customer-based metrics and customer
engagement. However, the findings of Park and Gong(2023) suggest that the relationship between service quality
and customer engagement is not particularly noteworthy. The impact of brand experience on customer
engagement is significant, both directly and indirectly. This study diverges from previous research that has
conceptualized service quality as a forecaster of customer engagement. Instead, it proposes that the evaluations
made by students regarding the quality of services offered by online vendors function as intermediaries in the
sequential influence of brand experience on consumer engagement(Sulaimon & Vorobyova, 2022).

Guru et al.(2023) posit that branding is a significant and favorable precursor to customer engagement. The
perception of the quality of service is intricately connected to the overall brand experience.

According to the research conducted by Malhotra and Agarwal(2020), the marketing mix elements that have the
greatest impact on customers' purchasing decisions are price, promotion, new product development, and
placement. This implies that travel agencies can retain their existing customer base by providing attractive,
competitive pricing and discounts.

According to Ameen et al.(2021), implementing customer relationship management (CRM) in Jordanian banks
has been observed to influence customer satisfaction, retention, and service excellence. Furthermore, Beloucif,
Mehafdi and Komey(2022) discovered that proficient administration of the student-parent relationship augmented
the probability of students advocating for their schools to prospective students. Thi Bao Tram, Hai Quynh and
Author(2021) found that electronic customer relationship management's pre-service and during-service features
are strong predictors of customer loyalty.

2.6. Digital Marketing and Service Quality

Kerdpitak(2022) defined service quality as the primary focal point for assessing customer satisfaction with the
overall service experience. The recognition of the significance of service quality in relation to loyalty and retention
of clients has been acknowledged for a considerable period. According to Djakasaputra et al.(2021), the referred
component is extensively studied in the context of effective collaborations. It is imperative for businesses to
consistently deliver exceptional service and demonstrate proficiency in delivering value to their clientele. It is
advisable for companies operating in marketplaces characterized by intense competition to give precedence to
service quality and implement strategies that are designed to enhance customer lifetime value (Liwafa & Utami,
2021; Ardisa et al., 2022). Enhancing the quality of client connections and services by investing in them increases
customer satisfaction. According to Koesharijadi et al.(2022), effectively managing a company's tangible and
intangible assets has the potential to enhance customer satisfaction and improve the firm's market position.
Technological improvements have led to enhancements in service quality and increased user convenience
(Sumarlinah et al., 2022). Reshanggono & Pradana(2021) define "service quality” as the extent to which a
customer is content with the total service experience, encompassing elements such as staff friendliness and
geographical convenience. Ghosh & Roy(2022) were among the pioneering academics who initially attempted to
formulate a conceptualization of service quality. The term was defined as a "quantification of the degree to which
the level of service offered aligns with the customer's anticipated level of satisfaction." Within this particular
context, the term "service quality" pertains to a comprehensive perception of the service's exceptional nature.
According to Mulyadi et al.(2023), a crucial initial phase in enhancing service quality involves evaluating the
extent to which actual outcomes align with client expectations. Khasanah & Syahrani(2022) posited that this
phenomenon arises from the act of comparing one's real performance to an ideal standard or from individuals'
subjective evaluations of their own achievement. Multiple studies have indicated that service quality may be
divided into two primary components, as evidenced by the work of (Saiful, 2022). The primary aspect to
contemplate is the nature of the service rendered, commonly referred to as the "outcome quality” or "technical
quality" of the service. The second determinant pertains to the service's mode of delivery, encompassing the
sequential actions undertaken by a consumer in order to obtain the ultimate outcome of the service(Ginting et al.,
2022).

2.7. Customer Engagement and Service Quality

The significance of service quality in relation to customer satisfaction has been firmly established in the literature
(Chang et al., 2021). According to Merdiaty & Aldrin(2022), the concept of e-service quality refers to the degree
to which online websites improve the efficiency and effectiveness of customers' exploration and consumption
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activities, encompassing service elements such as distribution and consultation. According to Ananda et al.(2022),
it reflects customers' perceptions of the overall quality of the online shopping process.

In order to effectively support value co-creation on an e-commerce platform, it is imperative to consider the
significance of customer involvement behavior (Prentice et al., 2019). The notion of consumer engagement has
been conceptualized in diverse manners. Customer engagement can be defined as the cognitive and affective
commitment that consumers develop towards a brand (Khan et al., 2023). J. S. Chen et al.(2020)define "customer
engagement” as the affective commitment of customers towards the process of co-creating value. Client
engagement is perceived as a series of acts that are motivated by various motivations (Dhasan et al., 2021).
Mohd Ridzuan et al.(2022) conducted a study to investigate the impact of mobile service quality on customer
engagement behavior in the mobile commerce era. In particular, the data was collected from Chinese mobile
shoppers who have cross-border online shopping experiences for Korean clothing products. An online
questionnaire was used to collect data. Statistical tools of software SPSS 26 and AMOS 24 are used to do
reliability and validity analysis, correlation analysis, and the model-fit test of the structural equation model (SEM).
In total, 420 valid questionnaires were utilized. The results verified the 13 hypotheses, which provide valuable
insights into mobile service quality for mobile retailers to elicit customer engagement behaviors. Furthermore, the
results show that customer satisfaction is the most significant mediating variable, which provides a new view to
understanding mobile service quality's impact on customer engagement behavior. The structural framework could
fill some research gaps of service quality in mobile commerce and provide some ideas for future research, i.e.,
gender view for online customers(Wijesekera& Fernando, 2023).

The issue of service quality has been a subject of debate within the realm of supporting business-to-consumer
(B2C) e-commerce transactions, as discussed (Gupta & Singharia, 2021). According to the definition provided by
Indarto et al.(2021), customer engagement refers to the establishment of a tangible and affective bond between a
business-to-consumer (B2C) online retailer and its clientele. The level of customer engagement is enhanced when
individuals utilize electronic services to make purchases of goods or services (Islam et al., 2019). The provision
of exceptional service has been identified as a means to enhance customer loyalty (Utami et al., 2022).
Consequently, this will result in heightened levels of client satisfaction within the realm of business-to-consumer
(B2C) electronic commerce.

The study highlighted two research hypotheses outlined as under:

H1: The direct influence of digital marketing strategy on customer engagement is significant within the context
of Cyprus restaurants.

H2: the Service quality acts as a mediator, contributing to the indirect impact of digital marketing strategy on
customer engagement in Cyprus restaurants.

3. Methods

3.1. Participants

The institutional review board, reviewed and approved the current study. There are many different ways to select
survey participants, each with its advantages and disadvantages. One technique often used is purposive sampling
because it allows researchers to select a specific type of person they want to include in their study. It can be a
more efficient way to select participants since the researcher does not have to sift through a large pool of potential
respondents. Finally, purposive sampling can help ensure that the survey participants are representative of the
population of interest (Ames et al., 2019). Despite the usefulness of the purposive sampling method, it also comes
with certain limitations. For example, it takes longer to recruit participants using purposive sampling than
probability methods like simple randomization because researchers actively seek out individuals who meet
specific criteria instead of randomly assigning them from a larger pool (Etikan et al., 2016). To avoid such
limitations, we explicitly followed strict inclusion and exclusion criteria for selecting the participants. Participants
were identified as Marketing Manger of the 40 best restaurants in Cyprus according to Tripadvisor website
(Updated December 2023) (tripadvisor.com) through personal contacts and their social media profile (LinkedIn).
The participants were selected based on strict inclusion criteria, which stated that each participant must have at
least three years of experience in restaurant management, marketing management and hospitality, be part of the
restaurant’s marketing administrative setup, and be actively involved in decision-making. However, participant
selection was eased out for the ethnicity and origin of the participants. This diversity of respondents strengthened
the richness of the collected data.

3.2. Instruments

Initially, semi-structured interviews were performed involving 15 experts from the top Marketing management of
Cyprus restaurants to assess their first-hand experiences and perspectives on Digital marketing strategy within
their workplaces. Through in-depth conversations, the experts shared instances of specific behaviors, dynamics,
and Marketing challenges related to Digital marketing. The thematic content analysis of these interviews yielded
a rich set of attributes that were essential in crafting the questionnaire items for the Digital marketing strategy.
The attributes for Digital marketing strategy were derived from the interview data and available literature, whereas
attributes for service quality and customer engagement were developed also from available literature and validated
from established instruments in the literature, including the (Al-hawary & Obiadat, 2021; Lopez-Gracia et al,
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2019; llyas et al., 2021), and a survey instrument developed by (Al-hawary & alfassed (2022) and Alalwan et al.,
(2020) for customer engagement Ultimately, and a survey instrument developed by (Supriyanto et al., 2021;
Afthanorhan et al., 2019)for Service Quality, questionnaire comprising 10 attributes for Digital marketing
Strategy, 4 attributes for Customer engagement, and 4 for Service Quality was developed. The questionnaire
encompassed four axes: the first gathered demographic data, while the subsequent axes included items related to
each tested variable (Table 1).

3.2.1. Digital marketing

For the measure of Digital marketing strategies, participants were first given a list of digital marketing strategies
that commonly used in the marketing plan strategies in the resturents in Cyprus, Then, participants read the list ,
these strategies include social media marketing, where platforms like Facebook, Instagram, TikTok, X....etc, are
utilized to engage with the target audience and promote special offers. Email marketing is employed to build
customer subscriber lists and send newsletters, promotions, and updates. Search engine optimization (SEO)
ensures that restaurant websites rank higher in search results, while online advertising campaigns increase
visibility and drive traffic. Reputation management involves monitoring and responding to online reviews, while
influencer marketing leverages collaborations with popular food bloggers and social media influencers.
Optimizing websites for online reservations and providing user-friendly experiences, along with content
marketing efforts, further contribute to effective digital marketing strategies for restaurants in Cyprus..” After
reading the list, participants indicated how often they experienced these strategies at the workplace using a 5-point
Likert-type scale ranging from 1 (Strongly disagree) to 5 (Strongly agree). The participants were asked 10
questions related to the most common digital marketing strategies used in their restaurant to be assessed by the
participants, the Tested variables and their respective items listed in the questionnaire survey (DM1, DM2, DM3
DM4, DM4, DM5, DM7, DM8, DM9, DM10), for example” Your website acts as a virtual embodiment of your
business or brand, serving as a platform to present your products, services, values, and distinctive identity to
potential customers.”, “the website expands your visibility, enabling you to execute diverse and dynamic
marketing campaigns.”, “the content marketing focus on creating valuable and relevant content to your products
and services to attract and engage your customer ““, you use SEO to optimizing your website to improve it visibility
on search engine.”

3.2.2.  Service Quality

Service quality can be defined as the perception of the service rendered compared to the buyers' expectations.
When the performance falls short of expectations, it results in a lower perceived quality and leads to customer
dissatisfaction. The SERVQUAL model, initially developed by Parasuraman et al., (1985; 1988) defines service
quality through ten dimensions, then (Supriyanto et al., 2021; Afthanorhan et al., 2019)revised the model and
decrease the dimensions to five: reliability, assurance, tangibles, empathy, and responsiveness. Numerous
researchers have explored the influence of service quality on customer engagement and loyalty using the
SERVQUAL measurement scale. While initially designed for trading companies, the model has been applied to
various industries such as banking, informatics, telecommunications, and Hotel industry. The SERVQUAL model
is valuable for e system managers seeking to identify areas for service improvement and researchers assessing the
success of e system services (Brzakovic et al., 2021).

Participants were asked to indicate the extent to which they agreed with four statements using a 5-point Likert
scale ranging from 1 (Least satisfied) to 5 (most satisfied). The SERVQUAL consists of 21 items that assess four
key elements of Service Quality that create significant results: (SQ1) Reliability, (SQ2) Tangibility, (SQ3)
Empathy, and (SQ4) Responsiveness (Brzakovic et al., 2021).

3.2.3. Customer engagement

To assess the prevalence of Customer engagement behaviors in Cyprus restaurants, a survey instrument developed
in light of literature (Al-hawary & alfassed (2022) and Alalwan et al., (2020). This instrument comprised four
dimensions aimed at capturing different aspects of Customer engagement behaviors, The modified survey items
were designed to align with the unique challenges and dynamics present in restaurants context, particularly
focusing on the four tested bahavious and their respective in the model; (CE1) Cognitive engagements, (CE2)
emotional engagements, (CE3) behavioral engagements, and (CE4) Social engagements. Participants were asked
to rate their agreement with each statement on a 5-point Likert-type scale, ranging from 1 (strongly disagree) to 5
(strongly agree), reflecting their perceptions and experiences regarding Customer engagement behaviors within
their respective work environments.

3.3. Survey procedure

A pilot study was conducted with five respondents to validate the survey instrument and identify areas the
respondents found challenging to apprehend. Changes were made where necessary to ensure that the survey
instrument was clear and suitable for its intended purpose.

Participants were informed via an email invitation about the study's objectives of the study along with a consent
form and a link to the online survey developed by Qualtrics, an online survey platform (Baker, 2013). All
participants completed an informed consent form to acknowledge their participation agreement. The survey took
approximately 15-20 minutes, and participants were under no time limit while taking the survey. A total of 270
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invitations were sent; out of them, 210 responded to the request, whereas 200 finished the study. The response
rate was 70.4 %, well above the accepted rate of 60 % (Kamaruddin et al., 2019). A reminder was sent every two
weeks to those participants who did not respond to all the questions completely in time.
3.4. Statistical analysis
The data analysis employed a causal-predictive structural equation modeling (SEM) approach using Smart PLS 4
software (Ringle et al., 2015). Covariance-based SEM (CB-SEM) relies on the ambiguity of item scores (Rigdon
et al., 2017). In contrast, PLS-SEM works with fixed latent scores and aims to maximize the prediction of
endogenous components rather than focusing solely on model fit (Hair et al., 2019). The reliability and validity
of the models were rigorously evaluated through established statistical methods. To gauge internal consistency,
Cronbach’s alpha (o) values exceeding 0.70 were employed, ensuring that the items within each construct
consistently measured the same underlying concept. Additionally, composite reliability (CR) values greater than
0.70 were utilized to confirm the reliability of the measurement model, indicating the degree to which the observed
variables reliably reflected their corresponding latent constructs. For construct validity, the average variance
extracted (AVE) was a key metric. AVE values exceeding 0.50 indicated that a substantial proportion of the
variance in the construct was captured by its associated indicators. Furthermore, the Fornell-Larcker criterion was
applied to assess discriminant validity. This involved comparing the square of each variable’s AVE with the inter-
correlations between constructs. The criterion was considered satisfied when the square of each variable’s AVE
exceeded its correlations with other constructs (Radomir and Moisescu, 2020).
4. Results
4.1. Demographic information of the participants
Table 1 illustrates the demographic information of the survey participants. The frequency distribution revealed
that 73.0 % of participants were male, whereas 27.0% were females. Concerning age, 56.0 % of participants were
between the ages of 30-35, whereas 12.5% were under 30. And 31.5% for 35-40, Regarding the qualification of
the participants, 46.0 % had a higher education, whereas 54.0 % of participants held a bachelor’s degree. 51.0 %
of the participants had 5-10 years of work experience, followed by > 10 years % with experience more than 10
years of experience. Concerning their current position in hotel management, 44.0 % of participants were Content
creator manager, followed by marketing Manager (43.0%).

Table 1. Demographic information of the survey participants

Characteristics  Categories Frequency Percent
Gender Male 146 73.0
Female 54 27.0
Age 25-30 25 125
30-35 112 56.0
35-40 63 315
Qualification Bachelor’s degree 108 54.0
Higher education 92 46.0
Experience <5 years 43 215
5-10 years 102 51.0
> 10 years 55 27.5
Current Position  marketing Manager 86 43.0
Content creator manager 88 44.0
Website Manager 26 13.0

4.2. Assessment of the measurement model

To assess and evaluate the interactive relationships among the model variables, we employed a causal-predictive
structural equation modeling (SEM) approach using Smart PLS 4 software. PLS-SEM is particularly advantageous
for handling challenging and intricate structural models, including second-order models and small sample sizes,
and it is less stringent regarding data normality. In Figure 1, the loadings of items from various scales and R for
each variable within the inner model are presented. Figure 2 displays the significance levels of each scale item in
the outer model, as well as the significance levels of the relationships between the variables within the inner
model.
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Figure 2: Path coefficients and R-square
In Figure 1, the outer model loadings predominantly exceeded the 0.7 threshold, and their corresponding p-values
played a crucial role in Figure 2. Additionally, Table 2 indicates that Cronbach’s alpha (a) > 0.70, composite
reliability (CR) > 0.70, and average variance extracted (AVE) > 0.50, further supporting the reliability of the
measurements. Furthermore, Table 2 demonstrates the fulfillment of the Fornell-Larcker criterion, as the square
of each variable’s AVE surpasses the inter-correlations.
Table 2. Convergent validity of the tested variables

Instruments a CR rho  AVE R?
Digital Marketing Strategy 0.864 0.867 0.891 0.506 -
Customer engagement 0.712 0.830 0.823 0.608 0.568
Service Quality 0.747 0.751 0.840 0.568 0.430

Table 3. Divergent validity based on the Fornell-Larcker approach

Measures 1 2 3
Digital Marketing Strategy (DMS)  0.671

Customer engagement 0.719 0.735

Service Quality 0.655 0.642 0.754

Table 4 presents the coefficient estimations for the structural model. The observed direct impact of digital
marketing strategies on Customer engagement is both positive and significant (B =0.522, p = 0.00), while the
direct effect of Service Quality on Customer engagement is also positive and significant (f=0.300, p = 0.00),
also, the direct effect of digital marketing strategies on Service Quality is positive and significant (= 0.655, p =
0.00). Additionally, the mediating impact of Service Quality on the association between digital marketing
strategies and Customer engagement is positive and significant (B = 0.196, p =0.00). Furthermore, the model's R?,
explaining the variance, is 0.568, equivalent to 56.8% for Customer engagement. Falk and Miller (1992) proposed
a benchmark for R2 values, suggesting that the lowest recommended level should be 0.10. Thus, digital marketing
strategies has a complementary partial mediation effect on Customer engagement via Service Quality as all the
three components of the path analysis possessed significant path coefficients.
Table 4. Direct and interaction effects

Relationships B T p
Direct effects

Digital Marketing Strategy-> Customer engagement 0.522 9.046 0.000
Digital Marketing Strategy -> Service Quality 0.655 18.789 0.000
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Service Quality -> Customer engagement 0.300 4.644 0.000

Interaction effect

Digital Marketing Strategy -> Service Quality -> Customer engagement  0.196  4.591  0.000
Note: B, beta value; p, p-value; T, T-value

5. Discussion

The present study investigates the influence of proficient restaurant digital marketing strategies and customer
engagement on the moderation of service quality within the hospitality industry of North Cyprus. This research
aims to provide insights into the relationship between these factors and their impact on service quality. The results
of the assessment of the measurement model, conducted through a causal-predictive structural equation modeling
(SEM) approach using Smart PLS 4 software, provide valuable insights into the interactive relationships among
the variables in the study. In contrast to covariance-based SEM, the chosen PLS-SEM approach, known for its
flexibility in handling complex structural models and small sample sizes, prioritizes the prediction of endogenous
components. The robustness of the model is further examined through the examination of Cronbach’s alpha,
composite reliability, and average variance extracted. The Fornell-Larcker criterion is employed to assess
discriminant validity, affirming the distinctiveness of each variable by comparing the square of its AVE with inter-
correlations. The structural model's coefficient estimations unravel the direct impacts of digital marketing
strategies and service Quality on customer engagement, while service quality exerts a positive and significant
influence. Furthermore, the mediating role of Service quality in mitigating the impact of digital marketing
strategies on customer engagement is explored. The achieved R2? of 56.8% for customer engagement, raises
important considerations and aligns with established benchmarks. Falk and Miller (1992) suggest a minimum R2
level of 0.10, prompting a nuanced exploration of the explanatory power of the model.

The attention of scholars, managers, investors, and investors in the future has been drawn to marketing approaches,
particularly digital marketing, and due to their significance in contemporary business operations. It is well
acknowledged that numerous multinational corporations heavily depend on digital marketing channels for various
purposes, including advertising, sales, brand promotion, and other related activities. The credibility of current
social media platforms has come under scrutiny. In recent years, scholars have directed their attention towards
this particular domain with the aim of formulating a viable resolution to the problem of reduced operational
availability. There exists a prevailing opinion among experts that the proficient use of social media platforms by
aspiring entrepreneurs is an indispensable prerequisite for achieving success.

A range of theoretical frameworks were employed to study the diverse digital marketing channels. The findings
of the study indicate the utilization of digital marketing platforms has demonstrated a substantial enhancement in
client engagement. One of the notable strategies for influencing customer behavior is acquiring comprehensive
knowledge about consumer demands and subsequently addressing those needs in the most effective manner
possible. Due to the substantial financial consequences associated with altering customer behavior, the task
necessitates an interruption and highly innovative endeavour, as highlighted by Jeyakumar & Saravanan(2023).
The process of altering individuals' purchasing patterns requires a significant amount of time. Merely presenting
adverts to consumers is insufficient. Achieving a fair price necessitates both active engagement and the provision
of high-quality services. According to a number of studies (Mehmeti-Bajrami et al., 2022; Khalid et al., 2020;
Alnaim & Albarq, 2023), the provision of high-quality products at competitive prices and the provision of
sufficient after-sales service are identified as crucial variables that influence customers' purchase choices.

The surge in online marketing was observed as a result of the limited accessibility to physical retail establishments
during and during the Covid-19 pandemic. The utilization of many communication channels, encompassing digital
marketing, to engage with consumers. According to Gujrati & Uygun(2020), digital marketing is a versatile
approach that effectively influences both existing and potential clients through various media channels. In contrast
to conventional marketing endeavours, the impact of digital marketing on consumers' purchasing behaviour may
be readily discerned. According to S. Das & Mishra(2022), the widespread use of digital marketing strategies
during the covid-19 pandemic has led to a shift in consumers' perspectives on the acquisition of services and
products.

The empirical evidence regarding brand preferences substantiates the existence of strong correlations between
conventional marketing principles and digital marketing, hence providing support for the proposition that a fusion
of the two approaches is warranted. To effectively cater to the needs of their clientele, enterprises must consistently
adapt their strategies. Nevertheless, organizations must give due consideration to the input they receive from
millennials who express a lack of enthusiasm for digital advertisements. The study exclusively examined a limited
portion of the entire population. As a result, it might be inferred that the findings may not necessarily be
representative of the broader millennial population. The matter of location also serves as a limiting factor.

The utilization of product packaging as a networking tool has the potential to disseminate information and educate
prospective consumers effectively. The packaging of a product plays a crucial role in conveying important
information about the product itself and the brand it represents. This includes providing details on the composition
of its components, the intended use of the product, and ensuring a consistent representation of the brand. It is
imperative to incorporate all pertinent information in the local language on the packaging as a gesture of reverence
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towards the local population. The adoption of environmentally sustainable packaging has become imperative in
contemporary markets due to its significant role in capturing consumer interest and maintaining their engagement
during the purchasing process. Marketers must assign high importance to this matter and adhere to established
methodologies, including the utilization of containers that may be recycled (Xiang et al., 2021; Prasad et al.,
2019).
In light of the ongoing evolution of the digital marketing landscape, firms are employing many tools and strategies
to enhance their ability to engage with their intended audiences in a manner that is both more impactful and
resource-efficient (Rachmawati et al., 2019). Companies are employing digital technologies such as social media,
multimedia marketing, video content, and data analytics to engage with their target audiences and achieve
improved outcomes effectively. In light of the increasing prevalence of digital marketing, organizations must
remain abreast of the current developments to ensure their competitiveness and success.
The results of this study suggest that customer engagement remains rather low, even for the factors that have been
previously identified as the most influential. The utilization of two-way communication has emerged as a
prevalent strategy on social media platforms, facilitating the interaction between consumers and companies, as
well as fostering connections among consumers themselves. The results of the study on customer engagement
suggest that the participants generally do not actively engage in the reciprocal exchange of communication. When
seeking information, it appears that the reliability primarily resides with fellow consumers rather than the fashion
brands themselves on social media platforms.
The present study suggests that the implementation of digital marketing management approaches has a notable
influence on customer engagement within the hospitality sector of North Cyprus. Furthermore, it is observed that
service quality plays a mediating role in the relationship between these strategies and customer engagement. The
adoption of new methods by restaurant managers has the potential to influence the satisfaction and loyalty of both
current and potential consumers.
The findings of this thesis suggest that customer engagement remains generally low, even for reasons that have
been previously identified as the most probable ones in existing research. Social media platforms have witnessed
a growing trend in the utilization of two-way interactions to establish connections between businesses and
customers, as well as foster conversations among customers themselves. Studies on customer interaction have
indicated that participants seldom participate in a substantial and interactive dialogue. Social media users exhibit
a higher level of trust towards recommendations originating from their peers in comparison to those emanating
from fashion enterprises.
The hospitality sector in North Cyprus has a strong correlation between consumer loyalty and service quality,
which can be attributed to the implementation of marketing management strategies within restaurants. Restaurant
proprietors and operators possess the power to exert influence over both current and prospective patrons through
the use of novel strategies aimed at customer retention.
Conclusion
There is a suggestion that food establishments should explore innovative approaches in their advertising strategies.
Restaurants and the food industry are frequently held responsible for global warming and environmental
degradation. Consequently, it would be advantageous for brands in this sector to incorporate eco-friendly
storytelling as a means of addressing and alleviating these issues. It is recommended that food establishments
employ strategic planning in order to influence the behaviours of their customers and retain their existing clientele.
In order to build an effective digital marketing strategy, businesses must consider various factors. The initial stage
involves identifying and focusing on your target audience. In order to effectively cater to its clientele, the
restaurant is required to ascertain its target demography and acquire knowledge regarding the desires and needs
of its clients. Finding one's intended audience is the first step in catering to that demographic with marketing
content.
Following the completion of content development and the selection of appropriate channels, the subsequent phase
for firms involves the assessment and evaluation of the outcomes. The task at hand necessitates the continuous
monitoring and evaluation of the campaigns' performance. This will aid the organization in assessing the efficacy
of various initiatives and identifying the need for potential modifications. Finally, firms must ensure the constant
freshness and up-to-dateness of their digital marketing approach. One of the activities includes the monitoring of
advancements in the field of digital marketing and technology. Additionally, it involves maximizing opportunities
presented by unique circumstances and experimenting with innovative methodologies.
Please integrate these recommendations into your organization's digital marketing plan. Business enterprises can
effectively formulate a prosperous digital marketing strategy through the process of defining their specific target
demography, generating content that effectively connects with this audience, distributing said material through
the most suitable platforms, and continuously adapting and enhancing the overall campaign.
References
[1] Abiyyuansyah, F., & lrawan, A. (2019). ANALISIS IMPLEMENTASI STRATEGI CONTENT MARKETING
DALAM MENINGKATKAN CUSTOMER ENGAGEMENT ( Studi pada Strategi Content Marketing Amstirdam
Coffee Malang ). Administrasi Bisnis (JAB).

3802



(2]
(3]
(4]
(5]
(6]

(7]
(8]
[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

J. Electrical Systems 20-7s (2024): 3792-3807

Afifah, L., Chan, A., & Nirmalasari, H. (2020). The Effect of Customer Engagement Social Media to Brand Loyalty
Indosat Ooredoo. Ekonomi Bisnis. https://doi.org/10.17977/um042v25i1p38-52

Afthanorhan, A., Awang, Z., Rashid, N., Foziah, H., & Ghazali, P. L. (2019). Assessing the effects of service quality on
customer satisfaction. Management Science Letters. https://doi.org/10.5267/j.msl.2018.11.004

Agarwal, R., & Dhingra, S. (2023). Factors influencing cloud service quality and their relationship with customer
satisfaction and loyalty. Heliyon. https://doi.org/10.1016/j.heliyon.2023.e15177

Ahmadi, D., & Harianto, D. (2023). Using Instagram as a Marketing Strategy for American Restaurants in Surabaya
during the Covid-19 Pandemic. Indonesian Journal of Innovation Studies. https://doi.org/10.21070/ijins.v22i.851
Akbar, Y. K., & Suwitho, S. (2022). THE ROLE OF DIGITAL MARKETING IN SHAPING CUSTOMER
ENGAGEMENT AND ITS IMPACT ON PURCHASE INTENTION ON ERIGO APPAREL CONSUMERS.
International Conference of Business and Social Sciences.

ALDAIHANI, F. (2021). The Mediating Effect of Customer Sociability on the relationship between Digital Marketing
and Customer Engagement. International Journal of Business Excellence. https://doi.org/10.1504/ijbex.2021.10040232
Al-Hawary, S. I. S., &Obiadat, A. A. (2021). Does mobile marketing affect customer loyalty in Jordan?.
International Journal of Business Excellence, 23(2), 226-250.[Google  Scholar][CrossRef]

Al-Hawary, S. I. S., & Al-Fassed, K. J. (2022). The impact of social media marketing on building brand loyalty
through customer engagement in Jordan. International Journal of Business Innovation and Research, 28(3),
365-387.[Google Scholar][CrossRef]

Alwan, M., &Alshurideh, M. (2022). The effect of digital marketing on purchase intention: Moderating effect of
brand equity. International Journal of Data and Network Science, 6(3), 837-848. [Google Scholar][CrossRef]
Alnaim, A. F., & Albarg, A. N. (2023). Impact of digital marketing on consumer behavior: A quantitative analysis on
fast fashion industry in the KSA. International Journal of Data and Network Science.
https://doi.org/10.5267/j.ijdns.2023.5.018

Alsalim, F. 1. A. (2022). Influence of mis components on efficiency of e-marketing strategies: Evidence from telecommu-
nication  organizations in  jordan. International  Journal of Data and  Network  Science.
https://doi.org/10.5267/J.1JDNS.2021.9.015

Ameen, N., Tarhini, A., Reppel, A., Anand, A., Asare, E., Burton, B., Dunne, T., Bhubaneswar, A., Blut, M., Wang, C.,
Wang, C., Cervantes, A. V., Franco, A., Chen, Y., Mandler, T., Meyer-waarden, L., Chinomona, R., Pooe, D., Collier,
J.E., ... Mahmoudi, R. (2021). Can Internet of Things serve as an effective marketing endeavor in building brand loyalty.
Number.

Ananda, S., Kumar, R. P., & Singh, D. (2022). A mediation analysis of perceived service quality, customer satisfaction
and customer engagement in the banking sector. Journal of Financial Services Marketing.
https://doi.org/10.1057/s41264-022-00160-1

Apasrawirote, D., Yawised, K., & Muneesawang, P. (2022). Digital marketing capability: the mystery of business
capabilities. In Marketing Intelligence and Planning. https://doi.org/10.1108/MIP-11-2021-0399

Ardisa, F. V., Sutanto, J. E., & Sondak, M. R. (2022). THE INFLUENCE OF DIGITAL MARKETING, PROMOTION,
AND SERVICE QUALITY ON CUSTOMER REPURCHASE INTENTION AT HUB22 LOUNGE & BISTRO
SURABAYA. International Journal of Economics, Business and Accounting Research (IJEBAR).
https://doi.org/10.29040/ijebar.v6i2.5361

Ariswanto, D. A. N., & Alversia, Y. (2021). The Effect of Endorser Credibility to Customer Relationship Commitment
and Brand Equity on E-commerce in Indonesia. Proceedings of the International Conference on Business and
Engineering Management (ICONBEM 2021). https://doi.org/10.2991/aebmr.k.210522.010

Beloucif, A., Mehafdi, M., & Komey, N. A. (2022). Expectation as a key determinant of international students’
satisfaction: A case study of business school MSc students. Journal of Applied Research in Higher Education.
https://doi.org/10.1108/JARHE-04-2017-0048

Blut, M., Kulikovskaja, V., Hubert, M., Brock, C., & Grewal, D. (2023). Effectiveness of engagement initiatives across
engagement platforms: A meta-analysis. In  Journal of the Academy of Marketing Science.
https://doi.org/10.1007/s11747-023-00925-7

Brzakovic, A.; Brzakovic, T.; Karabasevic, D.; Popovic, G. Empirical Analysis of the Influence of Digital
Marketing Elements on Service Quality Variables in the Small- and Medium Sized Enterprises Sector in the
Republic of Serbia. Sustainability 2021, 13, 10264. https://doi.org/10.3390/su131810264

Chang, C. W., Huang, H. C., Wang, S. J., & Lee, H. (2021). Relational bonds, customer engagement, and service quality.
Service Industries Journal. https://doi.org/10.1080/02642069.2019.1611784

Chen, J. S., Tsou, H. T., Chou, C. Y., & Ciou, C. H. (2020). Effect of multichannel service delivery quality on customers’
continued engagement intention: A customer experience perspective. Asia Pacific Journal of Marketing and Logistics.
https://doi.org/10.1108/APJML-12-2018-0508

Chen, X., Wu, Y., & Zhong, R. (2022). Optimal marketing channel and strategy in social commerce. RAIRO - Operations
Research. https://doi.org/10.1051/ro/2022053

3803



[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]
[33]
[34]

[35]

[36]
[37]

[38]

[39]
[40]

[41]

[42]

[43]

[44]

[45]

J. Electrical Systems 20-7s (2024): 3792-3807

Clarence, C., & Keni, K. (2022a). Purchase intention predicting factors in Indonesian fashion brands. Jurnal Manajemen
Maranatha. https://doi.org/10.28932/jmm.v21i2.4329

Clarence, C., & Keni, K. (2022b). The Prediction of Purchase Intention Based on Digital Marketing, Customer
Engagement, and Brand Preference. Proceedings of the Tenth International Conference on Entrepreneurship and
Business Management 2021 (ICEBM 2021). https://doi.org/10.2991/aebmr.k.220501.073

Clement Addo, P., Fang, J., Asare, A. O., & Kulbo, N. B. (2021). Customer engagement and purchase intention in live-

streaming digital marketing platforms: ERSREAHFEHFETNEFSSRMMEEME. Service Industries

Journal. https://doi.org/10.1080/02642069.2021.1905798

Dai, Y., & Wang, T. (2021). Prediction of customer engagement behaviour response to marketing posts based on
machine learning. Connection Science. https://doi.org/10.1080/09540091.2021.1912710

Das, S., & Mishra, M. (2022). The Role of Digital Citizenship Behavior on Digital Marketing and Consumer Buying
Behavior. In Palgrave Studies in Democracy, Innovation and Entrepreneurship for Growth. https://doi.org/10.1007/978-
3-030-79709-6_11

de Oliveiraf Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., & Babin, B. J. (2020). Customer
engagement in social media: a framework and meta-analysis. In Journal of the Academy of Marketing Science.
https://doi.org/10.1007/s11747-020-00731-5

Dhasan, D., Dhasan, D., Kowathanakul, S., & Kowathanakul, S. (2021). THE IMPACT OF SERVICE QUALITY,
PROMOTIONS AND CUSTOMER ENGAGEMENT IN DETERMINING CUSTOMER LOYALTY IN THE THAI
MOBILE NETWORK INDUSTRY. ABAC Journal.

Djakasaputra, A., Wijaya, O. Y. A., Utama, A. S., Yohana, C., Romadhoni, B., & Fahlevi, M. (2021). Empirical study
of indonesian SMEs sales performance in digital era: The role of quality service and digital marketing. International
Journal of Data and Network Science. https://doi.org/10.5267/j.ijdns.2021.6.003

El, K. ana. (2021). The impact of digital content marketing on brand awareness through social media and customer
engagement. Thesis.

Endeshaw, B. (2021). Healthcare service quality-measurement models: a review. In Journal of Health Research.
https://doi.org/10.1108/JHR-07-2019-0152

Ghosh, S., & Roy, K. (2022). Finding Service Quality Dimensions: A Study on Digital Marketing Service Quality. In
ASCI Journal of Management.

Ginting, Y. M., Moses, A., Sinaga, R., & Nainggolan, R. D. (2022). Analysis the Influence of Digital Marketing, Product
Differentiation, Customer Value, Service Quality to Purchase Decision and Repurchase Intention of Millenial. Journal
of Management & Business.

Gujrati, R., & Uygun, H. (2020). Digital marketing: changing consumer behaviour. International Journal of Forensic
Engineering. https://doi.org/10.1504/ijfe.2020.10037784

Gupta, G., & Singharia, K. (2021). Consumption of OTT Media Streaming in COVID-19 Lockdown: Insights from PLS
Analysis. Vision. https://doi.org/10.1177/0972262921989118

Guru, K., Raja, S., Sasiganth, J., Sharma, D. K., Tiwari, M., & Tiwari, T. (2023). The Future Impact of Technological
Developments on Digital Marketing Through Artificial Intelligence. Smart Innovation, Systems and Technologies.
https://doi.org/10.1007/978-981-19-0108-9_23

Habib, S., Hamadneh, N. N., & Hassan, A. (2022). The Relationship between Digital Marketing, Customer Engagement,
and Purchase Intention via OTT Platforms. Journal of Mathematics. https://doi.org/10.1155/2022/5327626

Henry, N. D. P. . & O. (2022). Olfactory Marketing Strategy and Customer Engagement in Fast food Restaurants in
Rivers State. International Academic Journal of Management & Marketing Annals.

Herlina, V., Yacob, S., Johannes, J., & Octavia, A. (2022). Role of social media marketing in improving marketing
performance for smes during the covid-19 pandemic: a literature review. Put It Right Journal.
https://doi.org/10.22437/pirj.v1i1.17183

Indarto, V., Mulyanto, S., & Sumiati, N. (2021). Customer Engagement, Customer Pride, Customer Value As an Impact
Through Service Quality and Customer Relationship Management on Customer Loyalty in Pt.Bpr East Java.
International Journal of Business, Economics and Law.

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, I., & Rasool, A. (2019). Customer engagement in the service context:
An empirical investigation of the construct, its antecedents and consequences. Journal of Retailing and Consumer
Services. https://doi.org/10.1016/j.jretconser.2019.05.018

JEYAKUMAR, J. W., & SARAVANAN, P. V. (2023). IMPACT OF DIGITAL MARKETING ON CONSUMER
BUYING BEHAVIOUR. INTERANTIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND
MANAGEMENT. https://doi.org/10.55041/ijsrem18894

Julianti, I., & Delliana, S. (2020). Rebel Together Sebagai Strategi Komunikasi Pemasaran Digital Madformakeup Di
Tengah Pandemi COVID-19. Communicatus: Jurnal 1Imu Komunikasi. https://doi.org/10.15575/cjik.v4i2.9686

3804



[46]

[47]

(48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]
[59]
[60]
[61]

[62]

[63]
[64]
[65]
[66]

[67]

[68]

J. Electrical Systems 20-7s (2024): 3792-3807

Kaihatu, T. S. (2020). PURCHASE INTENTION OF FASHION PRODUCT AS AN IMPACT OF DIGITAL
MARKETING, MEDIATED BY CUSTOMER ENGAGEMENT IN THE GENERATION Z. Jurnal Manajemen
Pemasaran.

Kaligis, T. I., Mandey, S. L., & Roring, F. (2021). Evaluasi Strategi Bauran Pemasaran Pada Rumah Makan Box Weal
Manado. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi.

Kerdpitak, C. (2022). The effects of innovative management, digital marketing, service quality and supply chain
management on performance in cultural tourism business. Uncertain Supply Chain Management.
https://doi.org/10.5267/j.uscm.2022.4.005

Khalid, Aya, Ali, Khaled, & Ahmad. (2020). Impact of Halal Digital Marketing on Consumer Behavior: Jordan’s
Perspective. International Journal of Economics and Business Administration. https://doi.org/10.35808/ijeba/537

Khan, N., Patras, W., & Saeed, A. (2023). IMPACT OF SERVICE QUALITY, CUSTOMER ENGAGEMENT &
CUSTOMER SATISFACTION ON CUSTOMER LOYALTY WITH THE MODERATING ROLE OF RELIGIOSITY.
Journal of Social Research Development. https://doi.org/10.53664/jsrd/04-01-2023-08-100-107

Khasanah, S. F., & Syahrani, T. (2022). ANALISIS DIGITAL MARKETING DAN KUALITAS PELAYANAN
SERTA PENGARUHNYA TERHADAP KEPUASAN KONSUMEN (Studi Kasus Pada Konsumen .... Jurnal
Interprof

Kim, K. H., Ko, E,, Kim, S. J., & Jiang, Q. (2021). Digital service innovation, customer engagement, and customer
equity in AR marketing. Journal of Global Scholars of Marketing Science: Bridging Asia and the World.
https://doi.org/10.1080/21639159.2021.1923054

Koesharijadi, K., Merthayasa, A. A. A., & Nendi, |. (2022). Development of Digital Marketing Strategy and Service
Quality Using Social Media Towards Digital Economy. Journal of Sosial Science. https://doi.org/10.46799/jss.v3i4.375
Kulikovskaja, V., Hubert, M., Grunert, K. G., & Zhao, H. (2023). Driving marketing outcomes through social media-
based customer engagement. Journal of Retailing and Consumer Services.
https://doi.org/10.1016/j.jretconser.2023.103445

Langan, R., Cowley, S., & Nguyen, C. (2019). The State of Digital Marketing in Academia: An Examination of
Marketing ~ Curriculum’s  Response  to  Digital  Disruption.  Journal of  Marketing  Education.
https://doi.org/10.1177/0273475318823849

Liang, X., & Chen, H. (2021). A Qualitative Study on Local Individual- or Family-Owned Casual Chinese Restaurants
Marketing Communication ~ Strategies. Journal of International Food and Agribusiness Marketing.
https://doi.org/10.1080/08974438.2020.1773368

Liu, S. Q., Wy, L. L., & Wang, C. Y. (2020). A creative-mix or variety-mix fusion experience? Examining marketing
strategies  for  ethnic  fusion  restaurants.  International  Journal of  Hospitality = Management.
https://doi.org/10.1016/j.ijhm.2020.102596

Liwafa, A., & Utami, C. W. (2021). The Effect of Digital Marketing and Service Quality on Consumer Brand Choice of
HandmadeShoesby. KnE Social Sciences. https://doi.org/10.18502/kss.v5i5.8822

Lopes, A. R., Porto, I., & Casais, B. (2022). Digital Content Marketing: Conceptual Review and Recommendations for
Practitioners. Academy of Strategic Management Journal.

Lopez-Garcia, J. J., Lizcano, D., Ramos, C. M., & Matos, N. (2019). Digital marketing actions that achieve a
better attraction and loyalty of users: An analytical study. Future Internet, 11(6), 130. [Google Scholar][CrossRef]
Malhotra, N. K., & Agarwal, J. (2020). Customer relationship marketing: Theoretical and managerial perspectives. In
Customer Relationship Marketing: Theoretical and Managerial Perspectives. https://doi.org/10.1142/y0022

Masrianto, A., Hartoyo, H., Hubeis, A. V. S., & Hasanah, N. (2022). Digital Marketing Utilization Index for Evaluating
and Improving Company Digital Marketing Capability. Journal of Open Innovation: Technology, Market, and
Complexity. https://doi.org/10.3390/joitmc8030153

Mathur, M., & Kaothari, S. P. (2020). Wealth out of Waste (WOW): a business paradox. Emerald Emerging Markets
Case Studies. https://doi.org/10.1108/EEMCS-12-2019-0326

Mehmeti-Bajrami, S., Qerimi, F., & Qerimi, A. (2022). The Impact of Digital Marketing vs. Traditional Marketing on
Consumer Buying Behavior. HighTech and Innovation Journal. https://doi.org/10.28991/H1J-2022-03-03-08

Merdiaty, N., & Aldrin, N. (2022). Effect of Brand Experience on Customer Engagement Through Quality Services of
Online Sellers to Students in Bekasi. Frontiers in Psychology. https://doi.org/10.3389/fpsyg.2021.801439

Mogaji, E., Soetan, T. O., & Kieu, T. A. (2021). The implications of artificial intelligence on the digital marketing of
financial services to vulnerable customers. Australasian Marketing Journal. https://doi.org/10.1016/j.ausm;j.2020.05.003
Mohd Ridzuan, N. A., Hamid, R., Azman Ong, M. H., & Pratiwi, I. A. (2022). Exploring the influence of e-Service
Quality toward Customer Engagement Behavior via PLS-SEM: Findings from a hotel’s customer perspective.
Environment-Behaviour Proceedings Journal. https://doi.org/10.21834/ebpj.v7i21.3748

Monferrer, D., Moliner, M. A., & Estrada, M. (2019). Increasing customer loyalty through customer engagement in the
retail banking industry. Spanish Journal of Marketing - ESIC. https://doi.org/10.1108/SIME-07-2019-0042

3805



[69]

[70]

[71]
[72]
[73]
[74]
[78]
[76]
[77]
[78]
[79]
(80]

(81]

(82]

(83]

[84]

[85]
[86]
(87]
(88]
(89]

[90]

[91]

[92]

J. Electrical Systems 20-7s (2024): 3792-3807

Moon, S. J. (2021). Investigating beliefs, attitudes, and intentions regarding green restaurant patronage: An application
of the extended theory of planned behavior with moderating effects of gender and age. International Journal of
Hospitality Management. https://doi.org/10.1016/j.ijhm.2020.102727

Mulyadi, M., Hariyadi, H., Hakim, L. N., Achmad, M., Syafri, W., Purwoko, D., Supendi, S., & Muksin, M. (2023). The
role of digital marketing, word of mouth (WoM) and service quality on purchasing decisions of online shop products.
International Journal of Data and Network Science. https://doi.org/10.5267/j.ijdns.2023.3.023

Nawaz, S. S., & Kaldeen, M. (2020). Impact of digital marketing on purchase intention. International Journal of
Advanced Science and Technology.

Park, Y. na, & Gong, T. (2023). Curvilinear relationship between customer engagement and responses to service failures.
Service Industries Journal. https://doi.org/10.1080/02642069.2022.2164273

Prasad, A., R, K., & Gudimetla, S. (2019). A Study of Digital Shopping Behaviour of Women with Respect to Beauty
and Personal Care Products. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3307014

Parasuraman, A.; Zeithaml, V.A.; Berry, L.L. A conceptual model of service quality and its implications for future
research. J. Mark. 1985, 49, 41-50. [Google Scholar] [CrossRef]

Parasuraman, A.; Zeithaml, V.A.; Berry, L. SERVQUAL.: A multiple-item scale for measuring consumer
perceptions of service quality. J. Retail. 1988, 64, 12-40. [Google Scholar].

Prentice, C., Wang, X., & Loureiro, S. M. C. (2019). The influence of brand experience and service

Rachmawati, D., Shukri, S., Ferdous Azam, S. M., & Khatibi, A. (2019). Factors influencing customers’ purchase
decision  of  residential property in  selangor, malaysia. Management  Science Letters.
https://doi.org/10.5267/j.msl.2019.5.016

Raghavan, S., & Pai, R. (2021). Literature Review on Customer Engagement of Millennials in Digital Marketing.
International Journal of Research Publication and Reviews.

Reshanggono, A. S., & Pradana, M. (2021). The Effect of digital marketing and service quality on perceived value in
grand mall bekasi shopping center. E-Proceeding of Management.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satisfaction on customer behavior
in online shopping. Heliyon. https://doi.org/10.1016/j.heliyon.2019.e02690

Rizvanovié, B., Zutshi, A., Grilo, A., & Nodehi, T. (2023). Linking the potentials of extended digital marketing impact
and start-up growth: Developing a macro-dynamic framework of start-up growth drivers supported by digital marketing.
Technological Forecasting and Social Change. https://doi.org/10.1016/j.techfore.2022.122128

llyas, G. B., Munir, A. R., Tamsah, H., Mustafa, H., &Yusriadi, Y. (2021). The influence of digital marketing and
customer perceived value through customer satisfaction on customer loyalty. Journal of Legal, Ethical and
Regulatory Issues, 24, 1-14. [Google Scholar]

Sai Vijay, T., Prashar, S., & Sahay, V. (2019). The influence of online shopping values and web atmospheric cues on e-
loyalty: Mediating role of e-satisfaction. Journal of Theoretical and Applied Electronic Commerce Research.
https://doi.org/10.4067/S0718-18762019000100102

Saiful, S. (2022). The Influence of Product Quality and Service Quality on Online Through Digital Marketing as
Intervening Variables During the COVID-19 Pandemic. JBMP (Jurnal Bisnis, Manajemen Dan Perbankan).
https://doi.org/10.21070/jbmp.v8i1.1626

Sakas, D. P., Giannakopoulos, N. T., Kanellos, N., & Migkos, S. P. (2022). Innovative Cryptocurrency Trade Websites-
Marketing Strategy Refinement, via Digital Behavior. IEEE Access. https://doi.org/10.1109/ACCESS.2022.3182396
Saura, J. R. (2021). Using Data Sciences in Digital Marketing: Framework, methods, and performance metrics. Journal
of Innovation and Knowledge. https://doi.org/10.1016/j.jik.2020.08.001

Setkute, J., & Dibb, S. (2022). “Old boys’’ club”: Barriers to digital marketing in small B2B firms.” Industrial Marketing
Management. https://doi.org/10.1016/j.indmarman.2022.01.022

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

Shcherbakova, E. (2020). Importance of Diversified Marketing Strategies for Fast Food Restaurant Chains. Westcliff
International Journal of Applied Research. https://doi.org/10.47670/wuwijar202041es

Simbolon, F. P., & Yanti, L. (2021). Customer Engagement in Higher Education: How Important the Role of Social
Media Marketing, E-Service Quality and E-Satisfaction for Generation Z Students? The Winners.
https://doi.org/10.21512/tw.v22i1.6970

Stefanus Kaihatu, T. (2020). Purchase Intention of Fashion Product as an Impact of Digital Marketing, Mediated by
Customer Engagement in the Generation Z. Jurnal Manajemen Pemasaran.

Sulaimon, M. A., & Vorobyova, K. (2022). Influence of the Contemporary Mobile Marketing Strategies on the
Consumers Engagement in Shopping via Mobile Apps in Nigeria. SPECIALUSIS UGDYMAS / SPECIAL
EDUCATION.

3806



J. Electrical Systems 20-7s (2024): 3792-3807

[93] Sumarlinah, Y., Sukesi, S., & Sugiyanto, S. (2022). The Role of Digital Marketing, Service Quality, Product Quality on
Purchasing Power through the Satisfaction of Probolinggo MSME Followers during the Covid-19 Pandemic.
International Journal of Applied Business and International Management. https://doi.org/10.32535/ijabim.v7il1.1444

[94] Supriyanto, A., Wiyono, B. B., & Burhanuddin, B. (2021). Effects of service quality and customer satisfaction on loyalty
of bank customers. Cogent Business and Management. https://doi.org/10.1080/23311975.2021.1937847

[95] Suratos, D. T. (2022). Marketing strategies of selected restaurants in the four cities of pangasinan. EISSN:
INTERNATIONAL JOURNAL OF ADVANCED MULTIDISCIPLINARY STUDIES.

[96] Susanti, D., & Bunda, I. (2021). Digital Marketing Pada Customer Value Dan Customer Engagement Terhadap Repeat
Purchase Pada Marketplace. SULTANIST : Jurnal Manajemen Dan Keuangan .

[97] Syaglova, Y., & Mojsovska Salamovska, S. (2019). Digital Transformation in Marketing and Business - Implications on
Retail Technologies and Customer Engagement. DIEM : Dubrovnik International Economic Meeting.

[98] Tamanna, & Bansal, R. (2022). Customer Engagement in Social Media: Drivers and Strategies. Journal of Sales, Service,
Adn Marketing Research.

[99] Tan,J. Y., Chan, L.Y., Tan, S. C., Wong, E. Y., & Chaichi, K. (2023). Generating Competitiveness through Trending
Marketing strategies, Case of Gen Z Consumers in the Restaurant industry. International Journal of Multicultural and
Multireligious Understanding. https://doi.org/10.18415/ijmmu.v10i4.4597

[100] Terho, H., Mero, J., Siutla, L., & Jaakkola, E. (2022). Digital content marketing in business markets: Activities,
consequences, and contingencies along the customer journey. Industrial Marketing Management.
https://doi.org/10.1016/j.indmarman.2022.06.006

[101] Thi Bao Tram, N., Hai Quynh, N., & Author, C. (2021). Factors Affecting Customer Engagement In Social Media: A
Case Study Of Costume Rental Service In Vietnam. In Research Inventy: International Journal of Engineering And
Science.

[102] Thi, T., Phuong, K., & Vinh, T. T. (2020). The Impact of Customer Engagement in Social Media on Satisfaction: A
Preliminary Study. Asian Journal of Research in Business and Management.

[103] Utami, A. F., Ekaputra, I. A., Japutra, A., & Van Doorn, S. (2022). The role of interactivity on customer engagement in
mobile e-commerce applications. International Journal of Market Research.
https://doi.org/10.1177/14707853211027483

[104] Uvet, H. (2020). Importance of logistics service quality in customer satisfaction: An empirical study. Operations and
Supply Chain Management. https://doi.org/10.31387/0SCM0400248

[105] Virola, R. (2019). Green Marketing Strategies of Restaurants in Nueva Ecija, Philippines. International Journal of
Advanced Engineering, Management and Science. https://doi.org/10.22161/ijaems.5.1.11

[106] Wijesekera, A. T., & Fernando, R. L. S. (2023). Impact of Ethical Leadership and Employee Engagement on Customers’
Perceived Service Quality: A Study of Sri Lankan Public Service. Journal of Business & Management.
https://doi.org/10.47747/jbm.v1i2.1114

[107] Xiang, Z., Weijun, Z., & Shue, M. (2021). Mobile targeted advertising strategy based on mixed targeting. Journal of
Industrial Engineering and Engineering Management. https://doi.org/10.13587/j.cnki.jieem.2021.02.016

[108] YachouAityassine, F. L., Al-Ajlouni, M. M., & Mohammad, A. (2022). The Effect of Digital Marketing Strategy on
Customer and Organizational Outcomes. Marketing and Management of Innovations.
https://doi.org/10.21272/mmi.2022.4-05

[109] Yoong, L. C., & Lian, S. B. (2019). Customer Engagement in Social Media and Purchase Intentions in the Hotel Industry.
International Journal of Academic Research in Business and Social Sciences. https://doi.org/10.6007/ijarbss/v9-i1/5363

[110] Yul Zamrudi, M. F., & Ill-Hyun, B. (2022). Social Media Marketing Strategies In The Global Halal Industry.
COMSERVA Indonesian Jurnal of Community Services and Development. https://doi.org/10.36418/comserva.v2i1.209

[111] Zahay, D. (2021). Advancing research in digital and social media marketing. Journal of Marketing Theory and Practice.
https://doi.org/10.1080/10696679.2021.1882865

[112] Zhang, J., & Du, M. (2020). Utilization and effectiveness of social media message strategy: how B2B brands differ from
B2C brands. Journal of Business and Industrial Marketing. https://doi.org/10.1108/JBIM-06-2018-0190

[113] Zheng, R., Li, Z., & Na, S. (2022). How customer engagement in the live-streaming affects purchase intention and
customer  acquisition,  E-tailer’s  perspective.  Journal of  Retailing and  Consumer  Services.
https://doi.org/10.1016/j.jretconser.2022.103015.

3807



