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INTRODUCTION  

 

Consumers are intangible assets of high value 

for companies (K. Park & Jang, 2021). This 

makes companies continue to look for 

innovations to keep communicating with their 

customers, especially by utilizing technology 

and the internet, one of which is social media. 

Companies in America succeeded in 

increasing their sales by optimizing the use of 

social media through allocating quite large 

budget funds, up to 84.4% (CMO, 2022). 

These high costs show that social media can 

help companies improve their performance. 

Marketers use social media to communicate 

with their customers more easily (Luo, 2021). 

They can do one-on-one direct marketing, 

considered more effective and efficient than 

one-to-many like conventional media (Zahoor, 

2022). This way of communication makes 

customers more able to recognize the 

company of their choice, marketing 

investment in the form of customer equity that 

benefits the company (Cambra-Fierro et al., 

2019).  Communication on each social media 

will also be different. For example Instagram 

with visual storytelling content (Lim & Childs, 

2020), Facebook which prioritizes networking 

features (Greenhow & Chapman, 2020), and 

YouTube with content that must be able to 

attract customers to interact  (Byun et al., 

2023) 

Several studies have explained the 

importance of marketers' understanding of 

whether they have high customer equity in 

retail marketing. Such as developing positive 

consumer experiences and moderators to 

strengthen reciprocal effects (Cambra-Fierro 

et al., 2019; Cuong et al., 2020; Yu et al., 

2021). Customer equity is one measure of the 

success of marketing carried out by 

companies (Hyun, 2009). Three forming 

factors of customer equity: value equity, brand 

equity, and relationship equity (Ho & Chung, 

2020; Lemon et al., 2001; Yuan et al., 2021). 

These three factors increase purchase 

intention (Ho & Chung, 2020; Saeed & Binti 

Abdul Ghani Azmi, 2019). Customer equity is 
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formed from value creation based on costs, 

profits, and customer relationships (Wang et 

al., 2016). Customer relationships are 

important, and marketers must know what kind 

of relationships can form customer equity. 

(Parasuraman et al., 1985) Emphasizes 

forming, maintaining, and enhancing customer 

relationships and seeing customers as 

business partners. 

Gautam and Sharma (2017) Suggests 

using trust and intimacy in customer 

relationships on social media, whereas (F. K. 

Park et al., 2015) use active empathic listening 

related to consumer willingness when 

providing feedback on social media. Even 

though they have previously explained 

customer relationships, they do not focus on 

how these relationships can create customer 

equity by focusing on the three forming 

dimensions: value equity, brand equity, and 

relationship equity (Yuan et al., 2016). A high 

level of customer equity will determine future 

customer behavior (Yuan, Kim, & Kim, 2016), 

and close relationships with consumers can 

increase this equity (Yu & Yuan, 2019). This 

research will examine these variables' 

influence to perfect the customer relationship 

theory model. 

Therefore, this research provides practical 

and theoretical contributions to look at 

strategies for maintaining customer 

relationships in online retail sales that utilize 

social media, which has so far been ignored. 

Such as (Gao et al., 2020) who only look at a 

comprehensive evaluation of their experience 

in dealing with the company, and (Yuan et al., 

2016) who focus only on the delivery of 

entertainment content. As a theoretical 

contribution, we analyze and identify 

dimensions of forming customer relationships 

that are more appropriate for use in the field of 

online retail marketing that can increase 

customer equity. As a practical contribution, 

this study explains in detail what factors must 

be carried out by online retail marketers in 

formulating the right strategy for maintaining 

customer relationships on social media. We 

specifically examine what kind of relationship 

consumers want so that it can assist 

marketers in determining the right strategy 

according to the desired customer's life (W. 

Kim et al., 2020) 

 

LITERATURE REVIEW AND 

HYPOTHESES DEVELOPMENT  

 

The concept of customer relationship has 

been widely used in previous research to 

maximize sales on social media (Dwivedi et 

al., 2021; F. Li et al., 2021; Mitręga & Choi, 

2021). As has been done, small and medium 

enterprises have been proven to reduce 

marketing costs and improve customer 

relationships with informative and fast service 

facilities (Qalati et al., 2021). The formation of 

customer relationships, namely intimacy, trust, 

and active empathic listening (Gautam & 

Sharma, 2017; F. K. Park et al., 2015). 

Customer intimacy is a binding relationship 

between customers and brands (Upadhyay et 

al., 2022). The way to feel the intimacy 

between marketers and customers is a 

familiarity built up to the openness of stories 

and criticisms customers give to brands 

(Fouladi et al., 2021). However, not all 

strategies carried out on social media can 

create intimacy with online users. This occurs 

due to inconsistency in responding to 

customer inquiries and identifying problems 

through comments on social media (John et 

al., 2018). Identifying which way of intimacy is 

more appropriate for positively impacting 

consumers is necessary. After that, it is 

necessary to see the impact when marketers 

can determine the proper intimacy; one of the 

most important is increasing customer equity. 

Customer equity is defined as the sum of 

the values obtained by the company from the 

flow of customer lifetime contributions (Lemon 

et al., 2001) consisting of value equity, brand 

equity, and relationship equity. Value equity is 

a customer's assessment of the price, brand, 

convenience, and quality owned by a 

company (W. Kim et al., 2020). Brand equity 

results from an evaluation generated by 

customers for the products and services 

received by the brand (Masè et al., 2018). 

Relationship equity is the attitude of customers 

who want to maintain relationships with certain 

companies (K. H. Kim et al., 2021). These 
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three dimensions are the most important 

factors for retaining customers (Wang et al., 

2020). 

The first strategy that marketers can carry 

out to create customer equity is to increase 

customer relationships through customer 

intimacy by adjusting service offerings to 

consumer needs (Roy et al., 2018). 

Companies must maintain communication and 

familiarity with customers (Michel et al., 2008) 

so that customers and companies can make a 

positive contribution (Mulia et al., 2020). 

Consumer perceptions of the value of a 

company will be determined by how much 

customer intimacy exists between consumers 

and companies (Brock & Zhou, 2012). 

Consumers will learn and process information 

obtained from the company cognitively (Barry 

& Howard, 1990) and will develop 

relationships with brands effectively (Barry, 

1987). Companies can control customers by 

developing superior customer intimacy to 

create long-term brand equity (Javed & Billah, 

2022). 

 

H1: Customer intimacy has a positive and 

significant effect on value equity 

 

H2: Customer intimacy has a positive and 

significant effect on brand equity 

 

H3: Customer intimacy has a positive and 

significant effect on relationship equity 

 

Trust is the second dimension that forms a 

customer relationship, which is essential in 

maintaining consumer relations on social 

media (M. W. Li et al., 2020). Trust is a bond 

or commitment between a company brand and 

customers (Hess & Story, 2005). The 

emergence of trust is due to the integrity and 

reliability of the company in terms of credibility, 

benevolence, honesty, and consistency 

(Morgan & Hunt, 1994). Especially in online 

shopping transactions that occur virtually (H. 

Kim & Song, 2010), and social media that 

prioritizes consumer response in the form of 

interactions can be used as customer equity 

(Søderholm et al., 2018; Tatar & Eren-

Erdoğmuş, 2016). Trust is vital in buying 

behavior that drives customer equity (Whan 

Park et al., 2010). Such as high brand equity 

arises because of customer trust as a potential 

asset for long-term relationships (Ambler, 

1997; Hyun, 2009).  

 

H4: Trust has a positive and significant 

effect on value equity 

 

H5: Trust has a positive and significant 

effect on brand equity 

 

H6: Trust has a positive and significant 

effect on relationship equity 

 

Active empathic listening is an active 

process of paying attention, observing, 

interpreting, and responding to stimuli through 

electronic media (Stewart & Arnold, 2017). For 

example, social media marketing is concerned 

with selling relationships, and listening skills 

are needed (Drollinger & Comer, 2013). These 

skills can increase customer retention and can 

be used to identify what is reflected in 

conversations with customers (Du et al., 

2021). By listening well, customer-oriented 

marketers will create high value with 

customers (Itani et al., 2019). 

 

H7: Active empathic listening has a positive 

and significant effect on value equity 

 

H8: Active empathic listening has a positive 

and significant effect on brand equity 

 

H9: Active empathic listening has a positive 

and significant effect on relationship equity 

 

Consumers' desire to buy products 

depends on consumer equity (Nawi et al., 

2022). Purchase intention measures 

marketer's success in providing consumer 

stimulus (Febrian et al., 2021; Zhu et al., 

2019). Previous researchers have explained 

that higher customer equity will increase 

consumer purchase intention (A. J. Kim & Ko, 

2012; Nawi et al., 2022). Customer equity 

consists of value equity, brand equity, and 

relationship equity. For example, brand equity 

(slogan, shape, logo, and color) can make 
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people fall in love with a brand, which will form 

purchase intentions (Verma, 2020). Another 

example is online reviews, which are widely 

used by marketers on social media and e-

commerce, which can create brand 

perceptions in the minds of consumers and 

influence consumer purchase intentions 

(Chakraborty, 2019). 

Furthermore, value equity as an objective 

assessment of consumer perceptions can 

influence purchase intentions (Holehonnur et 

al., 2009). Marketers can build this positive 

perception in various ways. For example, the 

interpretation of online reviews creates brand 

perceptions in the minds of consumers 

(Chakraborty, 2019). Disclosure of information 

through social media can now be utilized to 

manage online reviews in the form of good and 

bad testimonials. To predict future customer 

behavior, marketers must know consumer 

attitudes during decision-making (A. J. Kim & 

Ko, 2012). They understand how marketers 

form relationships with customers in the form 

of relationship equity. Consumers can assess 

the benefits of the relationship provided by the 

company, which they will then evaluate to 

determine attitudes (A. J. Kim & Ko, 2012; 

Wang et al., 2016). 

 

H10: Brand equity has a positive and 

significant effect on purchase intention 

 

H11: Value equity has a positive and 

significant effect on purchase intention 

 

H12: Relationship equity has a positive and 

significant effect on purchase intention 

 

METHODS 

 

In January-March 2023, data collection using 

an online questionnaire was distributed to 

respondents who had experience making 

online purchases due to a stimulus via social 

media. A purposive sampling method was 

carried out to ensure that the respondents 

involved met the criteria set by the researcher. 

A 5-point Likert scale was used to measure all 

items, ranging from 1 (strongly disagree) to 5 

(strongly agree). This study resulted in 476 

responses that were evaluated by 

respondents voluntarily. Respondent 

demographics are presented in Table 1. It is 

explained that the younger generation at the 

high school level dominates the sampling 

according to their generation's habits of 

accessing social media. We also looked at the 

social media they frequently access, namely 

Instagram, and the products they most often 

view via social media are fashion. 

Table 1.  
Respondent profile 

 

Measures Items Frequency Percentage (%) 

Gender Male 181 38 
 Female 295 62 
age 16 – 25 413 87 
 26 - 35 41 8 
 > 36 22 5 
Education ≤High school 336 70 
 Undergraduate 100 21 
 Master's 34 7 
 Doctor's 6 2 
Social Media Facebook 70 14 

Instagram 218 46 
TikTok 126 27 
YouTube 62 13 

Product Electronics 22 5 
 Fashion (shirts, 

pants, shoes ) 
353 74 

 Food and Beverage 76 16 
 Make-up and 

skincare 
25 5 
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We focus our research on three constructs 

where the conceptual model is depicted in 

Figure 1. A multi-item scale was used to 

measure all constructs. Customer relationship 

is adapted from (Gautam & Sharma, 2017), 

which has three forming dimensions: 

customer intimacy, active listening, and trust. 

Customer equity is adapted from (Yuan et al., 

2016), which has three forming dimensions: 

value equity, brand equity, and relationship 

equity. Purchase intention adapted from 

(Mainardes & Cardoso, 2019). In total, 28 

items are used to measure 7 dimensions to 

ensure they are appropriate for the research 

context. Modifications are made to the items 

to make them relevant. Therefore, the stages 

of testing the validity of all measurement items 

are ensured to get good results. 

 

RESULTS AND DISCUSSION  

 

Statistical tests and analyses were carried out 

using SPSS 26 and AMOS 24. Several stages 

were carried out, namely, normality tests of all 

items, ensuring no outlier data. Furthermore, 

the confirmatory factor analysis (CFA) test 

process examines validity and reliability. The 

average variance extracted (AVE) is used to 

see the validity, with the required value being 

> 0.5, which indicates the amount of variance 

captured (Fornell & Larcker, 1981). This value 

is obtained after ensuring that all loading factor 

values get > 0.5 (J. Hair et al., 2010). 

Composite reliability (CR) is used to see 

reliability using the required value > 0.7 (J. F. 

Hair et al., 2017). The study results show that 

all constructs have the required AVE and CR 

values (Table 2). Discriminant validity was 

also carried out with the square root of each 

AVE construct being higher than all constructs 

((Fornell & Larcker, 1981). After being 

declared to have good validity and reliability 

values. We test the hypothesis with the SEM 

structural model. 

 

Structural model analysis 

 

The hypothesis tested using structural 

equation modeling in AMOS 24 looks at the 

causal relationship between several latent 

variables with the advantage of being able to 

consider if an error occurs in the indicator 

(Iacobucci, 2010). Table 3. describes the 

estimated path t-value and significant p-value. 

All hypotheses are tested simultaneously. H1 

(β = 1.937, p = 0.000) has a positive and 

 
 

Figure 1. 

Research model 
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significant relationship. H2 (β = 2.067, p = 

0.000) has a positive and significant 

relationship. H3 (β = 1.568, p = 0.000) has a 

positive and significant relationship. H4 (β = 

0.195, p = 0.000) has a positive and significant 

relationship. H5 (β = 0.42, p = 0.000) has a 

positive and significant relationship. H6 (β = 

0.523, p = 0.000) has a positive and significant 

relationship. H7 (β = 0.492, p = 0.000) has a 

positive and significant relationship. H8 (β = 

0.345, p = 0.000) has a positive and significant 

relationship. H9 (β = 0.121, p = 0.000) has a 

positive and significant relationship. H10 (β = 

7.282, p = 0.000) has a positive and significant 

relationship. H11 (β = - 6.098, p = 0.01) has a 

negative and insignificant relationship. H12 (β 

= - 0.750, p = 0.004) has a negative and 

significant relationship.  

Structural model testing is measured 

using various good-of-fit (GOF) measures, 

including the goodness of fit .868, Root-Mean 

Square Error of Approximation (RMSEA) has 

a value of 0.78 according to what is required 

to have a value that is considered acceptable 

below 0.08 (J. F. Hair et al., 2017). The 

Comparative Fit Index (CFI) got a value of 

0.909 (> 0.9), and CMIN/DF 3.904. All these 

values indicate an acceptable model fit. 

 

Discussion 

 

This study investigates several factors that 

can explain the dimensions of forming 

customer relationships, namely customer 

intimacy, active listening, and trust, which 

retail marketers use to utilize social media. 

The study's results explain that all of these 

factors can increase the creation of customer 

equity that benefits the company. In particular, 

customer intimacy exists, interpreted as a way 

of approaching marketers in serving consumer 

needs. Consumers feel comfortable when 

marketers understand consumer needs, so 

they feel they have a close personal 

Table 2. 
Measurement models 

 

Construct Items Loading 
Factor 

AVE CR 

Customer 
intimacy 

CI1 0.81 0.61 0.83 
CI2 0.772 
CI3 0.768 

Trusts TRUS1 0.796 0.65 0.90 
TRUS2 0.805 
TRUS3 0.858 
TRUS4 0.8 
TRUS5 0.765 

Active empathic 
listening 

AEL1 0.716 0.66 0.85 
AEL2 0.834 
AEL3 0.85 
AEL4 0.843 

Value Equity VE1 0.721 0.74 1.00 
VE2 0.683 
VE3 0.798 

VE4 
0.754 
 

BrandEquity BE1 0.72 0.58 0.83 
BE2 0.81 
BE3 0.727 
BE4 0.78 

Relationship 
equity 

RE1 0.802 0.61 0.85 
RE2 0.824 
RE3 0.738 
RE4 0.78 
RE5 0.764 

Purchase 
Intentions 

PI1 0.794 0.66 1.00 

PI2 0.837 

PI3 0.803 
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relationship when marketers are present when 

they need them. Such intimate interactions 

can occur when consumers are willing to 

share information with service providers (Jeon 

& Kim, 2016). These results support the 

statement (Liu & Huang, 2014; Upadhyay et 

al., 2022) regarding important factors in 

binding customers to a brand through 

intimacy, which can build and provide 

organizational value from the perspective of 

the company's internal excellence.  

In addition, this study also found 

evidence that the effect of high consumer trust 

in a company can increase customer equity. 

This trust is created from the company's 

positive attitude in conveying reliable 

information and commitment to what has been 

promised, such as providing a guarantee if 

there is a problem with the product consumers 

buy. Consumers also feel happy when they 

become someone who is considered essential 

to the company. The research results reveal 

that they want to be served quickly and 

precisely. The use of social media that can be 

accessed in real-time makes it easier for 

consumers to ask questions directly through 

social media, which are directly connected to 

customer service employees who must be 

responsive. Reliability employees must 

continue to be trained to provide relevant 

information to questions raised by consumers. 

Today's marketers cannot rely on product 

knowledge or sweet talk skills but on building 

relationships with them (Akerlof, 2017). These 

results are consistent with the commitment-

trust theory to identify trust that can strengthen 

the relationship between consumers and 

companies in the long term, thereby 

influencing customer equity (Asano et al., 

2019). 

In the last test, we saw how the effect of 

customer equity on the increase in purchase 

intention refers to the possibility of consumers 

purchasing in the future. According to the 

results of the three dimensions of customer 

equity, only brand equity has a positive and 

significant effect (Majeed et al., 2021). 

Meanwhile, value equity has no significant 

adverse effect, and the relationship has a 

significant negative effect. That is, value equity 

and relationship equity owned by consumers 

do not affect increasing purchase intentions 

for retail products on social media. These 

support the research results (A. J. Kim & Ko, 

2012), which obtained the same test results. 

However, recent research (Nawi et al., 2022) 

states that these dimensions can increase 

consumer purchase intentions. These results 

emphasize that relationship equity is a 

marketing approach that has long-term results 

(Guha et al., 2021). Marketers cannot expect 

immediate results when establishing 

relationships with potential customers. Even 

though marketers have provided exemplary 

service and communication, they do not feel 

part of the brand. This also makes the lesson 

consider the correct variables in supporting 

marketing activities within building relationship 

equity. Social media can be used to maintain 

customer relationships, but not as the final 

Table 3. 

Structural model 

 

Hypothesis Estimates SE CR P Summary 

H1 1.937 0.376 5.149 0.000 Supported 
H2 2.067 0.411 5.031 0.000 Supported 
H3 1.568 0.311 5.045 0.000 Supported 
H4 0.195 0.039 4.94 0.000 Supported 
H5 0.42 0.049 8.504 0.000 Supported 
H6 0.523 0.05 10.396 0.000 Supported 
H7 0.492 0.055 9.018 0.000 Supported 
H8 0.345 0.047 7.363 0.000 Supported 
H9 0.121 0.042 2.904 0.004 Supported 
H10 7.282 2.332 3.122 0.002 Supported 
H11 -6.098 2.373 -2.569 0.01 Not Supported 
H12 -0.750 0.263 -2.856 0.004 Not Supported 
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primary tool in increasing consumer purchase 

intentions. 

 

Implication 

 

This research has several benefits for 

managerial retail businesses that utilize social 

media. First, provide input in marketing 

strategies emphasizing improving customer 

relationships and equity. Because most retail 

business actors fall into the category of small 

and medium enterprises, many do not 

understand how to maximize the use of social 

media in business processes (Rupeika-Apoga 

& Petrovska, 2022). This finding explains the 

critical role of customer equity in online 

business continuity. The way that can be done 

is to increase the company's role in customer 

relationships. Customer relationships have 

become an effective marketing method, from 

the conventional era to sales in the current 

digital era (Grönroos, 2009; Herhausen et al., 

2020). Marketers can focus on the three 

forming dimensions, namely customer 

intimacy, trust, and active empathetic 

listening. Customer intimacy is obtained from 

providing good service. An example of this on 

social media is answering questions quickly 

and precisely to consumers through the 

messaging feature. Trust is obtained from the 

company's ability to commit to what has been 

conveyed, for example, being honest in giving 

discounts and providing product guarantees. 

Active listening was created from the 

company's willingness to give time to respond 

to all consumer desires. Second, this research 

also explains why business retail companies 

should not expect fast results in marketing 

products through social media. The findings 

prove that even though a company has high 

customer equity, it cannot increase consumer 

purchase intention. Only the brand equity 

dimension has a significant impact. This 

means social media marketing is not a direct 

marketing tool that gets significant results. 

Social media is only a stimulus to make 

products marketed to be remembered by 

consumers. Other variables are needed to 

increase consumer purchase intentions 

through social media. 

CONCLUSION  

 

The results show that all dimensions of 

customer relationships consisting of customer 

intimacy, trust, and active emphatic listening 

can increase customer equity. In this study, 

customer equity consists of three dimensions: 

brand equity, value equity, and relationship 

equity. However, only brand equity is a 

significant predictor for increasing consumer 

purchase intention. Consumers are more 

interested in posting product photos and 

videos on social media. Therefore, learning 

more about how to make photo and video 

content attractive and the products being sold 

is necessary. Increasing brand equity has 

been proven to increase consumer purchase 

intention. The different results show that value 

equity and relationship equity have a negative 

relationship, meaning consumers think that 

even if they have value equity and relationship 

equity for certain products, they may not 

necessarily increase their purchase intention. 

This can be attributed to the primary function 

of social media, which is media for sharing and 

not media for selling. Therefore, it is essential 

to understand the factors that can increase 

consumer purchase intentions through social 

media.  

 

Limitations and future research 

directions 

 

This research has several limitations. First, 

this study is limited to social media users in 

Indonesia as respondents. Therefore, 

research results with the same model may not 

apply in other countries, so testing with the 

same model is needed. Second, this research 

is limited to investigating the influence of 

customer relationships as a stimulus provided 

by marketers on social media and two 

customer behaviors, namely customer equity 

and purchase intention, as antecedents. The 

research model does not include other stimuli 

that can affect other consumer behavior. 

Therefore, further research can expand the 

research model by including more stimuli that 

can increase purchase intention and customer 

equity.  
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