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ABSTRACT. The purpose of this study is to determine the effect of social media marketing 

capability on customer loyalty with digital customer-centric intimacy capabilities as a mediating 

variable. Building on dynamic capabilities theory, we theorize that social media marketing 

capability positively influences customer loyalty indirectly by augmenting firms' ability to develop 

personalized, customer oriented, digitally enabled experience relationships. This study employed a 

quantitative cross-sectional survey design of 300 culinary MSME owners and managers who use 

social media to market their goods. Partial Least Squares Structural Equation Modeling (PLS-SEM) 

was used to analyze the data. The results indicate that social media marketing capability has no 

direct and significant effect on customer loyalty but exerts a strong positive indirect influence 

through digital customer-centric intimacy capability. In addition, digital customer centric-intimacy 

capability is positively related to customer loyalty and completely mediated the influence of social 

media marketing capability on customer loyalty. These findings suggest that the basic strategy to 

enhance customer loyalty is not just the use of social media marketing activities, but rather the 

ability of a firm to engage in meaningful, customized, and consistent digital interactions with 

customers. This paper adds to the dynamic capabilities literature by examining digital customer-

centric intimacy capability as a second order relational capability that operates on operational 

digital marketing capability, transforming it into sustainable customer loyalty. Results also offer 

concrete managerial insights for culinary MSMEs to develop customer oriented digital marketing 

strategies that can bolster their long-run competitiveness. 

 
Keyword: Culinary MSMEs; Customer Loyalty; Digital Customer-Centric Intimacy Capability; 

Social Media Marketing Capability 
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INTRODUCTION  

Digital technologies have transformed the ways small and medium sized enterprises (SMEs) engage 

with customers in this rapidly evolving environment. Now you need social media to create 

customer value, develop relationships, and establish a lasting competitive advantage. What began 

as little more than a marketing tool has since grown into an essential element of the organization. 

According to Bartoloni and Ancillai (2024), social media marketing is an essential component of 

digital strategy, enabling firms to reach and engage customers through online communication 

channels. Additionally, Laradi et al. (2024) argued that although fashion MSMEs have social media 

accounts, they struggle to convert social interactions into loyal customers due to a shortage of 

strategic capabilities rather than technology. This implies that a certain level of organizational 

capability must be embraced in relation to social media strategies for businesses to convert any 

online encounters into relationships (Tarsakoo & Charoensukmongkol, 2019). 

Now, the fashion industry is one of the most digitally well connected industries. Consumers are 

increasingly turning to social media to find products, compare brands, and engage with sellers 

directly before making a purchase. Jadhav (2024) emphasize the importance of digital marketing 

for SMEs, as consumers today expect to be spoken to in a personalized manner and to receive 

captivating digital experiences. Recent statistics indicate that fashion consumers are increasingly 

influenced by religiously authentic content, customer reviews, and influencer recommendations, 

and that these days, immediacy on social platforms such as Instagram and TikTok is key. Arguably, 

these social media interactions have a considerable impact on initiating purchasing (Joshi et al., 

2023). Despite MSMEs accelerating digital adoption, there is a varying degree of strategic use of 

social media for relationship building. Despite massive investment in digital marketing, fashion 

MSMEs still experience a disconnect between their technology adoption and customer retention 

(Eric Opoku et al., 2024). 

Previous studies indicate that social media marketing positively influences organizational output. 

Nonetheless, the vast majority of studies have examined such HR practices in relation to business 

performance, customer engagement, or brand equity rather than to customer loyalty, for example, 

customer loyalty (Radebe et al., 2024). Abbasi et al. (2018) found that customers' unique use of 

social media positively affects small business performance. However, the research did not address 

how social media relationships can foster durable patronage. Similarly, Laradi et al. (2024), the 

social media marketing capabilities will lead to an improvement in the likelihood of business 

success through digital competitive advantages, while Z. Luo et al. (2024), a study was presented 

that underscored the value of social CRM in enhancing marketing performance. Notably, little is 

known about the mediating role of digital customer-centric intimacy capability in this relationship, 

particularly in fashion MSMEs, where continuous digital interactions are critical for customer to 

firm long term relational ties (Hasibuan et al., 2026a). This study aims to bridge this lacuna by 

exploring the mediating role of social media marketing capability in the relationship between social 

media marketing capability and customer loyalty, enabling firms to forge deeper digital connections 

with their customers and thus contributing to existing knowledge that has looked at direct 

relationships in prior studies. 

This research is based on the strategic product of Customer Intimacy proposed by Treacy and 

Wiersema (1993, 1995). A customer centric strategy like this emphasizes a deep understanding of 

customers and the delivery of personalized value to forge long term relationships. In contrast to 
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more general understandings of relationship marketing, customer intimacy focuses on the capacity 

of an organization to identify customer needs and deliver customized experiences and 

relationships. Liu et al. (2024) they contended that firms need to build competencies for providing 

customized experiences on digital platforms. Furthermore, Brock and Zhou (2012) reasoned that 

customer intimacy is a distinctive organizational capability rather than merely a special marketing 

task, as it enables firms to deliver superior relational value. Therefore, digital customer-centric 

intimacy capability is a practical conceptual framework for improving social media marketing to 

enhance merchant loyalty within fashion MSMEs in a high digital activity environment. 

The importance of digital customer-centric intimacy capability becomes vital as social media 

marketing success relies not only on effective firm to customer communication but also on the 

ability to develop meaningful digital relationships. According to Maduku (2024), businesses that 

integrate social media into their customer focused strategies gain sustainable competitive 

advantages by enhancing customer relationships rather than relying solely on promotional efforts. 

Having digital capabilities satisfies the ever-changing customer interactions of businesses from 

different perspectives. This is why digital capability leads to organizational competitiveness, as 

mentioned in Khin and Ho (2019), where you can check out their findings and several other studies 

they cite. Moreover, Radebe et al. (2024) argue that a customer-centered strategy is a fundamental 

driver of business growth through enhanced relational value rather than transactional exchange. 

these insights reveal that nurturing digital customer-centric intimacy capability is vital if fashion 

MSMEs are to transform digital engagement into enduring customer loyalty. 

This study will investigate the influence of social media marketing capability on customer loyalty 

to fashion MSMEs, with digital customer-centric intimacy capability as a mediating variable. The 

proposed model contributes to the literature by extending prior studies that primarily emphasized 

direct associations between social media marketing and organizational performance whilst 

overlooking the capabilities that facilitate ongoing customer commitment. K. J. Trainor et al. (2014) 

it is also noteworthy that social media technologies can only create substantial business value for a 

firm when the firm has the capabilities to manage customer relationships. Similarly, Marolt et al. 

(2022) determined that relational skills are an essential element connecting social media use and 

business performance. Radebe et al. (2024) similarly called for further study using customer-centric 

perspectives in small business research. Therefore, this study seeks to contribute to the literature 

on digital marketing capability by providing evidence of a critical strategic role that digital 

customer-centric intimacy capability plays in increasing fashion MSME customer loyalty. 

LITERATURE REVIEW 

Customer Intimacy Theory 

Customer intimacy theory by Treacy and Wiersema (1993, 1995) it outlines one of three value 

disciplines that allows firms to develop endearing sustainable competitive advantage through close 

lifelong relationships with customers. While operational excellence and product leadership 

strategies focus on executing domains with precision, customer intimacy is much broader, 

observing customers as individuals and studying their evolving preferences, needs and behaviors 

to deliver personal value. According to Treacy and Wiersema (1993, 1995), the theory suggests that 

organizations achieve more success when, rather than using standardized market offerings, they 

develop products, services and communicate based on specific customer insights. Brock and Zhou 
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(2012) confirmed that true customer intimacy should be thought of as an organizational capability 

through which firms establish trust, enhance relationships, and sustain customers in the long run. 

Hence, customer intimacy theory stresses that long-term success of any business is driven by firms 

doing more than just a single transaction and deeply engaging the consumer with meaningful 

relationships. 

Customer intimacy theory evolved going from face to face relationship with customers to the other 

type of environments, the digital environment. The idea expanded as digital technologies were 

more integrated into marketing. Not only face to face engagement, it now traces on online 

platforms and social media with personalized interaction. Digital customer intimacy by Liu et al. 

(2024) suggests that firms must create capabilities to sense customer expectations, personalize 

digital experiences and execute constant communication across multiple digital channels. Similarly,  

Jain et al. (2022), he said that to meet the needs of customers in a more digital era requires 

organizations to integrate technology skills with relationship-based tactics so they can deliver 

superior customer interactions. That last change is a sign that customer intimacy has evolved from 

being the practice of personal relationships to becoming a digital strategic capability for firms, one 

which allows better and more frequent dynamic connections in tightly connected markets. 

This study is backed by a strong theoretical basis in customer intimacy theory. It describes how 

firms are transforming the digital equivalents of interactions between sellers and buyers into long-

term customer loyalty with customer-centered capabilities. This theory dictates that organizations 

are perceived as having a stronger relationship with you if they use personalized communication, 

respond to your queries in a timely fashion and bring them back up continuously. Social media 

marketing capability allows the firms to communicate with customers, while digital customer-

centric intimacy capability allows them such interaction turn into deeper relationships in fashion 

MSMEs context. Hasibuan et al. (2026a) found that the experience of a customer in relation to a 

business can support their loyalty, emphasizing that the responsiveness and empathy between 

customers and employees are improved by customer intimacy. On the other hand, as Osakwe 

(2020) claimed that customer orientation capabilities are crucial to being strategic resources for 

micro and small business enterprises. The implication of customer intimacy theory is that social 

media marketing capability by itself will not enhance customer loyalty unless firms also provide 

customers with constructive digital interaction. 

Social Media Marketing Capability 

Social media marketing capability is the ability of an e-business to leverage social media channels 

for communicating with customers, creating content and valued customers, engaging customers 

along with business goals. This capability encompasses how firms have embedded digital 

communication into their wider marketing strategy, rather than just simply the adoption of social 

media technologies (Tarsakoo & Charoensukmongkol, 2019). Bartoloni and Ancillai (2024) noted 

that social media marketing has matured into a skill set that is more strategically important for 

organizations, as companies are turning to interactive digital platforms to create customer value 

and enhance market relationships. Laradi et al. (2024) proposed that businesses with strong social 

media marketing abilities are better positioned to adjust through changing consumer expectations 

and rapidly altering digital locations. Thus, social media marketing capability is a strategic resource 

that enables organizations to obtain competitive advantages by accomplishing its tasks effectively 

on the social networks. 
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Social media marketing capability is an important technique to think about along with customer 

intimacy theory in order to close the distance between customers. As social media usage represents 

effective avenues to reach those goals, customer intimacy requires firms to understand not only 

individual customer preferences but also engage in and continue ongoing communication while 

responding in a timely manner to individual needs. The invention of digital platforms has generated 

opportunities for organizations to tailor communication, obtain feedback from customers and 

present interactive experiences time that increments relational value. According to K. Trainor et 

al. (2014), organizations that leverage social media technologies in an effective manner get positive 

results against the customer relationship because these technologies have a great impact on 

providing interaction and responsiveness to customers. As such, the capability of social media 

marketing fits well into customer intimacy theory because by engaging customers and building 

continuous interactions in digital platform, firms are able to increase reach for their messages and 

engage customers with unique experiences at a personal level. 

Having a social media marketing capability has been confirmed to be strategically important for 

organizational outcomes (Chatterjee et al., 2024; Erkan & Evans, 2016). Bai et al. (2026) revealed 

that increased social media capability leads to a much higher firm performance through the ability 

to interact with customers and manage market information. Likewise, Cao and Weerawardena 

(2023) found that social media use on a strategic level assist SMEs to enhance their customer 

relationships which translates into higher overall business performance through marketing as well. 

These studies mainly studied business performance, but in them it has been established that 

companies with higher (better) social media marketing capabilities are also more capable of creating 

customer-centered relationships to achieve better loyalty. Therefore, drawing upon customer 

intimacy theory and historical empirical evidence, this study posits that 

H1: Social media marketing capability, has a significant positive influence on digital customer-

centric intimacy capability 

Digital Customer-Centric Intimacy Capability 

Digital customer-centric intimacy capability is the process of creating, managing and deepening a 

personal relationship with customers using digital technologies and interactive communication 

platforms. It could be that this is not just using digital tools, but where firms draw on customer 

data, online exchanges and personalised offers to deliver relational experiences. Liu et al. (2024) 

definition of digital customer intimacy as a strategic capability that enables firms to comprehend 

whom their customers are identifying preferences, anticipating shifting expectations and delivering 

individual value across digital channels. Likewise, Jain et al. (2024) product enablers and these types 

of customer-facing services remain the leading fortunes for companies to seize competitive 

advantage  as omnichannel interaction made possible via digital technologies results in increasingly 

faster, more responsive, and hyper-personalized customer experience. digital customer-centric 

intimacy capability is thus an organizational capability to convert digital interactions into sustained 

relational value, not merely enabling online transactions. 

This empowers the customer intimacy theory which is also a reason for building digital customer-

centric intimacy capability. This emphasizes understanding individual customer needs and 

providing custom value. These days customer intimacy in a digital business world is no longer just 

done face to face. More than ever it depends upon the capability of firms to tailor communication 
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and build continuous contact across dozens of online channels. Among those authors, Treacy and 

Wiersema (1995) already stated some 20 years ago that organizations aiming at customer intimacy 

need to constantly adapt their offerings in accordance with changing customer expectations. At 

that time, Brock and Zhou (2012) noted that customer intimacy is a strategic driver to further build 

trust and elevate the long-term quality of relationships. Digital customer-centric intimacy capability 

turns these theoretical principles into action by using digital tools to enhance customer 

engagement. As a result, this ability is an important demand for transforming social media 

marketing into sustainable consumer loyalty in fashion MSMEs. 

Past empirical researches show that customer-oriented digital capabilities are increasingly 

important in enhancing a number of customer-centric outcomes. Hasibuan et al. (2026b) 

demonstrated that customer intimacy leads to increased customer loyalty because customers are 

more likely to stay with firms in the longer term when these firms deliver personalized interactions 

and responsive services over time. Additionally, Radebe et al. (2024) found that customer-oriented 

social media behaviors improve small-business performance through exhibiting growth in 

customer relationships and fostering continuous engagement for customers. Although these 

studies did not empirically test digital customer-centric intimacy capability as a mediator between 

firm capabilities and customer loyalty, their results suggest that firms able to create closer digital 

relationships with customers engage in greater customer retention. The below hypothesis is 

formulated, built on both the customer intimacy theory and already existing evidence. 

H2: Digital customer-centric intimacy capability has a positive influence toward customer loyalty 

for fashion MSMEs 

Customer Loyalty 

Customer loyalty is when a customer chooses repeatedly to buy a product or service from the same 

business, in this case, having competitive alternatives. Loyalty is not about repeated purchases 

alone. It contains the emotion the frames of mind, established trust and emotional relationship 

with a strong desire to refer business outwards. According to Rauyruen and Miller (2007), customer 

loyalty is a continuous relationship formed through repeated purchase behaviour with satisfaction 

that cannot be recognised as a one time purchase or individual occurrence based interaction. 

Similarly, Kumar Chaudhary et al. (2025), loyalty is in fact when customers are willing to stay with 

companies because they regularly feel value and have best experiences. As such, having returning 

customers is one of the biggest targets in a sustainable fashion MSME trying to make it into 

competitive online markets. 

Customer intimacy theory this theory addresses how customer loyalty takes root. It means such a 

theory that long-term business success relies on the company's capacity to comprehend their 

clients' needs, tailor their communication, and provide innovative value over time. Theories about 

customer intimacy strategies suggest that companies which successfully leverage upon customer 

intimacy strategies are able to engender trust, enhance relationship quality and promote future 

behaviour specifically with regards to long-term customer retention. Verhoef et al. (2010), 

customer engagement improves relationship results as a result of continued interaction between 

companies and customers. Drawing on data collected in their research, De Waal and Van Der 

Heijden (2016) demonstrated that the relational experience enjoyed by customers is improved 

through a greater level of customer intimacy, leading to further loyalty. Thus, Digital customer-

1

1

19

24

41

43

56

56

72

88

97

Page 17 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

Page 17 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

https://doi.org/10.31002/rekomen.v9i2.4072


Jurnal REKOMEN (Riset Ekonomi Manajemen), Vol. 9 No. 2, pp. 173-196 
DOI: https://doi.org/10.31002/rekomen.v9i2.4072 

179 

centric intimacy capability serves as an implementation example by making use of customer 

intimacy theory to ensure a digital means for individualized connections that perpetuate customer 

commitment fidelity among fashion MSMEs. Consequently, companies which have stronger 

capabilities focused on their customers are predicted to gain more loyalty. 

Organizational capabilities that are focused on the customer have consistently been shown to 

strongly facilitate customer retention over time in previous literature. In research on customer 

loyalty, Hasibuan et al. (2026b) examined several variables, including the extent to which 

consumers perceive customized experiences. Their findings reveal that customer intimacy 

positively influences loyalty because it fosters personalized interactions, an essential antecedent to 

trust and commitment. Aziz (2024) also confirmed that customer experience mediates social media 

marketing and brand loyalty It implies that long-term relationships can only be cultivated by the 

digital interactions with an emphasis on the interests of customers. These studies were conducted 

across several industries, but they consistently demonstrate that behaviors focused toward the 

customer establish an environment conducive to cultivating loyalty. Therefore, the hypothesis is 

stated based on the Customer Intimacy Theory and earlier research. 

H3: Social Media Marketing Capability has a positive effect on Customer Loyalty toward Fashion 

MSMEs.  

The mediating role of digital customer-centric intimacy capability 

Social media marketing capability does not directly influence customer loyalty. Firms need to 

transform digital interactions into real customer relationships. The customer intimacy theory 

argues that organizational capabilities geared toward opportunity to build personalized 

communication, responsiveness and understanding aimed at the customer side of marketing in 

turn lead to more solid relationship outcomes. Similarly, Liu et al. (2024) digital customer intimacy 

provides a platform for firms to forge long-term relations, leveraging digital interactions into 

personalized experiences. Therefore, digital customer centric intimacy capability will also be 

proposed to be a key mediator among the impact of social media marketing capability and 

customer loyalty. 

Indirect evidence for such mediating relationships has been previously shown, where customer-

oriented digital capabilities reinforce the effectiveness of social media marketing. Marolt et al. 

(2022) examination by Fan (2023) found that relational social commerce capability serves as a 

mediator of the relationship between social media use and business performance. B. Luo et al. 

(2023) explained how Social CRM capability mediates the relationship between social media in 

improving marketing results through stronger customer relationships. Our findings can be 

summed up in the form of capabilities that are used to connect your digital marketing efforts with 

winning results for the business through customer intimacy. Underpinned by these findings, the 

present study suggests that digital customer-centric intimacy capability mediates the effect of social 

media marketing capability on customer loyalty among fashion MSMEs through digital 

communication becoming customized and enduring customer relationships. Hence, the following 

hypothesis is stated. 

H4 : Digital customer-centric intimacy capability mediates the effect of social media marketing 

capability on customer loyalty toward fashion MSMEs. 
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Figure 1. Research Model 

 
Source: Processed by author, 2026  

A research model indicating the relationships of these three concepts is shown in figure 1. 

Therefore, the social media marketing capability becomes the independent variable which 

influences upon digital customer-centric intimacy capability and customer loyalty. Digital 

customer-centric intimacy capability has a direct effect on customer loyalty and through mediation. 

This model is derived from customer intimacy theory, which states that organizations can create 

stronger customer loyalty by converting digital-based interactions into meaningful and 

personalized relationships. Thus, the theoretical framework describes that customer-oriented social 

media skills play a direct and indirect role in enhancing loyalty, yielding via customer-oriented 

digital intimacy. 

METHODS 

Research Design 

This study employs a quantitative, cross-sectional survey design (Hair et al., 2022). This research 

examines the effects of social media marketing capabality of fashion MSMEs on digital customer-

centric intimacy capabality and customer loyalty. The sampled unit of analysis are the owners or 

managers of digital marketing and MSMEs in fashion the research is conducted on fashion MSMEs 

in Cirebon City and Cirebon Regency. Digital growth is rapidly growing in this area and social 

media is being used more to promote or market the business. Primary data is collected using 

structured questionnaires which are administered both online and offline. Such a cross-sectional 

study allows the researchers to capture the respondent's view in time as per their practice of 

organizational digital capabilities and customer relationship. 

Population and Sample 

The population is all fashion MSMEs in Cirebon City and Cirebon Regency who use at least one 

of the 4 social media marketing channels which include Instagram, Facebook, TikTok or 

WhatsApp Business. As reported by the regional cooperative and MSME office, there are more 

than 1,500 fashion MSMEs registered. According to (Hair et al., 2022), the minimum sample for 

PLS-SEM is from 200 to 300 observations for models of moderate complexity. With this, this 

study attempts to collect data from 200 respondents via purposive sampling. Respondents were 

required to be (1) the overseeing owner or manager responsible for marketing decisions, (2) have 

been in business for at least a year, and (3) play an active role in managing the firm's social media 

marketing. 
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Data Collection Procedure 

The primary data is collected through a well-designed questionnaire distributed in online and face-

to-face. Five-point Likert scales ranging from 1 (strongly disagree) to 5 (strongly agree) are used 

for all measurement items. Prior to the main survey, item clarity, readability and preliminary 

reliability checks are conducted by pilot-testing the questionnaire with around 30 fashion MSME 

owners. The last survey involved a four-week data collection period through both fashion MSME 

cluster visitations and online distribution via Google Forms and WhatsApp Business networks. 

Employing online and offline methods maximises response rates while minimising non-response 

bias. The variables used in this study were operationalized based on relevant previous studies. The 

operational definitions and measurement indicators for each variable are presented in Table 1. 

Table 1. Variable and Indicator 

Variable Definition Indicator 

Social Media Marketing 
Capability 

Social Media Marketing 
Capability is a firm's Ability 
to use social media 
platforms to interact with 
customers, increase 
customer engagement, and 
achieve marketing goals. 
This measurement is based 
on earlier studies on social 
media and digital marketing 
capability. 

1. Ability to create attractive social 

media content.   

2. Ability to manage multiple social 

media platforms effectively.   

3. Ability to respond quickly to 

customer inquiries.   

4. Ability to analyze customer 

interactions on social media.   

5. Ability to integrate social media 

into the overall marketing 

strategy.   

6. Ability to use customer feedback 

obtained through social media.   

(Z. Luo et al., 2024) 

Digital Customer Centric 
Intimacy Capability 

Digital Customer-Centric 

Intimacy Capability is the 

firm's Ability to build 

personalized, responsive, 

and long-lasting digital 

relationships with customers 

using digital technologies 

and customer data.   

1. Perceived Digital Personalization 

Proximity Based on User 

Experience 

2. Perceived Digital Proximity to 

Sharing  

3. Perceived Closeness based on 

Needs 

4. Perceived Emotional 

Connection Closeness 

5. Perceived Digital Personalization 

Trust 

6. The Perceived Relationship of 

Digital Conformity from User 

Experience 

7. Perceived Digital Relevance 

Trust 
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Variable Definition Indicator 
8.  The Relationship of Perceived 

Digital Convenience to 

Customer Needs 

9. Perceived Digital Convenience 

Trust 

  (Hasibuan et al., 2026b) 

Customer Loyalty Customer Loyalty is the 

Commitment of customers 

to keep buying products 

from the same fashion 

MSME and to recommend 

the business to others over 

time. 

1. Intention to repurchase products.   

2. Willingness to recommend the 

MSME to others.   

3. Preference for buying despite 

competitors' offers. 

4. Positive word-of-mouth 

intention. 

5. Commitment to maintaining 

long-term relationships. 

(Banerji & Singh, 2024) 

Source: Processed by author, 2026 

Data Analysis Technique 

The gathered data are analyzed by means of Partial Least Squares Structural Equation Modeling 

(PLS-SEM) using SmartPLS 3 program (Hair et al., 2022). This is an appropriate approach as the 

proposed model consists of direct and indirect relationships (Depression → Externalizing Problem 

Behavior mediated by Suicidal Ideation) and also that we were interested in prediction rather than 

confirmation of the model. This analysis occurs in two stages. The first stage concerns the 

measurement model evaluation, including indicator reliability, internal consistency reliability 

(Cronbach's Alpha and Composite Reliability), Convergent Validity (Average Variance Extracted) 

and Discriminant Validity (using Heterotrait–Monotrait ratio). The second stage tests the structural 

model (collinearity statistics, coefficient of determination [R²] and predictive relevance [Q²], effect 

size [f²], hypothesis testing through a bootstrapping procedure using 5,000 resamples). This 

analytical method generates good parameter estimates and is ideal for studies in which perceptual 

indicators measure latent variables and moderate sample size (Hair et al., 2022). 

RESULT AND DISCUSSION 

RESULT  

Respondent Profile 

Demographic information on respondents and the need for the sample to be representative of 

culinary MSMEs currently using social media marketing were summarized through a descriptive 

analysis. Respondent profiling includes gender, age, educational attainment, system since when the 

business had been in operation, and primarily used social media for marketing activities. These 

traits are critical since the success of social media marketing capability and digital customer-centric 

intimacy capability, to a large extent, relies on business owners who have practical experience in 

managing customers through conducting digital interactions. The distribution of these 

demographics also gives you an insight into how ready they are for digital marketing practices and 
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sustaining customer relationships in the long term. In addition, providing respondent 

characteristics helps to increase transparency and the credibility of the empirical findings. A sample 

size of more than 300 respondents is sufficient to obtain stable parameter estimates and meets the 

recommended minimum requirement for PLS-SEM analysis. The respondents are owners or 

managers of culinary MSMEs who actively use social media as the main channel for marketing 

communications. The demographic characteristics of the respondents are presented in Table 2. 

Table 2. Respondent Characteristics 

Category Frequency Percentage (%) 

Gender   

Male 136 45.3 

Female 164 54.7 

Age   

< 30 years 69 23.0 

30–40 years 142 47.3 

> 40 years 89 29.7 

Education Level   

High School 118 39.3 

Diploma/Bachelor 156 52.0 

Postgraduate 26 8.7 

Business Operating Period   

< 3 years 82 27.3 

3–5 years 109 36.3 

> 5 years 109 36.3 

Primary Social Media Platform   

Instagram 118 39.3 

TikTok 96 32.0 

Facebook 42 14.0 

WhatsApp Business 44 14.7 

Source: Data Processed, 2026 

The respondents profile shows that the sample is slightly dominated by female entrepreneurs, with 

54.7% of the total respondents. This suggests that women have an important role as managers in 

culinary MSMEs and also in conducting digital marketing activities. Almost half of those who took 

part in the poll were aged 30 to 40, an industry average for keyworkers, which makes them more 

likely to be generally adaptable and to use digital criteria. The majority of respondents are diploma 

or bachelor's degree holders, suggesting that most business owners have sufficient education to 

understand and implement digital marketing strategies. With respect to business experience, 72.6% 

of respondents were able to run their businesses for over three years already and thus have had 

sufficient time to gain experience in terms of building relationships with customers as well as 

responding to market changes. 04: Instagram is the most used social media for promoting culinary 

products and engaging customers, right in front of TikTok. In general, the demographic structure 

indicates that respondents have sufficient experience with digital technology to provide reliable 
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information on social media marketing capability, customer-centric intimacy capability, digital 

customers, and customer loyalty in culinary MSMEs. 

Measurement Model Assessment 

Before testing the structural relationships, we assessed the measurement model to confirm that all 

constructs met or exceeded acceptable standards for validity and reliability. This evaluation 

included assessments of convergent validity, construct reliability, discriminant validity, and 

collinearity. The outer loadings and Average Variance Extracted (AVE) were used to assess 

convergent validity, whereas Cronbach's alpha and composite reliability were used to assess 

construct reliability. Testing for discriminant validity was conducted using the Heterotrait-

Monotrait Ratio (HTMT), and collinearity was assessed using the Variance Inflation Factor (VIF). 

This is particularly important for PLS-SEM, as reliable and valid measurement instruments 

strengthen the estimation of the structural model. 

Convergent Validity 

Convergent validity is concerned with the degree to which the indicators of a latent construct serve 

as adequate representations of that construct. Good indicator reliability is when the outer loading 

values of the indicator are above the recommended minimum value of 0.70. Loading values in the 

high range indicate a good fit of the model or its factors, implying that observed variables 

contribute significantly to explaining their underlying latent variable. As such, assessment of outer 

loadings is a necessary first step before evaluating construct reliability and structural relationships. 

Table 3. Outer Loadings 

Construct Indicator Loading 

Social Media Marketing Capability SMMC1 0.747 

 SMMC2 0.910 

 SMMC3 0.875 

 SMMC4 0.875 

 SMMC5 0.866 

 SMMC6 0.746 

Digital Customer-Centric Intimacy Capability DCCIC1 0.818 

 DCCIC2 0.787 

 DCCIC3 0.826 

 DCCIC4 0.848 

 DCCIC5 0.854 

 DCCIC6 0.729 

 DCCIC7 0.817 

 DCCIC8 0.828 

 DCCIC9 0.787 

Customer Loyalty CL1 0.875 

 CL2 0.808 

 CL3 0.867 

 CL4 0.855 
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Construct Indicator Loading 

 CL5 0.883 

Source: Data Processed, 2026 

Figure 2. Outer Loading 

 
Source: Data Processed, 2026 

The output of outer loading values using PLS estimation is presented in table 3, which explains 

that all measurement indicators achieve an outer loading value (> 0.70) ranging from 0.729 to 

0.910 based on the recommended zone. The largest loading was related to SMMC2 (0.910), which 

indicates that all the other indicators contributed to measuring this construct particularly well. On 

the other hand, DCCIC6 reported the lowest loading (0.729), although it is still above the threshold 

criterion and was retained in the model. The consistent, reasonable loading values across all 

constructs indicate that each indicator adequately reflects its respective latent variable. These 

results indicate acceptable convergent validity and sufficient indicator reliability for further 

examination. 

Construct Reliability and Convergent Validity 

Construct reliability assesses the internal consistency of a set of indicators that measure the same 

latent construct. Cronbach's alpha and Composite Reliability (CR) are generally used to assess 

reliability, while Average Variance Extracted (AVE) is calculated to verify convergent validity. 

Cronbach's alpha and CR values above 0.70 indicate acceptable internal consistency, while AVE 

values greater than 0.50 indicate that the construct explains more variance in its indicators than is 

left unexplained. Ordering these in a "Q" ensures that the measurement model is reliable and can 

meaningfully define the theoretical constructs. 
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Table 4. Construct Reliability and Validity 

Construct Cronbach's Alpha Composite Reliability AVE 

Social Media Marketing Capability 0.914 0.934 0.704 

Digital Customer-Centric Intimacy 
Capability 

0.935 0.945 0.658 

Customer Loyalty 0.910 0.933 0.736 

Source: Data Processed, 2026 

In table 4, we can see that all constructs meet the recommended reliability and validity criteria. 

Cronbach's alpha results range from 0.910 to 0.935, demonstrating strong internal consistency 

among the indicators within each construct. Composite reliability ranges from 0.933 to 0.945, 

indicating the robustness of the measurement scales' fit. Also, all AVE values exceed the minimum 

recommended value of 0.50 (ranging from 0.658 to 0.736), indicating that each construct explains 

a large share of the variance in its indicators. These results confirm that the measurement model 

has high construct reliability and acceptable convergent validity. 

Discriminant Validity 

Discriminant validity assesses whether each construct is empirically distinct from other constructs 

in the study's model. The Heterotrait-Monotrait Ratio (HTMT) is currently considered the most 

stringent approach for testing discriminant validity in PLS-SEM. HTMT values below 0.90 support 

the notion that conceptually distinct constructs have been appropriately discriminated. 

Discriminant validity is one of the criteria to be demonstrated because it assures that each construct 

in your model measures a distinct theoretical concept (not overlapping with other variables). 

Table 5. Heterotrait-Monotrait Ratio (HTMT) 

Constructs Customer Loyalty DCCIC 

Digital Customer-Centric Intimacy Capability 0.877  

Social Media Marketing Capability 0.862 0.898 

Source: Data Processed, 2026 

As shown in Table 5, the HTMT values range from 0.862 to 0.898, all of which are below the 

suggested cut-off value of 0.90. The highest HTMT value is observed between social media 

marketing capability and digital customer-centric intimacy capability (0.898), suggesting they are 

conceptually related yet sufficiently distinct. Similarly, the HTMT values for customer loyalty 

relative to other constructs also meet the discriminant validity criteria. These findings indicate that 

each construct measures a distinct concept, and so the presence of multicollinearity stemming 

from overlap between constructs is unlikely to have biasing effects on the following analysis based 

on structural models. 

Collinearity Assessment 

The collinearity test was conducted to assess whether multicollinearity among indicators biased 

the estimated path coefficients due to multicollinearity among indicators. By virtue, if VIF < 5.00, 

it indicates collinearity is not a threat lon the measurement model. Low collinearity makes 
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parameter estimates more stable and structural relationships more interpretable. Hence, checking 

the VIF values is a necessary step before testing the structural model. 

Table 6. Collinearity Statistics (Outer VIF Values) 

Construct VIF Range 

Social Media Marketing Capability 2.034 – 5.116 

Digital Customer-Centric Intimacy Capability 2.263 – 4.359 

Customer Loyalty 2.096 – 3.144 

Source: Data Processed, 2026 

Table 6 presents the VIF Matrix, indicating that all indicators were at acceptable levels of 

collinearity. The VIF values for customer loyalty indicators range from 2.096 to 3.144, and for 

digital customer-centric intimacy capability indicators, from 2.263 to 4.359. For social media 

marketing capability indicators, the VIF values range from 2.034 to 5.116, with only one indicator 

to marginally exceeding (VIF = 5.116) the conventional threshold level of five (5.00). Since the 

excess is small and all other measurement quality criteria are met satisfactorily, we kept the 

indicator in the model. In summary, the results indicate that multicollinearity is not a significant 

issue and does not compromise the reliability of the measurement model. 

Structural Model Assessment 

Once the measurement model meets the required validity and reliability criteria, the next step is to 

assess the structural model to test the hypothesized relationships among latent constructs. Next, 

the analysis covered: (a) coefficient of determination (R²), (b) effect size (f²), (c) hypothesis testing 

to establish direct effects and indirect effects through mediation. The procedures provide 

substantial information about the model's predictive ability as well as direct and indirect relations. 

We applied the bootstrapping procedure in AMOS with 5,000 resamples to obtain robust estimates 

of path coefficients, t-statistics, and significance levels for the structural model. 

Coefficient of Determination (R²) 

The coefficient of determination (R²) evaluates the predictive accuracy of endogenous constructs 

by showing the proportion of variance explained by their predictor variables. Higher R² values 

indicate greater explanatory power of the structural model. As per the common conventions in 

PLS-SEM, R² values of 0.75, 0.50, and 0.25 indicate substantial, moderate, and weak explanatory 

power, respectively. Consequently, to evaluate how well the proposed model explains the variance 

of the endogenous constructs, it is important to examine R². 

Table 7. Coefficient of Determination (R²) 

Endogenous Construct R² Adjusted R² 

Digital Customer-Centric Intimacy Capability 0.765 0.764 

Customer Loyalty 0.757 0.754 

Source: Data Processed, 2026 

The impact in table 7 indicates that the structural model has significant predictive capability. It can 

be seen that social media marketing capability accounts for 76.5% of the variance in digital 

customer-centric intimacy capability (R² = 0.765), indicating strong predictive power of social 
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media marketing capability for firms' relational activity with customers and their customer-centric 

digital relationships in totality. In addition, both social media marketing capability and digital 

customer-centric intimacy capability together account for 75.7% of the variance in customer 

loyalty (R² = 0.757). The research findings show that the proposed model has a high level of 

explanatory power as to how culinary MSMEs can enhance customer loyalty. The remaining 

unexplained variance may be attributable to other organizational or environmental factors beyond 

the scope of this research. 

Effect Size (f²) 

Effect size (f²) indicates what an exogenous construct contributes to the explained variance of an 

endogenous construct when removing the predictor from the model. Interpretive magnitudes of 

f² values are often categorized as small (0.02), medium (0.15), and large (0.35), respectively. This 

assessment provides additional perspective on the relative importance of each predictor in terms 

to statistical significance. Thus, effect size analysis enhances hypothesis testing by assessing the 

usefulness of the proposed relationships within a structural model. 

Table 8. Effect Size (f²) 

Relationship f² Interpretation 

Social Media Marketing Capability → Digital Customer-Centric 
Intimacy Capability 

3.256 Large 

Digital Customer-Centric Intimacy Capability → Customer Loyalty 0.567 Large 

Social Media Marketing Capability → Customer Loyalty 0.013 Negligible 

Source: Data Processed, 2026 

As shown in table 8, social media marketing capability also has a large effect on digital customer-

centric intimacy capability (f²=3.256), indicating that social media capability is the most important 

driver of firms' customer-centric digital relationships. Similarly, digital customer-centric intimacy 

capability has the highest impact (f²=0.567) on customer loyalty, indicating that the company 

should maintain a close digital relationship with its customers to develop new levels of intimacy 

that reinforce loyalty behaviors. However, the direct impact of social media marketing capability 

on customer loyalty is weak (f² = 0.013), indicating that social media marketing capability alone 

does not directly improve customer loyalty without first building more robust digital customer 

intimacy. 

Direct Effect (Hypothesis Testing) 

The bootstrapping procedure was conducted to test the significance of the proposed direct 

relationships and the indirect effect. Path coefficients (β), t-statistics, and p-values were used to 

evaluate statistical significance. A relationship is found to be significant if the t-statistic is larger 

than 1.96 and the p-value is smaller than 0.05. This paper contributes to the empirical evidence 

regarding the direct effects of social media marketing capability and digital customer-centric 

intimacy capability on customer loyalty. 
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Table 9. Direct Effects 

Hypothesis Path β t-value p-value Decision 

H1 
Social Media Marketing Capability → 
Customer Loyalty 

0.117 1.202 0.230 Rejected 

H2 
Social Media Marketing Capability → Digital 
Customer-Centric Intimacy Capability 

0.875 37.743 0.000 Supported 

H3 
Digital Customer-Centric Intimacy Capability 
→ Customer Loyalty 

0.766 8.602 0.000 Supported 

Source: Data Processed, 2026 

The path coefficients show that social media marketing capability is not a direct determinant of 

customer loyalty (β = 0.117, p = 0.230); thus, H1 is rejected as presented in Table 9. Thus, this 

finding emphasizes that merely managing social media marketing by culinary MSMEs shall not 

directly improve customer loyalty. In contrast, social media marketing capability has a significant 

positive influence on digital customer-centric intimacy capability (β = 0.875, p < 0.001), 

corroborating H2. Additionally, digital customer-centric intimacy capability plays a major role in 

driving customer loyalty (β = 0.766, p <.001), thereby confirming H3. The findings can be 

concluded that customer loyalty is fostered by firms' ability to build intimate, individualized, and 

consumer-centric digital relationships, rather than specifically through social media marketing 

activities. 

Mediation Effect 

The mediation analysis was to test if Digital Customer-Centric Intimacy Capability (DC-CIC) 

mediates the relationship between Social Media Marketing Capability (SMMC) and Customer 

Loyalty (CL). The bootstrap method was applied to evaluate the indirect effect. A sizeable indirect 

effect suggests that the mediating construct plays a key role in transmitting the independent 

variable's influence on the dependent variable. Mediation analyses give more insights into the 

mechanism of customer loyalty in culinary MSMEs. 

Table 10. Specific Indirect Effect 

Hypothesis Indirect Relationship β t-value p-value Decision 

H4 
Social Media Marketing Capability → Digital 
Customer-Centric Intimacy Capability → 
Customer Loyalty 

0.670 8.745 0.000 Supported 

Source: Data Process, 2026 

The mediation analysis results are summarized in Table 10. The output of mediation analysis 

reveals that digital customer-centric intimacy capability indeed takes a significant role in the indirect 

relation (β = 0.670, t = 8.745, p < 0.001) between social media marketing capability and customer 

loyalty even though similarity is shown with P value column. As well as what has not been shown 

here yet digital media as form entirely seems to transforms immediate contacts into everlasting 

long term binding bonds. Since the direct effect of social media marketing capability on customer 

loyalty is not statistically significant, whereas the indirect effect is significant, this suggests full 

mediation. This finding implies that social media marketing capability supports customer loyalty 

by enabling the firm to establish interactive, customized, and long-term digital relationships with 
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customers. Thus, digital customer-centric intimacy capability becomes the driver through which 

social media marketing capability leads to customer loyalty among culinary MSMEs. 

DISCUSSION 

Influence of social media marketing capability on consumer loyalty 

The results prove that social media marketing capability has no direct effect on customer loyalty 

in culinary MSMEs. This finding indicates that the mere usage of MSMEs' social media platforms 

for promotional activities, content generation, and customer interaction will not be enough to 

galvanize customer loyalty. While social media does provide businesses with increased visibility 

and engagement during these times, meaningful customer relationships rely on something much 

deeper than just a few online interactions per week. Dynamic capabilities theory suggests that 

organizational capabilities lead to competitive outcomes, achieved to transforming lower-order 

capabilities into higher-order capabilities, thereby enabling organizations to outperform the 

competition in customer value creation perpetually (Teece, 2007). In the culinary MSME context, 

social media marketing capability is an operational capability that enables digital communication 

but does not directly lead to emotional attachment or enduring customer commitment. While there 

is some merit in beautiful content or mighty customer service, these, in isolation, cannot drive 

repeat purchases until brands manage to create tailored digital experiences that build long-lasting 

bonds with their customers. In this regard, the non-significant direct relationship observed in this 

study reinforces the finding that only the quality of digital relationship management drives 

customer loyalty, rather than actual social media marketing activities. 

This is inconsistent with some previous studies, which found that social media marketing capability 

positively impacts customer loyalty. For example, Trainor et al. (2014) proposed that firms with 

enhanced social media capabilities are better positioned to improve customer relationship 

performance through interactive digital communication. Similar to the study findings of Khin and 

Ho (2019), digital capability was found to indirectly and positively impact organizational 

performance, as a better response to changes in customer expectations translates into higher 

performance (Khin & Ho, 2019). Nevertheless, recent results indicate that social media capabilities 

in culinary MSMEs are insufficient to achieve customer loyalty, as customers now demand personal 

communication rather than generic marketing messages. This difference can be attributed to the 

highly competitive culinary industry, which serves content with similar attributes across digital 

platforms. Accordingly, social media marketing capability has value only in conjunction with 

organizational capabilities that offer greater levels of customer intimacy and its persistence through 

digital ties over time. 

Digital customer-centric sophistication: The social media marketing capability 

The findings showed that social media marketing capability has a significant positive impact on 

digital customer-centric intimacy capability. This implies that culinary MSMEs with greater 

capability in handling social media platforms are more successful at creating personalized digital 

engagement with consumers. Social media helps businesses to gather customer data, identify 

customer interests, respond to feedback promptly, and stay connected. Dynamic capabilities theory 

views organizations as constantly augmenting their competitiveness through the identification of 

customer needs, the recognition of market opportunities, and the transformation of organizational 
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resources into capabilities in service of the customer (Teece, 2007). The social media marketing 

capability therefore acts as a key organizational resource, enabling the creation of customer-centric 

digital relationships. To this end, rather than merely serving as a channel for promotion, social 

media serves as a strategic interface through which MSMEs can build trust, responsiveness, and 

personal connections with their customers. 

The empirical evidence corroborates prior studies that position digital capability as a technological 

enabler of customer-centric organizational capabilities. In another study, Khin and Ho (2019) 

confirmed that digital capability enables firms to enhance organizational performance through 

greater digital innovation and improved customer responsiveness. Since social media technology 

centers on customer engagement, it is believed to improve customer relationship performance. 

The current study builds on these conclusions, with results suggesting that social media marketing 

capability does not yield immediate customer loyalty but instead catalyzes the development of 

digital customer-centric intimacy capability. This feature allows culinary MSMEs to shift from a 

unidirectional promotion mindset to a relationship-based engagement that generates greater 

customer value. Thus, the set of investments undertaken in social media marketing should focus 

as much on facilitating the increasing adoption of applicable technologies as it should on 

augmenting the firm's ability to engage in at least two-way communication with individual 

consumers. 

Impact of Digital Customer-Centric Intimacy Capability on Customer Loyalty 

The results validate that digital customer-centric intimacy capability has a significant positive 

impact on customer loyalty. On the other hand, this outcome suggests customers are likely to 

continue in the long term because these culinary MSMEs successfully develop more personalized, 

responsive, customer-oriented digital interactions. Digital intimacy allows brands to understand 

customer preferences, respond in real time, and customize messages based on specific customer 

requirements. By the dynamic capabilities theory, sustainable competitive advantage occurs when 

firms routinely reconfigure organizational capabilities to create superior customer value in 

changing environments (Teece, 2007). Digital customer-centric intimacy capability is a second-

order capability of this sort, as it combines customer relationship management with digital 

technology. As a result, customer loyalty is not driven by its digital presence but by value-adding 

digital experiences bound by emotional connection and trust. 

The findings align with prior research indicating that businesses focused on customer-centered 

digital relationships outperform their peers. It has been in favor of use because customer 

relationship capabilities developed through digital technologies have been demonstrated to 

positively influence both relationship performance and customer retention (Hossain et al., 2025). 

Similarly, Varadarajan et al. (2022) stated that sustainable marketing strategies increasingly rely on 

firms' ability to create long-term customer value and manage customer relationships over the short 

term, in contrast to the traditional approach of promotional activities. In the context of culinary 

MSMEs, these arguments are further supported by demonstrating that customer intimacy is the 

primary mechanism by which digital interaction translates into customer loyalty. Thus, what 

MSMEs should do is to focus on relationship quality, communication, and persistence (continuous 

engagement with customers) as opposed to just increasing the quantity of promotional messages 

across different social media channels. 
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Digital Customer-Centric Intimacy Capability as a Mediator 

The mediation analysis indicates that digital customer-centric intimacy capability fully mediates 

social media marketing capability to customer loyalty. These findings provide evidence that social 

media marketing capability does not directly promote customer loyalty but rather reinforces loyalty 

through the firm's customer-centered digital relationship-building capabilities. dynamic capabilities 

theory assumes that organizational resources lead to competitive value-creating outcomes only 

after they are modified into strategic capabilities, while continuously creating future customer 

value. while social media marketing capability lays the technological and operational foundation 

for effective digital communication, digital customer-centric intimacy capability translates these 

digital resources into experiences that deliver value to customers. This mechanism uncovers why 

firms need not only to get on social media but also to build competencies that enable customer 

trust, responsiveness, and personalized engagement to gain loyal customers. Hence, digital 

customer-centric intimacy capability serves as the essential strategic capability that transforms 

digital marketing efforts into durable customer loyalty. 

The mediation result is also an extension of the literature for SME on digital capability and 

customer relationship management. Khin and Ho (2019) explained that digital capability improves 

organizational performance not through direct operational improvement but rather by developing 

so-called innovation-oriented organizational processes. Similarly, Trainor et al. (2014) highlighted 

that customer relationship performance must involve a firm's capability to leverage digital 

technologies to enhance relationship opportunities rather than simply maximizing online visibility. 

The current research provides empirical support by identifying the digital customer-centric 

intimacy capability as a specific mediating mechanism between social media marketing capability 

and customer loyalty in culinary MSMEs. From a theoretical perspective, this finding extends 

dynamic capabilities theory into the digital realm of relationship management; more specifically, it 

shows that customer-centered digital intimacy is a strategic capability through which investments 

in digital marketing ultimately create durable and sustainable loyalty. Culinary MSMEs should, 

therefore, be geared towards two separate components regarding its "digital engagement" by way 

of relationships with consumers includes engage in building strategic influence through social 

media platforms to receive feedback single from one to many including goal-driven strategic 

content for pre-introduction and proactive communication as a pre-social media communication 

pilot study (also known as an exploratory survey to seek responses) and subsequently build upon 

long-term value management such also being consumption behaviour alignment against 

promotional objectives and response leanings much like long-term relationship marketing  

commitment behaviours. 

CONCLUSION 

Theoretical Implications 

This study contributes to the dynamic capabilities theory by showing that social media marketing 

capability alone cannot directly enhance customer loyalty among culinary MSMEs. Instead, the 

results demonstrate that digital customer-centric intimacy capability is the strategically important 

capability in which social media marketing resources are deployed to deliver longstanding customer 

relationships. The study indicates that providers will need to find a way to include in an agile, 
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customer-oriented manner the digital marketing capability, which is no longer only static (e.g., how 

well a firm uses social media), but rather dynamic as well (e.g., creating bespoke, responsive, and 

directed digital primal interactions). The research advances the dynamic capabilities literature by 

uncovering how operational digital capabilities are reframed as top-order relational capabilities 

embedded within their higher-order, intimate digital customer development pathway, which acts 

as a full mediating mechanism, labeled as digital customer-centric intimacy capability, to engender 

sustainable customer loyalty. This research enriches the emerging literature on digital marketing 

for culinary MSMEs by integrating capability development and customer relationship perspectives 

into a single conceptual framework. 

Managerial Implications 

The results provide essential managerial insights for owners and managers of culinary MSMEs to 

increase customer retention through loyalty programs in an increasingly competitive digital market. 

Instead of only scaling up their social media promotions, the MSMEs need to work towards 

building customer-centric digital relationship strategies that emphasize personalization, 

responsiveness, and sustainable engagement with their customers. Hence, investments in social 

media marketing should be complemented by systematic approaches to gauging customer 

preferences, responding to customer feedback promptly, and creating interactive digital 

experiences that instill trust and emotional attachment. The integration of digital customer-centric 

intimacy capability empowers culinary MSMEs to transition from mere digital messaging to deep-

rooted, sustained, and meaningful connections with their customers, thereby enhancing customer 

retention and supporting business sustainability. 

Limitations and Future Research 

First, When interpreting the results, some limitations of this study should be considered. Secondly, 

the study is limited to culinary MSMEs, which may limit the generalizability of this research finding 

to other MSME business types. Third, the measurement model yielded valid and reliable estimates, 

but respondent bias may have been introduced due to the use of self-reported questionnaires. 

Future research is suggested to use longitudinal designs, cover a wider range of industrial sectors, 

and include objective measures of business performance to provide a broader understanding of 

the customer loyalty-building process. Future research will also be required to include other 

moderating strategic variables that can complete the puzzle and explain how digital marketing 

capabilities translate into sustainable competitive results in MSMEs, for example, customer 

engagement capability, exploratory innovation capability, or customer experience management. 

Author contributions: R.R.H. Conceptualization of the manuscript. S. Data collection. S.P.S. 

Data management. J.H. Paraphrasing of the manuscript. Y.N.H. Data processing. H.A. 

Translation 

Funding: This research did not receive any external funding. 

Declaration of the use of AI: During the preparation of this manuscript, the authors used Google 

Translate to assist with translation and language refinement in certain sections. Following the use 

of this tool, the authors thoroughly reviewed and edited the content and assume full responsibility 

for the published article. 

1

9

17

26

52

74

104

114

Page 32 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

Page 32 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

https://doi.org/10.31002/rekomen.v9i2.4072


Jurnal REKOMEN (Riset Ekonomi Manajemen), Vol. 9 No. 2, pp. 173-196 
DOI: https://doi.org/10.31002/rekomen.v9i2.4072 

194 

Declarations of competing interests: All authors declare that they have no competing interests 

regarding this manuscript. 

REFERENCES 

Abbasi, R. A., Maqbool, O., Mushtaq, M., Aljohani, N. R., Daud, A., Alowibdi, J. S., & Shahzad, 
B. (2018). Saving lives using social media: Analysis of the role of twitter for personal blood 
donation requests and dissemination. Telematics and Informatics, 35(4), 892–912. 
https://doi.org/10.1016/j.tele.2017.01.010 

Aziz. (2024). Impact of Social Media Marketing on Brand Loyalty, through the mediating role of 
customer experience: An Applied Study in the Egyptian Private Hospitals. Journal of 
Electrical Systems, 20(5s), 1736–1746. https://doi.org/10.52783/jes.2508 

Bai, H., Tassiello, V., Sun, Y., & Shi, J. (2026). Do second-hand luxury retailers affect luxury brand 
image? Exploring the mediation of construal level theory between official and unofficial 
retailers. Journal of Retailing and Consumer Services, 88, 104533. 
https://doi.org/10.1016/j.jretconser.2025.104533 

Banerji, R., & Singh, A. (2024). Do social media marketing activities promote customer loyalty? A 
study on the e-commerce industry. LBS Journal of Management & Research, 22(1), 93–109. 
https://doi.org/10.1108/LBSJMR-04-2023-0016 

Bartoloni, S., & Ancillai, C. (2024). Twenty years of social media marketing: A systematic review, 
integrative framework, and future research agenda. International Journal of Management 
Reviews, 26(3), 435–457. https://doi.org/10.1111/ijmr.12360 

Brock, J., & Zhou, J. (2012). Customer intimacy. Journal of Business & Industrial Marketing, 27(5), 
370–383. https://doi.org/10.1108/08858621211236043 

Cao, G., & Weerawardena, J. (2023). Strategic use of social media in marketing and financial 
performance: The B2B SME context. Industrial Marketing Management, 111, 41–54. 
https://doi.org/10.1016/j.indmarman.2023.03.007 

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2024). Examining the marketing performance of the 
firms from an international dynamic marketing capability perspective: Moderating role of 
marketing leadership team. International Marketing Review, 41(1), 138–161. 
https://doi.org/10.1108/IMR-05-2022-0107 

De Waal, A., & Van Der Heijden, B. (2016). Increasing customer loyalty and customer intimacy 
by improving the behavior of employees. Journal of Strategy and Management, 9(4), 492–510. 
https://doi.org/10.1108/JSMA-06-2015-0045 

Eric Opoku, Maureen Okafor, Mosopefoluwa Williams, Aramide Aribigbola, & Adedeji Olaleye. 
(2024). Enhancing small and medium-sized businesses through digitalization. World Journal 
of Advanced Research and Reviews, 23(2), 222–239. 
https://doi.org/10.30574/wjarr.2024.23.2.2313 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase 
intentions: An extended approach to information adoption. Computers in Human Behavior, 
61, 47–55. https://doi.org/10.1016/j.chb.2016.03.003 

Fan, X. (2023). Social Media Marketing Strategies. Advances in Economics, Management and Political 
Sciences, 23(1), 59–64. https://doi.org/10.54254/2754-1169/23/20230353 

1
Page 33 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

Page 33 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

https://doi.org/10.31002/rekomen.v9i2.4072


Jurnal REKOMEN (Riset Ekonomi Manajemen), Vol. 9 No. 2, pp. 173-196 
DOI: https://doi.org/10.31002/rekomen.v9i2.4072 

195 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial least squares 
structural equation modeling (PLS-SEM) (Third edition). SAGE. 

Hasibuan, R. R., Suliyanto, S., & Novandari, W. (2026a). Using Social Media Marketing to Improve 
Marketing Performance: The Role of Digital Customer-Centric Intimacy Capability. Studi 
Ilmu Manajemen Dan Organisasi, 7(1), 1–20. https://doi.org/10.35912/simo.v7i1.6325 

Hasibuan, R. R., Suliyanto, S., & Novandari, W. (2026b). Using Social Media Marketing to Improve 
Marketing Performance: The Role of Digital Customer-Centric Intimacy Capability. Studi 
Ilmu Manajemen Dan Organisasi, 7(1), 1–20. https://doi.org/10.35912/simo.v7i1.6325 

Hossain, M. S., Islam, T., Babu, Md. A., Moon, M., Mim, M., Alam, M. T. U., Bhattacharjee, A., 
Sultana, Most. S., & Akter, Mst. M. (2025). The influence of celebrity credibility, 
attractiveness, and social media influence on trustworthiness, perceived quality, and 
purchase intention for natural beauty care products. Cleaner and Responsible Consumption, 17, 
100277. https://doi.org/10.1016/j.clrc.2025.100277 

Jadhav, B. (2024). Customer Centric Marketing Strategies for Success and Growth: Building Organizational 
Performance. 

Jain, G., Kamble, S. S., Ndubisi, N. O., Shrivastava, A., Belhadi, A., & Venkatesh, M. (2022). 
Antecedents of Blockchain-Enabled E-commerce Platforms (BEEP) adoption by 
customers – A study of second-hand small and medium apparel retailers. Journal of Business 
Research, 149, 576–588. https://doi.org/10.1016/j.jbusres.2022.05.041 

Jain, Sheth, J. N., Mogaji, E., & Ambika, A. (2024). Customer-Centric Support Services: An 
Introduction to the Next Frontier for Competitive Advantage in the Digital Era. In 
Customer Centric Support Services in the Digital Age (pp. 1–10). Springer International 
Publishing. https://doi.org/10.1007/978-3-031-37097-7_1 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer marketing: 
Foundations, trends, and ways forward. Electronic Commerce Research. 
https://doi.org/10.1007/s10660-023-09719-z 

Khin, S., & Ho, T. C. (2019). Digital technology, digital capability and organizational performance: 
A mediating role of digital innovation. International Journal of Innovation Science, 11(2), 177–
195. https://doi.org/10.1108/IJIS-08-2018-0083 

Kumar Chaudhary, M., Mani Ghimire, D., Dhungana, M., Kumar Chaudhary, R., Adhikari, M., & 
Thapa, S. (2025). Service innovation in telecommunication: The path to customer loyalty 
through enhanced customer satisfaction. Innovative Marketing, 21(1), 37–49. 
https://doi.org/10.21511/im.21(1).2025.04 

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

Liu, Q., Chen, J., & Li, Z. (2024). Digital technology implementation: The mediating role of the 
duality of digital technology affordance in open innovation practices. Journal of Engineering 
and Technology Management, 73, 101832. https://doi.org/10.1016/j.jengtecman.2024.101832 

Luo, B., Nie, M., & Ji, H. (2023). The Influence of Internet Celebrities’ Expertise and Attraction 
on Residents’ Intention to Purchase Household Energy-Saving Products in the Context of 
an Online Community. Energies, 16(8), 3332. https://doi.org/10.3390/en16083332 

Page 34 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

Page 34 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

https://doi.org/10.31002/rekomen.v9i2.4072


Jurnal REKOMEN (Riset Ekonomi Manajemen), Vol. 9 No. 2, pp. 173-196 
DOI: https://doi.org/10.31002/rekomen.v9i2.4072 

196 

Luo, Z., Guo, J., Benitez, J., Scaringella, L., & Lin, J. (2024). How do organizations leverage social 
media to enhance marketing performance? Unveiling the power of social CRM capability 
and guanxi. Decision Support Systems, 178, 114123. 
https://doi.org/10.1016/j.dss.2023.114123 

Maduku, D. (2024). Social media marketing assimilation in B2B firms: An integrative framework 
of antecedents and consequences. Industrial Marketing Management, 119, 27–42. 
https://doi.org/10.1016/j.indmarman.2024.04.003 

Marolt, M., Zimmermann, H.-D., & Pucihar, A. (2022). Social Media Use and Business 
Performance in SMEs: The Mediating Roles of Relational Social Commerce Capability and 
Competitive Advantage. Sustainability, 14(22), 15029. 
https://doi.org/10.3390/su142215029 

Osakwe, C. N. (2020). Customer centricity: An empirical analysis in the micro-sized firm. Journal 
of Strategic Marketing, 28(5), 455–468. https://doi.org/10.1080/0965254X.2019.1566268 

Radebe, S. S., Verkijika, S. F., & Neneh, B. N. (2024). Social media use and performance of small 
businesses: A customer-centric perspective. Baltic Journal of Management, 19(1), 69–84. 
https://doi.org/10.1108/BJM-01-2023-0044 

Rauyruen, P., & Miller, K. E. (2007). Relationship quality as a predictor of B2B customer loyalty. 
Journal of Business Research, 60(1), 21–31. https://doi.org/10.1016/j.jbusres.2005.11.006 

Tarsakoo, P., & Charoensukmongkol, P. (2019). Dimensions of social media marketing capabilities 
and their contribution to business performance of firms in Thailand. Journal of Asia Business 
Studies, 14(4), 441–461. https://doi.org/10.1108/JABS-07-2018-0204 

Teece, D. (2007). Explicating dynamic capabilities: The nature and microfoundations of 
(sustainable) enterprise performance. Strategic Management Journal, 28(13), 1319–1350. 
https://doi.org/10.1002/smj.640 

Trainor, K., Andzulis, J. (Mick), Rapp, A., & Agnihotri, R. (2014). Social media technology usage 
and customer relationship performance: A capabilities-based examination of social CRM. 
Journal of Business Research, 67(6), 1201–1208. 
https://doi.org/10.1016/j.jbusres.2013.05.002 

Treacy, M., & Wiersema, F. (1993). Customer Intimacy and Other Value Disciplines. 

Treacy, M., & Wiersema, F. D. (1995). The discipline of market leaders: Choose your customers, narrow your 
focus, dominate your market (Nachdr.). Basic Books. 

Varadarajan, R., Welden, R. B., Arunachalam, S., Haenlein, M., & Gupta, S. (2022). Digital product 
innovations for the greater good and digital marketing innovations in communications and 
channels: Evolution, emerging issues, and future research directions. International Journal of 
Research in Marketing, 39(2), 482–501. https://doi.org/10.1016/j.ijresmar.2021.09.002 

Verhoef, P. C., Reinartz, W. J., & Krafft, M. (2010). Customer Engagement as a New Perspective 
in Customer Management. Journal of Service Research, 13(3), 247–252. 
https://doi.org/10.1177/1094670510375461 

 

Page 35 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

Page 35 of 35 - Integrity Submission Submission ID trn:oid:::1:3688427865

https://doi.org/10.31002/rekomen.v9i2.4072

