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ABSTRACT 

 
 
Introduction 
The customer is the focal point of marketing efforts, and all marketing communication is 

Customer loyalty is a crucial aspect for marketers, and it is important to learn 
about all the related dimensions and concepts. The current study conceptually 
explores the role of customer-centric concepts in formation of customer loyalty. 
This research identifies customer loyalty as an outcome of customer satisfaction, 
customer involvement, customer experience, and customer engagement on the basis 
of an extensive literature survey. It was discovered that the customer is the central 
point in the loyalty and customer relationship management systems. This study 
proposes a conceptual model that can be used for empirical investigations in this 
research domain. 
 
Keywords: Customer Loyalty. Customer Satisfaction, Customer Involvement, 
Customer Experience Customer Engagement, Customer Relationship Management. 
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directed towards customer response. In the modern marketing landscape, customer 
response is measured in various ways. Intent to purchase is the simplest of all among the 
complex list, which includes many other complex concepts like brand awareness, 
customer-based brand equity, brand attachment, brand love, etc. (Park et al., 2010). 
Customer loyalty is a marketing idea that focuses on "repeated customer response." 
Marketing efforts are considered successful when they boost response rates (Baltas, 
2003). A marketer is somebody who attempts to elicit a reaction from another party, also 
known as the "prospect." The response could be a vote, a service subscription, or a 
purchase of the marketed product (Kotler et al., 2016). Most marketing literature 
mentions the purchase by a new client as a successful response and the repeat purchase 
by an existing client as a marketing success (Raymond and Tanner Jr, 1994; Yuan, 2021). 
A new purchase implies "making customers," whereas a repeat purchase implies "keeping 
customers." 
 
Customers who regularly purchase a specific brand are referred to as "loyal customers," 
and "brand loyalty" is the trait that is attributed to them. The idea of loyalty is connected 
to the practise of repeat purchases as an essential condition (Bowden, 2009). With the 
advancement of the customer relationship approach and the strategic application of 
technology for the same, loyalty management is viewed as an important strategic 
component of customer relationship management (Orantes-Jiménez et al., 2017). 
Looking into the academic literature pertaining to customer loyalty, it is seen that the 
terms like "customer loyalty" and "brand loyalty," are used interchangeably in this 
context (Schultz and Bailey, 2000).  

A fine line of difference exists between all these related terms. Customer loyalty, as 
opposed to brand loyalty, is more associated with customers’ own feelings, abilities, and 
emotions with regards to the product or brand. Product loyalty, as opposed to brand 
loyalty, is when a customer is loyal to a particular product of a brand but does not wish to 
buy or use other products marketed by the same brand (Nuseir and Madanat, 2015). The 
aforementioned customer will always keep using the product, is willing to pay a higher 
mark-up for the same, will spread positive word of mouth, and intends to buy the product 
in the near future. Brand loyalty occurs when, in addition to product loyalty, a loyal 
customer purchases almost all of the brand's products and services, and on a higher level, 
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such customers may convert to brand fans (Oliver, 1999). Considering all of the aspects 
of difference among these inter-related terms, it is observed that all the concepts focus on 
the customers' effort. While marketing efforts can influence customer loyalty, it is 
ultimately a matter of customer effort and involvement. 

Many scholars are of the view that marketing is based on consumer behavior, and to 
properly channel marketing messages and achieve marketing objectives, it is important to 
conduct customer-based research. In this regard, many customer-centric concepts and 
constructs have emerged in recent years. As a result, this fragmented knowledge must be 
systematically summarized in order to reach meaningful conclusions. Marketers and 
academics working in this field will benefit from the understanding provided by the 
current explorative study. The purpose of the current study is to investigate how 
customer-related ideas affect customer loyalty. The researcher conducted this review in 
order to develop a framework that can be used to evaluate the influence of customer-
related antecedents on customer loyalty. 
 
Many past studies have explored and investigated the aforementioned concepts in varied 
contexts, and all of those studies lack generalizability. Hence, the current study can serve 
as a comprehensive note to all such studies. The proposed research model is logical, 
coherent, relevant, and useful to marketers aiming for customer loyalty enhancement. We 
employed many online databases, including Google Scholar, Scopus, Emerald Insight, 
etc., to look for studies related to our research objectives. First of all, using the search 
query "customer loyalty," we extracted the available studies and listed out the customer-
centric constructs that were mentioned as antecedents in the existing literature. 
Publications included for analysis were fully read, and conclusions were drawn. After 
this, "customer loyalty" was used with all the identified variables, and ultimately, we 
constructed the research model, which is the noble contribution of our research. The 
study is organized as follows: first of all, the comprehensive construct-wise literature 
review is presented, and then the detailed description of the proposed model is presented. 
 
1. Literature review 
In order to logically draw some meaningful propositions and conclusions, it is important 
to grasp the current state of research in this field. Numerous studies have been conducted 
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on customer loyalty, brand loyalty, brand awareness, brand attachment, customer 
involvement, customer experience, customer satisfaction, customer engagement, and 
customer experience. We used recent studies in a manner appropriate to the research 
objectives for the purpose of this literature review. In this section, first customer loyalty 
is conceptualized, and then some connections identified during research are reported. It 
was found that customer engagement serves as a central concept that affects customer 
loyalty, and therefore, we explored all the dimensions of this important concept. 
 
1.1 Customer loyalty 
Customer loyalty is a marketing concept that has been used by many researchers over the 
years. Past studies have defined CL in numerous ways: some focus on the marketer-based 
conceptualization, some ascribe consumer importance to the concept of loyalty, and 
others define it in terms of brand positioning and the brand superiority that comes along 
with it. As per Dick & Basu (1994), "customer loyalty is viewed as the strength of the 
relationship between an individual's relative attitude and repeat patronage." In the case of 
products and services, "repeat patronage" can refer to a repeat purchase. Some of the 
authors argue that repeat patronage alone cannot be a good measure for customer loyalty 
because repetitive purchase behaviour may or may not correspond to commitment to the 
relationship with the brand and can be a result of convenience alone (John & Shiang-Lih, 
2001). Even if some academics disagree with this behavioural approach to defining and 
measuring customer loyalty, the most desired outcome of any customer loyalty 
management programme is that existing customers continue to use the product and are 
willing to make repeat purchases (Dowling and Uncles, 1997). When factors underlying 
CL were considered, many attitudinal and emotional approaches were seen in this area of 
research. The attitudinal approach to define and measure CL claims that repeat purchase 
is a result of a strong internal disposition in the case of a loyal customer as compared to a 
customer who is not brand loyal (Day, 1969). As per this approach, a loyal customer is 
emotionally connected to the brand and has positive feelings for it; as a result, such 
customers spread positive word of mouth about the brand and recommend it to others.  
 
There can be situations when a customer uses a certain product and has a favourable 
attitude towards the product, but despite all this, the concerned customer may not make a 
repeat purchase because of many factors that affect the purchase decision. For such 
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situations, scholars argue for the use of a bi-dimensional measurement of the CL, 
considering both aspects. In that case, the brand becomes the first choice of a loyal 
customer. Such customers are even willing to pay more for the products of that specific 
brand; they keep using the products of that brand and have an intention to keep using 
them with a positive attitude (Fred and Paul, 2000). Depending upon the degree of 
loyalty, measured by purchase frequency, propensity to switch to substitutes, intention to 
recommend the brand, and attitude towards the brand, such customers might convert to 
brand fans. 
 
Many previous researchers have attempted to explore the theoretical underpinnings of the 
concept of customer loyalty. We identified all the constructs and picked out a few 
important ones for the construction of our model. The important ones among the 
identified factors are conceptualized below (in Table 1 also): 
 

Table 1 The antecedents of customer Loyalty 
Studies on the antecedents of customer Loyalty 

Antecedents 1 2 3 4 5 6 7 8 9 10 11 12 13 
Customer satisfaction √      √  √ √    
Customer experience  √      √     √ 
Customer engagement    √ √      √   
Customer involvement   √   √      √  
 
Notes: 1- Bowen & Chen, 2001; 2- Cetin and Dincer, 2014; 3- Khan and Rizwan, 2014; 
4- So et al., 2016; 5- Leckie et al., 2016; 6- Liu et al., 2016; 7- Leninkumar, 2017; 8- 
Brun et al., 2017; 9- El-Adly, 2019; 10- Koay et al., 2022; 11- Rasool et al., 2021; 12- 
Izogo and Mpinganjira, 2021; 13- Siebert et al., 2020 
 
1.2 Customer satisfaction  
Customer satisfaction is an important construct because it has been shown to have a 
positive relationship with the firm's economic performance (Williams and Naumann, 
2011). Customer satisfaction is one of the central objectives of many marketing 
campaigns because a satisfied customer base often guarantees secure future revenue for 
the firm (Motameni and Shahrokhi, 1998). It is defined as "a psychological concept 
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involving the feeling of pleasure that results from what is expected and hoped for from 
any service or product" (WTO, 1985). From the extant definitions of CS, it can be known 
that CS is a process related to expected value and delivered value. When a marketer 
delivers more than expected by the customer, it results in positive feelings in the 
customer’s mind, including pleasure, delight, and satisfaction about the particular brand. 
In the event of expectation failure, the feelings and emotions are negative. Most of the 
time, the process-based definition of customer satisfaction is based on the expectation-
disconfirmation paradigm. Many scholars adopt the cognitive approach to conceptualize 
and measure CS, while others go with the affective approach, and some do follow the 
transactional approach for defining customer satisfaction. The cognitive approach focuses 
on the aforementioned process of expectation and actual value delivery to the customer.  
 
The affective approach is concerned with the customer's internal feelings regarding the 
relationship with a specific brand (Amine, 1998). In this case, the customer’s focus is on 
the rightness of the emotions and feelings aroused by a purchase, both during and after 
consumption. The transactional approach gives great importance to the cumulative 
customer experience, and it is substantiated that overall satisfaction is affected by the 
product evaluation, past experiences, customer-brand interaction, etc. 
 
Customer satisfaction is the most talked-about concept, and it is important because it can 
lead to improved brand image and customer loyalty towards any brand (Kim & Cho, 
2015). Improved brand image and loyalty enhance the chance of future revenue for the 
firms. Many previous studies have poised CS to be an important determinant of loyalty in 
various contextual settings (Bowen & Chen, 2001; Leninkumar, 2017; El-Adly, 2019; 
Koay et al., 2022). Studies have shown that a satisfied customer will be happy with the 
purchase decision and will be willing to buy again from the same brand (Tsiros & Mittal, 
2000). Therefore, it is proposed that customer satisfaction is an antecedent of customer 
loyalty. 
 
Proposition 1: Customer loyalty is affected by customer satisfaction. 
 
1.3 Customer experience 
Customer experience is such an important concept that in the modern marketing 
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landscape, CEM, or customer experience management, is altogether a distinct academic 
discipline and an important strategic aspect for marketers (Homburg et al., 2017). 
According to Meyer & Schwager (2007), "customer experience is the internal and 
subjective response customers have to any direct or indirect contact with a company." 
Direct exposure is related to product usage and advertisement mechanisms adopted by the 
marketer, while indirect exposure is about unplanned encounters with the firm. Customer 
experience is a long-lasting feeling that arises from a series of interactions and is unique 
to each customer (Walls et al., 2011). It can even be linked to a single interaction. For 
example, a patient who had surgery in a hospital and recovered from a chronic disease is 
more likely to have a positive experience than someone who went to the same hospital 
for the first time and had to wait longer. Firms always want to manage this customer 
experience, and to do so, they have to be proactive during each phase of their interaction. 
It is very hard to manage this aspect of brand-customer interaction as it is very unique 
and subjectively depends upon the customer’s own feelings and perceptions about the 
transactional touchpoints. Conceptually, this concept is linked to feelings of hedonic 
pleasure like joy, happiness, etc. Many earlier studies have found that when the customer 
experience is positive, it translates into commitment for the brand (Cetin and Dincer, 
2014; Brun et al., 2017; Siebert et al., 2020). Customer experience is positively related to 
customer loyalty. A customer who has a favourable experience with any particular brand 
has higher chances of being loyal to that brand. Studies have shown that a loyal customer 
who has had a positive experience will be willing to buy again from the same brand. 
Therefore, it is proposed that customer experience is an antecedent of customer loyalty. 
 
Proposition 2: Customer loyalty is affected by customer experience. 
 
1.4 Customer engagement 
Customer engagement is an organizational construct that is nowadays being used by 
researchers working in the marketing field. Customer engagement refers to a consumer's 
behaviour in which they are so immersed and committed to a relationship with a brand 
that even non-transactional events affect them (Moliner et al., 2019). Engagement as a 
term has been used by many other academic disciplines like sociology, political science, 
and psychology. It was defined in terms of dutiful obligations, emotional attachment, and 
commitment towards something or someone (Schaufeli, 2013). In the marketing 
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literature, it is defined as a psychological state by some of the researchers, while others 
claim it to be a psychological process that drives brand commitment and brand loyalty. 
When a customer is found engaging with a particular brand, the customer's mind is 
completely involved while using the brand's products or services or even during non-
transactional encounters with the brand (Greve, 2014). There are three dimensions of 
customer engagement: cognitive customer engagement, emotional or affective customer 
engagement, and behavioral or conative customer engagement (Bilro and Loureiro, 
2020). The foremost of all is related to the psychological state of a customer during the 
brand-customer interaction, which can include product usage, advertisement, or general 
discussion about the brand or its products. Emotional or affective customer engagement 
relates to the flow, intensity, and nature of emotions a customer encounters during direct 
exposure to the brand. If a customer is experiencing positive feelings during the course 
and is enjoying those feelings, he or she is said to be positively engaged. Such positive 
engagement further translates to customer loyalty and commitment. Behavioral or 
conative customer engagement is when a customer behaves as if he or she is committed 
to the brand and always displays loyalty towards the brand, and this is when the customer 
engagement turns out to be customer loyalty in real terms (Lim et al., 2022). 

  
Figure 1: Dimensions of customer engagement. 
 
Customer engagement is positively related to customer loyalty. A customer who is 
positively engaged with a brand is more likely to be loyal to that brand. Studies have 
shown that a loyal customer who had a positive engagement will be willing to buy again 
from the same brand (So et al., 2016; Leckie et al., 2016; Rasool et al., 2021). Therefore, 
it is proposed that customer engagement is an antecedent of customer loyalty. 
Proposition 3: Customer loyalty is affected by customer engagement. 
 

Cognitive customer 
engagement 

Emotional customer 
engagement 

Behavioural customer 
engagement 
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1.5 Customer involvement 
Considering all the important customer-centric concepts and constructs, it is seen that 
customer satisfaction, customer experience, and customer engagement impact overall 
customer loyalty. There is a fuzzy construct that is almost identical to customer 
engagement. Many scholars are of the view that this particular construct holds its own 
importance. The basic difference between customer engagement and customer 
involvement is the degree and level to which they affect the mental state of the customer 
(Bowden, 2009). The word "involvement" in its basic sense means being associated with 
someone or something in an engaging and participatory fashion (Kanter, 1982). When 
any customer actively engages with the brand, he or she is said to be an "involved 
customer," and this occurs on two levels: the cognitive level and the affective state. Many 
researchers have defined CI as the objective relevance a customer associates with a 
brand. It is found in many studies that the greater the customer involvement, the greater 
the customer loyalty towards the particular brand (Delgado-Ballester and Munuera-
Alemán, 2001; Atulkar, 2020). Customer involvement is positively related to customer 
loyalty. A customer who is positively involved with a brand is more likely to be loyal to 
that brand. Studies have shown that a loyal customer who has a good experience will be 
willing to buy again from the same brand (Khan and Rizwan, 2014; Liu et al., 2016; 
Izogo and Mpinganjira, 2021). Therefore, it is proposed that customer involvement is an 
antecedent of customer loyalty. 
 
Proposition 4: Customer loyalty is affected by customer involvement. 
 
2. Proposed Conceptual Model 
On the basis of all the above propositions, we put forward a conceptual framework to 
assess the role of customer-centric constructs in the formation of customer loyalty 
towards a specific brand, product, or service. The research model emphasizes that when a 
customer is satisfied with a certain brand, they are more likely to return to that brand and 
always intend to remain their customer and maintain the relationship. An engaged and 
involved customer who has a positive experience as a customer will always wish to make 
repeated transactions with the brand. 
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Findings and Conclusions 
The state of mind impacts the purchase decision one makes, and the reactions can be 
negative or positive depending upon the experience of the customer with the specific 
brand under consideration. Such experiences can be so soothing that customers enjoy 
their relationship with the brand and are involved and engaged with it during product 
usage or any other phase of the purchase cycle. It is important to assess customer 
satisfaction as it can affect future transactions a customer can make with the brand. In 
modern marketing, the customer is the king of the market. Considering the dominance of 
customers in the modern marketing scenario, it is very important for marketers and 
academicians to dig more into the impact of customer-centric variables on the loyalty of 
customers as it can impact the future profitability and growth prospects of the firm. The 
study discovered a few factors, and this discovery can help future scholars who want to 
work in this area. These factors were found after a thorough review of previous research 
in this field. The current work adds to the body of knowledge by presenting a conceptual 
model that examines how customer satisfaction, customer engagement, customer 
involvement, and customer experience all affect customer loyalty for the considered 
brand at the same time. 
 

 
 

Figure 2: Proposed framework showing customer-centric antecedents of customer 
loyalty. 
 
Limitations and Future Research Directions 
The exploratory research design is the major limitation of the current study. It only used 
links from the literature review to identify the factors determining customer loyalty. To 
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establish a causal relationship, the proposed framework must be empirically tested. The 
present study recommends that more causal research studies using primary data be 
conducted in the future. This research framework proposed by this study is a significant 
contribution to the relationship marketing literature. Our research model is unique 
because it focused only on important customer-centric concepts that impact the customer 
loyalty. 
 
References  
Amine, A. (1998). Consumers' true brand loyalty: the central role of 

commitment. Journal of strategic marketing, 6(4), 305-319. 

Atulkar, S. (2020). Brand trust and brand loyalty in mall shoppers. Marketing Intelligence 
& Planning, 38(5), 559-572. 

Baltas, G. (2003). Determinants of internet advertising effectiveness: an empirical study. 
International Journal of Market Research, 45(4), 1–9. 

Bilro, R. G., & Loureiro, S. M. C. (2020). A consumer engagement systematic review: 
synthesis and research agenda. Spanish Journal of Marketing-ESIC. 

Bowden, J. L. H. (2009). The process of customer engagement: A conceptual 
framework. Journal of marketing theory and practice, 17(1), 63-74. 

Bowen, J. T., & Chen, S. (2001). The relationship between customer loyalty and 
customer satisfaction. International Journal of Contemporary Hospitality 
Management. 

Brun, I., Rajaobelina, L., Ricard, L., & Berthiaume, B. (2017). Impact of customer 
experience on loyalty: a multichannel examination. The Service Industries 
Journal, 37(5-6), 317-340.  

Cetin, G., & Dincer, F. I. (2014). Influence of customer experience on loyalty and word-
of-mouth in hospitality operations. Anatolia, 25(2), 181-194. 

Delgado-Ballester, E., & Munuera-Alemán, J. L. (2001). Brand trust in the context of 
consumer loyalty. European Journal of Marketing, 35(11-1), 1238-1258. 

Dowling, G. R., & Uncles, M. (1997). Do customer loyalty programs really work?. Sloan 
management review, 38, 71-82. 



International Journal of Management Issues and Research   Vol-12, Issue-1, Jan.- June 2023 

 

36 

El-Adly, M. I. (2019). Modelling the relationship between hotel perceived value, 
customer satisfaction, and customer loyalty. Journal of Retailing and Consumer 
Services, 50, 322–332. 

Fred, P., & Paul, H. (2000). The multicultural context of brand loyalty. European Journal 
of Innovation Management, 3(3), 116-125. 

Greve, G. (2014). The moderating effect of customer engagement on the brand image–
brand loyalty relationship. Procedia-Social and Behavioral Sciences, 148, 203-210. 

Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer experience management: toward 
implementing an evolving marketing concept. Journal of the Academy of Marketing 
Science, 45(3), 377–401. 

Izogo, E. E., & Mpinganjira, M. (2021). Social media customer behavioral engagement 
and loyalty among hotel patrons: does customer involvement matter?. International 
Journal of Tourism Cities. 

Kanter, R. M. (1982). Dilemmas of managing participation. Organizational 
dynamics, 11(1), 5-27. 

Khan, B., & Rizwan, M. (2014). Factors contributing to customer loyalty in commercial 
banking. International Journal of Accounting and Financial Reporting, 4(2), 413. 

Kim, A., & Cho, Y. C. (2015). Exploring antecedents & consequences of customer 
satisfaction with smartphones: Implications for CRM. Journal of Business & 
Economics Research (JBER), 13(4), 215–230. 

Koay, K. Y., Cheah, C. W., & Chang, Y. X. (2022). A model of online food delivery 
service quality, customer satisfaction and customer loyalty: a combination of PLS-
SEM and NCA approaches. British Food Journal. 

Kotler, P., Keller, K. L., Manceau, D., & Dubois, B. (2016). Marketing Management, 15e 
édition. New Jersy: Pearson Education. 

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer brand 
engagement and brand loyalty. Journal of Marketing Management, 32(5-6), 558-578. 

Leninkumar, V. (2017). The relationship between customer satisfaction and customer 
trust on customer loyalty. International Journal of Academic Research in Business 
and Social Sciences, 7(4), 450–465. 



International Journal of Management Issues and Research   Vol-12, Issue-1, Jan.- June 2023 

 

37 

Lim, W. M., Rasul, T., Kumar, S., & Ala, M. (2022). Past, present, and future of 
customer engagement. Journal of Business Research, 140(C), 439-458. 

Liu, F. M., Hu, Y. J., Kao, J. Y., & Ching, S. L. (2016). Examining the indirect effect of 
customer involvement for the relationship between brand equity and customer 
loyalty. International Journal of Organizational Innovation (Online), 9(2), 76. 

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard 
Business Review, 85(2), 116. 

Mitchell, M. A., & Orwig, R. A. (2002). Consumer experience tourism and brand 
bonding. Journal of Product & Brand Management, 11(1), 30-41. 

Motameni, R., & Shahrokhi, M. (1998). Brand equity valuation: a global 
perspective. Journal of Product and Brand Management, 7(4), 275-290. 

Oliver, R. L. (1999). Whence Consumer Loyalty?. Journal of Marketing, 63, 33-
44.Baltas, G. (2003). Determinants of internet advertising effectiveness: an empirical 
study. International Journal of Market Research, 45(4), 1–9. 

Orantes-Jiménez, S. D., Vázquez-Álvarez, G., & Tejeida-Padilla, R. (2017). Impact of 
customer relationship management on customer loyalty, customer retention and 
customer profitability for hotelier sector. Journal of Systematics, Cybernetics and 
Information, 15(4), 36-43. 

Park, C. W., MacInnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). 
Brand attachment and brand attitude strength: Conceptual and empirical 
differentiation of two critical brand equity drivers. Journal of marketing, 74(6), 1-17. 

Paul, J., & Criado, A. R. (2020). The art of writing literature review: What do we know 
and what do we need to know? International Business Review, 29(4), 101717. 
https://doi.org/10.1016/j.ibusrev.2020.101717 

Rasool, A., Shah, F. A., & Tanveer, M. (2021). Relational dynamics between customer 
engagement, brand experience, and customer loyalty: An empirical 
investigation. Journal of Internet Commerce, 20(3), 273-292. 

Raymond, M. A., & Tanner Jr, J. F. (1994). Selling and sales management in action: 
Maintaining customer relationships in direct sales: Stimulating repeat purchase 
behavior. Journal of Personal Selling & Sales Management, 14(4), 67-76. 



International Journal of Management Issues and Research   Vol-12, Issue-1, Jan.- June 2023 

 

38 

Schaufeli, W. B. (2013). What is engagement?. In Employee engagement in theory and 
practice (pp. 29-49). Routledge. 

Schultz, D. E., & Bailey, S. E. (2000). Customer/brand loyalty in an interactive 
marketplace. Journal of Advertising Research, 40(3), 41-52. 

Siebert, A., Gopaldas, A., Lindridge, A., & Simões, C. (2020). Customer experience 
journeys: Loyalty loops versus involvement spirals. Journal of Marketing, 84(4), 45-
66. 

So, K. K. F., King, C., Sparks, B. A., & Wang, Y. (2016). The role of customer 
engagement in building consumer loyalty to tourism brands. Journal of Travel 
Research, 55(1), 64-78. 

Tripathi, M. N. (2009). Customer Engagement-Key to Successful Brand 
Building. Vilakshan: The XIMB Journal of Management, 6(1). 

Tsiros, M., & Mittal, V. (2000). Regret: A model of its antecedents and consequences in 
consumer decision making. Journal of Consumer Research, 26(4), 401–417. 

Walls, A. R., Okumus, F., Wang, Y. R., & Kwun, D. J. W. (2011). An epistemological 
view of consumer experiences. International journal of hospitality 
management, 30(1), 10-21. 

Williams, P., & Naumann, E. (2011). Customer satisfaction and business performance: a 
firm-level analysis. Journal of Services Marketing, 25(1), 20-32. 

World Tourism Organization. (1985). Identification and Evaluation of Those 
Components of Tourism Services which Have a Bearing on Tourist Satisfaction and 
which Can... World tourism organization. 

Yuan, C., Moon, H., Wang, S., Yu, X., & Kim, K. H. (2021). Study on the influencing of 
B2B parasocial relationship on repeat purchase intention in the online purchasing 
environment: an empirical study of B2B E-commerce platform. Industrial Marketing 
Management, 92, 101-110. 


	00Cover
	Page 1

	IJMIR Journal Vol 11 No 2 -July-Dec. 2022
	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10

	01 Dr Sadhna_Impact of Gender and Age Perception
	The Impact of Gender and Age Perception towards Financial Investment Decision Making
	Dr. Sadhana Tiwari


	02_Bus-Concepts
	BUSINESS CONCEPTS, TACTICS, AND STRATEGIES FOR CORPORATE SOCIAL RESPONSIBILITY AND SUSTAINABLE DEVELOPMENT GOAL
	Ms. Vidushi Nain0F
	Ms. Disha Gupta1F


	03-Role of Customer in Forming Customer Loyalty
	04 Women Entrepreneurship Development Policy
	Women Entrepreneurship Development: Policy Perspective and Government Initiatives in India
	K Shanti Priya


	05-CONSUMER MATERIALISM_pooja
	06. Ankit
	A study on consumer behaviour in purchasing the online grocery: A Literature Review

	07. Exploring the Role of Microfinance in Promoting Rural Development in India
	Exploring the Role of Microfinance in Promoting Rural Development in India
	Dr. Anup Kumar Srivastava
	Dr. Arati Pant
	Prof. Abhinanda Bhattacharya


	08 Prespective
	P1-Business sustainability in the times of crisis
	BUSINESS SUSTAINABILITY IN THE TIMES OF CRISIS
	Nishtha Ujjawal
	Dr Manisha Gupta
	Shagun Sharma


	P2-Nurturing Excellence
	P3-Reflection - Dr.Sumesh Raizada
	P4-AI-Use-in-Banks-Shagun
	A. Strategy

	P-5
	P-6BAck
	Page 1

	Blank Page
	Blank Page
	Blank Page



